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OUR VISION

To nurture thought leaders and practitioners through inventive education

CORE VALUES

Passion
We Link and Care
Result Oriented, Process Driven Work Ethic

Breakthrough Thinking and Breakthrough Execution

“The illiterate of this century will not be those who cannot read and write, but those who cannot
learn, unlearn, and relearn.” - Alvin Toffler

At WeSchool, we are deeply inspired by these words of this great American writer and futurist.
Undoubtedly, being convinced of the need for a radical change in management education, we
decided to tread the path that leads to corporate revolution.

Emerging unarticulated needs and realities need a new approach both in terms of thought as well
as action. Cross disciplinary learning, discovering, scrutinizing, prototyping, learning to create
and destroy-the mind’s eye needs to be nurtured and differently so.

We school has chosen the ‘design thinking’ approach towards management education. All our
efforts and manifestations as a result stem from the integration of design thinking into manage-
ment education. We dream to create an environment conducive to experiential learning.
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Message from the Group Director

Dear Readers,

It gives me immense pride to introduce Samvad’s issue every
month. The interest that readers have shown in Samvad is an
illustration of Team Samvad’s efforts. At WeSchool, we
believe in acquisition and sharing of knowledge to the best of
our capability.

As we move into the month of November, the first year
students would be planning for the round tables in order to
get acquainted with the corporate world and the second year
students are absorbed in the rigor of placements and I am
confident that most of them would not only be securing a job Prof. Dr. Uday Salunkhe,
of their choice but would also be carving for themselves their Group Director
dream careers, taking forward the legacy of WeSchool.

Here at WeSchool, we believe in the concept of AAA: Acquire, Apply and Assimilate. The
knowledge that you have acquired over the time spent at WeSchool will be applied somewhere
down the line. When you carry out this process repeatedly it becomes ingrained in you and
eventually tends to come out effortlessly. This is when you are said to have assimilated all the
knowledge that you have gained.

Our new batch of students has started to get a feel of the management world. I feel proud to
have them join us this year. This batch has had a promising start. In our institute, we aspire to
be unique, and we expect nothing but the best from our students. From the point of view of our
magazine, we look forward to reaching out to a wider reader-base.

Samvad is a platform to share and acquire knowledge and to develop ourselves into Integrative
Managers. It is our earnest desire to disseminate our knowledge and experience with not only
WeSchool students, but also with society at large.

In a continuation of this pursuit, [ wish you all the best!

Prof. Dr. Uday Salunkhe,
Group Director
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From the Editor's Desk

Dear Readers,

Welcome to the October Issue of Samvad!

Samvad has successfully published eight issues, and we are proud to say that it has lived up to
the expectations of all. The response to Samvad has been overwhelming, and the support and
appreciation that we have received has truly encouraged and motivated us.

We now have our eyes set on higher targets and more ambitious goals. Being one of the few
magazines in the country which invites articles from all spheres of management, it makes us
feel very proud to be able to gathered such following and interest.

With renewed vigor and passion, we bring to you the October issue of Samvad which revolves
around the theme of “Retail Industry”.

The India Retail Industry is the largest among all the industries, accounting for over 10 per cent
of the country's GDP and around 8 per cent of the employment. The Retail Industry in India
has come forth as one of the most dynamic and fast paced industries with several players enter-
ing the market. But all of them have not yet tasted success because of the heavy initial invest-
ments that are required to break even with other companies and compete with them. The India
Retail Industry is gradually inching its way towards becoming the next boom industry.

A large young working population with median age of 24 years, nuclear families in urban areas,
along with increasing working women population and emerging opportunities in the services
sector are going to be the key factors in the growth of the organized Retail sector in India. The
growth pattern in organized retailing and in the consumption made by the Indian population
will follow a rising graph helping the newer businessmen to enter the India Retail Industry.

The creation of Samvad has been the result of the contributions of many key individuals. We
wish to thank everyone who has been a part of the inception and development of this maga-
zine. We thank our Group Director Professor Dr. Uday Salunkhe for his constant motivation
and support. We thank our friends and colleagues for their valuable suggestions. Above all, we
thank all the students of the various MBA colleges who have sent their articles for this issue.
Without your excellent contributions, this issue could not have been successful.

We hope you stay with us, read with us, share with us and grow with us!

Hope you have a great time reading Samvad!

Best Wishes,

Team Samvad.
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WeAct

Quality Conclave 2012

The conference was held on 20th October 2012 at Welingkar (oY)
Institute of Management and the theme was- ‘Excellence through = @uacrry concrave - zo72
Quality Initiatives.” The speakers at the conference included S e, s

eminent persons from the service and manufacturing sectors @ \
heading either the business excellence or quality control divisions. \’(%
These are the people who have made a difference by initiating the lﬂl
quality concepts movement with the involvement of the work-

force and achieved substantial improvement in the overall perfor- . . oo e
mance of the organization including the bottom line. =~ == na o, et o S

The conclave highlighted their journey towards excellence including the resistance and hurdles
they faced in their endeavors. It also dwelled upon how they overcame the same. Some of the em-
inent speakers included the following:

-Dr S. Gondhalekar, Chief, Kaizen Institute

-Mr. Nitin Tikle, Sr GM, Strategic Sourcing M&M
-Prof Dr. VH Iyer, Dean Operations, WeSchool
-Mr. PN Balkrishnan, Vice President, Emami Ltd.

Seminar on Business Management for Legal Professionals

With the growing numbers and sizes of legal firms and the role of Corporate Counsel becoming
more important and diverse, it is imperative to have management skills to fulfil the duties for
marketing, negotiations, serving clients, and managing the team.

It will also help the legal professionals to under-
stand the needs of the business and will help them
advice as a legal-business manager.

To address this very need, WeSchool has taken the
initiative to offer an 1 month, weekend course in

Business Management for Legal Professionals;

where the lawyers will be exposed to the entire

gamut of management functions. The seminar for ~—

the same was held in September and eminent ~
guests included

Anand Desai, Managing Partner, DSK Legal,
Nilanjan Sinha, General Counsel ,GE Capital India
Girish Gokhale,President ,Legal &Group General Counsel ,JWE Steel.
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Vijay Sales

An Interview with Mr. Saurabh Dey

By: Avinash Srivastava and Aniket Sawant, MMS(2012-2014), WeSchool

Mr. Saurabh Dey is the Senior Store Manager, Vijay Sales, Lokhandwala, Mumbai

Q1. What are the essential traits for being a successful retail store manager?

Store manager needs to be a great leader. In addition to that,
following are the inevitable traits that a retail manager must
possess:

e Must be able to make quick decisions

e Must be able to train and develop an efficient staff

e Must be able to motivate the entire team time-to-time
o Must be able to drive the sales

o Must be able to gain the respect of the subordinates

Apart from these, one important trait that is obligatory is
that he must be patient. This is one field where you have to
leave aside your ego and be prepared for the worst of the sce-
narios both from the customer’s end and the corporate end.

Mr. Saurabh Dey
Senior Store Manager, Vijay Sales

Q2. After FDI in multi-brand retail, how are Indian Retail giants including Vijay Sales
planning to face stronger competition in the time to come?

The Indian retail industry is now worth about $250bn per year. The advent of foreign multi-
brand stores is surely going to affect the business of the existing Indian stores. One of the big-
gest concerns will of course be the predatory pricing strangulating the domestic retailers. [ am
sure all the giants including ours will develop an action plan to tackle the same. There are also
advantages underlying our side. We have an established infrastructure and supply chain. We
have already acquired primary locations and for our stores and have already established our-
selves as a mark of quality sales and service. We will be enhancing our infrastructure, logistics
and inventory as and when required.

Q3. Talking of the inventory, how do you handle the difference in inventory during reg-
ular days and festive seasons?

At Vijay Sales, being in the electronics domain, Deepawali is what we consider as the main fes-
tive season. During these days we follow the Vendor Managed Inventory (VMI) system.
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Vendor Managed Inventory is a continuous replenishment program that uses the exchange of
information between the retailer and the supplier to allow the supplier to manage and replen-
ish stock at the store or warehouse level.

We also lay emphasis on the products that are in demand as per online and other surveys, say
television sets, laptops, music systems, refrigerators, washing machines etc during Deepawali.
This helps us in implementing supply chain optimization process that reduces our costs, reduce
inventory levels and increase profits. Even in the regular days we tend to do the same but the
volume is substantially downsized.

Q4. Which electronic gadgets are currently creating a buzz in the market? How are you
using it to your advantage?

Different products from different genres are creating a buzz.

Smart phones: Samsung Galaxy S3, Note2, Galaxy Tabz in higher range to Galaxy Y in the lower
range. Others include Sony Xperia S, Xperia P and HTC Desire series.

