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EXECUTIVE SUMMARY

Title of theProject-

“Supply Chain Management at BIG BAZAAR”

Different objective behind conducting this project-

o Movement of the product at BIGBAZAAR.
o CustomerOrientationtowardsproductavailableatBIGBAZAAR.
o ListingoftheproductpreferencesatBIGBAZAAR.

o Recommendation for Impulse Buying at BIGBAZAAR.

*%INTRODUCTION

The project was carried out for understanding the movement of the
product at BIG BAZAAR and customer behavior regarding different
product at BIG

BAZAARAIlahabadBranch.BIGBAZAAR wasestablishedintheyear2001,
theyareoldplayerinRETAILsector. TheBIGBAZAARfollowsvaluessuchas
—tdmess, Leadership, Respect and Humility, Valuing and Nurturing Relationships,
Simplicity and Positivity,Adaptability.

This research helps us in finding out the customers view regarding the
product and Services offered by the BIG BAZAAR and awareness by
promotion and also identifying the market potential of BIG BAZAAR.

Slogan: Isse sasta aur accha kahinnahi!




* ABSUT+HTHETOPiE-

Theprojectwascarriedoutinwithanobjectiveofknowingsatisfactionleveldast
arga at Big Bazaar and do customers are aware about the different types

of product and Services and different offers provided at Big Bazaar. The
total sample size taken was one hundred (100) from various customers of
LUCKNOW at Big Bazaar (sahara ganj). The research shows that the
customer satisfaction at Big Bazaar is very good and so many customers
are not aware of the product and
servicesprovidedbytheBigBazaarwhicharenotprovidedbyotherRetailstores.
On the other hand we have also the existing customers of Big Bazaar who
are satisfied with the working style of retail store, but want continuous
updates about
thenewoffersandotherproductsofBigBazaar.TheywantthatBigBazaarshoul
d
dopromotionalactivityas—Advertising.Sothattheycanbeupdatedwhileseatin

g
athome.Theresearcherusedthemethodofquestionnairetoknowallfeedback w

hich is listedabove.

% RESEARCHMETHODOLOGY

Data source

Primary Data: - It is collected through questionnaire, direct
observation dzdmgnterview .

Sampling Plan

Sampling Unit: - All Customers at Big Bazaar
Sampling size: - 100 units.
Sampling Technique: -Market Allocation.

Data collection tools

The questionnaires consisted of
Multiple choice questionsand
Open endedquestions
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INTRODUCTION ABOUT THE TOP|

is se sasta aur accha kahin nahi

Food Supply Chain Management of BigBazaar

Abstract

Big Bazaar has emerged as one of the leading retail chain stores in India forfood,
general merchandise and home products. The success mantra for Big Bazaar
has been to provide quality products at the cheapest prices. And it depends on
its efficient supply chain to squeeze out profits, which it further passes onto
the customers. AlthoughBig

Bazaar deals with four different categories of supply chains — food, fashion,
grdradate

andhome,themostcriticalisthefoodsupplychain.BigBazaarbrought revolutionar
y methods of procurement and distribution in the food supply chain,

by directly procuring farm-fresh products from farmers, and distributing them
directly to the retail stores. It also maintains a world-class cold-chain
infrastructure and highly efficient FMCG supply chain. This paper focuses on
the above matters, and gives

insightaboutthefoodsupplychainofBigBazaar. Wehavealsotriedtogiveabrefihsight
into the aspects of food supply chain that may arise inthe future.

Keywords: food supply chain, cold-chain, farm fresh, agro products, logistics, and distribution.




Introduction

Big Bazaar is a chain of hypermarkets in India, with more than 100 stores in operation. Itis a
subsidiaryof FutureGroupVenturelLtd's,andfollowsthebusinessmodelof UnitedStates- ____
basedWal- Mart.

Big Bazaar is led by Pantaloon Retail, the group’s flagship company, and the company
operates 120
BigBazaarstores,170FoodBazaarstores,amongotherformats,inover70citiesacrossthecount
ry, covering an operational retail space of over 6 million squarefeet.
Thecompanyfollowsamulti-
formatretailstrategythatcapturesalmosttheentireconsumptionbasket
ofIndiancustomers.Inthelifestylesegment,thegroupoperatesPantaloons,afashionretailchaina
nd Central, a chain of seamless malls. In the value segment, its marquee brand, Big Bazaar
is a hypermarket format that combines the look, touch and feel of Indian bazaars with the
choice and convenience of modernretail.

In 2008, Big Bazaar opened its 100th store, marking the fastest ever organic expansion of a
hypermarket. The first set of Big Bazaar stores opened in 2001 in Kolkata, Hyderabad and
Bangalore.

Thegroup’sspecialityretailformatsincludesupermarketchain—FoodBazaar,sportswearretaile
r- Planet Sports, electronics retailer - eZone, home improvement chain - Home Town and
rural retail chain,Aadhaar,amongothers.Italsooperatespopularshoppingportal-
www.futurebazaar.com.

Thislargeformatstorecompriseofalmosteverythingrequiredbypeoplefromdifferentincome
groups.ltvariesfromclothingandaccessoriesforallgenderslikemen,womenandchildren,
playthings, stationary and toys, footwear, plastics, home utility products,cosmetics,
crockery,home textiles, luggage gift items, other novelties, and also food products and
grocery. The added advantage for the customers shopping in Big Bazar is that there are all
time discounts and promotional offers going on in the Big Bazar on its salable products.

ShoppingintheBigBazarisagreatexperienceasonecanfindalmosteverythingunderthesameroof.
Ithasdifferentfeatureswhichcatersalltheneedsoftheshoppers.Someofthesignificantfeaturesof
Big Bazarare:
TheFoodBazarorthegrocerystorewiththedepartmentsellingfruitsandvegetables
Thereisazonespeciallymeantfortheamusementofthekids
Furniture Bazar or a large section dealing withfurnitures
Electronics Bazar or the section concerned with electronic goods and cellularphones
FutureBazaar.comortheonlineshoppingportalwhichmakesshoppingeasierasonecans
hop many productsof Big Bazar at the same price from home
Well regulated customer care telecallingservices




Company Profile

Future Group, which is led by its founder and Group CEO, Mr. Kishore Biyani, was established in 1994 with a
vision to provide diverse services in Indian and Global markets and is now one of India’s leading business
houses with multiple businesses spanning across the consumption space with a net sales from operations
dEHnH934.37 crores. While retail forms the core business activity of Future Group, group subsidiaries are
present in consumer finance, capital, insurance, leisure and entertainment, brand development, retail real
estatedevelopment,retailmediaandlogistics.

Ledbyitsflagshipenterprise,PantaloonRetail,thegroupoperatesover16millionsquarefeetofretailspacein 73 cities
and towns and 65 rural locations across India. Headquartered in Mumbai (Bombay), Pantaloon Retail employs
around 30,000 people and is listed on the Indian stock exchanges. The company follows a multi- format
retail strategy that captures almost the entire consumption basket of Indian customers. In the lifestyle
segment, the group operates Pantaloons, a fashion retail chain and Central, a chain of seamless malls. In the
value segment, its marquee brand, Big Bazaar is the hypermarket format that combines the look, touch and
feel of Indian bazaars with the choice and convenience of modernretail.
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The supply chain of Big Bazaar is managed by Future Supply Chains, which has
developed expertise in Supply Chain Management of consumer product categories
such as Fashion, Food, Home and General Merchandise. The company operates
from 60 strategically located hubs, servicing more than 2600 retail outlets spread
across the length and breadth of the country. Its network of facilities and
specialized expertise enable it to manage more than 3 million SKUs. This requires
30 distinct supply chains to be managed simultaneously, each with their own
specific requirements that need customizedsolutions.

Big Bazaar’'s Supply Chain’s transportation capability enables it to implement
Factory-Gate logisticsinvolvingpick-
upofgoodsfromvendorsacrossthecountry,nationaldistributiondgadand city logistics
that includes store deliveries and home deliveries. Big Bazaar's Supply Chains is
the first organized intra-city transportation services company in India -
carryingoutnotonlyB2BdeliveriesbutalsoB2Cdeliveriesintheformofthousandsof home
deliverieseverydayacrossthecountry,especiallyforFurnitureandConsumer Durables.

BigBazaarisalsoworkingonthevendornetworkaswellasthelogisticsnetwork. Thecompanyhas
identifiedupto40anchorvendors,eachwithturnoversofUS$45million,toachieveeconomiesdszk
Thegroupisalsokeentoensurethatitssmallervendorsareabletoreachturnoversof around USsS1
million and a growth rate of 40% annually, to be able to pass on the benefits of scales.
Thecompanyisalsoworkingtowardsbringingits1,200vendorsonline,likeWal-Mart.

Inindia,BigBazaarderivessignificanteconomiesofscaleinmanagingtheirsupplychain.With
morethan170000products,thecompanymaintainsastrongsupplierrelationshipinapartnership
mode,avoidingtheexploitativesupplier—buyertransactionalphilosophy.ThelTenabledback-end
operationsandsupplychainmanagementincreasesthereliabilityandefficiencyofthebusiness.

As part of the operation, Big Bazaar is also undertaking to reduce its warehousing costs through a
consolidation process. In a country like India, where most retail stores are located in the heart of the
city—where rents are high and storage space is scarce—supply chain management has even more
serious business implications. Future Logistics now handles two-and-a-half million SKUs (or stock
keeping units) a day across the Future Group's various retail formats around the country. By 2010,
this number is expected to increase to more than 30 million SKUs a day. Even with 98% accuracy,
some 600,000 pieces will not be delivered correctly, resulting in an estimated sales loss of more
than Rs 4 crore a day.

