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EXECUTIVESUMMARY

TitleoftheProject-

“SupplyChainManagementatBIGBAZAAR”

Differentobjectivebehindconductingthisproject-

o MovementoftheproductatBIGBAZAAR.

o CustomerOrientationtowardsproductavailableatBIGBAZAAR.

o ListingoftheproductpreferencesatBIGBAZAAR.

o RecommendationforImpulseBuyingatBIGBAZAAR.

❋INTRODUCTION

Theprojectwascarriedoutforunderstandingthemovementofthe

productatBIGBAZAARandcustomerbehaviorregardingdifferent

productatBIG

BAZAARAllahabadBranch.BIGBAZAAR wasestablishedintheyear2001,

theyareoldplayerinRETAILsector.TheBIGBAZAARfollowsvaluessuchas

– Indianness,Leadership,RespectandHumility,ValuingandNurturingRelationships,

SimplicityandPositivity,Adaptability.

Thisresearchhelpsusinfindingoutthecustomersview regardingthe

productand Services offered by the BIG BAZAAR and awareness by

promotionandalsoidentifyingthemarketpotentialofBIGBAZAAR.

Slogan:Issesastaauracchakahinnahi!
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❋ ABOUTTHETOPIC

Theprojectwascarriedoutinwithanobjectiveofknowingsatisfactionlevelof cust

omeratBigBazaaranddocustomersareawareaboutthedifferenttypes

of productandServicesanddifferentoffersprovidedatBigBazaar.The

totalsamplesizetakenwasonehundred(100)from variouscustomersof

LUCKNOW atBigBazaar(saharaganj).Theresearchshowsthatthe

customersatisfactionatBigBazaarisverygoodandsomanycustomers

arenotawareoftheproductand

servicesprovidedbytheBigBazaarwhicharenotprovidedbyotherRetailstores.

Ontheotherhandwehavealsotheexistingcustomersof BigBazaarwho

aresatisfiedwiththeworkingstyleofretailstore,butwantcontinuous

updatesabout

thenewoffersandotherproductsofBigBazaar.TheywantthatBigBazaarshoul

d

dopromotionalactivityas–Advertising.Sothattheycanbeupdatedwhileseatin

g

athome.Theresearcherusedthemethodofquestionnairetoknowallfeedback w

hichislistedabove.

❋ RESEARCHMETHODOLOGY

Datasource

PrimaryData:-Itiscollectedthroughquestionnaire,direct

observationof customer,interview.

SamplingPlan

SamplingUnit:-AllCustomersatBigBazaar

Samplingsize:-100units.

SamplingTechnique:-MarketAllocation.

Datacollectiontools

Thequestionnairesconsistedof 

Multiplechoicequestionsand

Openendedquestions
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INTRODUCTIONABOUTTHETOPIC

FoodSupplyChainManagementofBigBazaar

 Abstract 

 BigBazaarhasemergedasoneoftheleadingretailchainstoresinIndiaforfood,

 generalmerchandiseandhomeproducts.ThesuccessmantraforBigBazaar

hasbeentoprovidequalityproductsatthecheapestprices.Anditdependson

itsefficientsupplychaintosqueezeoutprofits,whichitfurtherpassesonto

thecustomers.AlthoughBig 

 Bazaardealswithfourdifferentcategoriesofsupplychains–food,fashion,

general merchandise

andhome,themostcriticalisthefoodsupplychain.BigBazaarbrought revolutionar

ymethodsofprocurementanddistributionin the food supply chain,

bydirectlyprocuringfarm-freshproductsfrom farmers,anddistributingthem

directlytotheretailstores.Italsomaintainsaworld-classcold-chain

infrastructureandhighlyefficientFMCGsupplychain.Thispaperfocuseson

theabovematters,andgives

insightaboutthefoodsupplychainofBigBazaar.Wehavealsotriedtogiveabrief insight

intotheaspectsoffoodsupplychainthatmayariseinthefuture.

Keywords:foodsupplychain,cold-chain,farm fresh,agroproducts,logistics,anddistribution.
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Introduction

BigBazaarisachainof hypermarketsinIndia,withmorethan100storesinoperation.Itisa

subsidiaryof FutureGroupVentureLtd's,andfollowsthebusinessmodelof UnitedStates-

basedWal-Mart.

BigBazaarisledbyPantaloonRetail,thegroup’sflagshipcompany,andthecompany

operates120

BigBazaarstores,170FoodBazaarstores,amongotherformats,inover70citiesacrossthecount

ry,coveringanoperationalretailspaceofover6millionsquarefeet.

Thecompanyfollowsamulti-

formatretailstrategythatcapturesalmosttheentireconsumptionbasket

ofIndiancustomers.Inthelifestylesegment,thegroupoperatesPantaloons,afashionretailchaina

ndCentral,achainofseamlessmalls.Inthevaluesegment,itsmarqueebrand,BigBazaar

isahypermarketformatthatcombinesthelook,touchandfeelofIndianbazaarswiththe

choiceandconvenienceofmodernretail.

In2008,BigBazaaropenedits100thstore,markingthefastesteverorganicexpansionofa

hypermarket.ThefirstsetofBigBazaarstoresopenedin2001inKolkata,Hyderabadand

Bangalore.

Thegroup’sspecialityretailformatsincludesupermarketchain–FoodBazaar,sportswearretaile

r-PlanetSports,electronicsretailer-eZone,homeimprovementchain-HomeTownand

ruralretailchain,Aadhaar,amongothers.Italsooperatespopularshoppingportal-

www.futurebazaar.com.

Thislargeformatstorecompriseofalmosteverythingrequiredbypeoplefromdifferentincome

groups.Itvariesfromclothingandaccessoriesforallgenderslikemen,womenandchildren,

 playthings,stationaryandtoys,footwear,plastics,homeutilityproducts,cosmetics,

crockery,hometextiles,luggagegiftitems,othernovelties,andalsofoodproductsand

grocery.TheaddedadvantageforthecustomersshoppinginBigBazaristhatthereareall

timediscountsandpromotionaloffersgoingonintheBigBazaronitssalableproducts.

ShoppingintheBigBazarisagreatexperienceasonecanfindalmosteverythingunderthesameroof.

Ithasdifferentfeatureswhichcatersalltheneedsoftheshoppers.Someofthesignificantfeaturesof 

BigBazarare:

• TheFoodBazarorthegrocerystorewiththedepartmentsellingfruitsandvegetables

• Thereisazonespeciallymeantfortheamusementofthekids

• FurnitureBazaroralargesectiondealingwithfurnitures

• ElectronicsBazarorthesectionconcernedwithelectronicgoodsandcellularphones

• FutureBazaar.comortheonlineshoppingportalwhichmakesshoppingeasierasonecans

hopmanyproductsofBigBazaratthesamepricefrom home

• Wellregulatedcustomercaretelecallingservices
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CompanyProfile

FutureGroup,whichisledbyitsfounderandGroupCEO,Mr.KishoreBiyani,wasestablishedin1994witha

visiontoprovidediverseservicesinIndianandGlobalmarketsandisnow oneofIndia’sleadingbusiness

houseswithmultiplebusinessesspanningacrosstheconsumptionspacewithanetsalesfrom operations

of about5934.37crores.WhileretailformsthecorebusinessactivityofFuture Group,group subsidiaries are

presentinconsumerfinance,capital,insurance,leisureandentertainment,branddevelopment,retailreal

estatedevelopment,retailmediaandlogistics.

Ledbyitsflagshipenterprise,PantaloonRetail,thegroupoperatesover16millionsquarefeetofretailspacein 73 cities

andtownsand65rurallocationsacrossIndia.HeadquarteredinMumbai(Bombay),PantaloonRetailemploys

around30,000peopleandislistedontheIndianstockexchanges.Thecompanyfollowsamulti-format

retailstrategythatcapturesalmosttheentireconsumptionbasketofIndiancustomers.Inthelifestyle

segment,thegroupoperatesPantaloons,afashionretailchainandCentral,achainofseamlessmalls.Inthe

valuesegment,itsmarqueebrand,BigBazaaristhehypermarketformatthatcombinesthelook,touchand

feelofIndianbazaarswiththechoiceandconvenienceofmodernretail.

Supply-ChainmanagementofBigBazaar
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ThesupplychainofBigBazaarismanagedbyFutureSupplyChains,whichhas

developedexpertiseinSupplyChainManagementofconsumerproductcategories

suchasFashion,Food,HomeandGeneralMerchandise.Thecompanyoperates

from 60strategicallylocatedhubs,servicingmorethan2600retailoutletsspread

acrossthelengthandbreadthofthecountry.Itsnetworkoffacilitiesand

specializedexpertiseenableittomanagemorethan3millionSKUs.Thisrequires

30distinctsupplychainstobemanagedsimultaneously,eachwiththeirown

specificrequirementsthatneedcustomizedsolutions.

BigBazaar’sSupplyChain’stransportationcapabilityenablesittoimplement

Factory-Gatelogisticsinvolvingpick-

upofgoodsfromvendorsacrossthecountry,nationaldistributionof goods,andcitylogistics

thatincludesstoredeliveriesandhomedeliveries.BigBazaar’sSupplyChainsis

thefirstorganizedintra-citytransportationservicescompanyinIndia-

carryingoutnotonlyB2BdeliveriesbutalsoB2Cdeliveriesintheformofthousandsof home

deliverieseverydayacrossthecountry,especiallyforFurnitureandConsumer Durables.

BigBazaarisalsoworkingonthevendornetworkaswellasthelogisticsnetwork.Thecompanyhas

identifiedupto40anchorvendors,eachwithturnoversofUS$45million,toachieveeconomiesof scale.

Thegroupisalsokeentoensurethatitssmallervendorsareabletoreachturnoversof around US$1

millionandagrowthrateof40% annually,tobeabletopassonthebenefitsofscales.

Thecompanyisalsoworkingtowardsbringingits1,200vendorsonline,likeWal-Mart.

InIndia,BigBazaarderivessignificanteconomiesofscaleinmanagingtheirsupplychain.With

morethan170000products,thecompanymaintainsastrongsupplierrelationshipinapartnership

mode,avoidingtheexploitativesupplier–buyertransactionalphilosophy.TheITenabledback-end

operationsandsupplychainmanagementincreasesthereliabilityandefficiencyofthebusiness.

Aspartoftheoperation,BigBazaarisalsoundertakingtoreduceitswarehousingcoststhrougha

consolidationprocess.InacountrylikeIndia,wheremostretailstoresarelocatedintheheartofthe

city—whererentsarehighandstoragespaceisscarce—supplychainmanagementhasevenmore

seriousbusinessimplications.FutureLogisticsnowhandlestwo-and-a-halfmillionSKUs(orstock

keepingunits)adayacrosstheFutureGroup'svariousretailformatsaroundthecountry.By2010,

thisnumberisexpectedtoincreasetomorethan30millionSKUsaday.Evenwith98%accuracy,

some600,000pieceswillnotbedeliveredcorrectly,resultinginanestimatedsaleslossofmore

thanRs4croreaday.