LED and LCD TV: Samsung, LG, Sony Bravia.
Other products include Nikon Coolpix, Sony cyber-shot digital cams etc.

As far as using the buzz to our benefit is concerned, we go about that by having attractive price
model. Also internally we design an attractive counter for such products. We deploy best of our
staff and maintain a good stock of various models and color options so that no customer is left
unsatisfied.

Q5. How do you manage to have an upper hand on your competitors?

Vijay Sales has its stores in few cities compared to other electronic giants like Croma etc. At Vi-
jay Sales, what we believe in most is customer satisfaction. We try to give the shoppers an over-
all experience of shopping with us. This includes having super-trained staff who are polite and
well acquainted with the details of the products. Also we provide the best available prices and
other offers time-to-time. The after-sale service provided by us is one of the best. We not only
say but follow the phrase “One call away”. In addition to this, we try to maintain a detailed
stock of products as I talked about in the previous question.

Q6. How has the advent of e-commerce companies like flipkart.com, ebay.in etc affect-
ed your business and how do you plan to tackle it?

E-commerce companies have affected our sales to a certain level. They enjoy the liberty of not
having an infrastructure and staff and hence are able to offer competitive prices. But, we as In-
dians have a mindset which forces us to physically see and operate a product before purchasing
it. Also the shopping experience as I talked about earlier has a role to play.
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Vijay Sales

In the festive seasons, as it is, people do wish to visit different stores, have a look at the prod-
ucts and then decide about it. All this is not possible through the e-commerce companies.

[ agree that there are some sections like the smart-phones where we have lost a considerable
cut of customers but in the other macro products genre we do have a huge edge over these
companies. Also we do offer good deal of discounts and best prices to attract customers.

Q7. Suppose a prospective customer has become arrogant in his way of talking, how do
you deal with it as a retail store manager?

Such instances do keep occurring every now and then in our field. We have a variety of people
visiting our stores. Being into this field over the years, we develop an eye to find out a potential
customer. We have people visiting to buy, some to negotiate, some to have a look and to be
frank enough some just come to spend a 15 minutes waiting time for a movie, dinner etc. But as
per our policy, we treat every customer with due respect.

In event of a customer getting arrogant, we try to listen to his grievances and address to it as
per the intensity of the situation. If there is a way to handle the situation, we try all possibilities
to find it. In case the person goes overly arrogant, we politely persuade the person to leave the
store and feel happy enough to serve him in the future.

Q8. What has been the biggest challenge for you in your span at Vijay Sales?

Catering the retail industry in itself is an everyday challenge. :smiles: We do come across differ-
ent challenges at different levels of the business. So I frankly can’t point out any particular in-
stance. Generalizing the same, the major challenges include handling a situation like the one
you mentioned before. Technically maintaining an inventory, the shelf arrangement, the re-
cruitment and training of the staff members, the maintenance of the stores, designing various
offers and plans keeping the competition under consideration are some of the major challenges.

Q9. How do you make changes in the stores during festive seasons like Deepawali, say
the work force etc?

During the festive seasons, we generally try hiring sales interns for serving our purpose. Also
these are the people who are highly enthusiastic. They all undergo a fast track training about
the department they are put to work in and then deployed on floors. Other changes include in-
teriors of the stores, maintaining a stock of festival-relevant products as I explained earlier. We
also tend to have more billing counters to keep the process quick and smooth. We also design
certain offers for the festive season which include the ones like scratch coupons, free gifts etc.
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WeChat

Q10. Any advice that you would like to give to people who want to get into the retail sec-
tor?

I would like to say that, apart from technicalities try to learn the generalities of the retail sector.

Here you need to work on the customer level and hence your impromptu intellect is going to
help you over your bookish knowledge. Also get rid of your ego as soon as possible. Get accus-
tomed to working hard and devoting hours to the job. Soft skill training, negotiation skills,
good communication skills and a friendly nature is what you initially need to develop and lever-
age over the period of time.

Image source: Google Images

—  O——-
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Retailing in India

HR In Retail in India: An Overview

By: Niharika Adukia, PGDM (2012-2014), WeSchool

The Indian Retail Industry stood at a value of a whooping US $330 billion in 2007, with the likes
of Reliance Retail and Wal-mart joining the conglomerates from inside and outside the coun-
try. It is estimated that the retail sector will reach around US $600 billion by the turn of this
decade. The retail industry contributes about 10% to the GDP of India, and it is the largest
source of employment after agriculture in the country.

It is small wonder then that retail sector has opened the floodgates of employment opportuni-
ties to the Indian youth. Statistics reveal that the organized retail sector has increasing employ-
ee base burgeoning from 5.4 lakh to an astounding 16 lakh over the past couple of years. About
11.5 lakh jobs in the organized retail sector and 2 million jobs in the unorganized retail sector
were thrown open in 2010 by key players including Pantaloon India, RPG Retail, Lifestyle, Wills
lifestyle, Shoppers shop, Trent Ltd, Crosswords Bookstores Ltd., Ebony Retail Ltd. and Reliance
Retail Ltd.

HR practices in some of the most successful retail verti-
cals in India:

-Apparels: Pantaloon India: This retail giant hires at least 250
MBAs for operations and merchandising profiles. The candi-
dates go through an induction period and a short training

thereon. Individuals are allotted projects for the next five
months under the supervision of project guides. They are
placed in suitable positions thereafter, with plenty of scope for  Image Source: www.smartrecruiter.com
career growth and development.

-Food and grocery: It is estimated that the food and grocery market in India is an astounding
$236 billion, and it is the sixth largest grocery market in the world today. No doubt that human
resources are an important asset in this food and grocery retail industry. Many top companies
have made HR a strategic partner in their operations. One famous example is Nestle, the global
giant in consumer packaged goods. Nestle has a strong internally developed employee backing
which gives a major push to the company's leading position in the retail industry.

Attrition rates and retention of personnel:

According to a recent study, there seems to be a high level of attrition in the retail sector which
is almost 40%. Front end jobs are facing an attrition rate as high as even 80%.
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Human Resources

Under the present circumstances, retention and motivation of personnel has become the major
concern of HR. A congenial working atmosphere, learning and training facilities, a highly com-
petitive pay structure are some of the effective retention practices followed by the retail sector
in India.

While salary is the main attraction for freshers and starters, career satisfaction is the main rea-
son with experienced personnel. Assigning the "right project to the right person" is the organi-
zational motto these days with companies setting up Manpower Allocation Cells (MAC) to car-
ry out this agenda.

Looking at the current scenario, it could be said that there is an acute shortage of middle level

management professionals in the Indian Retail Industry. The current trend is to hire from a
smaller organization, luring the employee with a better pay package. It is imperative that suita-
ble talent be hired in various areas such as technology, supply chain, logistics, product develop-
ment and marketing in order to stay abreast of the hectic race for success among MNCs.

Strategy

Empiloyee
Performance

Image source: www.igmsglobal.com

To conclude, this quote from Kishore Biyani could provide great insight to HR professionals
about manpower requirements and training in the retail sector- “Retail is not seen as a sector
where one expects to get high salaries at entry level. However, there is an acute shortage of ex-

perienced people. There are instances when even graduates have gone up to the level of region-
al head .”
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Breather

Top 3 Retailers

WALMART

eWalmart has more employees—2.1 million
— than the population of Houston.

eWal-Mart registered more sales in 2012 —
$443 billion — than Norway's GPD. If
Walmart were a country, it would be the
25th largest economy in the world.

B8 .1n 2010, CEO Michael Duke's annual sala-
R 1y of $35 million earned him more in an
hour than his employees earned in an en-

tire year working for $8.75/hour.
eThe Carrefour group currently has over

9,500 stores, either company-operated or o ' (9
franchises. carr e ; at

+On FDI in retail in India: has

Image source: http://www.google.com

CARREFOUR (FRANCE)

“We believe this is a very positive move that |
will benefit the Indian farmers and consum- |
ers effectively in the long run,” wrote Jean .
Noel Bironeau, managing director of Carre- MU
four in his letter to commerce and industry
minister Anand Sharma.

«With over 410,000 employees, 110,000 of
them in France, the Carrefour group ranks

among the top 13 private employers in the :
world Image source: http://www.google.com
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Breather

METRO GROUP (GERMANY)

eHas some 280,00 employees worldwide.

oIt is the first German retail company with
clear nutritional labeling. An important
component of the initiative is new label-
ing that allows consumers to quickly and

easily learn about the nutritional value of
food.

eAccording to a CISCO report, Innovation
differentiates Metro across all business
divisions.

Image source: http://www.google.com

o W

Top 5 Global Retail Websites

amazon.com eb

=2 -

Alibaba.com Walmart =

Save money. Live better.