BigBazaar'sfourmainconsumersectors—Fashion,Food,HomeandGeneralMerchandis
e have varied product lines, each with their own unique needs that require 30
distinct supply chainsolutions.
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Food Supply Chain

Inthepresentcompetitiveenvironmentcustomershavebecomemoredemandingandaskingfor
quality food which guarantees the safety. On time delivery is becoming a norm to
reduce the inventory holding costs. The food industry is facing challenges due to
increasing operational complexity, frequently changing consumer needs, government
regulations and short product life
cycles.ltrequiresaverysmart,efficientandagilesupplychaintomanagetheeverchangingneeds
ofteendcustomers

Why managing Food Supply Chain is a challenge?

Thefoodsupplychainiscomplexanddifficulttomanageduetoitsperishablenatureandshortshel
flife

oftheproductsascomparedtoothersupplychainslikeelectronics,homeneeds,consumer dur
ables etc. It also requires a robust infrastructure of warehouses and transportation
network connecting suppliers,manufacturers,distributorsandretailers.

11

The complexity of food supply chain increases further because of the below mentioned parameters




Food safetyrequirements

Regulatoryrequirements
Shortshelflifeofproductsleadingtoexpiryandwastage
Productrecalls

Product traceabilityrequirements

Effective handling of customercomplaints

ooh N

7. High order frequency and lowvolumes

Food Supply Chaincategorization

It is basically categorized into two broad categories Perishable and non Perishable

Perishable Supply Chain

Inperishablesupplychaintheshelflifefortheproductsisverylow.ltrequiresmanagingtheendto
end supply chain with utmost care. The perishable supply chain typically requires a cold
chain to
manageitproperly.Thecoldchaininfrastructureisverycapitalintensive.Theinfrastructurecons
ists ofpre-coolers,temperaturecontrolledwarehouses,refrigeratedtransportetc

Non- perishable Supply Chain

The shelf life for the product is considerable (varying from 3-18 months). Typically
FMCG/Processedproducts,staplesetcfallunderthiscategory.Althoughtheshelflifeofthepro
duct is 3-18 months, the products falling under this category requires strict monitoring of
FIFO at
distributorsendtoensurethattheproductsreachingtheendconsumerareleftwithenoughshelf
life.

What is nheeded to manage this unique and complex supply chain?

1. Awellorganizedsupplychaininfrastructureofwarehousesandtransport
ation covering all the majorcities.
2. Sophisticatedcoldchainforperishableproductswhichguaranteesacostefficient

and safe delivery ofproducts

12




3. Warehousemanagementsystemtoensuretraceabilityofproductsandminimizethe

losses due to product expiry
4. Stateoftheartwarehouseinfrastructureequippedwiththesophisticatedmaterial

handlingequipmentstoaidcrossdocking,flowthruwhichwillreducetransittimesa

nd inventory
5. AdherencetowelldocumentedGMPatthestoragelocations.Thiswouldensurefood

safety in storage condition ( Warehouses)
6. VehicletrackingabilitiesGPS/GPRStocontinuouslyevaluatethetim
eto destination.

Now Big Bazaar has,

- Gainedandmasteredartofmanagingthefoodsupplychainduetoit
s association with FoodBazaar.
- In house expertise to manage perishable ( Fruits and vegetables,
dairy ,meat, poultry,Bakery)andnonperishable(FMCG-
Food,Staples,Processedfood)
-State of the art warehouses across the nation which can
cater to the customizedneeds.
+ Astrongin-
housetransportationdepartmentwithfleetofvehiclesforevery need
andtype
- Availabilityofmostadvancedwarehousemanagementsystemwhichwoulden
sure allaspectslikeFIFO,Lotmanagement,producttraceability,productrecalls
- Availabilityoftransportmanagementsystemwithvehicletrackingfacilitiestotadq
aldmovementateverystageoftransportation(Realtimevisibility)

Food supply chain of Big Bazaar can be divided into 3 categories:-

a. Farm Fresh-foods supplychain

13

Currently,FoodBazaarstoresacrossthecountryhaveconcessionaireshandlingtheFarmFreshsectionof

tharsioes The concessionaires ensure that the supply chain complexities are reduced for the store,
because they're in charge of the goods that they bring. Over a period of time Big Bazaar has
developed an expertise in
managingthisfarmfreshfoodssupplychaininthemostefficientmanner.BigBazaarhasremovedthe
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traditionalmandiroutesupplychainthattraditionallyexistedinthelndianmarket,wherefruitsandvegetab
les
wouldcomealongandtardyway,rightfromthefarmerstofinallyreachthecustomers,asdepictedbelow.

Food Bazaar has links with farmers growing potatoes and fruits. It has also sourced produce from
farmers
growingexoticvegetableslikeredpepper,mushroom,etc.Earlier,agriculturalandfarmproducts,wouldfi
rst

be collected by aggregators in different villages, and then they would sell the fruits and vegetables
at the
agriculturalfarmyards,whowouldsubsequentlysellittoawholesaler.Nowsemiorsmallerwholesalersw

But Big Bazaar has shortened the supply chain path in such a way that, the farm products
can now directly reach the stores, or take a slightly longer route of first getting collected at a
collection centre,
whichisthenpassedontotheprocessinganddistributioncentre,fromwheretheywouldbedelivere
d to the store for sale tocustomers.
ThesefeatureshasenabledBigBazaartoefficientlycarveitssupplychain,reducingirrelevantdela
ys and fruits and vegetables wastage. Also farmers are at a benefit since, they are selling
direct to the
retailer,hencecuttingoutthecommissionofunnecessaryaggregators,wholesalersandfarmyar
ds.

b. Cold-Chain
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A cold chain is atemperature-controlled supply chain. An unbroken cold chain is an
uninterrupted
seriesofstorageanddistributionactivitieswhichmaintainagiventemperaturerange.ltisused
to help extend and ensure the shelf life of products such as fresh agricultural produce,
frozenfood,
photographic film, chemicals and pharmaceutical drugs

Big Bazaar uses its cold chain to deliver 2 kinds of products — Packaged food & Dairy
Products. While dairy products have much product life, packaged foods still have higher
product life. Hence,

specialcareisprovidedtoc Cold Chain Management for Milk & Dair},aduc’csdirec’clyfromdairy
plants,andnotthroughsut Products hasevengoneontoh&
masinthedairybusinesswi iIMaharashtra.

| i §.08
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Incaseofpackagedfoods,productsarecollectedeitherfromcold-storagewarehousesorpre-
cooling

dieributioncentersfro, GOMMODITY FLOW IN A COLD CHAIN PROCESS
ia refrigerated trucks ¢ &;_
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C. EMCG SupplyChain

Big Bazaar maintains the supply chain of 3 different kinds of FMCG products — Food, Non-
food,
Health&Personalcare,withthelatterbeingthelatestentryintoitsproductportfolios.WhileFMCG-
Food are again distributed through cold-chain networks, non-food and health and personal
care have different supply chainnetworks.

The FMCG-non food category items follow usual general merchandise supply chain networks,
where

products are first stored from the factories to different vendors or distribution centres, from

Customers

Manufacturer Big Bazaar

retail stores

Whereas, health and personal care products may or may not be subject to refrigerated
distribution. They are more or less distributed as nhon-food FMCG goods too.

Future aspects of food retail supply chain

Kishore Biyani's Future Group is making a vigorous push to increase its share in the fruit and
vegetables business, a category that has traditionally been an Achilles heel for the country’s
largest retailer. The group behind supermarket chains such as Food Bazaar and Big Bazaar
is empowering the specialised entity, Future Supply Chains which will now totally manage all
the efficient supply chain for fruits and vegetables (F&V), marking a shift away from the
outsourced model it has followed so far.

MrBiyaniisbettingthatbyputtinginplacenewsortingandgradingtechnologies,bettercoldstorage
and aggressively cutting out middlemen, he can bring down the prices of fruits and
vegetables by about 15-20% across categories. "The efficiencies created by this exercise
will be passed on to the consumer,” heobserved.

TheFutureGroupnowoutsourcesretailingoffruitsandvegetablestovendors,whoareallowedtous
e spaceinitsshopsinexchangeforashareoftheirrevenue.
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Mr Biyani’'s move to take direct control of the fruits and vegetables business brings to focus
the
challengesfacedbyorganisedretailersinsellingfreshandperishablegoods.Indialacksanetwork
datstorages and refrigerated trucking facilities that can efficiently transport fresh fruits
and vegetablesfromafarmtotheshop-floorwhileretainingitsfreshness.

Future Group has a separate company that handles its dry vegetables supplies as well, but
the new
entitywillhaveindependentprofitandlossresponsibilitiesaswell.ltwillrentoutspacefromFuture
Group’sstoresandseparatelybrandedcounterswillhandlesalesoffruitsandvegetables.

Mr. Biyani has recently anounce that he is planning to introduce the concept of freezing
fruits and vegetable prices. That means, prices of fruits and vegetables will not fluctuate
throughout the year but sold at one fixed price around the year further adding benefits for
the customers. If Big Bazaar does implements such a scheme, it will heavily depend and rely
on its highly-efficient supply chain to deliver seemless supply of products even when
deamnds are very high and cost of products very low, reaping very less profit.

Intheprocessofsettinguptheretailnetworks,theselargecorporationsarechangingthedomesticagricultural
landscape.Forstarters,theyareintroducingthelndianfarmertobetterseeds,newtechnology,supplychain
managementandfoodprocessing. Thesecompanieshavealreadybroughtintechnologythatincreasesthe shelf
life of fruits andvegetables.

Primarily, there are three models being worked on by India Inc. First, a model farm like Bharti’s FieldFresh.
Second,contractfarming.Third,contactfarming.Incontractfarming,thefarmerissuppliedseedsandother
ingredientsbythecompany.Thecontractorbuystheentirefarmproduceatapre-fixedprice.However,incase
thereisasupplyshortageandthepriceofferedbythegovernmentishigherthanthepricecontractedbythe
company, the farmer can sell it all to thegovernment.