BigBazaar’sfourmainconsumersectors–Fashion,Food,HomeandGeneralMerchandis

ehavevariedproductlines,eachwiththeirownuniqueneedsthatrequire30

distinctsupplychainsolutions.
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WehaveconcentratedourstudiesontheFoodsupplychainmanagementofBigBazaar.

FoodSupplyChain

Inthepresentcompetitiveenvironmentcustomershavebecomemoredemandingandaskingfor

 qualityfoodwhichguaranteesthesafety.Ontimedeliveryisbecominganorm to

reducetheinventoryholdingcosts.Thefoodindustryisfacingchallengesdueto

increasingoperationalcomplexity,frequentlychangingconsumerneeds,government

regulationsandshortproductlife

cycles.Itrequiresaverysmart,efficientandagilesupplychaintomanagetheeverchangingneeds

of theendcustomers

WhymanagingFoodSupplyChainisachallenge?

Thefoodsupplychainiscomplexanddifficulttomanageduetoitsperishablenatureandshortshel

f life

oftheproductsascomparedtoothersupplychainslikeelectronics,homeneeds,consumer dur

ablesetc.Italsorequiresarobustinfrastructureofwarehousesandtransportation

network connectingsuppliers,manufacturers,distributorsandretailers.

Thecomplexityoffoodsupplychainincreasesfurtherbecauseofthebelowmentionedparameters
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1.Foodsafetyrequirements

2.Regulatoryrequirements

3.Shortshelflifeofproductsleadingtoexpiryandwastage

4.Productrecalls

5.Producttraceabilityrequirements

6.Effectivehandlingofcustomercomplaints

7.Highorderfrequencyandlowvolumes

FoodSupplyChaincategorization

ItisbasicallycategorizedintotwobroadcategoriesPerishableandnonPerishable

PerishableSupplyChain

Inperishablesupplychaintheshelflifefortheproductsisverylow.Itrequiresmanagingtheendto

endsupplychainwithutmostcare.Theperishablesupplychaintypicallyrequiresacold

chainto

manageitproperly.Thecoldchaininfrastructureisverycapitalintensive.Theinfrastructurecons

istsofpre-coolers,temperaturecontrolledwarehouses,refrigeratedtransportetc

Non-perishableSupplyChain

Theshelflifefortheproductisconsiderable(varyingfrom 3-18months).Typically

FMCG/Processedproducts,staplesetcfallunderthiscategory.Althoughtheshelflifeofthepro

ductis3-18months,theproductsfallingunderthiscategoryrequiresstrictmonitoringof

FIFOat

distributorsendtoensurethattheproductsreachingtheendconsumerareleftwithenoughshelf

life.

Whatisneededtomanagethisuniqueandcomplexsupplychain?

1.Awellorganizedsupplychaininfrastructureofwarehousesandtransport

ationcoveringallthemajorcities.

2.Sophisticatedcoldchainforperishableproductswhichguaranteesacostefficient

andsafedeliveryofproducts
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3.Warehousemanagementsystemtoensuretraceabilityofproductsandminimizethe

lossesduetoproductexpiry

4.Stateoftheartwarehouseinfrastructureequippedwiththesophisticatedmaterial

handlingequipmentstoaidcrossdocking,flowthruwhichwillreducetransittimesa

ndinventory

5.AdherencetowelldocumentedGMPatthestoragelocations.Thiswouldensurefood

safetyinstoragecondition(Warehouses)

6.VehicletrackingabilitiesGPS/GPRStocontinuouslyevaluatethetim

etodestination.

 NowBigBazaarhas,

•Gainedandmasteredartofmanagingthefoodsupplychainduetoit

sassociationwithFoodBazaar.

•Inhouseexpertisetomanageperishable(Fruitsandvegetables,

dairy,meat,poultry,Bakery)andnonperishable(FMCG-

Food,Staples,Processedfood)

•Stateoftheartwarehousesacrossthenationwhichcan

catertothecustomizedneeds.

•Astrongin-

housetransportationdepartmentwithfleetofvehiclesforeveryneed

andtype

•Availabilityofmostadvancedwarehousemanagementsystemwhichwoulden

sureallaspectslikeFIFO,Lotmanagement,producttraceability,productrecalls

•Availabilityoftransportmanagementsystemwithvehicletrackingfacilitiestotrack pr

oductmovementateverystageoftransportation(Realtimevisibility)

FoodsupplychainofBigBazaarcanbedividedinto3categories:-

a. Farm Fresh-foodssupplychain

Currently,FoodBazaarstoresacrossthecountryhaveconcessionaireshandlingtheFarmFreshsectionof

their stores.Theconcessionairesensurethatthesupplychaincomplexitiesarereducedforthestore,

becausethey’re inchargeofthegoodsthattheybring.OveraperiodoftimeBigBazaarhas

developedanexpertisein

managingthisfarmfreshfoodssupplychaininthemostefficientmanner.BigBazaarhasremovedthe
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traditionalmandiroutesupplychainthattraditionallyexistedintheIndianmarket,wherefruitsandvegetab

les

wouldcomealongandtardyway,rightfromthefarmerstofinallyreachthecustomers,asdepictedbelow.

FoodBazaarhaslinkswithfarmersgrowingpotatoesandfruits.Ithasalsosourcedproducefrom

farmers

growingexoticvegetableslikeredpepper,mushroom,etc.Earlier,agriculturalandfarmproducts,wouldfi

rst

 becollectedbyaggregatorsindifferentvillages,andthentheywouldsellthefruitsandvegetables

atthe

agriculturalfarmyards,whowouldsubsequentlysellittoawholesaler.Nowsemiorsmallerwholesalersw

ill

 buytheseproductsfromthelargerwholesalersandsellthemtodifferentsmallerretailers,fromwherethe

customersfinallyboughttheproducts.

ButBigBazaarhasshortenedthesupplychainpathinsuchawaythat,thefarm products

cannowdirectlyreachthestores,ortakeaslightlylongerrouteoffirstgettingcollectedata

collectioncentre,

whichisthenpassedontotheprocessinganddistributioncentre,fromwheretheywouldbedelivere

dtothestoreforsaletocustomers.

ThesefeatureshasenabledBigBazaartoefficientlycarveitssupplychain,reducingirrelevantdela

ysandfruitsandvegetableswastage.Alsofarmersareatabenefitsince,theyareselling

directtothe

retailer,hencecuttingoutthecommissionofunnecessaryaggregators,wholesalersandfarmyar

ds.

b. Cold-Chain
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Acoldchainisatemperature-controlledsupplychain.Anunbrokencoldchainisan

uninterrupted

seriesofstorageanddistributionactivitieswhichmaintainagiventemperaturerange.Itisused

tohelpextendandensuretheshelflifeofproductssuchasfreshagriculturalproduce,

frozenfood,

 photographicfilm,chemicalsandpharmaceuticaldrugs

BigBazaarusesitscoldchaintodeliver2kindsofproducts–Packagedfood&Dairy

Products.Whiledairyproductshavemuchproductlife,packagedfoodsstillhavehigher

productlife.Hence,

specialcareisprovidedtodairyproducts.BigBazaarprocuresitsdairyproductsdirectlyfromdairy

 plants,andnotthroughsubsequentdistributors,reducingtheleadtime.Ithasevengoneontolink far

mersinthedairybusinesswiththehelpofacompanycalledDynamicDairyinMaharashtra.

Incaseofpackagedfoods,productsarecollectedeitherfromcold-storagewarehousesorpre-

cooling

distributioncenters,fromwherethegoodsaretransportedtothevariousBigBazaarretailoutletsv

iarefrigeratedtrucksorcontainers.
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c. FMCGSupplyChain

BigBazaarmaintainsthesupplychainof3differentkindsofFMCGproducts–Food,Non-

food,

Health&Personalcare,withthelatterbeingthelatestentryintoitsproductportfolios.WhileFMCG-

Foodareagaindistributedthroughcold-chainnetworks,non-foodandhealthandpersonal

carehavedifferentsupplychainnetworks.

TheFMCG-nonfoodcategoryitemsfollowusualgeneralmerchandisesupplychainnetworks,
where

 productsarefirststoredfrom thefactoriestodifferentvendorsordistributioncentres,from

whereBigBazaarreplenishesitsstockbasedondemandoftheitems.

Whereas,healthandpersonalcareproductsmayormaynotbesubjecttorefrigerated

distribution.Theyaremoreorlessdistributedasnon-foodFMCGgoodstoo.

Futureaspectsoffoodretailsupplychain

KishoreBiyani’sFutureGroupismakingavigorouspushtoincreaseitsshareinthefruitand

vegetablesbusiness,acategorythathastraditionallybeenanAchillesheelforthecountry’s

largestretailer.ThegroupbehindsupermarketchainssuchasFoodBazaarandBigBazaar

isempoweringthespecialisedentity, FutureSupplyChainswhichwillnowtotallymanageall

theefficientsupplychainforfruitsandvegetables(F&V),markingashiftawayfrom the

outsourcedmodelithasfollowedsofar.

MrBiyaniisbettingthatbyputtinginplacenewsortingandgradingtechnologies,bettercoldstorage

andaggressivelycuttingoutmiddlemen,hecanbringdownthepricesoffruitsand

vegetablesbyabout15-20%acrosscategories."Theefficienciescreatedbythisexercise

willbepassedontotheconsumer,"heobserved.

TheFutureGroupnowoutsourcesretailingoffruitsandvegetablestovendors,whoareallowedtous

espaceinitsshopsinexchangeforashareoftheirrevenue.
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MrBiyani’smovetotakedirectcontrolofthefruitsandvegetablesbusinessbringstofocus

the

challengesfacedbyorganisedretailersinsellingfreshandperishablegoods.Indialacksanetwork

of coldstoragesandrefrigeratedtruckingfacilitiesthatcanefficientlytransportfreshfruits

andvegetablesfromafarmtotheshop-floorwhileretainingitsfreshness.

FutureGrouphasaseparatecompanythathandlesitsdryvegetablessuppliesaswell,but

thenew

entitywillhaveindependentprofitandlossresponsibilitiesaswell.ItwillrentoutspacefromFuture

Group’sstoresandseparatelybrandedcounterswillhandlesalesoffruitsandvegetables.

Mr.Biyanihasrecentlyanouncethatheisplanningtointroducetheconceptoffreezing

fruitsandvegetableprices.Thatmeans,pricesoffruitsandvegetableswillnotfluctuate

throughouttheyearbutsoldatonefixedpricearoundtheyearfurtheraddingbenefitsfor

thecustomers.IfBigBazaardoesimplementssuchascheme,itwillheavilydependandrely

onitshighly-efficientsupplychaintodeliverseemlesssupplyofproductsevenwhen

deamndsareveryhighandcostofproductsverylow,reapingverylessprofit.

Intheprocessofsettinguptheretailnetworks,theselargecorporationsarechangingthedomesticagricultural

landscape.Forstarters,theyareintroducingtheIndianfarmertobetterseeds,newtechnology,supplychain

managementandfoodprocessing.Thesecompanieshavealreadybroughtintechnologythatincreasestheshelf

lifeoffruitsandvegetables.