=
=
=
=
=
=
=
=
=
=
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First and Last Click

Multi-channel Attribution for GenX Consumer in India

By: Trupti Lohar and Swapnil Dashora, PGP(2011-2013), IIM-Lucknow

Last two decades have marked their presence on technological front, pre-dominantly the scope
and reach, which has led the consumer market to a wider horizon. Phenomenon of ‘Online
shopping’ is not a mere convenience over offline shopping for a consumer now. With increased
competition in the market and emergence of hundreds of online/offline retailers, both offline
and online streams of shopping behavior has been impacted by the technological evolution.

Buying procedure for today’s consumer has gone beyond traditional three step process of
Awareness-Evaluation-Trial attributed to the seamless experience provided by evolved Integrat-
ed marketing. Now he/she becomes aware about a new
product/service from POS display while roaming in E
mall, watch an advertisement for the product on televi-

sion while having breakfast, discuss and learn more
about it from social media sites, search about it on lap-

top in office, check out the referral sites on smartphone
while stuck in traffic and finally place a purchase order

from an iPad after purchase decision has been made. W

Realistically, consumers’ purchase decisions are influ-
enced by a number of factors than just a simple message
in the current internet era.

As a % of total population, internet penetration in India T ————
now stands at 10% (65 million of whom are expected to be

active internet users), social network penetration is at 3%, mobile penetration is at 71% and in-
ternet via mobile device usage is at 59 % where majority of users fall in the age range of 15 to 35
years. Increasing internet penetration has helped to expand the potential customer pool for e-
commerce.

Analysts put the size of India's e-commerce retail market at about $10 billion currently. India's
Internet economy growth rate of 23 per cent places it as the second fastest across the G-20 mak-
ing expected internet economy $196 billion and interactive marketing budgets projected to
reach $76 billion by 2016. With 35% of population below 20 years of age and expected working
population of 325 million by 2020, India represents an opportunity with a wider consumer base.
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Marketing

Marketing expenditure for companies in India ranges from 10% to 50% of sales, based on level
of market turbulence and company’s strategic position. With the inexpensive cost to reach ratio
and ability to measure impact of campaign effectively, Online marketing now ranks ahead of
TV, Radio and Print as the preferred marketing method. Companies are coming up with more
integrated marketing communication mix that let all aspects of communication media work
together as a unified force, rather than permitting each to work in isolation and maximize their
cost effectiveness.

In today’s media-driven world where consumers are exposed to a myriad of marketing messag-
es, it is difficult to figure out exactly which messages affect final purchasing decisions. Analyz-
ing these channel contributions and conversion path allows marketer to measure the return on
the marketing investment and optimize the marketing expenses. The technology that can help
in understanding this impact is Web Analytics and Internet modeling. Web analytics helps
marketer in taking this decision about expenditure on each touch point by tracking the conver-
sion path i.e. clicks/referrals that led up to each conversion and transaction.

Currently available web analytics models
rely mostly on simple attribution models
like the “last click attribution” i.e. attrib-
uting more importance to last channel
that led to final conversion than the inter-

mediate channels in the purchase deci- e
sion process than the intermediate chan- Soarch /  Search
nels in the purchase decision process. But

giving credit to just the last click under-
mines the fact that only this link was not
responsible for the consumer awareness,
the starting of purchase decision purchase. Similarly, entire credit to the first click in “first click
attribution” model would also be unfair, as it did not directly convert in purchase like last click
did. While “customized attribution” model can be a better method which attribute different
weightage to each of the touch points, starting from the source, the assistants, the referrals and
finally the last click, efficient algorithms to assign weightage to each channel would bear the
responsibility of success.

Image source: http://www.google.com

Apart from these models, few other models like linear (equal weightage to each channel used
by consumer in decision making process), time decay (more weightage to the channel nearest
to the time of conversion into final purchase) and position based or U model (hybrid model
with more weightage to the first and the last click while intermediate channel with lesser
weightage) are also used now-a-days by a few companies.
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First and Last Click

Though these models have been suc-  Effectiveness of Attribution Method According to
cessful in understanding digital attrib- Marketers Worldwide, Oct 2011

ution to a certain level, they fail to % of respondents

measure the combined impact of both

i } Customized by channel
offline as well as online channels due 299 494 a
to technological restrictions.
l.lniiui mlthndu-lni

Even in the case of digital attribution, jpaar

these models can be a reliable the 23% 69%
consumer is using same machine and
browser. The moment consumer
moves to other machine like from

First click

laptop to Smartphone or Internet Last chck

explorer to Firefox, he/she is out of m
the conversion path in above models. W Very effective somewhat ineffective

These problems are classified accord- B Somewhat effective Bl Very ineffective

ing to the consumer exposure to the Image Source: htp://www.weboptimeez.com

marketing channels.

Four refined scenarios are possible to include the combined impact of multi-channel marketing
on a purchase decision. The working algorithms for these four models are complex and are still
under the process of development and are limited in terms of privacy issues, government poli-
cies, and technological shortcomings.

Online-to-Store sales model analyzes the offline impact of online marketing. Precisely, the
turnaround/footfall and conversion/final purchase at store because of the online marketing.
Online marketing including but not restricted to social sites, referrals, paid and organic search,
email newsletters etc. which resulted in conversion in store is still not be modeled practically.
Using the above attribution models and consumer behavior theories, some of the loose links in
this model can be found to attribute the impact to each of the touch points in this scenario.

Offline-to-Online sales model analyzes the online impact of offline marketing. Traditional mar-
keting activities like POS displays, news, TV, radio create the awareness about the
product/service and then consumer is led to online activities to get more knowledge about and
finally led to the purchase decision. Similar to online-to-store, this model can be analyzed using
algorithms and consumer behavior theories to understand attribution in this case.
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Marketing

ATTRIBUTION MODELS
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Image Source: http://www.pistonagency.com

Across-Multiple-Screens model analyzes the consumer conversion path over multiple machines
as well as browsers. Present consumer, specifically youngsters, are exposed to number of gadg-
ets like smartphones, laptops, tablets for information gathering and processing. Current web
analytics models fail to analyze this scenario of multiple screens due to privacy issues and tech-
nological restrictions.

Across-Digital-Channels model analyzes the consumer knowledge gain and sharing process
over the internet (considering he/she uses same machine and browser) which most of the cur-
rently working web analytics companies are focusing on. Consumers these days involve in in-
ternet activities like social interactions (Facebook, Twitter), organic search sites (Google, Ya-
hoo), referrals (Journals, forums). Currently available analytics hoo), referrals (Journals, fo-
rums). Currently available analytics provide with the conversion path for only digital channels
undermining the offline impact on online purchase decision.

Despite the shortcomings in terms of offline impact, in current scenario, this model is still ben-
eficial to understand important channels from all the marketing channels involved by compa-
ny. But attributing these channels with appropriate weightage is still a challenge and custom-
ized attribution model revised under controlled environment can give a better solution.

- O——-
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Retail in India

The Indian Retail Industry

By: Nidhi Walke, M.Mgt (2011-2013), SJMSOM, IIT Bombay
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Similarly with the ease, popularity and the response from customers, many outlets such as Pub-
lic Distribution Service Outlets, Cooperative stores were setup. The rise in income and a high
standard of living population, different national players came in to setup organized retail stores
viz. Hyper or super markets and shopping malls.

Some retailers even refer to this industry as a ‘Semi-hospitality industry’ due to the skills such
as customer relationship management, merchandise mix, logistics and supply chain manage-
ment, ERP required to deal with consumer behavior.

The retail sector in India since then has flourished since at a phenomenal pace and reports from
the Global Retail Development Index 2012 quote that India ranks fifth among the top 30 emerg-
ing markets for retail. With a GDP contribution of 22% for 2011, the retail sector has a vast
scope for its growth.