Contactfarmingisamorecomplicated.Here,afarmertakeslandonleasefromotherfarmers.Heisgenerally
paidRs15,000peracreeveryyear,whilethemarginalfarmerisemployedtoworkonhislandforwhichheis
paidamonthlysalary.ButBhartisaysitisswitchingtocontractfarmingbecauseofthecomplexitiesofcontact or
collaborativefarming.

In Ratnagiri, Maharashtra, farmers have formed cooperatives and regularly supply

mangoes to retail chains. “We sold 35,000 tonnes of mangoes from Ratnagiri last year. The
farmers managed to get 90

per cent of the original cost,” says Arvind Chaudhary, CEO Pantaloon Retail's food business.
If they
hadgonetoamanditheywouldhaverealisedonly70percentofthecost.Thisyear,Pantaloon’sFood
Bazaar is planning to buy 100,000 tonnes of mangoes. The supply chain is managed such
that mangoes are transported to the store a week before they become ripe. Cold chain is
used only in the
caseofpotatoes,where5,000tonnesarestockedinUP.Pantaloonsfoodbusinessisgrowingat25pe
aatintheentireBigBazaarchain,whichalsosellsFMCGproducts.

However, there are certain issues that agro-retail chains will have to address before they can make the farmer

APMC Act will have to be crossed if retail has to assist the farmer. Since the existing supply chain allows them
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toconnectwithonlythosefarmsthatarenearesttothecities,thoselivinginthehinterlandstillhavenoaccess
tomarkets.Importantly,thebestofthesestoresshyawayfromcommentingontheinvestments.

There has also been a call to set up an exchange market for agricultural produce. This free maiet
principle,CEOsfeel,willliberatethefarmerintermsofactualpricerealisationandkeephimoutof debt
forthecomingseason.TheNationalSpotExchangeLimited,anexchangewhichisdedicatedfoagt
podreis supposed to create a benchmark even for the small farmer who can sell
only one quintal. The NSEL is in the process of setting up 117 warehouses and cold chains
of 700,000 metric tonnes capacity each to make the exchangeoperational.

Rightnow,companiesaremostlydealingwithfarmersontheperipheryofcitiesbutanalystssaythe
y
wouldultimatelyhavetoinvestincoldchainsandmoveintotheinteriors.Whethercompanies—exce
pt forthosewithdeeppocketslikeReliance—willhavethecouragetodothatisinquestion.
According to the confederation of Indian industry, if India has to double fruits and vegetables
productionto300milliontonesby2012,itwouldrequirepumpinginclosetoRs20,000crore.But
analystswarnthatsuchinvestmentmaynotpaydividendsinceitdoublesthecostoftransportatio

n.

Fung Capital, a private equity investment company of Fung families, has decided to invest
around

$30 million in the logistics and supply chain arm of Kishore Biyani-led Future group.
Future Supply Chain Solutions (proposed new avatar of Future Logistic Solutions Ltd.), in
return, has agreed to divest up to 26 per cent of equity stake in favour of the private
equity firm.

Future Supply Chain Solutions, which presently sevices over 1,100 retail outlets, manages
over 2.6 million SKUs and over 3 million sq ft of warehousing network spread over 30
centres, and handles a fleet of over 500 vehicles plying across the country, will use the
newly raised capital fetagdogistics infrastructure, strengthening technology platforms,
and expanding supply chain network of the company for its Big and Food Bazaararms.

“We are building a world class supply chain infrastructure for the consumption products
in India which is presently very limited, despite it being a critical support required in
India’s rapidly growing economy. We will be investing in physical as well as technology
infrastructure that will reduce the time-to-market and cost-to-market for fashion and
apparel and other coamecsges said Anshuman Singh, Managing Director of Big Bazaar.

Another important future aspect of supply chain rather the biggest driver in consumer
logistics is
goingtobezerodefectinmanagingthesupplychain.Whileinfrastructure,technology,automatio
n,

processes and people will all play an important role, zero defect can only be achieved
through vertical integration across the entire supply chain—from raw material supply,

production, wholesale and retail. The different parts of the supply chain will no longer be

able to work in silos as they do today.
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Future Group

FutureGroupisindia’sleadingbusinessgroupthatcaterstotheentirelIndianconsumptionspa
ce. Led by Mr. Kishore Biyani, the Future Group operates through six verticals: operates

through six verticals: Retail, Capital, Brands, Space, Media andLogistics.

Apart from Pantaloon Retail, the group’s presence in the retail space is complemented by
group companies, Indus League Clothing, which owns leading apparel brands like Indigo
Nation, Scullers
andUrbanYoga,andGalaxyEntertainmentLimitedthatoperatesBolwingCo,SportsBarandBrew

Bar,

The group’s joint venture partners include French retailer ETAM group, US-based stationary
products retailer, Staples and UK-based Lee Cooper. Group Company, Planet Retail, owns
andoperates the franchisee of international brands like Marks & Spencer, Next,
Debenhams and Guess in India. The group’s Indian joint venture partners include, Manipal

Healthcare, Talwalkar’s, Blue Foods and Liberty Shoes.

Future Capital Holdings, the group’s financial arm, focuses on asset management and
consumeragedt It manages assets worth over $1 billion that are being invested in developing
retail real estate and consumer-related brands and hotels. The group has launched a
consumer credit and financial supermarket format, Future Money and soon plans to

offer insurance products through a jointventure with Italian insurance major,Generali.

The group is currently developing over 50 malls andconsumptioncenters  across the
country and has formed a joint venture company focusing on mall management with
Singapore-based CapitalLand, one of Asia’s largest property companies Future Group’s
vision is to, ‘tHaBatigEverywhere, Every time to Every Indian Consumer in the most
profitable manner.” The group considers ‘Indian-ness’ as a core value and its corporate

credo is - Rewrite rules, Retain values.
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“Future” — the word which signifies optimism, growth, achievement, strength, beauty, rewards &
perfection. Future encourages us to explore areas yet unexplored, write rules yet unwritten;
create new opportunities and new successes. To strive for a glorious future brings to us

our strength, auddyto learn, unlearn and re-learn our ability to evolve.

The motto of Future Group, to not to wait for the Future to unfold itself but create future
scenarios in the consumer space and facilitate consumption because consumption is
development. Thereby, it willeffectsocio-
economicdevelopmentfortheircustomers,employees,shareholders,associatesand
partners.Theircustomerswill notjustgetwhattheyneed,butalsogetthemwhere, howandwhen

they need. They are not just posting satisfactory results, they are writing success stories.

nd
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Future Group conglomerate

Future Group has six business pillars:

Future Retail
All the retail lines of business like food fashion and ho me will come under this vertical.

Future Brand
Custodian of all the present and future brands that are either developed or acquired by the groy

Future Space
Will have a presence in property and mall management.

Future Capital

Will provide consumer credit and micro finance services, including marketing of MFs and
insurance
policies, and management of real estate and consumer fund.

Future Media
Will focus on revenue generation through effective selling of retail media spaces.

Future Logistic
To drive efficiencies across businesses via better storage anddistribution.
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GROUP VISION:

FutureGroupshalldeliverEverything,Everywhere,Everytime
forEverylndianConsumerinthemostprofitablemanner.

GROUP MISSION:

Future Group shares the vision and belief that their customers and stakeholders shall be
servedonly

by creating and executing future scenarios in the consumption space leading to economic

development.

Theywillbethetrendsettersinevolvingdeliveryformats,creatingretailrealty, makingconsumption

affordableforallcustomersegments-forclassesandformasses.
They shall infuse Indian brands with confidence and renewed ambition.
They shall be efficient, cost- conscious and committed to quality in whatever they do.

Theyshallensurethattheirpositiveattitude,sincerity,humilityanduniteddeterminationshallbeth

e driving force to make themsuccessful.

CORE VALUES:

Indian ness: Confidence inthemselves.

Leadership: To be a leader, both in thought andbusiness.

Respect andHumility: To respect every individual and be humble in their conduct.
Introspection: Leading to purposefulthinking.

Openness: To be open and receptive to new ideas, knowledge andinformation.
Valuing and Nurturing Relationships: To build long-termrelationships.

Simplicity and Positivity: Simplicity and positivity in their thought, business and

action.

Adaptability: To be flexible and adaptable, to meetchallenges.

Flow: To respect and understand the universal laws ofnature.
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Major Milestones
1987 CompanyincorporatedasMenzWearPrivateLimited.LaunchofPantaloonstrouser,India
's

first formal trouser brand.
1991 Launch of BARE, the Indian jeans brand.

1992 Initial public offer (IPO) was made in the month of May.

1994 The Pantaloon Shoppe — exclusive men’s wear store in franchisee format launched
across

the nation. The company starts the distribution of branded garments through multi
-brand

retail outlets across the nation.
1995 John Miller — Formal shirt brand launched.
1997 Pantaloons — India’s family store launched in Kolkata.

2001 Big Bazaair, ‘Is se sasta aur accha kahi nahin’ - India’s first hypermarket chain
launched.

2002 Food Bazaar, the supermarket chain is launched.

2004 Central — ‘Shop, Eat, Celebrate in the Heart of Our City’ - India’s first seamless mall
is

launched in Bangalore.