Primarily,therearethreemodelsbeingworkedonbyIndiaInc.First,amodelfarm likeBharti’sFieldFresh.

Second,contractfarming.Third,contactfarming.Incontractfarming,thefarmerissuppliedseedsandother

ingredientsbythecompany.Thecontractorbuystheentirefarmproduceatapre-fixedprice.However,incase

thereisasupplyshortageandthepriceofferedbythegovernmentishigherthanthepricecontractedbythe

company,thefarmercansellitalltothegovernment.

Contactfarmingisamorecomplicated.Here,afarmertakeslandonleasefromotherfarmers.Heisgenerally

paidRs15,000peracreeveryyear,whilethemarginalfarmerisemployedtoworkonhislandforwhichheis

paidamonthlysalary.ButBhartisaysitisswitchingtocontractfarmingbecauseofthecomplexitiesofcontact or

collaborativefarming.

InRatnagiri,Maharashtra,farmershaveformedcooperativesandregularlysupply

mangoestoretailchains.“Wesold35,000tonnesofmangoesfrom Ratnagirilastyear.The

farmersmanagedtoget90

 percentoftheoriginalcost,”saysArvindChaudhary,CEOPantaloonRetail’sfoodbusiness.

Ifthey

hadgonetoamanditheywouldhaverealisedonly70percentofthecost.Thisyear,Pantaloon’sFood

Bazaarisplanningtobuy100,000tonnesofmangoes.Thesupplychainismanagedsuch

thatmangoesaretransportedtothestoreaweekbeforetheybecomeripe.Coldchainis

usedonlyinthe

caseofpotatoes,where5,000tonnesarestockedinUP.Pantaloonsfoodbusinessisgrowingat25per

 centintheentireBigBazaarchain,whichalsosellsFMCGproducts.

However,therearecertainissuesthatagro-retailchainswillhavetoaddressbeforetheycanmakethefarmer

smile.Hurdlessuchasbadinfrastructure,highcostlogisticsmanagement,themiddlemanandthelimiting

APMCActwillhavetobecrossedifretailhastoassistthefarmer.Sincetheexistingsupplychainallowsthem
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toconnectwithonlythosefarmsthatarenearesttothecities,thoselivinginthehinterlandstillhavenoaccess

tomarkets.Importantly,thebestofthesestoresshyawayfromcommentingontheinvestments.

Therehasalsobeenacalltosetupanexchangemarketforagriculturalproduce.Thisfreemarket

 principle,CEOsfeel,willliberatethefarmerintermsofactualpricerealisationandkeephimoutof debt

forthecomingseason.TheNationalSpotExchangeLimited,anexchangewhichisdedicatedfor agri-

produce,issupposedtocreatea benchmarkevenforthesmallfarmerwhocan sell

onlyone quintal.TheNSELisintheprocessofsettingup117warehousesandcoldchains

of700,000metrictonnescapacityeachtomaketheexchangeoperational.

Rightnow,companiesaremostlydealingwithfarmersontheperipheryofcitiesbutanalystssaythe

y

wouldultimatelyhavetoinvestincoldchainsandmoveintotheinteriors.Whethercompanies— exce

ptforthosewithdeeppocketslikeReliance—willhavethecouragetodothatisinquestion.

AccordingtotheconfederationofIndianindustry,ifIndiahastodoublefruitsandvegetables

 productionto300milliontonesby2012,itwouldrequirepumpinginclosetoRs20,000crore.But

analystswarnthatsuchinvestmentmaynotpaydividendsinceitdoublesthecostoftransportatio

n.

FungCapital,aprivateequityinvestmentcompanyofFungfamilies,hasdecidedtoinvest
around

$30millioninthelogisticsandsupplychainarm ofKishoreBiyani-ledFuturegroup.

FutureSupplyChainSolutions(proposednewavatarofFutureLogisticSolutionsLtd.),in

return,hasagreedtodivestupto26percentofequitystakeinfavouroftheprivate

equityfirm.

FutureSupplyChainSolutions,whichpresentlysevicesover1,100retailoutlets,manages

over2.6millionSKUsandover3millionsqftofwarehousingnetworkspreadover30

centres,andhandlesafleetofover500vehiclesplyingacrossthecountry,willusethe

newlyraisedcapital for enhancinglogisticsinfrastructure,strengtheningtechnologyplatforms,

andexpandingsupplychainnetworkofthecompanyforitsBigandFoodBazaararms.

“Wearebuildingaworldclasssupplychaininfrastructurefortheconsumptionproducts

inIndiawhichispresentlyverylimited,despiteitbeingacriticalsupportrequiredin

India’srapidlygrowingeconomy.Wewillbeinvestinginphysicalaswellastechnology

infrastructurethatwillreducethetime-to-marketandcost-to-marketforfashionand

apparelandotherconsumer categories,”saidAnshumanSingh,ManagingDirectorofBigBazaar.

Anotherimportantfutureaspectofsupplychainratherthebiggestdriverinconsumer

logistics is

goingtobezerodefectinmanagingthesupplychain.Whileinfrastructure,technology,automatio

n,

 processesandpeoplewillallplayanimportantrole,zerodefectcanonlybeachieved

throughverticalintegrationacrosstheentiresupplychain—from raw materialsupply,

production,wholesaleandretail.Thedifferentpartsofthesupplychainwillnolongerbe

abletoworkinsilosastheydotoday.



19

"COMPANYINTRODUCTION"

FutureGroup

FutureGroupisIndia’sleadingbusinessgroupthatcaterstotheentireIndianconsumptionspa

ce.LedbyMr.KishoreBiyani,theFutureGroupoperatesthroughsixverticals:operates

throughsixverticals:Retail,Capital,Brands,Space,MediaandLogistics.

Apartfrom PantaloonRetail,thegroup’spresenceintheretailspaceiscomplementedby

groupcompanies,IndusLeagueClothing,whichownsleadingapparelbrandslikeIndigo

Nation, Scullers

andUrbanYoga,andGalaxyEntertainmentLimitedthatoperatesBolwingCo,SportsBarandBrew

Bar,

Thegroup’sjointventurepartnersincludeFrenchretailerETAM group,US-basedstationary

 productsretailer,StaplesandUK-basedLeeCooper.GroupCompany,PlanetRetail,owns

andoperates the franchisee of internationalbrands like Marks & Spencer,Next,

DebenhamsandGuessinIndia.Thegroup’sIndianjointventurepartnersinclude,Manipal

Healthcare,Talwalkar’s,BlueFoodsandLibertyShoes.

FutureCapitalHoldings,thegroup’sfinancialarm,focusesonassetmanagementand

consumer credit.Itmanagesassetsworthover$1billionthatarebeinginvestedindeveloping

retailrealestate andconsumer-relatedbrandsandhotels.Thegrouphaslauncheda

consumercreditandfinancialsupermarketformat,FutureMoneyandsoonplansto

offerinsuranceproductsthroughajointventurewithItalianinsurancemajor,Generali.

Thegroupiscurrentlydevelopingover50mallsandconsumptioncenters acrossthe

countryandhasformedajointventurecompanyfocusingonmallmanagementwith

Singapore-basedCapitaLand,oneofAsia’slargestpropertycompaniesFutureGroup’s

visionisto,“deliver Everything,Everywhere,EverytimetoEveryIndianConsumerinthemost

profitablemanner.”Thegroupconsiders‘Indian-ness’asacorevalueanditscorporate

credois-Rewriterules,Retainvalues.
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“Future”–thewordwhichsignifiesoptimism,growth,achievement,strength,beauty,rewardsand

 perfection.Futureencouragesustoexploreareasyetunexplored,writerulesyetunwritten;

createnewopportunitiesandnewsuccesses.Tostriveforagloriousfuturebringstous

ourstrength,our abilitytolearn,unlearnandre-learnourabilitytoevolve.

ThemottoofFutureGroup,tonottowaitfortheFuturetounfolditselfbutcreate future

scenarios intheconsumerspaceandfacilitateconsumptionbecauseconsumptionis

development. Thereby, it willeffectsocio-

economicdevelopmentfortheircustomers,employees,shareholders,associatesand

 partners.Theircustomerswillnotjustgetwhattheyneed,butalsogetthemwhere,howandwhen

theyneed.Theyarenotjustpostingsatisfactoryresults,theyarewritingsuccessstories.
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FutureGroupconglomerate

FutureGrouphassixbusinesspillars:

FutureRetail

Alltheretaillinesofbusinesslikefoodfashionandhomewillcomeunderthisvertical.

FutureBrand

Custodianofallthepresentandfuturebrandsthatareeitherdevelopedoracquiredbythegroup.

FutureSpace

Willhaveapresenceinpropertyandmallmanagement.

FutureCapital

Willprovideconsumercreditandmicrofinanceservices,includingmarketingofMFsand
insurance

 policies,andmanagementofrealestateandconsumerfund.

FutureMedia

Willfocusonrevenuegenerationthrougheffectivesellingofretailmediaspaces.

FutureLogistic

Todriveefficienciesacrossbusinessesviabetterstorageanddistribution.
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GROUPVISION:

FutureGroupshalldeliverEverything,Everywhere,Everytime
forEveryIndianConsumerinthemostprofitablemanner.

GROUPMISSION:

FutureGroupsharesthevisionandbeliefthattheircustomersandstakeholdersshallbe
servedonly

 bycreatingandexecutingfuturescenariosintheconsumptionspaceleadingtoeconomic

development.

Theywillbethetrendsettersinevolvingdeliveryformats,creatingretailrealty,makingconsumption

affordableforallcustomersegments-forclassesandformasses.

TheyshallinfuseIndianbrandswithconfidenceandrenewedambition.

Theyshallbeefficient,cost-consciousandcommittedtoqualityinwhatevertheydo.

Theyshallensurethattheirpositiveattitude,sincerity,humilityanduniteddeterminationshallbeth

edrivingforcetomakethemsuccessful.

COREVALUES:

Indianness:Confidenceinthemselves.

Leadership:Tobealeader,bothinthoughtandbusiness.

RespectandHumility:Torespecteveryindividualandbehumbleintheirconduct.

Introspection:Leadingtopurposefulthinking.

Openness:Tobeopenandreceptivetonewideas,knowledgeandinformation.

ValuingandNurturingRelationships:Tobuildlong-termrelationships.

SimplicityandPositivity:Simplicityandpositivityintheirthought,businessand

action.

Adaptability:Tobeflexibleandadaptable,tomeetchallenges.

Flow:Torespectandunderstandtheuniversallawsofnature.
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MajorMilestones
1987 CompanyincorporatedasMenzWearPrivateLimited.LaunchofPantaloonstrouser,India

’s

firstformaltrouserbrand.

1991 LaunchofBARE,theIndianjeansbrand.

1992 Initialpublicoffer(IPO)wasmadeinthemonthofMay.

1994 ThePantaloonShoppe–exclusivemen’swearstoreinfranchiseeformatlaunched
across

thenation.Thecompanystartsthedistributionofbrandedgarmentsthroughmulti
-brand

retailoutletsacrossthenation.