Retail Structure in India

eMom-and-pop or Kirana stores: family owned and individually handled shops for small local
customer segment; have a personal touch as they know customers by names and family rela-
tions carried on from generations
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eDepartmental stores: general retail merchandisers offering quality products and services

eConvenience stores: stores located in residential areas with slightly higher prices goods due to
the convenience offered

eShopping malls: the biggest form of retail in India offering a blend of all types of products and
services including entertainment and food

oE-trailers: retailers providing online buying and selling of products and services
eDiscount stores: factory outlets giving discount on the MRP

eVending: a relatively new entry for convenience of buying beverages, snacks and other small
items from vending machines

eCategory killers or Multi Brand Outlets (MBOs): small specialty stores which offer a variety of
categories such as electronics and sporting goods

eSpecialty stores: retail chains dealing in specific categories and provide deep assortment e.g.
Crossword Book Store, RPG's Music World, Time’s Planet M music store

eHyper markets or supermarkets: large self-servicing outlets offering products from a variety of
categories

Challenges Faced By Indian Retail Industry

The unfavorable tax structure favoring small retail business

eInadequate infrastructure facilities

eHigh cost of real estate, investment problems

eDissimilarity in consumer groups- many types of consumer segments, market risks
eHindrance to Foreign Direct Investment from local retailers, a matter of national debate
ePolitical issues

eNarrow scope for study related to Retail Management

ePoor technology used for retail management

eDifficulty in SCM and logistics due to geographical spread out

eUnskilled retail workforce

eLow quality retail management skills

eInadequate power supply to maintain the posh ambience

eCompetition from unorganized retail as majority of population still purchases from local Kira-
na stores
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eCategory killers or Multi Brand Outlets (MBOs): small specialty stores which offer a variety of
categories such as electronics and sporting goods

eSpecialty stores: retail chains dealing in specific categories and provide deep assortment e.g.
Crossword Book Store, RPG's Music World, Time’s Planet M music store

eHyper markets or supermarkets: large self-servicing outlets offering products from a variety of
categories

Image source: http://sbr.sunstone.in/

Challenges Faced By Indian Retail Industry

The unfavorable tax structure favoring small retail business

eInadequate infrastructure facilities

eHigh cost of real estate, investment problems

eDissimilarity in consumer groups- many types of consumer segments, market risks
eHindrance to Foreign Direct Investment from local retailers, a matter of national debate
ePolitical issues

eNarrow scope for study related to Retail Management

ePoor technology used for retail management

eDifficulty in SCM and logistics due to geographical spread out

eUnskilled retail workforce

eLow quality retail management skills

eInadequate power supply to maintain the posh ambience
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FDIlup to 100%
allowed under
the automatic

Upto 51% FDI allowed
under the automatic
route in select priority
sectors

routein Cash & . 2008 2012
Carry Govt. allows
(wholesale) 2006 Govt. mt{lled FDIin Multi
over the idea
@ FDIup to 51% ©of allowing 2;"’}(23}”3
allowing with  100%FDIin
prior Govt. Slngle-bre_md
o] approvalin and 5_0% in
1991: Liberalization 'Single Brand ~ Multi Brand
' Retail' retail

Major Retail Players in India

Image source: http://www.google.com

The major domestic players in retail are:

1.Pantaloon- Big Bazaar, Food Bazaar, Home Bazaar

2.Tata Group- Star India Bazaar, Westside

3.AV Birla Group- Birla ‘More’, apparel brands such as Allen Solly, Van Heusen, Peter England

and Louis Phillipe

4.Reliance- Reliance Fresh, Mart, Trends, iStore by Reliance Digital

5.Bharti Retail- Easyday
6.RPG Group- Spencer’s

A big dimension to the retail spends and attracts the foreign retailers towards the Indian mar-

ket. The foreign retailers’ target primarily would be on food and grocery, apparel, electronics, e-
commerce, fashion and lifestyle but with more focus in providing luxury and ambience.

— O——
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FDI in Indian Retail

FDI in Indian Retail: An Inclusive growth opportunity

By: Nimit Selot & Katyayni Kumar, PGPM (2012-2013),
Great Lakes Institute of Management

Traditional theories of Welfare Eco-
nomics draw our attention to the con-
cept of Inclusive Growth as ‘pro-poor’
and comprehensive in terms of scope of
coverage of population.

Commonly it is talked of in terms of al-
location of resources in such a manner
so as to result in poverty reduction in
the economy.

The holistic development of entire pop-
ulation in India requires an inclusive
growth approach which means that eq-
uity exists not just in terms of income
but also in terms of all opportunities in
the sphere of Health, Education and
Employment.

Image Source: http://lmg.letmeget.net

To make this possible, just the direct redistribution of income will not deliver desired results of
a structural transformation; there is a need for a more impactful approach - an ability to identi-
fy and capitalize on the opportunities that translate into social welfare and creating an environ-
ment which is conducive to it generating productive employment.

One such avenue that seems to offer all this is Foreign Direct Investment. The inception of FDI
in India was with the advent of reforms during Liberalization in 1990’s. It led to opening up of
market and there has been a significant impact on the economy albeit the limited scope of FDI
present. Retail sector has emerged as the most promising sector for FDI.

[t is growing at a much faster rate than predicted which is mainly due to rapid urbanization,
change in lifestyles and the demographic dividend. The main debate is centred on the destruc-
tion of the unorganized sector which as per data from National Sample Survey Organization,
accounts for almost 78% employment in retail sector.

Retail in India follows more of an unstructured format as it provides an easy resort for living
with minimum capital investment. The agriculture sector is saturated due to paucity of fertile
lands and the manufacturing sector is stagnant.
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The services sector is growing but the opportunities are limited to specific areas and the wages
are not very attractive .The result is -people opening up their own shops in whatever format
they can manage.

It justifies the mushrooming of almost 13 million outlets that India has at present. In most of
the cases, these stores are run by families over generations that has culminated in a different
culture altogether. These stores cater to an underprivileged section of the society which de-
pends on them for their daily needs.

As per AT Kearny, India has been identified as the second most attractive retail destination
among 30 emerging markets globally. This assertion is supported by the fact that global mam-
moths in retailing like Wal-Mart and Ikea want to set up their operations in the country. But
India is ridden with infrastructural inadequacies which are a prime requirement for setting up
of these businesses. This type of capital investment would provide employment facilities to all
the sections of the society and would also strengthen the existing framework.

The sizeable and world class infrastructural growth of this nature at the back end will take
years for the government to make. Take the example of perishable segment of vegetables and
fruits where there is dearth of proper warehousing, storage and cold chain facilities throughout
the country. This coupled with the existence of several intermediaries, leads to a lot of wastage
which directly affects the farmers who don’t get their deserved shares.

These big, monopolistic retail stores have huge requirements in terms of land. Their advent
threatens the existence of the small retailers which would not be able to cope up, upsetting the
delicate fabric holding the underprivileged section together.

October Issue, 2012. Samvad Page 25

S.P MANDALI'S s AL

"YWe Sv(vihOC)l saMvao



FDI in Indian Retail

People would not always run to a large store located far away for petty needs, they would still
come to these small and convenient stores.

The Indian retail is not just an industry but a social structure which is embedded deep into the
culture. This sector is held together by a very delicate thread of an undefined hierarchy, a total-
ly random yet robust structure.

Any unplanned intrusion will upset this juggernaut and the nation as a whole will suffer.
Hence, the following points should be considered while formulating policies regarding the FDI
injection in retail for an inclusive growth model.

1. The corporates entering into the organized retail segment should be instructed to build em-
ployment, training & skill development facilities for the less privileged unorganized retailers.
Soft Skills training and world class management techniques would help them in evolving their
businesses while earning a stable income. Corporates would benefit by generating confidence
among the people and thus can operate more efficiently.

2. The volume of FDI can be increased but based on the condition that domestic brands are giv-
en a substantial share which would promote local sourcing.

3. For stores opening in the suburbs of the metro cities, it can be stipulated that employment
should be given to 50% of rural youth.

4. A guideline stating clearly the distance between 2 modern retail outlets should be defined in
the policy, this would ensure that opportunity for small retailers in not lost.

5. Stores within the periphery of large outlets and with area less than 500 sq. ft. should be given
subsidies and tax relaxations by the government.

6. The subsidy for lower income groups can also be applied to purchases from these stores.
Government can allocate proportionate subsidies for low income families so that the economi-
cally weaker section can also enjoy the retail revolution.

The above points in the FDI in retail industry would propel the economy towards an Inclusive
Growth Trajectory, providing equality of opportunity.

Focusing on an equitable income-distribution view, is of great consequence in a ‘pro-poor’ ap-
proach as this is more targeted and proponents emphasize need for faster growth in this sec-
tion.

Page 26 October Issue, 2012. Samvad

S.P MANDALI'S = P

WESgth)Ol saMvao



Finance

PVR: The Entertainment Retailer of 2012

By: Supriya Gunthey, PGDM (2012-2014), WeSchool

“We aren't in an information age; we are in an
entertainment age.” Anthony Robbins has beyond
doubt described the current scenario prevalent in
our society. Today, Movie watching is becoming an
experience more than just a casual outing with the
family.

The lines are blurring between watching a movie for
entertainment and watching a movie for leisure. The

movie experience goes much beyond just watching a
film.

The encouraging growth in the number of multiplexes
is making the movie goers, especially in urban India,
experience a new way of enjoying movies.

Entertainment

Image Source: www.icicibank.com

Higher consumption spending and consequent changes in lifestyle are also spurring the growth
of the Indian Entertainment sector.