2005 FashionStation-thepopularfashionchainislaunchedall-"alittlelarger’-exclusive

stores for plus-size individuals islaunched

2006Future Capital Holdings, the company’s financial arm launches real estate funds
Kshitij and
Horizonandprivateequityfundindivision.Plansforaysintoinsuranceandconsumercred
it MultipleretailformatsincludingCollectionFurnitureBazaar,ShoeFactory,E-Zone,
Depot, and futurebazaar.com and are launched across the nation. Group enters

into joint venture agreements with ETAM Group and Generali




AWARDS

IndianRetailForumAwards2008
TheINDIASTARAward2008

Retail Asia Pacific 500 Top Awards

2008 Coca-Cola Golden Spoon

Awards 2008

The Reid & Taylor Awards For Retail Excellence 2008
PlatinumTrustedBrandAwardimagesRetailAward2005,06

DLF Award2004
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—BOARD OF DIRECTORS

Mr. Kishore Biyani, Managing Director

Mr. Gopikishan Biyani, Whole Time Director

Mr. Rakesh Biyani, CEO— Retail

Ved Prakash Arya, Independent Director

Mr. Shailesh Haribhakti, IndependentDirector

Mr. S.Doreswamy, Independent Director

Dr. D.O.Koshy, Independent Director

Ms. Anju Poddar, Independent Director

Ms.Bala Deshpande, Independent Director

Mr.Anil Harish, IndependentDirector
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Format -1

Pantaloon Retail (India) Limited, is India's leading retail company with
presence across multiple lines of businesses. The company owns and
manages multiple retail formats that cater to a wide cross-section of the
Indian society and is able to capture almost the entire consumption basket
of the Indian consumer. Headquartered in Mumbai (Bombay), the company
operates through 5 million square feet of retail space, has over 331 stores
across 40 cities in India and employs over 17,000 people. The company

registered a turnover of Rs. 2,019 crore for FY 2005-06.

PantaloonRetailforayedintomodernretailin1997withthelaunchingoffashionreta
il
chain,PantaloonsinKolkata.In2001,itlaunchedBigBazaar,ahypermarketchainth
at
combinesthelookandfeeloflIndianbazaars,withaspectsofmodernretail,likechoi
ce, convenience and hygiene. Food Bazaar, food and grocery chain 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

has recently launched its etailing venture, futurebazaar.com

Background: Founded in 1987 as a garment manufacturing company, the

company

forayedintomodernretailinAugust1997withthelaunchofitsfirstdepartmentstor




e, Pantaloons inKolkata.

Listing: Pantaloon Retail is a listed company on the Bombay Stock
Exchange(BSE,

ScripCode:523574)andNationalStockExchange(NSE,Symbol:PANTALOONR).
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Format-2 e CENT
© CENTRAL

S
FHOP, EAT, {ELEBRATE! IN THZ HE

Central, the showcase seamlessmall
conceptisoneofthemorepopularofferingsinthelifestylesegmentthatcelebrates
shoppinginindia.Duringtheyear,Centralcapitalizedonitspositioningofbeinga
destinationwherecitizenscanjustcomeandunwind,whetherit'sforshoppingfora
widerangeofnationalandinternationalbrands,enjoyingtheirfavoritecuisineatth
e
multiplespecialtyrestaurantsandfoodcourtsorwatchingthelatestmovierelease
sat the in-housemultiplexes.
ThemostreputedbrandsareshowcasedinCentral.ltisalsoemergingasthedestina
tion
offirstchoicefornewfashionbrandsinindia.Centralassuresbettervisibility,instan
t recognition, good quality and commercially viable space on the basis of the
optimum
spaceutilizationconcept,takingthebrandclosertotheconsumer.Withbrandswithi
n Central competing against the best brands in the country, it also allows
benchmarking for thesebrands.

The coming year will also withess many new concepts being introduced at

all
Centralmalls.Someoftheseconceptsincludecommunications(MPortandGen
M), electronics(E-
Zone),furnitureandaccents(Collectionl),fitnessequipmentsand
wellnesszones,books,music,gifts&stationery(Depot)andfinediningrestaurants
etc. Some of the new alliances that the group has entered into, like Etam, Lee

Cooper and Gini&JonywillalsosharespacewithinallCentralmalls.




. "
== planet retall

UNETRETAIL AOLDINGS

PLANETRETAIL

Ayoungandemerginglndiaisalsoeagertoexperienceinternationalbrands.Wesen
sed
thisopportunitysometimebackandhavebuiltastrongportfolioofinternationalbra
nds through our strategic partnership with Planet Retail Holdings Pvt. Ltd. The
alliance with Planet Retail provides access to international fashion retail
chains like Marks &
Spencer,with9storesatpresent;GuesstheUSbrandthathas12retailstorescurrentl
Y,
andtheSpanishbrandWomen’sSecretwhichisretailedthrough2outlets.PlanetRet
ail alsohasamulti-
brandinternationalsportswearformatunderthebrand'PlanetSports’.

The company is the sole licensee for sportswear brands such as Converse,
Spalding and the Athlete’s Foot the venture has also launched other formats

like Sports Warehouse, Accessorize, Monsoon, Next, and Debenhams.

Format-4
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Depot
Thislargelyuntappedunorganizedmarketforbooksandmusicwithveryfewplayer
s, throws up an enormous opportunity; something that prompted Pantaloon
to make its foray through its own format, Depot in 2005-06. Located as stand-
alone stores and
withinmostPantaloons,CentralandBigBazaarretailformats,Depot’svisionistobe
a one-
stopshopwherecustomerswillfindanextensiverangeofbooks,multimedia,toys,
gifts and stationery, thereby transforming the way books, music, multimedia
and gifts

arebought,soldandperceivedinindia. Thiswouldbemadepossiblebythecreationo
fa
portfolioofexclusivetitles,anindianexperiencewhileshoppingandconnectingwit
h themindandsoulthroughdifferentlanguages,ideasandtunes.

Books, Music and Gifts
Readingasahabitisingrainedintothelndianpsychefromtimeimmemorial. Howev
er,
itisbeingincreasinglyassociatedwithaselectfew.Thecompanybelievesthatexisti
ng
formatsinthesegmentofferanintimidatingenvironmentthatalienatesthemasses.
The company has therefore taken this initiative of launching a chain of books,
music and gifts stores that will once again democratize the reading habit in
the country. The
companybelievesthatwith1.2billionpeople,thehabitofreadingcanbecomeastro
ng

business proposition. Depot seeks to work with communities in and around
thearea—
whereitislocatedandhopestoattracttheentirefamilytospendqualitytimetogeth

or

Itisfocusingontheintroductionofoldclassicsandbooksinregionallanguageswit




h anobjectivetomaketheseaffordabletoamassaudience.

Format-5
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— = OFASHiON STAT:ON

Fashion Station, which represents the

company’s offering of the latest in fashion for the masses, has met with
reasonable success since its launch in 2004-05. These thematic stores that
offer the most contemporary in fashion and accessories, is another of the
value added propositions
thatPantaloonseekstooffer.Theaspirationalmassofconsumerswhoarebomba
rded
withthelatestinstylethroughmediapenetration,hedonismandpeeremulation,ne
ed an outlet that meets their requirements of trendy, latest and yet
affordable fashion.
FashionStationispositionedtomeettheirrequirements,andtherebytakefashion

to themasses.

HOME

LIFESTYLE & VALUE

LED BY HOME SOLUTIONS RETAIL ) 17D,
A PRIL SUBSIDIARY COMPANY.
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Home Improvement

Some of the key factors contributing to growth in the housing sector in India
are
increasingpurchasingpowerincreasingnumberofnuclearfamilies,softerinterest
rates,
easyavailabilityoffinanceschemesandanoverallrealestateboomacrossthecoun
try. There is a shortage of more than 33 million dwelling units. With the
average age of a homebuyer reducing from 50 to sub-30, 4 million new
homes are being bought
annually.Witheveryhouse,adreamisplantedtodecoratethehouse.Andthiscreate
sa demand for furniture, electronics and home improvement products.
Modern retail is ideally placed to capture a significant chunk of consumer
spend made by a new homebuyer. The market for home décor and
improvement is largely unorganized and
henceanewhomeownerhastoliterallyvisitseveralmarketsandstoresformeeting
his home needs. This was the opportunity that Pantaloon perceived and the
reason why it enteredtheRs.90,000crorehomesolu

05.Withitspresenceinthe modern retail and consui

was an opportunity for the company to leverage its experience ana orrer tne

consumer an alternative solution to canalize his consumptionneeds.

In the Rs.25000 crore consumer durable

industry, which is growing at nearly 6 per cent

every year, E-
Zonehasalreadyemergedasaforcetoreckonwith.Thislifestyleretailformatoffer
sa never experienced before environment for shopping for the best in
national and
internationalconsumerelectronicanddurablesbrands.ltretailsproductsranging

from

musicsystemstolaptops,fromthelatestplasmatelevisionsetstoDVDplayers,fro




m washing machines to air-conditioners to name a few. Typically in excess
of 12,000 square feet in size, E-Zones are primarily stand-alone concepts,

but are also present within the company’s Centralmalls
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Withover2billionphoneusersworldwide,mobilityhasnowbecomeanintrinsicpar
t
ofourpersonalandworkinglives.Mobileoperators,cellphonemanufacturers,con
tent

publishers, wireless application service providers and many other key players
in the
mobileindustryareallworkingtocarveoutthebestpositioninthevaluechain,tofind
the right place from where they can best serve both their own and their
customers’ needs. En route towards 3 billion phones worldwide, a major shift
would occur in
consumerinterestfromcarriagetocontentandfromaverbaltoagrowingvisualworl
d.
Withmoremobilecamerassoldin2005thandigitalcameras,withmoremusic/vide
o)
playersinmobilesthaniPods,withmoremessagingreachthanPCs,convergencew
ith the online world is now very much a reality. In India, the story is no
different. With
over150millionmobilesubscribersexpectedby2008,thereexistsahugepotentialf
oral players in the mobility space. Most of the mobile phones in India are sold

through ‘momandpop’stores,andthereisahugegreymarketthatexists.
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convergerm