1995 JohnMiller–Formalshirtbrandlaunched.

1997 Pantaloons–India’sfamilystorelaunchedinKolkata.

2001 BigBazaar,‘Issesastaauracchakahinahin’-India’sfirsthypermarketchain
launched.

2002 FoodBazaar,thesupermarketchainislaunched.

2004 Central–‘Shop,Eat,CelebrateintheHeartofOurCity’-India’sfirstseamlessmall
is

launchedinBangalore.

2005 FashionStation-thepopularfashionchainislaunchedall–‘alittlelarger’-exclusive

storesforplus-sizeindividualsislaunched

2006FutureCapitalHoldings,thecompany’sfinancialarm launchesrealestatefunds

Kshitij and

Horizonandprivateequityfundindivision.Plansforaysintoinsuranceandconsumercred

itMultipleretailformatsincludingCollectionFurnitureBazaar,ShoeFactory,E-Zone,

Depot,andfuturebazaar.com andarelaunchedacrossthenation.Groupenters

intojointventureagreementswithETAM GroupandGenerali
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AWARDS

IndianRetailForumAwards2008

TheINDIASTARAward2008

RetailAsiaPacific500TopAwards

2008Coca-ColaGoldenSpoon

Awards2008

TheReid&TaylorAwardsForRetailExcellence2008

PlatinumTrustedBrandAwardImagesRetailAward2005,06

DLFAward2004
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BOARDOFDIRECTORS

Mr.KishoreBiyani,ManagingDirector

Mr.GopikishanBiyani,WholeTimeDirector

Mr.RakeshBiyani,CEO–Retail

VedPrakashArya,IndependentDirector

Mr.ShaileshHaribhakti,IndependentDirector

Mr.S.Doreswamy,IndependentDirector

Dr.D.O.Koshy,IndependentDirector

Ms.AnjuPoddar,IndependentDirector

Ms.BalaDeshpande,IndependentDirector

Mr.AnilHarish,IndependentDirector
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DifferentFormatsofFutureGroup

Format-1

Pantaloon Retail(India)Limited,isIndia'sleading retailcompanywith

presenceacrossmultiplelinesofbusinesses.Thecompanyownsand

managesmultipleretailformatsthatcatertoawidecross-sectionofthe

Indiansocietyandisabletocapturealmosttheentireconsumptionbasket

oftheIndianconsumer.HeadquarteredinMumbai(Bombay),thecompany

operatesthrough5millionsquarefeetofretailspace,hasover331stores

across40citiesinIndiaandemploysover17,000people.Thecompany

registeredaturnoverofRs.2,019croreforFY2005-06.

PantaloonRetailforayedintomodernretailin1997withthelaunchingoffashionreta

il

chain,PantaloonsinKolkata.In2001,itlaunchedBigBazaar,ahypermarketchainth

at

combinesthelookandfeelofIndianbazaars,withaspectsofmodernretail,likechoi

ce,convenienceand hygiene.Food Bazaar,food and grocerychain and

launch Central, a

firstofitskindseamlessmalllocatedintheheartofmajorIndiancities,followedthis.

Someofitsotherformatsinclude,Collectioni(homeimprovementproducts),E-

Zone

(consumerelectronics),Depot(books,music,giftsandstationary),all(fashionapp

arel forplus-

sizeindividuals),ShoeFactory(footwear)andBlueSky(fashionaccessories). It

hasrecentlylauncheditsetailingventure,futurebazaar.com

Background:Foundedin1987asagarmentmanufacturingcompany,the

company

forayedintomodernretailinAugust1997withthelaunchofitsfirstdepartmentstor



e,PantaloonsinKolkata.

Listing:Pantaloon Retailis a listed company on the Bombay Stock

Exchange(BSE,

ScripCode:523574)andNationalStockExchange(NSE,Symbol:PANTALOONR).
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Format-2

CENTRAL

Central,theshowcaseseamlessmall

conceptisoneofthemorepopularofferingsinthelifestylesegmentthatcelebrates

shoppinginIndia.Duringtheyear,Centralcapitalizedonitspositioningofbeinga

destinationwherecitizenscanjustcomeandunwind,whetherit’sforshoppingfora

widerangeofnationalandinternationalbrands,enjoyingtheirfavoritecuisineatth

e

multiplespecialtyrestaurantsandfoodcourtsorwatchingthelatestmovierelease

satthein-housemultiplexes.

ThemostreputedbrandsareshowcasedinCentral.Itisalsoemergingasthedestina

tion

offirstchoicefornewfashionbrandsinIndia.Centralassuresbettervisibility,instan

trecognition,goodqualityandcommerciallyviablespaceonthebasisofthe

optimum

spaceutilizationconcept,takingthebrandclosertotheconsumer.Withbrandswithi

nCentralcompetingagainstthebestbrandsinthecountry,italsoallows

benchmarkingforthesebrands.

Thecomingyearwillalsowitnessmanynewconceptsbeingintroducedat

all

Centralmalls.Someoftheseconceptsincludecommunications(MPortandGen

M),electronics(E-

Zone),furnitureandaccents(CollectionI),fitnessequipmentsand

wellnesszones,books,music,gifts&stationery(Depot)andfinediningrestaurants

etc.Someofthenewalliancesthatthegrouphasenteredinto,likeEtam,Lee

CooperandGini&JonywillalsosharespacewithinallCentralmalls.
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Format-3

PLANETRETAIL

AyoungandemergingIndiaisalsoeagertoexperienceinternationalbrands.Wesen

sed

thisopportunitysometimebackandhavebuiltastrongportfolioofinternationalbra

ndsthroughourstrategicpartnershipwithPlanetRetailHoldingsPvt.Ltd.The

alliancewithPlanetRetailprovidesaccesstointernationalfashionretail

chainslikeMarks&

Spencer,with9storesatpresent;GuesstheUSbrandthathas12retailstorescurrentl

y,

andtheSpanishbrandWomen’sSecretwhichisretailedthrough2outlets.PlanetRet

ailalsohasamulti-

brandinternationalsportswearformatunderthebrand‘PlanetSports’.

ThecompanyisthesolelicenseeforsportswearbrandssuchasConverse,

SpaldingandtheAthlete’sFoottheventurehasalsolaunchedotherformats

likeSportsWarehouse,Accessorize,Monsoon,Next,andDebenhams.

Format-4
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Depot

Thislargelyuntappedunorganizedmarketforbooksandmusicwithveryfewplayer

s,throwsupanenormousopportunity;somethingthatpromptedPantaloon

tomakeitsforaythroughitsownformat,Depotin2005-06.Locatedasstand-

alonestoresand

withinmostPantaloons,CentralandBigBazaarretailformats,Depot’svisionistobe

aone-

stopshopwherecustomerswillfindanextensiverangeofbooks,multimedia,toys,

giftsandstationery,therebytransformingthewaybooks,music,multimedia

andgifts

arebought,soldandperceivedinIndia.Thiswouldbemadepossiblebythecreationo

f a

portfolioofexclusivetitles,anIndianexperiencewhileshoppingandconnectingwit

hthemindandsoulthroughdifferentlanguages,ideasandtunes.

Books,MusicandGifts

ReadingasahabitisingrainedintotheIndianpsychefromtimeimmemorial.Howev

er,

itisbeingincreasinglyassociatedwithaselectfew.Thecompanybelievesthatexisti

ng

formatsinthesegmentofferanintimidatingenvironmentthatalienatesthemasses.

Thecompanyhasthereforetakenthisinitiativeoflaunchingachainofbooks,

musicandgiftsstoresthatwillonceagaindemocratizethereadinghabitin

thecountry.The

companybelievesthatwith1.2billionpeople,thehabitofreadingcanbecomeastro

ng

 businessproposition.Depotseekstoworkwithcommunitiesinandaround

thearea

whereitislocatedandhopestoattracttheentirefamilytospendqualitytimetogeth

er.

Itisfocusingontheintroductionofoldclassicsandbooksinregionallanguageswit



hanobjectivetomaketheseaffordabletoamassaudience.

Format-5
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FashionStation

FashionStation,whichrepresentsthe

company’sofferingofthelatestinfashionforthemasses,hasmetwith

reasonablesuccesssinceitslaunchin2004-05.Thesethematicstoresthat

offerthemostcontemporaryinfashionandaccessories,isanotherofthe

value added propositions

thatPantaloonseekstooffer.Theaspirationalmassofconsumerswhoarebomba

rded

withthelatestinstylethroughmediapenetration,hedonismandpeeremulation,ne

ed an outletthatmeets theirrequirements oftrendy,latestand yet

affordable fashion.

FashionStationispositionedtomeettheirrequirements,andtherebytakefashion

tothemasses.

Format-6
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HomeImprovement

SomeofthekeyfactorscontributingtogrowthinthehousingsectorinIndia

are

increasingpurchasingpowerincreasingnumberofnuclearfamilies,softerinterest

rates,

easyavailabilityoffinanceschemesandanoverallrealestateboomacrossthecoun

try.Thereisashortageofmorethan33milliondwellingunits.Withthe

averageageofahomebuyerreducingfrom 50tosub-30,4millionnew

homesarebeingbought

annually.Witheveryhouse,adreamisplantedtodecoratethehouse.Andthiscreate

sademandforfurniture,electronicsandhomeimprovementproducts.

Modernretailisideallyplacedtocaptureasignificantchunkofconsumer

spendmadebyanewhomebuyer.Themarketforhomedécorand

improvementislargelyunorganizedand

henceanewhomeownerhastoliterallyvisitseveralmarketsandstoresformeeting

hishomeneeds.ThiswastheopportunitythatPantaloonperceivedandthe

reasonwhyitenteredtheRs.90,000crorehomesolutionsmarketin2004-

05.Withitspresenceinthemodernretailandconsumerspace,thisnewconcept

wasanopportunityforthecompanytoleverageitsexperienceandofferthe

consumeranalternativesolutiontocanalizehisconsumptionneeds.

In the Rs.25000 crore consumer durable

industry,whichisgrowingatnearly6percent

everyyear,E-

Zonehasalreadyemergedasaforcetoreckonwith.Thislifestyleretailformatoffer

sa neverexperienced before environmentforshopping forthe bestin

national and

internationalconsumerelectronicanddurablesbrands.Itretailsproductsranging

from

musicsystemstolaptops,fromthelatestplasmatelevisionsetstoDVDplayers,fro



m washingmachinestoair-conditionerstonameafew.Typicallyinexcess

of12,000squarefeetinsize,E-Zonesareprimarilystand-aloneconcepts,

butarealsopresentwithinthecompany’sCentralmalls
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Format-7

COMMUNICATION

Withover2billionphoneusersworldwide,mobilityhasnowbecomeanintrinsicpar

t

ofourpersonalandworkinglives.Mobileoperators,cellphonemanufacturers,con

tent

 publishers,wirelessapplicationserviceprovidersandmanyotherkeyplayers

inthe

mobileindustryareallworkingtocarveoutthebestpositioninthevaluechain,tofind

therightplacefrom wheretheycanbestserveboththeirownandtheir

customers’needs.Enroutetowards3billionphonesworldwide,amajorshift

wouldoccurin

consumerinterestfromcarriagetocontentandfromaverbaltoagrowingvisualworl

d.