Since the late 9o’s, distribution has become equally as important as production to the Indian
movie industry. Multiplexes were the natural choice for distributing movies in large cit-

ies. Space was at a premium and several movies were competing for limited number of
screens. Multiplexes not only increased the number of available screens, but also provided
them with excellent acoustics and enhanced picture display.

Priya village road show, popularly known as PVR is the pioneer in
establishing the theater system in India. PVR started its operations
in the year 1998 and redefined the way movie service provided in
India. It is the first Indian company that corporatized the theater
system. Till then theaters were owned by the individuals. PVR is the
first media company to initiate the multiplex system in India.

4 : o Multiplexes are the theaters built inside the shopping malls or com-
CINEMAS . -y ;
mercial complexes. PVR knew that establishing multiplexes alone
Image Source: www.bolliwoodbilli.com cannot help it to expand.

Therefore it started an innovative idea of holding the theaters and screens. Currently, PVR op-
erates a cinema circuit consisting of 154 screens spread over 20 key cities in India.
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PVR: The Entertainment Retailer

Pricing a movie ticket is a complex issue. It plays a pivotal role with respect to Brand Loyalty.
Main objectives of PVR have always been to increase profits, to attract new customers, at the
same time maintain the current customers.

PVR believed in providing high quality mov-
ie experience at an affordable price. But ris-
ing input cost like, wage, rent, electricity
and others made PVR to rethink its business
model. Thus PVR put forward the concept of

customers for various segments and thereby |
increase the revenue.

In order to implement the targeting of cus-
tomers from varied segments, PVR have
come up with many concepts. PVR launched
a new brand of cinema called ‘PVR Talkies’ Image Source: http://www.idlebrain.com

to cater the demand of the cinema viewing public in class B & C cities at a lower price range of
Rs. 40 to Rs. 60 for an enhanced movie viewing experience.

PVR came up with ‘PVR Premier Screens’ which would be high end luxury screens with prices
beyond Rs.200. These screens mainly targeted the middle upper market and premium location
in metros.

The tickets available are in two classes’ viz.,

Prime Normal and Star Normal. Also, they have

come up with strategies where in the cost of the

ticket is a minimal Rs. 70 or Rs. 8o for all the

B shows before 1 pm. PVR has also brought to its
customers the experience of luxury cinema.

Gold Class Cinemas, which have been intro-
duced for the first time in India, are two ultra
luxurious exclusive auditoriums, each equipped
with 32 plush and fully reclining seats and gener-
ous legroom.

Image Source: http://www.orangewebsolutions.com

Patrons can also enjoy star like treatment at the exclusive Gold Class lounge which provides an
excellent pre cinema experience with scrumptious food and beverages. The price of the tickets
for Gold Class goes beyond Rs. 500. Out of Rs. 500 charged, Rs.350 is considered as movie ticket
price and Rs.150 is used to provide snacks to these consumers.
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Thus the pricing strategy adopted by PVR is a skimming pricing strategy on weekends and pen-
etrating pricing strategy on weekdays. These strategies have helped PVR very well with respect
to profit maximization. The Profit and Loss Statement of PVR exemplifies this.

PROFIT AND LOSS STATEMENT

Income

467.47 391.37 304.77
13.97 9.64 3.63
481.44 401.01 308.4

Expenditure

50.73 40.62 35.12

161.47 127.69 100.68

(o] 142.5 18.27

185.42 27.64 21.44

397.62 338.45 275.51

Operating Profit 69.85 52.92 29.26
PBT 34.91 23.03 0.25
Tax 6.8 6.69 -0.02
Reported Net Profit 28.11 16.34 0.26

Source: www.moneycontrol.com

The perseverance displayed by PVR has paved its path towards glory, awards and recognitions.
PVR has

Had Highest Box Office Collections in INDIA for 5 Consecutive years.

Been awarded “The Theatre World Newsmaker of the Year” Award for 2003.
Been awarded “Retailer of the Year”- 2005

Won “Franchise Award” - 2005

Been conferred with the “Retailer of the Year” award by IRF(2007)

Won “Most Admired Retailer of the Year - Entertainment” award by the IRF for three
consecutive years(2010, 2011 and 2012)

Thus by evolving along with emerging changes through efficient utilization of available re-
sources, PVR Cinemas have come a long way. They have achieved this success by acting proac-
tively and by enhancing capabilities to fulfill the future needs. PVR truly follows the mantra -
“To forge dauntlessly ahead into the future, to do what was not done before and to succeed.”

- O——-
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Pick The Brick By a Click

Pick the brick by a click in your own hand (Cell phone)

By: Vaibhav Gumaste, PGDM E-Business (2012-2014), WeSchool

Bricks-and-clicks is a business model by which a company integrates both offline (bricks) and
online (clicks) presence. It is also known as click-and-mortar or clicks-and-bricks, as well as
bricks, clicks and flips, flips referring to catalogs.

The bricks and clicks model has been used by traditional retailers who have extensive logistics
and supply chains. Major reason for its success is that it is quite easier for a traditional retailer
to establish an online presence than it is for a start-up company to employ a successful pure
"dot com" strategy, or the reverse for online retailer.

Diverse market-

This year the number of Internet users worldwide reached 2.27 billion, almost exactly
twice what it was in 5 years ago, 1.15 billion. And as the Internet population grows, so does the
potential size of online services.

Internet users per 100 inhabitants
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Image source- http://www.itu.int/itu-d/ict/statistics

Globally there are 2.25 billion Internet users with a population penetration rate of 32% and 663
million Internet users were added during 2008-2011 recording a 8% YoY growth. Specifically for
India, India has added 69 million Internet users during 2008-2011 and now has 121 million
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Internet users with a population penetration rate of 10%, recording a 38% YoY growth. Asia
contributes the highest share in web usage all over the world and India acquires around 12.3%
share for online users.

Internet users in the world

Distribution by World regions — 2011

12.0% 10.4% . W Asia 44.8%

| Europe 22.1%

B North America 12.0%

B Lat Am /Caribb 10.4%
_| Africa 6.2%

ol Middle East 3.4%

M Oceania / Australia 1.1%

Source :www.internetworldstats.com/stats.htm

With such an expansive and diverse available market, a number of e-commerce sites are doing
brisk business. This has motivated more businesses to join the fray; it has also triggered invest-
ments in online commerce. Segments that have caught the imagination of the Indian consumer
include travel, financial services, online classifieds and e-tailing.

Advantages for retail industries-

1.Strong brands- Many businesses were able to develop trusted brand names and a reputation
that translates well onto the Internet. Often existing firms have invested large sums of money
in brand advertising over the years. This equity can be leveraged on-line by using recognized
brand names.

2. Supplier networks- The Internet offers retail stores a wider range of suppliers, allowing more
orders of new products and equipment, plus more competitive pricing. Existing trust and rela-
tionships with suppliers will be in favour.

3. Distribution networks- As same for supplier networks, established relationships with distri-
bution networks also enhance their businesses.

4. Existing customer group- Existing firms will be already having the base of sales.

5. Lower capital- using Bond issues.
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Pick The Brick By a Click

6. Core competency- The industries would use brand equity against core competitors differen-
tially using 'go-online' methods.

7. Awareness- The Web can build such awareness even though the majority of Web surfers do
not click on banner ads with cost-efficient ways.

8. Cost- Cost for direct marketing would be much lesser compared with traditional paper, post-
age and human entries.

Scope in India-

The lack of physical presence, low technology penetration and usage, also limited payment
mechanisms will act as impeding blocks for pure-click retailers to reach a sustainable revenue
level quickly. Digital commerce will act as an extension for brick-and-mortar retailers in India,
leading to efficiency and lowering the overall costs of operations.

Proposed Model for retailers-
COMPUNDED COMMERCE

Mog) g
APF;SM(IIOS —
. e .'

Compounded Commerce offers the seamless flow of information across channels and hence
helps leverage the channel that is best suited for the product category and consumers, to drive
a compelling experience. The relevance of compounded commerce increases in a developing
country like India, which has large cultural and income diversity, leading to vast preferences for
and accessibility across many shopping channels. For example it will be difficult for even the
largest retailer to reach the smallest of towns and villages, but that reach is possible through
mobile phone as India has 39 million 3G subscriptions as of Q4 2011 with 4% penetration

rate and 841% YoY growth.