MBazaar

Pantaloon realized this largely untapped opportunity and intended to be a
dominant
modernretailplayerinthemobilespace.Thisiswhatpromptedthecompanytosetu
pa new division ConvergeM in 2005-06 to identify, develop and bring to the
market, mobile products and solutions tailor-made to suit the consumers
requirements at
competitiveprices.ConvergeMadoptsauniqueapproachofestablishing,multi-
brand, multi-category, multi-format and comprehensive solution outlets to
lead and
exponentiallyexpandthemarket.Asinmostotherformats,ConvergeMtoooperate
sin
thelifestyleandvalueplatforms.ltsvalueoffering,MBazaarisaformatthataddress
es the value seeker’s quest for possessing latest technologies at lowest
prices. Primarily aimed at the replacement market,a typical
MBazaarislocatedwithinmostBigBazaarstoresaswellasstand-
aloneoptions.This 250-
500squarefeetofferingretailsbothGSMandCDMAandlandlinephones,while
providingoptionsofMPods,downloadstonameafew.ThemissionforConvergeMi
S
toemergeasthelargestorganizedretailerinthemobilespace,whileleadinginnovati
on in mobile applications and being the most favored destination for all

communication needs.
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Format-8

RESTAURANT,
LEISURE &

Restaurant, | eisure & Entertainment

Increasing urbanization and rising ENTERTA'NMENT

disposable

incomesarecharacteristicsthatarecommonin

emerging economies like India. Estimates suggest a growth in urban consumptig
at

potentially 20% per annum in nominal terms for at least the next 5-7 year period.

The total number of middle to high income households is projected to reach 108
million

by 2010, thereby adding a large number of people to the consuming class.
These
demographicnumbersrepresentayoungnation,whichhasanincreasedpropensi
tyto spend in restaurants and other food service sectors, fuelling growth in
the Leisure, Restaurants and Entertainmentindustries.
Thecompanyisusingthecollaborativeapproachtostrengthenitspositionintheleis
ure

andentertainmentspace.Thishashelpedthecompanybuildacompletebouquetof

brandsthatspanfromfoodcourtstofinedining.Astheshiftfromhighstreettomalls
continues, the restaurant business is expected to increase significantly. For
Indians,
shoppingcomeshandinhandwitheatingandcelebratingandtheseformatsarebeing
developedkeepingthisinmind.F123isdesignedasaentertainmentzonethatcanbe
presentineverymallandthisbusinessisexpecte

d togaintractioninthecomingyear.




us

wouldbetoofferawiderangeofgamingoptionsfrombowlingandpool,interactive

videogamestobumpercars.Theentireconceptisbuiltaroundinternationalthinki

ng
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andgamingknowledge,withindianpricing.Fortheyearending2005-06,therewere

threeF123’soperational,withthefirstoneopeninginNovember2005.

Eormat-9
Star and Sitara STAR 5 ITA P\A

Delivery Formats Star & Sitara

In the beauty space, the company’s offering, Star & Sitara aims at pampering
the

beauty conscious consumer by offering the latest beauty products, ranging
from
cosmetics,skinandhaircare,aromatherapyandfragrances.Star&Sitaraissettob

e

part of most Big Bazaar and every Beauty and Health Mall, which the company ig|i

the

process of setting up. There were 6 Star & Sitara operational as on June 2006.

Star & Sitara BeautySalon
Star&Sitara,thebeautyservicesoffering,doublesasauniqueparlorandsalonforme
n and women. Customers will be treated toBI-EAeEUszvity haiHE %IETH
services at

unbelievableprices.Onesuchstorewasoperationalasonthe30thJune2006.

Beauty & Health Mall

Pantaloon, will be the first retailer in India to
offerhealth,beautyandwellnessproductsand
services.ThiswillbeledthroughitsBeauty&

Health Mall format. Typically, of around 25,000 square feet each, these

centers will include pharmacies and beauty product zones and a host of other

afferings such as

healthcafes,gymnasium,healthcareservices,retailingfitnessequipments,yogac



enters
andbooksonhealthandfitnessetc. ThecompanyplanstoopenatleastthreeHealth

& BeautyMallsduringtheyear2006-07inBangalore,AhmedabadandMumbai.
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Format 10 E-TAILING

LED BY FUTURE BAZAAR () LTD.,
E-TAILING A SUBSIDIARY COMPANY

futurebaza «i. com

Theemergenceofamassbaseofnetsavvylndiansisrealtytoday.Accesstolnterne
tis no longer limited to a small segment of young, male urban people. Cutting
across age groups,gender,geographyandsocio-
economicbackgrounds,Indiansaretakingtothe
netlikefishtowater.Itisestimatedthatthereareat
least25millionindianswhoaccess
thelnternetonaregularbasis.Fallingpricesofpersonalcomputersandlaptopscou
pled with increasing penetration of internet, and broadband services is driving
more and
morelndianstothelnternet.Infact,Indiansarenolongerlimitingtheirinternetusage
toemailandchatting.Onlineshoppinghasfinallycomeofage.Astheleadingretailer
in India, Pantaloon could ill afford to overlook this emerging segment. There
is a sufficiently large segment of online shoppers whose consumption
spends needs to be
captured.It’'swiththisbeliefthatthecompanystartedexploringthisarea.Pantaloo
n
perceivesitsonlinebusinessasyetanotherdeliveryformatthatcanpotentiallyreac
h outto25millioncustomers.FutureBazaar,hasmodeleditselfona
uniquecomplete retailer platform. Etailing requires extensive sourcing
capabilities, warehousing

capacity,buyingtrendsunderstanding&mostimportantlyarobust&efficientlogis

tic




backend.FutureBazaarleveragestheofflinebrandequityandbrick&mortarpresen

ce

ofthegroupviamultichannelintegrationtobenefitoneconomyofscales,economyo
fsgein promotion & distribution and utilizing the offline learning into online &
vice-
versatogrowatafasterpace.Asanewdeliveryformat,FutureBazaarcanbenefitfro

m
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thelearning’'sandexpertisegatheredinexistingformatsaswellasboostsalesatth

ese formats through the online saleof g

LIBERTY SHOES

With fashion being the focus of the company, the intent is to provide a
complete wardrobe experience to the consumer that includes not just
apparel but fashion
accessoriesalso.Accessoriesspeakalotaboutthepersonalityoftheindividualan
dare
areflectionoftheattitudeofthewearer.Footwearisonesuchcategoryinthefashio
n spherethattrulyembodiesthephrase-bestfootforward.
Footwearasacategoryhasbeenpresentinmostofthecompany’sBigBazaar;Fashi
on
Station,PantaloonsandCentralretailformats.Duringtheyearunderreview,Pantalo
on explored the opportunity to get into branded footwear, by partnering with
the well- established footwear company Liberty Shoes. The joint venture
named Foot Mart Retail (India) Limited would launch branded footwear retail
chains in the country under the ‘Shoe Factory’ brand. These stores would be
located within most retail
spacesthatPantaloonwouldbepresentin,andasstandalonestoresacrossthecou
ntry. Shoe Factory stores would be a destination for men, women and
children of all ages,
whocanchoosefromawidevarietyofqualityfootwearatvariouspricepoints,suitin

g theirbudgets.TheventurelauncheditsfirststoreinAhmedabadon5thMay2006.




latest and trendiestfoo

twear and accessories for all occasions, at unbeatable prices.
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JOINT VENTURE

GINI & JONY

Thecompanyrecognizesthattheorganizedkidswearcategoryhasshownsign
sdasdigrowthoverthepastcoupleofyears.Inordertoexpandandconsolidateit

S

presence in this category, the company entered into a joint venture with the
country’s leading kids wear retailer, Gini & Jony Apparels Pvt. Ltd. This equal
joint venture named GJ Future Fashions Limited, apart from gaining additional
visibility within all
existingandupcomingPantaloonsstoresandCentralmallswillsetupachainof excl
usive kids wear stores throughout the country, addressing fashion needs
of children
inallagegroups,from5to15years.Thisinitiativewitnessedtheopeningoftwostan

d- alonestoresduringtheyear2005-06inindoreandAhmedabad.




39

Format-13
BIGBAZAAR

Isse sasta aur accha kahinnahi!

Big Bazaar has clearly emerged as the favorite shopping destination for
millions of its
consumers,acrossthecountry,it’'ssuccessisatruetestamenttotheemotionalbon
ding it has established with the Indian consumer, on account of its value
offerings, aspirational appeal and servicelevels.
Shoptillyoudrop!BigBazaarhasdemocratizedshoppinginindiaandissomuchmor
e
thanahypermarket.Here,youwillfindover170,000productsunderoneroofthatcate
rto everyneedofafamily,makingBigBazaarindia’sfavoriteshoppingdestination.
AtBigBazaar,youwillgetthebestproductsatthebestpricesfromappareltogenera

I

merchandiselikeplastics,homefurnishings,utensils,crockery,cutlery,sportsgo
ods, car accessories, books and music, computer accessories and many,
many more. Big Bazaar is the destination where you get products available

at prices lower than the
MRP,settinganewlevelofstandardinprice,convenienceandquality.
Ifyouareafashionconsciousbuyerwhowantsgreatclothesatgreatprices,BigBaza
aris theplacetobe.Leveragingonthecompany’sinherentstrengthoffashion,Big

Bazaar has created a strong value-for-money proposition for its customers.

This

highlightstheuniquenessofBigBazaarascomparedtotraditionalhypermarkets,w




hich

principally revolve around food, groceries and general merchandise.
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Boasting of an impressive array of private labels, Big Bazaar is continually strivin
to

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

wear,sportswearorpartywear,BigBazaarfashionshasitall!