Withmoremobilecamerassoldin2005thandigitalcameras,withmoremusic/vide

o

 playersinmobilesthaniPods,withmoremessagingreachthanPCs,convergencew

iththeonlineworldisnowverymuchareality.InIndia,thestoryisno

different.With

over150millionmobilesubscribersexpectedby2008,thereexistsahugepotentialf

or allplayersinthemobilityspace.MostofthemobilephonesinIndiaaresold

through‘momandpop‘stores,andthereisahugegreymarketthatexists.
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MBazaar

Pantaloonrealizedthislargelyuntappedopportunityandintendedtobea

dominant

modernretailplayerinthemobilespace.Thisiswhatpromptedthecompanytosetu

panewdivisionConvergeM in2005-06toidentify,developandbringtothe

market,mobileproductsandsolutionstailor-madetosuittheconsumers

requirementsat

competitiveprices.ConvergeMadoptsauniqueapproachofestablishing,multi-

brand,multi-category,multi-formatandcomprehensivesolutionoutletsto

leadand

exponentiallyexpandthemarket.Asinmostotherformats,ConvergeMtoooperate

sin

thelifestyleandvalueplatforms.Itsvalueoffering,MBazaarisaformatthataddress

esthevalueseeker’squestforpossessinglatesttechnologiesatlowest

prices.Primarilyaimedatthereplacementmarket,atypical

MBazaarislocatedwithinmostBigBazaarstoresaswellasstand-

aloneoptions.This250-

500squarefeetofferingretailsbothGSMandCDMAandlandlinephones,while

 providingoptionsofMPods,downloadstonameafew.ThemissionforConvergeMi

s

toemergeasthelargestorganizedretailerinthemobilespace,whileleadinginnovati

oninmobileapplicationsandbeingthemostfavoreddestinationforall

communicationneeds.
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Format-8

Restaurant,Leisure&Entertainment

Increasingurbanizationandrising

disposable

incomesarecharacteristicsthatarecommonin

emergingeconomieslikeIndia.Estimatessuggestagrowthinurbanconsumption
at

 potentially20%perannum innominaltermsforatleastthenext5-7yearperiod.

Thetotalnumberofmiddletohighincomehouseholdsisprojectedtoreach105
million

 by2010,therebyaddingalargenumberofpeopletotheconsumingclass.

These

demographicnumbersrepresentayoungnation,whichhasanincreasedpropensi

tytospendinrestaurantsandotherfoodservicesectors,fuellinggrowthin

theLeisure,RestaurantsandEntertainmentindustries.

Thecompanyisusingthecollaborativeapproachtostrengthenitspositionintheleis

ure

andentertainmentspace.Thishashelpedthecompanybuildacompletebouquetof

 

 brandsthatspanfromfoodcourtstofinedining.Astheshiftfromhighstreettomalls

continues,therestaurantbusinessisexpectedtoincreasesignificantly.For

Indians,

shoppingcomeshandinhandwitheatingandcelebratingandtheseformatsarebeing

developedkeepingthisinmind.F123isdesignedasaentertainmentzonethatcanbe

 presentineverymallandthisbusinessisexpecte

dtogaintractioninthecomingyear.

F123,theentertainmentzoneofferingisaleisuresolutionforallagegroups.Thefoc



us

wouldbetoofferawiderangeofgamingoptionsfrombowlingandpool,interactive

videogamestobumpercars.Theentireconceptisbuiltaroundinternationalthinki

ng
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andgamingknowledge,withIndianpricing.Fortheyearending2005-06,therewere

threeF123’soperational,withthefirstoneopeninginNovember2005.

Format-9

StarandSitara

DeliveryFormatsStar&Sitara

Inthebeautyspace,thecompany’soffering,Star&Sitaraaimsatpampering
the

 beautyconsciousconsumerbyofferingthelatestbeautyproducts,ranging

from

cosmetics,skinandhaircare,aromatherapyandfragrances.Star&Sitaraissettob

e

 partofmostBigBazaarandeveryBeautyandHealthMall,whichthecompanyisin
the

 processofsettingup.Therewere6Star&SitaraoperationalasonJune2006.

Star&SitaraBeautySalon

Star&Sitara,thebeautyservicesoffering,doublesasauniqueparlorandsalonforme

nandwomen.Customerswillbetreatedtothebestqualityhairandskin

servicesat

unbelievableprices.Onesuchstorewasoperationalasonthe30thJune2006.

Beauty&HealthMall

Pantaloon,willbethefirstretailerinIndiato

offerhealth,beautyandwellnessproductsand

services.ThiswillbeledthroughitsBeauty&

HealthMallformat.Typically,ofaround25,000squarefeeteach,these

centerswillincludepharmaciesandbeautyproductzonesandahostofother

offeringssuchas

healthcafes,gymnasium,healthcareservices,retailingfitnessequipments,yogac



enters

andbooksonhealthandfitnessetc.ThecompanyplanstoopenatleastthreeHealth

&BeautyMallsduringtheyear2006-07inBangalore,AhmedabadandMumbai.
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Format-10

E-TAILING

TheemergenceofamassbaseofnetsavvyIndiansisrealtytoday.AccesstoInterne

tisnolongerlimitedtoasmallsegmentofyoung,maleurbanpeople.Cutting

acrossagegroups,gender,geographyandsocio-

economicbackgrounds,Indiansaretakingtothe

netlikefishtowater.Itisestimatedthatthereareat

least25millionIndianswhoaccess

theInternetonaregularbasis.Fallingpricesofpersonalcomputersandlaptopscou

pledwithincreasingpenetrationofinternet,andbroadbandservicesisdriving

moreand

moreIndianstotheInternet.Infact,IndiansarenolongerlimitingtheirInternetusage

toemailandchatting.Onlineshoppinghasfinallycomeofage.Astheleadingretailer

 inIndia,Pantalooncouldillaffordtooverlookthisemergingsegment.There

isasufficientlylargesegmentofonlineshopperswhoseconsumption

spendsneedstobe

captured.It’swiththisbeliefthatthecompanystartedexploringthisarea.Pantaloo

n

 perceivesitsonlinebusinessasyetanotherdeliveryformatthatcanpotentiallyreac

houtto25millioncustomers.FutureBazaar,hasmodeleditselfona

uniquecompleteretailerplatform.Etailingrequiresextensivesourcing

capabilities,warehousing

capacity,buyingtrendsunderstanding&mostimportantlyarobust&efficientlogis

tic



 backend.FutureBazaarleveragestheofflinebrandequityandbrick&mortarpresen

ce

ofthegroupviamultichannelintegrationtobenefitoneconomyofscales,economyo

f scopeinpromotion&distributionandutilizingtheofflinelearningintoonline&

vice-

versatogrowatafasterpace.Asanewdeliveryformat,FutureBazaarcanbenefitfro

m
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thelearning’sandexpertisegatheredinexistingformatsaswellasboostsalesatth

eseformatsthroughtheonlinesaleofgift

vouchers

Format-11

Liberty

Shoes

Withfashionbeingthefocusofthecompany,theintentistoprovidea

completewardrobeexperiencetotheconsumerthatincludesnotjust

apparelbutfashion

accessoriesalso.Accessoriesspeakalotaboutthepersonalityoftheindividualan

dare

areflectionoftheattitudeofthewearer.Footwearisonesuchcategoryinthefashio

nspherethattrulyembodiesthephrase-bestfootforward.

Footwearasacategoryhasbeenpresentinmostofthecompany’sBigBazaar;Fashi

on

Station,PantaloonsandCentralretailformats.Duringtheyearunderreview,Pantalo

onexploredtheopportunitytogetintobrandedfootwear,bypartneringwith

thewell-establishedfootwearcompanyLibertyShoes.Thejointventure

namedFootMartRetail(India)Limitedwouldlaunchbrandedfootwearretail

chainsinthecountryunderthe‘ShoeFactory’ brand.Thesestoreswouldbe

locatedwithinmostretail

spacesthatPantaloonwouldbepresentin,andasstandalonestoresacrossthecou

ntry.ShoeFactorystoreswouldbeadestinationformen,womenand

childrenofallages,

whocanchoosefromawidevarietyofqualityfootwearatvariouspricepoints,suitin

gtheirbudgets.TheventurelauncheditsfirststoreinAhmedabadon5thMay2006.

Spreadovernearly13,000squarefeet,thisvalueformathousesawiderangeofthe



latestandtrendiestfoo

twearandaccessoriesforalloccasions,atunbeatableprices.
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Format-12

GINI&JONY

Thecompanyrecognizesthattheorganizedkidswearcategoryhasshownsign

sof sizeablegrowthoverthepastcoupleofyears.Inordertoexpandandconsolidateit

s

 presenceinthiscategory,thecompanyenteredintoajointventurewiththe

country’sleadingkidswearretailer,Gini&JonyApparelsPvt.Ltd.Thisequal

jointventurenamedGJFutureFashionsLimited,apartfrom gainingadditional

visibilitywithinall

existingandupcomingPantaloonsstoresandCentralmallswillsetupachainof excl

usivekidswearstoresthroughoutthecountry,addressingfashionneeds

ofchildren

inallagegroups,from5to15years.Thisinitiativewitnessedtheopeningoftwostan

d-alonestoresduringtheyear2005-06inIndoreandAhmedabad.
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Format-13

BIGBAZAAR 

Issesastaauracchakahinnahi!

BigBazaarhasclearlyemergedasthefavoriteshoppingdestinationfor

millions of its

consumers,acrossthecountry,it’ssuccessisatruetestamenttotheemotionalbon

dingithasestablishedwiththeIndianconsumer,onaccountofitsvalue

offerings,aspirationalappealandservicelevels.

Shoptillyoudrop!BigBazaarhasdemocratizedshoppinginIndiaandissomuchmor

e

thanahypermarket.Here,youwillfindover170,000productsunderoneroofthatcate

r toeveryneedofafamily,makingBigBazaarIndia’sfavoriteshoppingdestination.

AtBigBazaar,youwillgetthebestproductsatthebestpricesfromappareltogenera

l

merchandiselikeplastics,homefurnishings,utensils,crockery,cutlery,sportsgo

ods,caraccessories,booksandmusic,computeraccessoriesandmany,

manymore.BigBazaaristhedestinationwhereyougetproductsavailable

atpriceslowerthanthe

MRP,settinganewlevelofstandardinprice,convenienceandquality.

Ifyouareafashionconsciousbuyerwhowantsgreatclothesatgreatprices,BigBaza

ar istheplacetobe.Leveragingonthecompany’sinherentstrengthoffashion,Big

Bazaarhascreatedastrongvalue-for-moneypropositionforitscustomers.