- O——-
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Auto Regressive Models Of Retail Management

By: Saurabh Pramanick, PGDM Business Design (2012-2014), WeSchool

The retail management comprises of two Autoregressive models:
1. Autoregressive Model for Ratio of Retail Sales to GDP
2. Autoregressive Model for Ratio of Retail Food Sales to Total Retail Sales

I. Autoregressive Model for Ratio of Retail Sales to GDP

Let St denotes the retail sales in year t
Let g denote the GDP of India in year t

Xt = 111{ st }
gt — st

where gt - st is difference between GDP and retail sales in year t

xt is the log- ic transformed value of the ratio of retail sales to GDP.
St

| gt
nd_ 9
Xt = (1—st + gt)

Consumption of which retail purchases are a part has grown at a slower rate than GDP in India.
Consider the first autoregressive model
Xt = ao+ai+a2+Et

Where |at| < 1. The xt-1 term on the right hand side of the above equation captures the serial de-
pendence in the values of xt. As the ratio of retail sales to GDP decreases over time, we expect a2 <
0. The value of Durbin’s t-statistic is 2.544 (p = 0.012) which suggests the presence of first order au-
tocorrelation in the data.

Use a maximum likelihood procedure to estimate the model parameters. The estimated model is:
Xt = 0.7412Xt-1 — 0.0425t
standard error (0.1906) (0.00349)

The intercept term is not statistically significant (p > 0.10) and is therefore not included in the
above equation. The co-efficients a1 and a2 are both statiscally significant (p < 0.05). The estimated
model explains almost all of the variance in the data (Total R* = 0.991).
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Auto Regressive Models

The Model predicts xt = 0.940 in 2016, the corresponding 95% confidence interval for xt is (-
11413, -0.7384). The predicted value in 2016 is 0.281 (Substitute xt = -0.940).

The Model predicts that retail sales will decline to 28.1% of GDP in 2016.The corresponding 95%
confidence interval for st/gt is (0.2421,0.3234).

To estimate the value of predicted retail sales, we use GDP projections from the IMF, which
forecasts real GDP in India will grow at an average annual rate of 6.67% until 2016. This implies
that the GDP of India will be $2043.92 billion in 2016. Thus the model predicts that retail sales
in constant 2009 prices will be st = $574.2 billion (0.281x2043.92 billion) in 2016. The corre-
sponding 95% confidence range, in billions of dollars is ($494.78, $660.92).
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Fit and Predictions from Autoregressive Model of Retail Sales as a fraction
of GDP

II. Autoregressive Model for Ratio of Retail Food Sales to Total Retail Sales

Let St denotes the retail sales in year t

Let Ft denote the retail food sales in year

LetY= In {st}:tfr}

where st -ft is the difference between total retail sales and food retail sales in years t.

Page 34 October Issue, 2012. Samvad

S.P MANDALI'S e 2
P

WESV(}hOOl §aMvaD



Operations

Ye= {ﬁit ft} - = {%}

We consider the first regression model:

yt = bo+ biyt-1+b2t+Et

where |bt|< 1. The yt-1 on the right side of equation captures the serial dependence in the values
of yx. As the ratio of retail food sales to total retail sales decreases over time, we expect b2 Me-
dium o. The value of Durbin ’s t-statistic is 2.544 (p = 0.012), which suggests the presence of
first order autocorrelation in the data.

We use a maximum-likelihood procedure to eliminate the model parameters. The estimated
model is:

yt = 1.1126 + 0.8257 yt-1 — 0.0314t
standard error (0.0166) (0.1431) (0.00161)

Each of the co-efficients is statistically significant (p < 0.0001). The estimated model explains
most of the variance in the data (Total R2 = 0.996).

The below figure shows the predicted values and 95% confidence intervals for ft/st until 2016.
The predicted value of ft/st until 2016 is 0.604.

The corresponding 95% confidence interval is (0.588-0.620). Food sales in 2016 can thus be esti-
mated to be 0.604 x $574.2 billion = $ 346.82 billion.
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In 1997, Toyota Prius became the world’s first mass produced hybrid vehicle. It was subse-
quently introduced worldwide in 2000. The Prius family reached global cumulative sales of
2.87 million units through April 2012, representing 71.8% of Toyota Motor Company hybrid
sales.

Kinect is a motion sensing input device by Microsoft for the Xbox 360 video game console and
Windows PCs. Based .around a webcam-style add-on peripheral for the Xbox 360 console, it en-
ables users to control and interact with the Xbox 360 without the need to touch a game con-
troller, through a natural user interface using gestures and spoken commands. After selling a
total of 8 million units in its first 60 days, the Kinect holds the Guinness World Record of being
the "fastest selling consumer electronics device".

2

Image source: http://www.g4tv.com/thefeed/blog/post/706283/microsoft-taking-kinect-on-
the-road-for-national-tour/

Zomato is an Indian website providing information related to restaurants,
pubs, clubs and events at such establishments in cities of India and UAE. It
"iomatoﬁ was started in 2008 by IIT-Delhi alumni who had earlier worked with the con-

- sulting giant Bain & Company. Zomato currently covers 45,600 restaurants in
15 cities in 2 countries.

4

Nook HD was recently launched by Barnes and Noble Inc. to take on the Kin-
dle Fire HD. The device is far more focused on the reading experience than
the competitors, a fact reflected in both hardware and UI decisions.

Facebook Gifts is a service that Facebook recently rolled out for its users in
the US to let them send chocolate, coffee, socks and other real-life presents
to one another.

www.zomato.com
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Trivia

The Autograpoher, developed by OMG Plc., is a camera that uses
five in-built sensors and software developed by Microsoft Corp to

chose the best moment to capture an image without any interven-
tion from the user.

The logo alongside is the new logo adopted by Mindtree as a part
of its new Marketing and Branding Strategy on 28 September 2012.
Mindtree is ranked #18 in Indian IT companies and overall no. 445
in Fortune India 500.

Image Source:
http://www.mindtree.com/

HCL Infosystems was awarded the rights of being the Managed
Service Provider to implement and manage the central ID Repository for the Government’s am-
bitious UIDAI project.

Mobstac, Neuron Mediatech and Srishti Technet are all Indian technology start-ups picked up
by Google as vendors for the Go Mo (short for Go Mobile) programme it has just launched to
help local businesses build ac mobile interface.

Mobilize
your site
NOW.

Google
S

Image Source: http://www.abzolute.in.th

In September of 2007, Bajaj Auto filed a claim accusing that the development of the TVS Flame
was in violation of their patent for the DTS-I technology. In 2009, the Supreme Court of India
permitted TVS Motors to manufacture and sell the 125 cc TVS Flame with Twin Spark
Technology.

- O——-
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WeChallenge

1) With which retail brand would you associate “zarooratein anek, jagah ek”?

2) A retail brand recently launched an offering by the name ‘Renoir’.

What was so special about it?

3) With which retailer would you associate the logo alongside?

4) In the context of a retail store, what exactly is a “hot-spot”?

5) The name of which retail giant is an acronym comprising the initials of the founder's name,

the farm where he grew up, and his hometown?

6) What is the name of the joint-venture between the Future Group and Godrej Agrovet which
focuses on retail distribution of agricultural and consumer products for personal and house-

hold use in rural and semi-urban India?

7) With which Indian retail brand would you associate the gentle-

man seen alongside?

8) The mission statement of which retailer talks about being the

“Earth’s most customer-centric company”?

9) What floor investment does the recent Government Policy on allowing upto 51% FDI in

multi-brand retail trading prescribe for foreign investors?

10) This gentleman believed that running a successful business boils down to 10 simple rules
which he explained in his best-selling autobiography. According to Jack Welch, he
“understood people the way Thomas Edison understood innovation and Henry Ford, pro-

duction and taught something of value to everyone he touched.” Who are we referring to?
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Results
A R A A e e s e A e A

The much awaited results of the “WeSchool” Challenge is right here!
WeSchool Challenge Competitiow:

e Shailesh Bhadra, PGDM (2012- 2014), WeSchool.
e Rohit Ranjan, SIIB, Pune
e Anup Pawaskar, PGDM E-Biz (201- 2013), WeSchool.

Also- Specia thanks {67 youur response !
e Sneha Desai, PGDM Business.Design (2012- 2014), WeSchool.

S
o 2he s sl st e sty sl st e sy sl o sl

Congratulationsy and thank yow for writing to-us!

e Niharika Adukia, PGDM (2012- 2014), WeSchool

e Trupti Lohar, PGP (2011-2013), [IM Lucknow

o Swapnil Dashora, PGP (2011-2013), [IM Lucknow

« Nidhi Walke, M.Mgmt (2011-2013), SJMSOM, IIT Bombay

o Nimit Selot, PGPM (2012-2012), Great Lakes Institute of Management
o Katyani Kumar, PGPM (2012-2012), Great Lakes Institute of Management
e Supriya Gunthey, PGDM (2012-2014), WeSchool

e Vaibhav Gumaste, PGDM E-Biz (2012- 2014), WeSchool

o Saurabh Pramanick, PGDM Business Design (2012-2014), WeSchool

e Ombkar Kelkar, PGDM E-Biz (2012- 2014), WeSchool

e Kunal Gupta, MBA (2011-2013), NMIMS

o Kushal Bagadiya, MBA (2012-2013), NMIMS
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The Bombay Store

A look into the oldest listed retailer in India - The Bombay Store

By: Omkar Kelkar, PGDM E-Business (2012-14), WeSchool

FDI in retail has been approved and many foreign retailers like Walmart and Starbucks are
coming to India. Also Indian retailers have progressed greatly and many of them such as Reli-
ance Retail, Landmark, Westside have come up in many big cities and towns and are now plan-
ning to expand even in the smaller ones. When we are thinking about this, let us get back to
the first retail store in India which is still operating and has adapted very well to the changes in
the retail industry. In the heart of Mumbai's commercial hub is the flag ship, "The Bombay
Store".