FOOD BAZAAR

WHOLESALE FRIGES
Food

Bazaar

Acrossindia,foodhabitsvaryaccordingtocommunity,customsandgeography.F
ood Bazaar, through its multiple outlets addresses this. At the same time it
offers best
qualityproductsatwholesalepricestoawidecrosssectionofthelndiapopulation.
FoodBazaareffectivelyblendsthelook,touchandfeelsofthelndianbazaarwithth
e choice, convenience and hygiene that modern retail provides. The food and
grocery division of the company was launched in 2002-03 and has grown to
47 stores
nationwideattheendofthecurrentfinancialyear.MoststoresarelocatedwithinBi
g
Bazaar,CentralandPantaloonsandactasstrongfootfallgenerators.Therearesep
arate stand-

aloneFoodBazaarsaswell. Thebusinesscontributedjustfewerthan50percent
ofvalueretailing,andabout20percenttothecompany’sturnoverduring2005-06.
FoodBazaaroffersavarietyofdailyconsumptionitems,whichincludestaples,soa
ps and detergents, oils, cereals and biscuits. On the product category side,

the primary

segregationisdoneonthebasisofstaples,freshproduce,brandedfoodsandhom

eand




personal care products.



Big Bazaar, Sahara Ganj

41
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Section at BigBazaar

B.BFashion

Electronics

FoodBazaar

G.M. Homecare
Depot
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WEEKLY SALES REPORT FBB BAZAAR (INLAKHS)

45"week Monday | Tuesday | Wednesday | Thursday | Friday | Saturday @ Sunday | Total
} i { | Sales
| F .
'I 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 | 5.098 7.37 7.56 | 43.9
| T 1 A
| !
46"week | | 1 |
| ' '
; Target 4.13 3.82 5.72 3.5 3.82 445 | 6.36 31.8
Achievement 5.01 4.73 ' 6.42 3.67 3.91 513 6.72 35.5
9
. 47"™week 1 ; 1 |
Target 3.83 3.51 5.1 3.51 3.83 574 6.38 31.8
9
Achievement 487 492 6.09 3.92 4.2 546 6.38 35.8
pal
48" week 1 T ‘
Target 429 39 6.24 39 429 7.8 858 39
“Achievement 3.86 4704 5.88 4.08 433 6.1T2 863 369
i A4
49%week 1 | i |
Target 6 55 8 5.5 6 9 10 50
_Achievement 5.89 5.48 8.28 5.490 4.8 6.62 /7.76 443
th $
50" week
Target 566 522 6.97 522 522 7.4 7.84 | 435
zy
! ’/\‘Chie\'lement 5 5 24 7 27 A 3230 A 6 7 0A 7 16 A0 6
| 5
| 5:|St”l L
T arcaot N N N N 0 O7 A 11 N N A 2N A2 D7 D
1 QIHCL =SSN T e T T - —rTeT O T O“=F O T O“r T
2
' Achievement 4.58 4.58 6.88 4. 93 4.79 5.84 6.98 38.5
4 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
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target of Food Bazaar

nnnnnnn mant
ACIITveTrTicrTit

00 -3 TOXT

0o

week

S B EE B /59 IR ==




45
WEEKLY SALES REPORT CHEFZONE
(IN LAKHSs) |
45" week Monday Tuesday Wednesday Thursday Friday Saturday Sunday Tota
f Sald$
Target 0.31 0.27 0.41 0.27 0.31 0.44 0.49 2.5‘3
Achievemen 0.33 0.32 0.42 0.36 0.35 0.37 0.53 2.6¢
t
46™week
Target 0.31 0.28 0.42 0.26 0.28 0.33 0.47 2.3F
Achievemen 0.31 0.29 0.39 0.22 0.31 0.37 0.44 2.38
t
47" week
Target 0.29 0.26 0.38 0.26 0.29 0.43 0.48 2.39
Achievemen 0.27 0.29 0.44 0.28 0.28 0.37 0.55 2.4V
t
48™Mweek
Target 0.29 0.26 0.42 0.26 0.29 0.52 0.57 2.4
Achievemen 0.26 0.28 0.39 0.31 0.31 0.36 0.58 2.4F
t
49"week
Target 0.35 0.32 0.47 0.32 0.35 0.53 0.59 2.94
Achievemen 0.36 0.39 0.56 0.36 0.31 0.47 0.52 2.9V
t
50"week
Target 0.33 0.3 0.4 0.3 0.3 0.43 0.45 2.5
Achievemen 0.33 0.35 0.52 0.28 0.3 0.53 0.48 2.9
t 1
51%'week
Target 0.3 0.3 0.4 0.3 0.3 0.4 0.5 2.78
3 3 4 1 3 7 6
Achievemen 0.29 0.33 0.53 0.33 0.31 0.42 0.52 2.78
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t
52"week
Target 0.33 0.31 0.44 0.31 0.33 0.5 0.56 | 2.71
Achievemen 0.28 0.28 0.35 0.29 0.29 0.38 0.48 | 2.3
t
ChefZoneSales
3.5
3
h2.5
a
n 27 @ target
s1.5 T B achived
5
s e
1
0.5




47




48

_RESEARCH METHODOLOGY

Big Bazaar basically means business and in business collection of raw data
allows the managers to see the real scenario and then take a decision as per
the data obtained. There are several implications in thisstatement:

Theycanexaminetheavailableinformationintheformofdatatomakeadecision

TheycanevengetaclearpictureofthescenarioorpotentialofBigBazaaras
comparedtootherretailstoresinthecity.
Theinformationcanonlybegatheredbydatacollectionandthenanalyzingth
e availabledata.

Therefore, it can be said that the data collection is an important part of
the project.

Data
Rawnumbers

The projected objectives were considered and as per the requirement a
market survey was done.

Procedure:

The procedure that followed can be enlisted as below:

- Reading about theproduct

- Deciding on the objective toproceed.

- Developing Surveyinstruments

. Conductingpersonalinterviewsofdifferentage-
groups,sex,monthlyincomeand occupation through aQuestionnaire.
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1. GainingknowledgeabouttheproductatBigBazaar:

Readingabouttheproductswasthefirststepundertaken.Thisgavenotonlyi

n
depthknowledgeaboutwhatisbeenofferedbyotherplayersbutalsoproveduse

ful while developing thequestionnaire.

2. StepsintheDevelopmentoftheSurveylnstruments

Themaininstrumentsrequiredforsurveywasawell-developedquestionnaire.Th
guestionnairedevelopmenttookplaceinaseriesofstepsasdescribedbelow:

FaYS T aVWal Fat FaVda'aV¥TaVal

MoelirTguctitoerrrmmrricyu.
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informationobjective

deterggined.

50




51

3. CustomerSurvey:

The people play an important part as a clear perception of people
about the

productcanbeestimatedandknown.Studyingtheneedlevelsofthepeopleregar
ding the products can be observed. It was very useful in knowing about the
requirements of thepeople.

Research Design:
A two stage Researchwas conducted:

1. SecondaryResearch:

Data was collected from websites and catalogues to understand the
product dtedifferent players

2. PrimaryResearch:
A Primary Research wasconducted:
The questionnaire was prepared for the companies and following
areas covered:

competing retailstores

Featuresofferedbydifferentstores
Consumerprofile

Satisfactionlevel

Reasons for theirpurchase.

Desirablefeaturesoftheproductandservice.

Sampling Plan:Elements:The target population of the study included the
general population of every age who enters to the Big Bazaar

Sample size: 100 people.




Data Collection

The final draft of the questionnaire (see Appendix) was prepared on the basis @

the observations from the pilot study. These were then finally filled by 100
customer, fothe conclusive study.
Finallythedatacollectedwasfedintothedataanalysissoftware-
SPSS,tobeanalyzed using statisticaltechniques.

Types of Primary Datacollected:
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SocioeconomicCharacteristics:

Socioeconomic characteristics are sometimes called “states of being” in
that they
representthetypeofpeople. Thefactorsonwhichweareworkingareoccupatio
n. Monthly transaction is also an important parameter but it is difficult
to verify.
Althoughtheamountofmoneythatbusinessunitearnsinamonthisanabsolut

e, not a relative quantity but it is a sensitive topic in our society and it is
difficult to determine.

Attitudes/Opinions:

Through the questionnaire we have tried to get hold of customers
preference, inclination and requirement. Attitude is an important notion
in the marketing
literature,sinceitisgenerallythoughtthattheattitudesarerelatedtothebehavior
of customer.

Motivation:

ey
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Through the questionnaire we have tried to find the hidden need or
want ddmand have tried to find if these people can be tapped as
the potential customer for BigBazaar.

Behavior:

Behavior concerns what subjects have done or are doing. Through
the questionnaire we have tried to find out the behavior of the
individuals
regardingtheproductandtheirresponses.Iftheresponsesarefavorable
then

thepersoncanbesaidtobeourpotentialcustomer. Theprimarydataserv
es
asanimportanttooltomeasurethebehavioraltrendofthecustomer.lthel
ps in answering some of the vitalQuestions.

Obtaining the Primary Data:

The data collection was primarily done through communication.
Communication involves questioning respondents to secure the desired
information, using adata collection instrument called questionnaire. The
questions were in writing andso were theresponses.

Versatility:

ltistheabilityofatechniquetocollecttheinformationonthemanytypesofprimar
y data of interest to marketers. It has also been found that some of the
people do not
answertruthfullytoallthequestionsespeciallyinthecaseofthepersonaldetails
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Data Analysis

Thetoolsandmethodsofdatacollectionidentifiedearlierwereemployedtogatherd
ata on the consumer perception on Big Bazaar. The data accrued, especially
from the interviews and questionnaires circulated, are tabulated and depicted
on graphs in the following pages. The data thus gathered and tabulated is
analyzed. The data is then scrutinizedandrelevantinterpretationsaredrawn.
The major objectives of analysis of data are:

1.To evaluate and enhance dataquality

2. Examineeffectsofotherrelevantfa
ctors 3. Customer satisfactionratio,
4.Level ofsatisfaction,

5.Causes ofdis-satisfaction,

6.Customer responses regardingservices.