This

highlightstheuniquenessofBigBazaarascomparedtotraditionalhypermarkets,w



hich

 principallyrevolvearoundfood,groceriesandgeneralmerchandise.
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Boastingofanimpressivearrayofprivatelabels,BigBazaariscontinuallystriving
to

 providecustomerswitha‘complete’look.Sobeitmen’swear,women’swear,kids

wear,sportswearorpartywear,BigBazaarfashionshasitall!

Format-14

Food

Bazaar

AcrossIndia,foodhabitsvaryaccordingtocommunity,customsandgeography.F

oodBazaar,throughitsmultipleoutletsaddressesthis.Atthesametimeit

offersbest

qualityproductsatwholesalepricestoawidecrosssectionoftheIndiapopulation.

FoodBazaareffectivelyblendsthelook,touchandfeelsoftheIndianbazaarwithth

echoice,convenienceandhygienethatmodernretailprovides.Thefoodand

grocerydivisionofthecompanywaslaunchedin2002-03andhasgrownto

47stores

nationwideattheendofthecurrentfinancialyear.MoststoresarelocatedwithinBi

g

Bazaar,CentralandPantaloonsandactasstrongfootfallgenerators.Therearesep

aratestand-

aloneFoodBazaarsaswell.Thebusinesscontributedjustfewerthan50percent

ofvalueretailing,andabout20percenttothecompany’sturnoverduring2005-06.

FoodBazaaroffersavarietyofdailyconsumptionitems,whichincludestaples,soa

psanddetergents,oils,cerealsandbiscuits.Ontheproductcategoryside,

theprimary

segregationisdoneonthebasisofstaples,freshproduce,brandedfoodsandhom

eand



 personalcareproducts.
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AboutLucknowBigBazaar…

BigBazaar,SaharaGanj
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SectionatBigBazaar

• B.BFashion

• Electronics

• FoodBazaar

• G.M.Homecare

• Depot

• SIS

• NAVRAS

• HomeFashion

• Communication

•
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WEEKLYSALESREPORTFBBBAZAAR(INLAKHs)

45thweek Monday Tuesday Wednesday Thursday Friday Saturday Sunday Total
Sales

Target 5.41 4.96 7.22 4.96 5.41 8.12 9.02 45.1

Achievement 5.59 4.91 6.91 5.62 5.98 7.37 7.56 43.9
4

46thweek

Target 4.13 3.82 5.72 3.5 3.82 4.45 6.36 31.8

Achievement 5.01 4.73 6.42 3.67 3.91 5.13 6.72 35.5
9

47thweek

Target 3.83 3.51 5.1 3.51 3.83 5.74 6.38 31.8
9

Achievement 4.87 4.92 6.09 3.92 4.2 5.46 6.38 35.8
4

48thweek

Target 4.29 3.9 6.24 3.9 4.29 7.8 8.58 39

Achievement 3.86 4.04 5.88 4.08 4.33 6.12 8.63 36.9
4

49thweek

Target 6 5.5 8 5.5 6 9 10 50

Achievement 5.89 5.48 8.28 5.49 4.8 6.62 7.76 44.3
2

50thweek

Target 5.66 5.22 6.97 5.22 5.22 7.4 7.84 43.5
4

Achievement 5 5.24 7.22 4.39 4.6 7.04 7.16 40.6
5

51stweek

Target 4.48 4.48 5.97 4.11 4.48 6.34 6.34 37.3
2

Achievement 4.58 4.58 6.88 4.93 4.79 5.84 6.98 38.5
8

52nd

Target 4.48 4.11 5.97 4.11 4.48 6.72 7.47 37.3
3

Achievement 4.43 4.07 5.97 4.32 4.44 6.80 7.70 37.7

3
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WEEKLYSALESREPORTCHEFZONE

(INLAKHs)

45thweek Monday Tuesday Wednesday Thursday Friday Saturday Sunday Total
Sales

Target 0.31 0.27 0.41 0.27 0.31 0.44 0.49 2.52

Achievemen
t

0.33 0.32 0.42 0.36 0.35 0.37 0.53 2.69

46thweek

Target 0.31 0.28 0.42 0.26 0.28 0.33 0.47 2.35

Achievemen
t

0.31 0.29 0.39 0.22 0.31 0.37 0.44 2.33

47thweek

Target 0.29 0.26 0.38 0.26 0.29 0.43 0.48 2.39

Achievemen
t

0.27 0.29 0.44 0.28 0.28 0.37 0.55 2.47

48thweek

Target 0.29 0.26 0.42 0.26 0.29 0.52 0.57 2.6

Achievemen
t

0.26 0.28 0.39 0.31 0.31 0.36 0.58 2.48

49thweek

Target 0.35 0.32 0.47 0.32 0.35 0.53 0.59 2.94

Achievemen
t

0.36 0.39 0.56 0.36 0.31 0.47 0.52 2.97

50thweek

Target 0.33 0.3 0.4 0.3 0.3 0.43 0.45 2.5

Achievemen
t

0.33 0.35 0.52 0.28 0.3
1

0.53 0.48 2.8

51stweek

Target 0.3
3

0.3
3

0.4
4

0.3
1

0.3
3

0.4
7

0.5
6

2.78

Achievemen 0.29 0.33 0.53 0.33 0.31 0.42 0.52 2.73
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52ndweek

Target 0.33 0.31 0.44 0.31 0.33 0.5 0.56 2.78

Achievemen
t

0.28 0.28 0.35 0.29 0.29 0.38 0.48 2.35
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RESEARCHMETHODOLOGY

BigBazaarbasicallymeansbusinessandinbusinesscollectionofraw data

allowsthemanagerstoseetherealscenarioandthentakeadecisionasper

thedataobtained.Thereareseveralimplicationsinthisstatement:

• Theycanexaminetheavailableinformationintheformofdatatomakeadecision

• TheycanevengetaclearpictureofthescenarioorpotentialofBigBazaaras

comparedtootherretailstoresinthecity.

• Theinformationcanonlybegatheredbydatacollectionandthenanalyzingth

eavailabledata.

Therefore,itcanbesaidthatthedatacollectionisanimportantpartof

theproject.

Data

Rawnumbers
Information

Theprojectedobjectiveswereconsideredandaspertherequirementa

marketsurveywasdone.

Procedure:

Theprocedurethatfollowedcanbeenlistedasbelow:

•Readingabouttheproduct

•Decidingontheobjectivetoproceed.

•DevelopingSurveyinstruments

•Conductingpersonalinterviewsofdifferentage-

groups,sex,monthlyincomeandoccupationthroughaQuestionnaire.



49

Processadopted:

1.GainingknowledgeabouttheproductatBigBazaar:

Readingabouttheproductswasthefirststepundertaken.Thisgavenotonlyi

n

depthknowledgeaboutwhatisbeenofferedbyotherplayersbutalsoproveduse

fulwhiledevelopingthequestionnaire.

2.StepsintheDevelopmentoftheSurveyInstruments

Themaininstrumentsrequiredforsurveywasawell-developedquestionnaire.The

questionnairedevelopmenttookplaceinaseriesofstepsasdescribedbelow:

Researchobjectivesarebeing

transformedintoinformationobjectives.

TheAppropriatedatacollectionmethodshav

ebeendetermined

Theinformationrequiredbyeachobjectiveis

beingdetermined.

SpecificQuestions/ScaleMeasurement

formatisdeveloped.

Question/ScaleMeasurementsisbeing

evaluated.
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Research objectives are

beingtransformedinto

informationobjectives.

Thenumberofinformationneededisbeing

determined.

Thequestionnaireandlayoutisbeingevaluated.

Revisethequestionnairelayoutifneeded.

TheQuestionnaireformatisbeingfinalized.
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ResearchDesign:

AtwostageResearchwasconducted:

1.SecondaryResearch:

Datawascollectedfrom websitesandcataloguestounderstandthe

productof thedifferentplayers

2.PrimaryResearch:

APrimaryResearchwasconducted:

Thequestionnairewaspreparedforthecompaniesandfollowing

areascovered:

• competingretailstores

• Featuresofferedbydifferentstores

• Consumerprofile

• Satisfactionlevel

• Reasonsfortheirpurchase.

• Desirablefeaturesoftheproductandservice.

SamplingPlan:Elements:Thetargetpopulationofthestudyincludedthe

generalpopulationofeveryagewhoenterstotheBigBazaar

3.CustomerSurvey:

Thepeopleplayanimportantpartasaclearperceptionofpeople

about the

productcanbeestimatedandknown.Studyingtheneedlevelsofthepeopleregar

dingtheproductscanbeobserved.Itwasveryusefulinknowingaboutthe

requirementsofthepeople.

Samplesize:100people.
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DataCollection

Thefinaldraftofthequestionnaire(seeAppendix)waspreparedonthebasisof

theobservationsfrom thepilotstudy.Thesewerethenfinallyfilledby100

customer,for theconclusivestudy.

Finallythedatacollectedwasfedintothedataanalysissoftware-

SPSS,tobeanalyzedusingstatisticaltechniques.

TypesofPrimaryDatacollected:

• SocioeconomicCharacteristics:

Socioeconomiccharacteristicsaresometimescalled“statesofbeing”in

that they

representthetypeofpeople.Thefactorsonwhichweareworkingareoccupatio

n.Monthlytransactionisalsoanimportantparameterbutitisdifficult

to verify.

Althoughtheamountofmoneythatbusinessunitearnsinamonthisanabsolut

e,notarelativequantitybutitisasensitivetopicinoursocietyanditis

difficulttodetermine.

• Attitudes/Opinions:

Throughthequestionnairewehavetriedto getholdofcustomers

preference,inclinationandrequirement.Attitudeisanimportantnotion

in the marketing

literature,sinceitisgenerallythoughtthattheattitudesarerelatedtothebehavior

 ofcustomer.

• Motivation:
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Throughthequestionnairewehavetriedtofindthehiddenneedor

want of customerandhavetriedtofindifthesepeoplecanbetappedas

thepotentialcustomerforBigBazaar.

• Behavior:

Behaviorconcernswhatsubjectshavedoneoraredoing.Through

thequestionnairewehavetriedtofindoutthebehaviorofthe

individuals

regardingtheproductandtheirresponses.Iftheresponsesarefavorable

then

thepersoncanbesaidtobeourpotentialcustomer.Theprimarydataserv

es

asanimportanttooltomeasurethebehavioraltrendofthecustomer.Ithel

psinansweringsomeofthevitalQuestions.

ObtainingthePrimaryData:

The data collection was primarily done through communication.

Communicationinvolvesquestioningrespondentstosecurethedesired

information,usingadatacollectioninstrumentcalledquestionnaire.The

questionswereinwritingandsoweretheresponses.

Versatility:

Itistheabilityofatechniquetocollecttheinformationonthemanytypesofprimar
ydataofinteresttomarketers.Ithasalsobeenfoundthatsomeofthe
peopledonot
answertruthfullytoallthequestionsespeciallyinthecaseofthepersonaldetails
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DataAnalysis

Thetoolsandmethodsofdatacollectionidentifiedearlierwereemployedtogatherd
ataontheconsumerperceptiononBigBazaar.Thedataaccrued,especially
from theinterviewsandquestionnairescirculated,aretabulatedanddepicted
ongraphsinthefollowingpages.Thedatathusgatheredandtabulatedis
analyzed.Thedataisthenscrutinizedandrelevantinterpretationsaredrawn.
Themajorobjectivesofanalysisofdataare:

1.Toevaluateandenhancedataquality
2. Examineeffectsofotherrelevantfa
ctors3.Customersatisfactionratio,
4.Levelofsatisfaction,
5.Causesofdis-satisfaction,
6.Customerresponsesregardingservices.