A visit to any outlet of The Bombay Store, takes you on a journey down Indian history- the art,
culture, regional heritage and the royalty. The dimly lit, saffron colour store presents a warm
welcome to any shopper right from the threshold, irrespective of your shopping agenda. Well-
informed, polite shopping assistants ensure that they are available when needed without
crowding you at other times. The calm, serene atmosphere of the store, with sensible elite
shoppers makes it a comfortable shopping destination.

‘ﬂ| THE BOMBAY STORE Discover a new Indid!

Image Source: http://www.thebombaystore.com/

About The Bombay Store

In the early 1900s, while India was still under the British rule, one of the strongest manifesta-
tions of mass awakening was the desire to patronize all that was Swadeshi (Made in India).
Great Indian patriots and businessman like LokmanyaTilak and Sir Ratanji Jamshedji Tata
amongst others conceived Bombay Swadeshi Co-Op Stores Co. Ltd, which came into existence
on 17th December 1906. It became the first retail organization to be listed on the Bombay Stock
Exchange. As the store now caters to an audience with a contemporary mindset, the brand was
therefore rechristened in December 1995 as The Bombay Store. The Bombay Store currently
has 16 outlets - with its flagship store at Sir. P. M. Road measuring 10,000 sq feet and outlets at
Inorbit-Malad, Inorbit-Vashi, High Street Phoenix-Lower Parel, Mumbai Domestic Airport, MG
Road-Pune, Inorbit Mall-Pune, Market City-Pune, Prozone Mall-Aurangabad, Indiranagar-
Bangalore , Panjim-Goa, and a new addition at MG Road-Bangalore.
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General Management

Bombay stores shifted to above premises is 1938.

Bombay Store in 1930's, Sir Pherozeshah Mehta Rd, Mumbai

Image Source: http://www.thebombaystore.com

The Bombay Store is the one shopping destination that comes to the customer’s mind while
looking for lifestyle products that are a perfect blend of contemporary and traditional tech-
niques and art forms. The Company continues to focus on the theme of “Discover a New India.”
The store is highly recommended by the Travellers’ guide “Lonely Planet” and rated as one of
the best shopping destinations in Mumbai by Trip Advisor.

Products Available

Home décor: Cushion covers, Home linen, wall décor etc.

Fashion Accessories: I Pad covers, Ties, Cufflinks, Shopping Bags, Accessories etc.
Wellness: Various types of tea, Fragrance, Soaps, Body Care, Hair Care

Artifacts and Gifts: Idols, Mementos, Gifts, Stationeries, Gifts.

The Elephant Company: Wall décor, Kitchen and dining, Gifts, etc. related to the ‘Elephant’
theme.
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The Bombay Store

Business Model

The Bombay Stores works in Brick + Click format. There are two options: the E-Store and the
In-Store. Through the feature called In-Store, the website gives the customer an option to
browse various products available in the store so that it will be easy to purchase when he or she
visits the store. Through the E-Store feature, we can browse various products and order them
on internet and the store delivers the product at our doorstep anywhere in the country. So, in
spite of being the oldest retailer, the company has evolved quite well over the years. The store
also has Facebook and Twitter pages which give information about the latest offers available.

Image Source: www. http://indiaretailnews.com

Sourcing is the biggest strength of The Bombay Store. Due to their move to online retailing,
they have now moved from city specific depots to a central warehouse on the outskirts of Mum-
bai which has been quite beneficial. They now service all orders through a single warehouse
which increases efficiency and effectiveness. They have their own designers who design the
products for them. Currently they have more than 200 employees. In terms of shareholding, the
Dalal family owns about 60%, Fidelity Multi Trade owns close to 15% while the public holds the
rest.
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General Management

Shukriya Select Loyalty Program: The Bombay Store has launched a loyalty program where we
can earn points every time we shop. We can get free membership of Shukriya Select on shop-
ping for the first time in the store. We also get customised offers as per our purchase records.

FUTURE PLANS

The Bombay Store plans to almost double its number of outlets in India by next year and is also
expanding its presence on the internet to cash in on the online shopping mania. Currently, the
share of online sales as a per cent of total sales is about 1%, but the store expects this number to
rise to more than 15% over the next 3-4 years. The company is also looking at opening stores in
Europe and Far East Asia.

Ige Source: http://onceuponateatime.blogspot.com
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Customer Fairness

Are customers fair while making online purchases?

By: Kunal Gupta & Kushal Bagadiya, MBA(2011-2013), NMIMS

Recently, I came across a friend at a book store in Pune. I asked him if he visits the store fre-
quently. He told me that he loves visiting this store for browsing through new books. I asked
him if he only browses or also buys books there. His prompt response was that he generally
buys books from Flipkart or Indiaplaza, wherever the discount is the best. His response led me
to wonder if it is fair on his part to visit this store merely to browse books in a store, when he
knows he is not going to buy them there.

Image Source: . Image Source: http://www.facenfacts.com/NewsDetails/
http://www.sliceofreallife.com/tag/crossword

Any rational person would be tempted to go to a store where he gets the best offering both in
terms of price and service. However, in recent years, customers have started visiting physical
stores (intentionally or on impulse) only to try out and finalize the product and later buy it
online at a discounted price. They use resources like AC, ambience, attendants and the invento-
ry, only to eventually deprive the store owner of a sale.

Have Brick and Mortar stores become mere display showrooms? Are the customers fair when
they visit a brick and mortar (B&M) store knowing that they are going to ultimately buy the
stuff online? Well, fairness is a subjective topic and we don’t know the reason behind this be-
haviour of consumers. So, we further explored this question from three perspectives:

1. B&M bookstore owner
2. Academician and

3. Consumers

Page 44 October Issue, 2012. Samvad

S.P MANDALI'S s P

WESglhOOl saMvao



General Management

We interviewed the owner of a large bookstore retail franchise, who manages 16 bookstores
across Maharashtra. He confirmed that online stores are starting to eat into the market share
which his stores used to command earlier. But on our query about consumers’ use of his store
as just a browsing gallery, he was quick to mention that he welcomes customers even if they
visit only to browse.

Image Source: http://paganpages.org/content/

He elaborated - “Even in the world before the Flipkarts and the Infibeams, we encouraged con-
sumers to come and sit here the whole day, read any books they liked. Browsing in our store
and then buying online is still better than customers not coming to the store at all. If a custom-
er visits us, he would usually end up buying something or the other. If he stops coming because
he wants to buy online then we have definitely lost him.”

The owner said that physical bookstores are all about creating impulses for customers to buy,
and for this they need customers to visit the store. He did feel that with the advent of online
retailers, now retailers with physical stores will have to probably modify their offerings and ser-
vices if they want to co-exist but these changes will just come naturally as part of evolution.

Next, we discussed this topic with academicians from one of the top business schools in India.
One of the faculty members said, “There have been many studies on consumer behaviour and
morality. It is observed that humans generally do what is fair but in this case it is interesting to
see why somebody would behave differently.” In fact he reverse engineered the questions as
“Are businesses fair, ever? There has always been information asymmetry in the market. Retail-
ers set a price but the customers never know what the margins are!

Today the ball is in the consumer’s court.”
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Customer Fairness

The experts were unanimous in their view that this behaviour is completely acceptable and
there is nothing wrong in it. Another faculty member said “There is no implicit contract be-
tween the customer and the store owner. Customer is not bound to buy anything from the
store, so why should the customers feel bad about anything?” “All is fair in love, war and busi-
ness. Businesses employ tricks to lure customers into buying things that they didn’t want, and
customers would also do anything to get the best offering one can get.”

How important is it for you to touch and feel a book before buying it?

mVery important

B Notthat important

Finally, to complete the 360 degree view, we conducted a survey of book readers in the age
group of 20 to 60. Half of the people were surveyed in a B&M bookstore and the other half were
surveyed online. All survey participants have purchased at least one book online and one book
from a B&M store in the last one year. Our findings:

Returned atleast once from a physical bookstore to buy it online

HYes

EmNo
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General Management

Most of those who returned without buying were those who felt that it is not very important to
touch and feel a book before buying it.