Thedatacollectionplan,includingprocedures,instruments,andforms,wasdesi
gned andpre-
testedtomaximizeaccuracy.Alldatacollectionactivitiesweremonitoredto
ensureadherencetothedatacollectionprotocolandtopromptactionstominimi
ze
andresolvemissingandquestionabledata.Monitoringprocedureswereinstituted
atthe outset and maintained throughout the study, since the faster
irregularities can be
detected;thegreaterthelikelihoodthattheycanberesolvedinasatisfactorymanne
r and thesoonerpreventivemeasurescanbeinstituted.
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Q. 1) Age of the respondents.

Age Tota B
|

Below 18 30

18-40 45

40-60 15

60 ab 10

ove

Total 100




no. of customers age wise

10%

45%

O Below18
W 18-40
00 40-60
O Above 6()

Data :

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

asuTgas

Analysis
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Fromthetable,andpiechartdepictedabove,thedistributionofthepopulationudas
tdyis evident. Of the 100 respondents who answered the questionnaire,
45% indicatedthattheiragesfellinthecategory18-
40years30%indicatedbelow18,15% indicated40-
60yearand10%indicated60above.

Interpretation :

By analyzing the responses to this question, |, as a researcher, as well as
companies,canidentifythedemographicsofthepopulationthatvisitretailoutlets.
The highestnumberofrespondentsfallsintheagegroup18-
40.ltcanbededucedthatmost
oftheconsumerswhovisitretailoutletsregularlyaretheyouth. Theymakeupalmost
morethanhalfofthepopulationwhoshopatretailstores.




Q. 2) Gender of therespondents:

Gender Total
Male 65
Female 35
Total 100

NO. OT customers gender wise

35%

-

Male

- Female

Data:

Consumerswereaskedtoindicatetheirgender.Theobjectofthisquestionisto
understandthedemographicsofthepopulationunderstudy.

Analysis:

From the table, and pie chart depicted above, the distribution of the
consumers is
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evident.Ofthe100respondentswhoansweredthequestionnaire,6 5werefemalea

nd
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35weremale.ltisevidentfromtheresponsesandthesubsequenttabulationthatth
e
numberoffemalerespondentswashigherthanthatofthemalerespondentsinthe
population under study. Female are the major buyers at the BigBazaar.

Interpretation:

Byanalyzingtheresponsestothisquestion,las,aresearcher,aswellascompanies,
canidentifythedistributioninthenumberofmenandwomenwho
visittheretailoutletsandappropriatedecisionscanbemadekeepingthesenumbe
rsin mind.

The highest number of respondents were female, as is depicted by the graph ang
chart

presentedabove. Thenumberofmalerespondentswaslesscomparedtothefemale
respondents.

Two decisions can be made from the above data collected:
one,morewomenvisitretailoutletsthanmen.

Two,morewomenarewillingtofilloutquestionnairesandtakeasurve
y thanmen.

Sincemorewomencanbeinferredtovisitretailstoresthanmen,companiescantar
get theirofferingsandmarketingstrategiesintwoareas.Retailoutletscan
appealtothewomencustomersbyofferingmoreproductsgearedespeciallytowa
rds
women.Theycanprovideashoppingexperiencethatwomenareparticularlyattra
cted to.

Anotherwaythatretailchainscanusetheabovedataistothinknewtechniquessoth
at theycanappealtothemenratherthanthewomen.Since,fewermenvisit
retailstoresasagainstwomen,thecompanieshavealargebaseofpotentialcusto
mers. By providing products that are geared towards men and by providing a
shopping experiencethatattractmen’stheycanincreasetheirloyalcustomers.




60

Q.3) How you came to know about Big Bazaar.

Source Total
Electronicmedia 30
Word d routh 40
Printmedia 20
Hoarding 10
Total 100




Source of Knowledge

10%

O Electronic media
B Word of mouth

1 Print media

O Hoarding

40%

Data:

Consumerswereaskedtoindicatethesourcefromwheretheygotinformationab

out
BigBazaar.Theobjectofthisquestionistounderstandthesourceofinformationd
thepopulation understudy.

Analysis:
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From the table, and pie chart depicted above, the distribution of the
consumers is evident. Of the 100 respondents who answered the
questionnaire, 40% people got
informationaboutBigBazaarfromwordofmouth30%fromelectronicmedia,20%
fromprintmedia,10%fromHoardings.

Interpretation:

Byanalyzingtheresponsestothisquestion,las,aresearcher,aswellascompanies,can
identify the source of the information for the customers from where they got the
information about BigBazaar.

Appropriate decisions can be made keeping these numbers in mind.
We should increase the quality of service and which we are
providing to
customers,sothatwecanincreaseloyalcustomerssothattheycaninflu
ence morepeopleandourcustomerbasecanbeincreased.
Secondlywecanincreaseouradvertisementonelectronicmediaasnowd
ays
customersarealsoinfluencedbyaddsonTV,andotherelectronicmedia.

Q. 3) How often do youshop?

Frequency ;I'ota
Once a week 45
Fortnightly 30
Once anonth 25

Total 100
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ShoppingFrequency

25% O Onceaweek
45%
B Fortnightly
O0Oncea
30% month

Data:

Consumers approached were asked about their frequency in visits to shops.
The frequency points furnished were: Once a week, Fortnightly, and Once a
month. These
frequencypointswereidentifiedbyobservationandinterviewastheaveragetimest

hat consumersshop.

Analysis
From the table, and pie chart depicted above, the frequency of shopping of
the respondents is evident. Of the 100 respondents who answered the

questionnaire, 45
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indicatedthattheyshoppedonceaweek,30indicatedthattheyshoppedFortnightly

25 whovisitshops,mallsorretailstoresonceamonth.

Interpretation
Thisquestionisaimedatunderstandinghowfrequentlyconsumersvisitshopsan
dbuy
theirproductsoravailoftheirservices.Thefrequencypointslaidbeforetherespond
ent have been the result of observation and interview. By analysing the
responses to this question, | the researchers, as well as companies, can

identify the number of times a customerislikelytoshopinamonth’stime.

Thehighestresponseshavebeenattributedtoonceaweekshopping.ltcanbededu
ced that consumers who shop only once a week, pose very different
challenges to retail
stores.Suchcustomerscanbepresumedtohaveahighdisposableincomeandmay
buy
morelifestyleorfashionproducts.Sincetheyshopsofrequently,theymustcontinu
ally

be entertained and attracted to make repeat purchases at stores. When
targeting this segment, companies must be able to get new stock every
week, and update tarddgstrategies continuously.

As monthly customers can buy the products in bulk so they can shop during
(M.B.B) and other offer seasons but we can give every week big discounts to
customers so its more difficult to increase the customer base of weekly
customers. It can be increased nihandle the customer well, display of the

product, and ambience of the retail outlet is good .

Q 4)Why do you shop at Big Bazaar?

Factors Total




Offer
Price

EasyAvailabilityof
Product

17
23
35



Factors effecting Buying

[AQuality
| Offer

1 Price
g Easy Availability of Prolduct

23%
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Consumers approached were asked about their factors effecting their
purchasing decision. The factor points furnished were: Quality, Price,
Offer,Availability of

product

Analysis

Fromthetable,andpiechartdepictedabove,thefactorseffectingpurchasingdecisi
on of consumers is evident. Of the 100 respondents who answered the
questionnaire,35 answered availability of product 25 answered quality, 23
answered price 17 answered

offersastheirmainfactorsinfluencingtheirbuyingdecision.

Interpretation
Thisquestionisaimedatunderstandingwhatelementsattracttheconsumerthe
most.
Thepreferencepointslaidbeforetherespondenthavebeentheresultofobservatio
nand interview. By analysing the responses to this question, | the
researchers, as well as
companies,canidentifythebiggestfactorsthatinfluencetheconsumersinfavour
ing one store overothers.

The highest responses and the highest factor have been attributed to availability
of

products on sale, when choosing to shopat a particular store.

Although it is said that the most important things in retail are “Location,
location, and
location”,fromtheconsumers’pointofview,proximityisoflittleconcern.Thequalit

Yy

price and variety of goods play big roles in the decision making process.
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Q.) During which offer you shop most?

Factors No.

Wednesday Bazaar 30

Monthly Bachat Bazaar | 50

Weekend offers 20

Total 10
0

Offers effecting buying decision

= Wednesday Bazaar

D
o

o Monthly Bachat BaiNdetbfferp.

C
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Data:

Consumers were asked to answered that during which offer they shop most
at Big
Bazaar.Theobjectofthisquestionistounderstandthetypeofofferswhicheffectth
e sales of BigBazaar.

Analysis:

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

purchase decision are effected by M.B.B(Monthly Bacaht Bazaar ) 30%
areinfluenced

by Wednesday Bazaar and only 20% got influenced by weekendoffers.
Interpretation:

Byanalyzingtheresponsestothisquestion,las,aresearcher,aswellascompanies,car
identifytheofferswhichinfluencethecustomersmostwhilepurchasingatBigBazaar.

Appropriate decisions can be made keeping these numbers in mind.
Weshouldincreasetheno.ofoffersdaysaswecangivefortnightlyoffers,an
d
otheradditionaldiscountswhicharenotavailableoutsideofBigBazaar,sot
hat we can increase loyal customers so that they can influence more
people and ansbhrdase can beincreased.