Thedatacollectionplan,includingprocedures,instruments,andforms,wasdesi
gned andpre-
testedtomaximizeaccuracy.Alldatacollectionactivitiesweremonitoredto
ensureadherencetothedatacollectionprotocolandtopromptactionstominimi
ze
andresolvemissingandquestionabledata.Monitoringprocedureswereinstituted
attheoutsetandmaintainedthroughoutthestudy,sincethefaster
irregularitiescanbe
detected;thegreaterthelikelihoodthattheycanberesolvedinasatisfactorymanne
r andthesoonerpreventivemeasurescanbeinstituted.
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Q.1)Ageoftherespondents.

Age Tota
l

Below18 30

18-40 45

40-60 15

60ab
ove

10

Total 100
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no.ofcustomersagewise

15%

10%

30%

Below18

18-40

40-60

 Above60

45%

Data:

Thefirstcriteriarespondentswereaskedtoindicatewastheage
grouptheybelongedto.Respondentswereaskedtochoose
amongfouragegroupcategories,viz.,below18,18-40,40-
60,60aboveyears.Theage
groupswereidentifiedaskeyfactorsimpactingshoppingandpurchasedecisionsof 
consumers.

Analysis
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Fromthetable,andpiechartdepictedabove,thedistributionofthepopulationunder s
tudyisevident.Ofthe100respondentswhoansweredthequestionnaire,
45% indicatedthattheiragesfellinthecategory18-
40years30%indicatedbelow18,15%indicated40-
60yearand10%indicated60above.

Interpretation:
Byanalyzingtheresponsestothisquestion,I,asaresearcher,aswellas

companies,canidentifythedemographicsofthepopulationthatvisitretailoutlets.
Thehighestnumberofrespondentsfallsintheagegroup18-
40.Itcanbededucedthatmost
oftheconsumerswhovisitretailoutletsregularlyaretheyouth.Theymakeupalmost
morethanhalfofthepopulationwhoshopatretailstores.
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Q.2)Genderoftherespondents:

Gender Total

Male 65

Female 35

 Total 100

No.ofcustomersgenderwise

35%

Male

Female

65%

Data:

Consumerswereaskedtoindicatetheirgender.Theobjectofthisquestionisto
understandthedemographicsofthepopulationunderstudy.

Analysis:

From thetable,andpiechartdepictedabove,thedistributionofthe
consumersis
evident.Ofthe100respondentswhoansweredthequestionnaire,65werefemalea
nd
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35weremale.Itisevidentfromtheresponsesandthesubsequenttabulationthatth
e
numberoffemalerespondentswashigherthanthatofthemalerespondentsinthe

 populationunderstudy.FemalearethemajorbuyersattheBigBazaar.

Interpretation:

Byanalyzingtheresponsestothisquestion,Ias,aresearcher,aswellascompanies,
canidentifythedistributioninthenumberofmenandwomenwho
visittheretailoutletsandappropriatedecisionscanbemadekeepingthesenumbe
rsinmind.

Thehighestnumberofrespondentswerefemale,asisdepictedbythegraphand
chart

 presentedabove.Thenumberofmalerespondentswaslesscomparedtothefemale
respondents.

Twodecisionscanbemadefrom theabovedatacollected:

• one,morewomenvisitretailoutletsthanmen.

• Two,morewomenarewillingtofilloutquestionnairesandtakeasurve

ythanmen.

Sincemorewomencanbeinferredtovisitretailstoresthanmen,companiescantar
gettheirofferingsandmarketingstrategiesintwoareas.Retailoutletscan
appealtothewomencustomersbyofferingmoreproductsgearedespeciallytowa
rds
women.Theycanprovideashoppingexperiencethatwomenareparticularlyattra
ctedto.

Anotherwaythatretailchainscanusetheabovedataistothinknewtechniquessoth
attheycanappealtothemenratherthanthewomen.Since,fewermenvisit
retailstoresasagainstwomen,thecompanieshavealargebaseofpotentialcusto
mers.Byprovidingproductsthataregearedtowardsmenandbyprovidinga
shoppingexperiencethatattractmen’stheycanincreasetheirloyalcustomers.
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Q.3)HowyoucametoknowaboutBigBazaar.

Source Total

Electronicmedia 30
Wordofmouth 40

Printmedia 20
Hoarding 10
Total 100
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SourceofKnowledge

20%

10%

40%

30%
Electronicmedia

Wordofmouth

Printmedia

Hoarding

Data:

Consumerswereaskedtoindicatethesourcefromwheretheygotinformationab
out
BigBazaar.Theobjectofthisquestionistounderstandthesourceofinformationof 
thepopulationunderstudy.

Analysis:



62

From thetable,andpiechartdepictedabove,thedistributionofthe
consumersisevident.Ofthe100respondentswhoansweredthe
questionnaire,40%peoplegot
informationaboutBigBazaarfromwordofmouth30%fromelectronicmedia,20%
fromprintmedia,10%fromHoardings.

Interpretation:

Byanalyzingtheresponsestothisquestion,Ias,aresearcher,aswellascompanies,can
identifythesourceoftheinformationforthecustomersfrom wheretheygotthe
informationaboutBigBazaar.

Appropriatedecisionscanbemadekeepingthesenumbersinmind.

• Weshouldincreasethequalityofserviceandwhichweare

providingto

customers,sothatwecanincreaseloyalcustomerssothattheycaninflu

encemorepeopleandourcustomerbasecanbeincreased.

• Secondlywecanincreaseouradvertisementonelectronicmediaasnowd

ays

customersarealsoinfluencedbyaddsonTV,andotherelectronicmedia.

Q.3)Howoftendoyoushop?

Frequency Tota
l

Onceaweek 45

Fortnightly 30

Onceamonth 25
Total 100
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Data:

Consumersapproachedwereaskedabouttheirfrequencyinvisitstoshops.

Thefrequencypointsfurnishedwere:Onceaweek,Fortnightly,andOncea

month. These

frequencypointswereidentifiedbyobservationandinterviewastheaveragetimest

hatconsumersshop.

Analysis

From thetable,andpiechartdepictedabove,thefrequencyofshoppingof

the respondentsisevident.Ofthe 100 respondentswho answered the

questionnaire,45

ShoppingFrequency

25% Onceaweek

45%
Fortnightly

30%

Oncea

month



64

indicatedthattheyshoppedonceaweek,30indicatedthattheyshoppedFortnightly

25whovisitshops,mallsorretailstoresonceamonth.

Interpretation

Thisquestionisaimedatunderstandinghowfrequentlyconsumersvisitshopsan

dbuy

theirproductsoravailoftheirservices.Thefrequencypointslaidbeforetherespond

enthavebeentheresultofobservationandinterview.Byanalysingthe

responsestothisquestion,Itheresearchers,aswellascompanies,can

identifythenumberoftimesacustomerislikelytoshopinamonth’stime.

Thehighestresponseshavebeenattributedtoonceaweekshopping.Itcanbededu

ced thatconsumers who shop onlyonce a week,pose verydifferent

challenges to retail

stores.Suchcustomerscanbepresumedtohaveahighdisposableincomeandmay

buy

morelifestyleorfashionproducts.Sincetheyshopsofrequently,theymustcontinu

ally

 beentertained and attracted to makerepeatpurchasesatstores.When

targetingthissegment,companiesmustbeabletogetnew stockevery

week,andupdatetheir marketingstrategiescontinuously.

Asmonthlycustomerscanbuytheproductsinbulksotheycanshopduring

(M.B.B)andotherofferseasonsbutwecangiveeveryweekbigdiscountsto

customerssoitsmoredifficulttoincreasethecustomerbaseofweekly

customers.Itcanbeincreasedif employeehandlethecustomerwell,displayofthe

product,andambienceoftheretailoutletisgood.

Q4)WhydoyoushopatBigBazaar?

Factors Total



Offer 17
Price 23
EasyAvailabilityof  35

Product
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FactorseffectingBuying

25%
35%

Quality

Offer 

Price

EasyAvailabilityofProduct
17%

23%

Data:
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Consumersapproachedwereaskedabouttheirfactorseffectingtheir

purchasingdecision. Thefactorpointsfurnishedwere:Quality,Price,

Offer,Availabilityof 

 product

Analysis

Fromthetable,andpiechartdepictedabove,thefactorseffectingpurchasingdecisi

onofconsumersisevident.Ofthe100respondentswhoansweredthe

questionnaire,35answeredavailabilityofproduct25answeredquality,23

answered price 17 answered

offersastheirmainfactorsinfluencingtheirbuyingdecision.

Interpretation

Thisquestionisaimedatunderstandingwhatelementsattracttheconsumerthe

most.

Thepreferencepointslaidbeforetherespondenthavebeentheresultofobservatio

nand interview.By analysing the responses to this question,Ithe

researchers, as well as

companies,canidentifythebiggestfactorsthatinfluencetheconsumersinfavour

ingonestoreoverothers.

Thehighestresponsesandthehighestfactorhavebeenattributedtoavailability
of 

 productsonsale,whenchoosingtoshopataparticularstore.

Althoughitissaidthatthemostimportantthingsinretailare“Location,

location,and

location”,fromtheconsumers’pointofview,proximityisoflittleconcern.Thequalit

y,

 priceandvarietyofgoodsplaybigrolesinthedecisionmakingprocess.
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Q.)Duringwhichofferyoushopmost?

Factors No.
WednesdayBazaar  30
MonthlyBachatBazaar  50
Weekendoffers 20
Total 10

0

Offerseffectingbuyingdecision

20%
30%

WednesdayBazaar 

MonthlyBachatBazaar Weekendoffers.

50%
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Data:

Consumerswereaskedtoansweredthatduringwhichoffertheyshopmost
atBig
Bazaar.Theobjectofthisquestionistounderstandthetypeofofferswhicheffectth
esalesofBigBazaar.

Analysis:

Fromthetable,andpiechartdepictedabove,thedistributionoftheconsumersis
evident.Ofthe100respondentswhoansweredthequestionnaire,50%customers

 purchasedecisionareeffectedbyM.B.B(MonthlyBacahtBazaar)30%
areinfluenced
 byWednesdayBazaarandonly20%gotinfluencedbyweekendoffers.

Interpretation:

Byanalyzingtheresponsestothisquestion,Ias,aresearcher,aswellascompanies,can
identifytheofferswhichinfluencethecustomersmostwhilepurchasingatBigBazaar.

Appropriatedecisionscanbemadekeepingthesenumbersinmind.