Do you feel guilty if you return without buying a book (to buy online)?

M Yes

HNo

Is it fine if you visit a bookstore just to check out the products?

M Its alright as long as
one buys atleast

sometimes )
M Its absolutely alright

One of the major revelations from this survey is that a significant number of people feel it is im-
portant to touch and feel a book before buying it. Books can be considered to be a very imper-
sonal item. For personal items like clothes, musical instruments, cosmetics etc. the need to try
them out will be even stronger. As long as there is this need, physical stores will need to be pre-
sent in some form or the other. Maybe in future, stores will start charging entry fees which gets
waived only if a purchase beyond a certain amount is made. Maybe, as online shopping be-
comes more wide-spread, people will grow past their urge to touch the product before buying
and physical stores will need to device other ways of attracting people. On the question of
whether the customers are fair or not, which started this entire discussion — we conclude that
customers are right! They are always right, isn’t it?

O
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WeCare

MUNIJAN

For the last two years, Mumbai University has been organising a social initiative MUNIJAN on
2nd October to celebrate India’s greatest leader of all time, Gandhiji’s birth anniversary in
Mumbai University Fort campus. Mumbai University’s New Initiative for Joint Action Now is
mainly held to make students, the future leaders of India, aware of their social responsibili-

ties.

The objective of this initiative is to bring about positive changes to the society at large by in-
volving its students in a series of constructive socially responsible activities. The University of
Mumbai realizes the importance of inculcating these values in more than 650,000 students of

the university.

College blood donation idea wins award

Sanchayan Bhattacharjee

m htmetro@hindustantimes.com

MUMBAI: Nirvana, a four-mem-
ber team from Welingkar
Institute of Management,
Matunga, secured first place on
Tuesday at the Mumbai
University New Initiative Joint
Action Now (MUNIJAN) finals.

Their idea of organising blood
donation camps won them the
prize at the function held at the
university’s Fort campus.

Vice-chancellor  Rajan
Welukar said the varsity would
help the winning team seek per-
mission from colleges, blood
banks and hospitals throughout
the year.

“Every donor today may be
a direct or indirect recipient
tomorrow. We hope colleges can

adopt these camps as part of

their culture in the long run,”
said Sushrut Nikalje, 22, team
leader and a first year manage-
ment student.

“Although a number of blood
donation camps are held at rail-
way stations, people are in too

Wniversity of £ umbat

= qrunitdamn

u Nirvana,
the four-
member
team that
won first
prize at
MUNIJAN
this year.

SOME OF THE OTHER IDEAS AT MUNIJAN

Team Pen Drives from
Welingkar Institute of
Management - To reuse and
recycle pens used by students

Team JBites from Jamnalal
Bajaj Insitute of Management
- To convert daily newspapers
into books for children.

Team Sawaa Shares from
Jamnalal Bajaj Institute of
Management - To provide a

platform for University stu-
dents to buy and sell books.

Team CycleOn from Welingkar
Institute of Management - To
launch a networked bicycle
sharing program.

Team Sahyog from Welingkar
Institute of Management - To
provide school kits to under-

privileged children by selling

old clothes from students.

much of a hurry to stop and
donate blood. It is more con-
venient for students to donate
blood during college hours. The

initiative does not require any

monetary investment or special

skill sets,” Nikalje added.
Colleges participating in the

three-year-old MUNILJAN were
expected to come up with a sus-
tainable idea by September 20.
The aim of this annual festival
is to engage students in a social
cause.

Other teams that presented
innovative ideas included Blue
from Sydenham Institute of
Management, Churchgate,
which explained how large-scale
water conservation could be
achieved. The idea involved
immersing a one-litre bottle
filled with pebbles in a toilet
flush to reduce the discharge of
water per flush.

Winners in the previous years
have successfully expanded
their idea. “We have divided the
city into 32 different zones to
facilitate the process of segre-
gation of waste. We have col-
lected around Rs10,000 by sell-
ing waste paper and plastic to
scrap dealers to help govern-
ment schools,” said Sameer
3endale 24, a second year man-
agement  student  from
Welingkar who was part of the
winning team in 2011

Image source: http://www.welingkar.org
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WeCare

This year on 2nd Oct., 2012 the event was successfully held at University of Mumbai. Manage-
ment students from Jamnalal Bajaj Institute, Sydenham Institute, Welingkar Institute and
MET Institute organized the event. Around 9o entries were received from University of Mum-
bai affiliated Management Institutes. Out of them 15 best entries were shortlisted and were
provided an able platform to present their ideas.

Environment, rural development, education, human rights, health and hygiene etc. were
some of the issues discussed by the students. Each team comprised of minimum 3 and maxi-
mum 5 students. Presentations were examined by an esteemed panel of judges comprising of
leading Philanthropists, Politicians, Social Activists, Academicians, Celebrities and Journalists
of the country. Welingkar Institute had 7 out of top 15 shortlisted entries. Team ‘NIRVANA’
from Welingkar Institute won the competition.

The name of the winning project is ‘Blood Connect’. A 4 member team NIRVANA is lead by
Sushrut Nikalje with Tushar Chogale, Gajendra Ugile and Sushant Sutar.

The objective of ‘Blood Connect’ is ‘to provide sufficient amount of blood to the Medical Insti-
tutes across the Mumbai city from voluntary blood donation by the students and to make stu-
dents aware of their social responsibility’. The blood donation drives will be held by the stu-
dents in the colleges in upcoming year. Different blood banks and hospitals will be benefited
by this activity on large scale. The idea is simple, implementable, sustainable, measurable and
socially relative which won them this prestigious award.

Image source::http://www.google.com

O
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Call for Articles

We invite articles for the November 2012 issue of Samvad.

The Theme for the next month: November 2012—

Tourism Industry

The articles can be from Finance, Marketing, Human
Resources, Operations or General Management domains.

Submission Guidelines:

Word limit: 1000 words or a maximum of 4 pages with
relevant images.

Cover page should include your name, institute name, course details, year & contact no.

The references for the images used in the article should be mentioned clearly and explicitly
below the images

Send in your article in .doc or .docx format, Font size: 12, Font: Constantia, Line spacing:
1.05' to samvad.we@gmail.com.

Please name your file as: <YourName>_<title>_<MBAuvertical e.g. Marketing/Finance/BMS>
Subject line: <YourName>_<InstituteName>_<Year>
Ensure that there is no plagiarism and all references are clearly mentioned.

Like our Fb pg: Samvad: WeSchool Students Magazine; Follow us on twitter: @Samvad_We

Deadline for submission of entries: 26th November, 2012.

ies before 13/11/2012

or entries before 19/11/2012
3. Third place for entries before 26/11/2012
Send in your entries to samvad.we@gmail.com

Please mention your name, institute name, course details & contact number in the
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Core Team:

Stita Pragyna Misra (Editor) Rakesh Marar (Chief Designer)
Prof. Chitralekha Kumar (Mentor) Prof. Jalpa Thakker (Mentor)

Working Team:

Swapnil Lilke Avinash Shrivastava Meenal Malhotra Omkar Kelkar
Amit Prabhu Akshay Halepaty Kaustubh Kokane Mona Aiyar
Pooja Pophale Kshitij Jayakar Shreya Pradhan  Kush Bhatt

Shapnaa Shridharan  Rajika Shrivastava Aniket Sawant Sanket Shah
Aniruddha Kulkarni ~ Karishma Rodrigues Hardik Sanghvi  Rishi Ahuja

Dhanashri Wadhwani Himani Duggal Namrata Thacker Vikas Yadav
Niharika Adukia Manaswi Deshmukh Supriya Gunthey Suyog Savji
Susmita Paria Rushabh Shah Nikhita Janpage

Chandni Tolaney DivyaKumar Jotwani Prashant Varma

Gaurav Kamat Anushree Maniyar ~ Abhinav Sridhar
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Invictus

Out of the night that covers me,
Black as the Pit from pole to pole,
I thank whatever gods may be

For my unconquerable soul.

In the fell clutch of circumstance
I have not winced nor cried aloud.
Under the bludgeonings of chance
My head is bloody, but unbowed.

Beyond this place of wrath and tear
Looms but the Horror of the shade,

And yet the menace of the years
Finds, and shall find, me unafraid.

It matters not how strait the gate,
How charged with punishments the scro
I am the master of my fate:

I am the captain of my soul.

= William Ernest Henley

Image courtesy: http://www.wallpapersweb.com/data/media/2/Medieval%20Warrior.jpg

Samvad is the Student Magazine of Welingkar Institute of Man.
Samvad does not take responsibility for any kind of plagiarism in the articles s