Secondly we can increase our advertisement on electronic media as
now days
customersarealsoinfluencedbyaddsonTV,andotherelectronicmedia,ab
out
differentoffersasmanycustomersarenotawareofdifferentoffersgoingo
nat BigBazaar.

Q.5) What do you mostly shopat the Big Bazaar stores?




Detail No.
Accessories 25
Groceries 32
Others (specify) 13
Clothing 30
sharingindifferentparts
13%
B Clothing

32%

25%

‘B Accessorie |
'O s Groceries
'O others

Data Collected
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Consumers approached were asked to indicate the types of products they

mostly shopped at Big Bazaar. The types of products presented were

Clothing, Accessories, Groceries and others. These products were identified

by observation and interview as the most popular products that consumers

shop for frequently.

Analysis
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From the table, and pie chart depicted above, the products frequently
shopped for by consumers is evident. Of the 100 respondents who answered
the questionnaire, 32% indicated that they essentially shopped for Groceries,
30% Clothing, 15% others (Luggage, Footwear etc), and 25% Accessories .

It is evident from the responses and the subsequent tabulation that
consumers, on an average, frequently shop for products in the following

descending order: Clothing, Accessories, Others and Groceries.

Interpr ion

Of the consumers approached, 100 people agreed to fill in the questionnaire
and this
specificquestion.Thisquestionisaimedatidentifyingtheproductsconsumerssho
pbiEgetat retail outlets. The product categories laid before the respondent
are the result of observation and interview. By analysing the responses to
this question, | the researchers, as well as companies, can identify the main

attractions of products and servicesoffered.

The high number of responses indicate that a large number of consumers
visit retail outletsforgroceries.ApproxOne-

thirdoftherespondentsindicatedthattheyvisitretail outlets to purchaseClothes.

To the retail stores, the above tabulated responses lead to a very important
result. Groceries is the fastest moving consumer good. Retail outlets that
provide groceries and apparels can see a higher rate of turnover and sales

volume.




6) Are you aware with Big Bazaar own brands?

ltems No.
FoodBa zaar 40
TastyTreat 25
Dj&C '35
Total 100

Awareness about Big Bazaar own Brands

40%

O Tasty treat
® Food BazaaDj
O&C

Data Collected
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ConsumersapproachedwereaskediftheywereawareabouttheBigBazaarownbra

nds asFoodBazaar, Tastytreat,Dj&Cetc.
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Analysis
From the table, and pie chart depicted above, the awareness about big bazaar own

brands in the consumers is evident. Of the 100 respondents who answered

the
questionnaire,40repliedthattheywereawareaboutFoodBazaar25wereawareabo

ut Tastytreatand35wereawareaboutDj&Cbrand.

Interpretation

This question is aimed at the awareness in customers about the Big Bazaarown
brands. The object is also to analyze how to increase awareness about the
BigBazawromn Brands among consumers. By analysing the responses to this
question, I the
researchers,aswellascompanies,canidentifytheawarenessaboutthebigbazaaro
wn
brands among consumers.

This indicates that although most consumers are aware about the big

bazaar brands Food Bazaar brands are more popular then other brands.




6) AreyousatisfiedwithBigBazaarownbrands(e.gTastyTreat)?
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Details No.
Yes 65
No . 35
Total 100

SatisfactionwithBigBazaarbrands

Hyes
‘®no

Data Collected

Consumers approached were asked about their satisfaction level with the Big

Bazaaroan Brands. This question was answered by 100 consumers.

Analysis
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Fromthetable,andpiechartdepictedabove,thesatisfactionlevelamongthecusto
mers
aboutBigBazaarownbrandsOfthe100respondentswhoansweredthequestionnai
re,

65repliedyesthattheyweresatisfiedwiththebigbazaarbrandsandtherewere35

people who were not satisfied with big bazaar brands.

Interpretation

Of the consumers approached, 100 people agreed to fill in the questionnaire
and this specific question. This question is aimed at satisfaction level among
the customers for
bigbazaarbrand.Byanalysingtheresponsestothisquestion,ltheresearchers,asw
ell
ascompanies,canidentifythatmanycustomersaresatisfiedwiththeownbrandofb
ig

bazaar.
Fromthetabulateddatadepictedaboveandresponsesoftheconsumers,wecanse
ethat to promote own brand we should advertise more and packaging can

be made more attractive.




75

7) In which area of operation at Big Bazaar improvement isneeded

LA |

Detail No.
Cashier Speed 45%
Staff Knowledge 30%
WaitingTimeManageme | 25%
Nt
Total

Area of improvement in operations

Waiting Time Management

TaSTCT—optTttU

Staff Knowledge

45%

Data:

Consumerswereaskedtoansweredthatinwhichoperationtheywantimprovement
at
BigBazaar.TheobjectiveofthisquestionistounderstandtheimprovementareaatB
ig Bazaar.
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Analysis:

From the table, and pie chart depicted above, the distribution of the
consumers is evident. Of the 100 respondents who answered the
questionnaire,45% customers need improvement in Cashier speed 30% are
not satisfied with the staff knowledge about the product 25% thought waiting
process management is not good at Big Bazaar.

Interpretation:

Byanalyzingtheresponsestothisquestion,las,aresearcher,aswellascompanies,car
identifytheimprovementareasinsupplychainmanagementoperationsatBigBazaar|

Appropriate decisions can be made keeping these numbers in mind.
Weshouldincreasetheno.ofcashiersatleastonWednesdayBazaar,Weeke
nds, Monthly BachatBazaar.
Secondlywecanincreasesourcesofentertainmenttomanagethewaitingpr
ocess management ,we can play good songs so that customers are not
irritated during waiting.
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Findings

Generallyyouthandwomen’sarethemaincustomersatBigBazaar.

Electronicmediahasangreatimpactoncustomerstheyaregettingaw
are aboutnewproductsandrelatedoffers.

Duetoavailabilityofallproductsunderoneroofandnearbytheirhouse
helpscustomerstoshopweeklyandshopfresheverytime.

Groceriesarethemainitemspurchasedbythecustomersandtheyarea
ware aboutbigbazaarbrandsandmostlyaresatisfiedwiththem.

All the customers want that their time should not waste after
shopping,
numberofcashiersshouldbeincreased,waitingprocessmanagements
hould

be made good.
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Conclusion

The report reveals that there is huge scope for the growth of

organizedretailing andimprovementofBigBazaarStoreinAllahabadcity.

Withthechanginglifestyle,modernizationandwesternizationthereexistsah
uge
scopeforthegrowthofBigBazaarstoreandisthereforeathreattounorganize

d retailing.

BigBazaarstoreareabletoprovidealmostallcategoriesofitemsrelatedtofoo
d,

health,beautyproducts,clothing&footwear,durablegoodssoitbecomequit
e easier for the customer to buy from one shop and hence is a

convinient way dugmgyvhen compared to unorganizedretailing.

AggressiveMarketingisthekeytoincreasingthemarketshareinthisarea,sin

ce themarkethasalotofpotentialbothintermsofuntappedmarket.
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Recomendation

Toincreasemorefootfallsmorepromotionalactivitiesmustbecarri
ed
out.ForthisBIGBAZAARcaneitheroffermorediscountsorincrease
their advertisements. Increase in the number of footfalls will

lead to increase insales.

Allowingmorespacebetweentheentranceofastoreandaproductgi

ves it more time in the shopper’'s eye as he or she approaches it.

It builds a little visualanticipation.

The number of trial rooms available at BIG BAZAAR is very
less as
comparedtothenumberofpeoplecoming.Thisusuallyresultsinlo

ng queues and waiting bycustomers.

Installmorefulllengthmirrorsinsidethestoresoastoassistt

he customerstomakebetterpurchasedecisions.

Playlightmusicinsidethestoretomaketheshoppingapleasura

ble experience.

Theycanalsoexhibittheirnewlineofclothingthrougheventslik

e fashionshows.

Basketsshouldbescatteredthroughoutthestore,whereversho

ppers

mightneedthem.Manycustomersdon’tbeginseriouslyconside
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ring merchandise until they have browseda bit.
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Limitations

This research has a number of limitations that must be acknowledged.

First,thesampleusedforthisstudyconsistedmostlyofcollegestude
nts.
Therefore,theseresultsmaynotbeapplicabletothewiderpopulatio
nin general.
Secondly,theresultsofthisstudyarelimitedtoaspecialtyretailbranded
purchasing context.

Lastly,itmustbeacknowledgedthattheremaybenumerousocthervan
ables that contribute to the development of customer
satisfaction,
customerloyalty,andwordofmouthcommunicationwhicharebri
efly touched uponbelow.

Toconvincethepeopleforaproperinterviewingprocessisalsodifficult.

The figures have been taken asapproximations.
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NAME: OCCUPATION:

I )

= 40-60

=

AGE: Below18 18-40

-

Above60 GENDER: Male Female

T1)How you came to know about Big Bazaar in supply chain

management? Eléctronicmedia ¥ Wordofmotth
Printmedia Hoarding

E)How often do youstll_op? -
Onceaweek Fortnightly Oncea month

§)WhydoyoushopatBE;Bazaarinsupplycha%management?
- Quality Offer
Price Easy Availability ofProduct

Z)During which offer you shopﬁ'nost?
WednesdayBazaar Monthly
BachatBza\detbffers.

E)WhatdoyoumostlylelopattheBigBazaars’@resinsupplychainmanagement?

Clothing Accessories Groceries
Others(specify)

é_)AreyouawaFeofFBBownbrandsofBigBazaarinsupplychainmanagement?
Yes No

7)A—reyousatisfiedwithBrgBazaarinsupplychainmanagement?
Yes No




8)

InwhichareaofoperationatBigBazaarinsupplychainmanagementimprove

ment isneeded?

CashierSpeed

StaffKnowledge -

WaitingTimeManagement Date.........

Signature..........

86