• Weshouldincreasetheno.ofoffersdaysaswecangivefortnightlyoffers,an
d
otheradditionaldiscountswhicharenotavailableoutsideofBigBazaar,sot
hatwecanincreaseloyalcustomerssothattheycaninfluencemore
peopleandour customerbasecanbeincreased.

• Secondlywecanincreaseouradvertisementonelectronicmediaas
nowdays
customersarealsoinfluencedbyaddsonTV,andotherelectronicmedia,ab
out
differentoffersasmanycustomersarenotawareofdifferentoffersgoingo
natBigBazaar.

Q.5)WhatdoyoumostlyshopattheBigBazaarstores?



69

Detail No.
Accessories 25

Groceries 32
Others(specify) 13

Clothing 30

DataCollected

Consumersapproachedwereaskedtoindicatethetypesofproductsthey

mostly shopped atBig Bazaar.The types ofproducts presented were

Clothing,Accessories,Groceriesandothers.Theseproductswereidentified

byobservationandinterview asthemostpopularproductsthatconsumers

shopforfrequently.

Analysis

sharingindifferentparts

13%

30%

32%

Clothing

 Accessorie

sGroceries

others

25%
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From the table,and pie chartdepicted above,the products frequently

shoppedforbyconsumersisevident.Ofthe100respondentswhoanswered

thequestionnaire,32%indicatedthattheyessentiallyshoppedforGroceries,

30%Clothing,15%others(Luggage,Footwearetc),and25%Accessories.

Itis evidentfrom the responses and the subsequenttabulation that

consumers,onanaverage,frequentlyshopforproductsinthefollowing

descendingorder:Clothing,Accessories,OthersandGroceries.

Interpretation

Oftheconsumersapproached,100peopleagreedtofillinthequestionnaire

andthis

specificquestion.Thisquestionisaimedatidentifyingtheproductsconsumerssho

pfor frequentlyatretailoutlets.Theproductcategorieslaidbeforetherespondent

aretheresultofobservationandinterview.Byanalysingtheresponsesto

thisquestion,Itheresearchers,aswellascompanies,canidentifythemain

attractionsofproductsandservicesoffered.

Thehighnumberofresponsesindicatethatalargenumberofconsumers

visit retail outletsforgroceries.ApproxOne-

thirdoftherespondentsindicatedthattheyvisitretailoutletstopurchaseClothes.

Totheretailstores,theabovetabulatedresponsesleadtoaveryimportant

result.Groceriesisthefastestmovingconsumergood.Retailoutletsthat

providegroceriesandapparelscanseeahigherrateofturnoverandsales

volume.
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6)AreyouawarewithBigBazaarownbrands?

Items No.

FoodBa zaar 40
TastyTreat 25
Dj&C 35
Total 100

AwarenessaboutBigBazaarownBrands

25%

35%

Tastytreat

FoodBazaar Dj

&C

40%

DataCollected

ConsumersapproachedwereaskediftheywereawareabouttheBigBazaarownbra

ndsasFoodBazaar,Tastytreat,Dj&Cetc.
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Analysis

From thetable,andpiechartdepictedabove,theawarenessaboutbigbazaarown

 brandsintheconsumersisevident.Ofthe100respondentswhoanswered

the

questionnaire,40repliedthattheywereawareaboutFoodBazaar25wereawareabo

utTastytreatand35wereawareaboutDj&Cbrand.

Interpretation

ThisquestionisaimedattheawarenessincustomersabouttheBigBazaarown

 brands.Theobjectisalsotoanalyzehow toincreaseawarenessaboutthe

BigBazaar ownBrandsamongconsumers.Byanalysingtheresponsestothis

question, I the

researchers,aswellascompanies,canidentifytheawarenessaboutthebigbazaaro

wn

 brandsamongconsumers.

Thisindicatesthatalthoughmostconsumersareawareaboutthebig

bazaarbrandsFoodBazaarbrandsaremorepopularthenotherbrands.
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6) AreyousatisfiedwithBigBazaarownbrands(e.gTastyTreat)?

Details No.

Yes 65

 No 35
Total 100

DataCollected

ConsumersapproachedwereaskedabouttheirsatisfactionlevelwiththeBig

Bazaar ownBrands.Thisquestionwasansweredby100consumers.

Analysis

SatisfactionwithBigBazaarbrands

35%

yes

no

65%
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Fromthetable,andpiechartdepictedabove,thesatisfactionlevelamongthecusto

mers

aboutBigBazaarownbrandsOfthe100respondentswhoansweredthequestionnai

re,

65repliedyesthattheyweresatisfiedwiththebigbazaarbrandsandtherewere35

 peoplewhowerenotsatisfiedwithbigbazaarbrands.

Interpretation

Oftheconsumersapproached,100peopleagreedtofillinthequestionnaire

andthisspecificquestion.Thisquestionisaimedatsatisfactionlevelamong

thecustomersfor 

 bigbazaarbrand.Byanalysingtheresponsestothisquestion,Itheresearchers,asw

ell

ascompanies,canidentifythatmanycustomersaresatisfiedwiththeownbrandofb

ig

 bazaar.

Fromthetabulateddatadepictedaboveandresponsesoftheconsumers,wecanse

ethattopromoteownbrandweshouldadvertisemoreandpackagingcan

bemademoreattractive.
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7) InwhichareaofoperationatBigBazaarimprovementisneeded?

Detail No.
CashierSpeed 45%

StaffKnowledge 30%
WaitingTimeManageme

nt

Total

25%

Areaofimprovementinoperations

30%
25%

WaitingTimeManagement

CashierSpeed

StaffKnowledge

45%

Data:

Consumerswereaskedtoansweredthatinwhichoperationtheywantimprovement
at
BigBazaar.TheobjectiveofthisquestionistounderstandtheimprovementareaatB
igBazaar.
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Analysis:

From thetable,andpiechartdepictedabove,thedistributionofthe
consumersisevident.Ofthe100respondentswhoansweredthe
questionnaire,45%customersneedimprovementinCashierspeed30%are
notsatisfiedwiththestaffknowledgeabouttheproduct25%thoughtwaiting
processmanagementisnotgoodatBigBazaar.

Interpretation:

Byanalyzingtheresponsestothisquestion,Ias,aresearcher,aswellascompanies,can
identifytheimprovementareasinsupplychainmanagementoperationsatBigBazaar.

Appropriatedecisionscanbemadekeepingthesenumbersinmind.

• Weshouldincreasetheno.ofcashiersatleastonWednesdayBazaar,Weeke

nds,MonthlyBachatBazaar.

• Secondlywecanincreasesourcesofentertainmenttomanagethewaitingpr

ocessmanagement,wecanplaygoodsongssothatcustomersarenot

irritatedduringwaiting.
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Findings

• Generallyyouthandwomen’sarethemaincustomersatBigBazaar.

•

Electronicmediahasangreatimpactoncustomerstheyaregettingaw

areaboutnewproductsandrelatedoffers.

•

Duetoavailabilityofallproductsunderoneroofandnearbytheirhouse

helpscustomerstoshopweeklyandshopfresheverytime.

• Groceriesarethemainitemspurchasedbythecustomersandtheyarea

wareaboutbigbazaarbrandsandmostlyaresatisfiedwiththem.

• Allthecustomerswantthattheirtimeshouldnotwasteafter

shopping,

numberofcashiersshouldbeincreased,waitingprocessmanagements

hould
 bemadegood.
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Conclusion

• The reportreveals thatthere is huge scope forthe growth of

organizedretailingandimprovementofBigBazaarStoreinAllahabadcity.

• Withthechanginglifestyle,modernizationandwesternizationthereexistsah

uge

scopeforthegrowthofBigBazaarstoreandisthereforeathreattounorganize

dretailing.

• BigBazaarstoreareabletoprovidealmostallcategoriesofitemsrelatedtofoo

d,

health,beautyproducts,clothing&footwear,durablegoodssoitbecomequit

e easierforthe customerto buyfrom one shop and hence isa

convinientwayof shoppingwhencomparedtounorganizedretailing.

• AggressiveMarketingisthekeytoincreasingthemarketshareinthisarea,sin

cethemarkethasalotofpotentialbothintermsofuntappedmarket.
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Recomendation

• Toincreasemorefootfallsmorepromotionalactivitiesmustbecarri

ed

out.ForthisBIGBAZAARcaneitheroffermorediscountsorincrease

theiradvertisements.Increaseinthenumberoffootfallswill

leadtoincreaseinsales.

.

• Allowingmorespacebetweentheentranceofastoreandaproductgi

vesitmoretimeintheshopper’seyeasheorsheapproachesit.

Itbuildsalittlevisualanticipation.

• ThenumberoftrialroomsavailableatBIGBAZAARisvery

lessas

comparedtothenumberofpeoplecoming.Thisusuallyresultsinlo

ngqueuesandwaitingbycustomers.

• Installmorefulllengthmirrorsinsidethestoresoastoassistt

hecustomerstomakebetterpurchasedecisions.

• Playlightmusicinsidethestoretomaketheshoppingapleasura

bleexperience.

• Theycanalsoexhibittheirnewlineofclothingthrougheventslik

efashionshows.

• Basketsshouldbescatteredthroughoutthestore,whereversho

ppers

mightneedthem.Manycustomersdon’tbeginseriouslyconside

ringmerchandiseuntiltheyhavebrowsedabit.
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Limitations

Thisresearchhasanumberoflimitationsthatmustbeacknowledged.

• First,thesampleusedforthisstudyconsistedmostlyofcollegestude

nts.

Therefore,theseresultsmaynotbeapplicabletothewiderpopulatio

ningeneral.

• Secondly,theresultsofthisstudyarelimitedtoaspecialtyretailbranded

 purchasingcontext.

• Lastly,itmustbeacknowledgedthattheremaybenumerousother vari

ablesthatcontributetothedevelopmentofcustomer

satisfaction,

customerloyalty,andwordofmouthcommunicationwhicharebri

eflytoucheduponbelow.

• Toconvincethepeopleforaproperinterviewingprocessisalsodifficult.

• Thefigureshavebeentakenasapproximations.
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 NAME: OCCUPATION:

AGE: Below18 18-40 40-60

Above60GENDER: Male Female

1)HowyoucametoknowaboutBigBazaarinsupplychain

management?Electronicmedia Wordofmouth

Printmedia Hoarding

2)Howoftendoyoushop?

Onceaweek Fortnightly Oncea month

3)WhydoyoushopatBigBazaarinsupplychainmanagement?

Quality Offer

PriceEasyAvailabilityofProduct

4)Duringwhichofferyoushopmost?

WednesdayBazaar Monthly

BachatBazaar Weekendoffers.

5)WhatdoyoumostlyshopattheBigBazaarstoresinsupplychainmanagement?

Clothing Accessories Groceries

Others(specify)  

6)AreyouawareofFBBownbrandsofBigBazaarinsupplychainmanagement?

Yes No

7)AreyousatisfiedwithBigBazaarinsupplychainmanagement?

Yes No
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8) InwhichareaofoperationatBigBazaarinsupplychainmanagementimprove
mentisneeded?

CashierSpeed StaffKnowledge

WaitingTimeManagementDate……… Signature……….


