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Abstract - Retail marketing as a key component of retail business has undergone a considerable change with time. Retailing 
in India and almost all across the globe has experienced a massive transition in retail marketing strategies, industry size, 
retail formats, capital, nature etc. At the time India got independence retailing was only confined to small unorganised shops 
but in the past six to seven decades, it has undergone a huge change thereby giving birth to organised retail sector, mall 
culture, e-retailing etc. All of this has also modified and given a totally new dimension to modern retail marketing. This 
comprehensive analytical research paper intends to study all the recent advancements and developments that have taken 
place in the field of retailing and retail marketing. 
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I. INTRODUCTION 
 
The retail sector in India is experiencing a rapid 
alteration and this promising and upcoming market is 
experiencing a considerable amount of change in the 
investment and growth patterns. The new as well as 
existing players in the market are trying to capitalize 
upon new sorts of retailing formats. Around a decade 
back supermarkets and hypermarkets were widely 
popular retail formats and now there has been a 
massive transition where most of the retailing today is 
being done via electronic means. The format of click 
and purchase is getting widely popular and has 
captured almost the entire retail industry. The 
retailers nowadays are facing a very tough task of 
constantly changing and modifying their retail 
marketing strategies as per the shifting customer 
dynamics. To put it in simple words, one can say that 
earlier the retail industry was manufacturer and seller 
driven but now it has become totally consumer driven 
and therefore it becomes imperative on part of any 
retailer to come up with those retail marketing 
strategies which convince the consumers and meet 
their requirements in the best manner possible. 
This comprehensive research paper strives to discuss 
and analyze all sorts of developments and changes 
that are taking place in modern retailing as a whole. 
Our country is witnessing the entry and establishment 
of several new retail formats thereby giving rise to 
new marketing strategies. Service sector in India is 
one of the most promising sectors and retail shares a 
really good amount in it. Retail sector in India is 
getting a lot of global attention being the second 
largest market in the entire world and therefore, a 
large number of multinationals are interested in 
taping this massive market. Not only global giants 
such as Metro Group, Wal-Mart, Tesco etc. are 
excited to capitalize upon the existing scenario but 
even Indian companies such as Bharti Group, K.K. 
Modi, Aditya Birla Group, Reliance etc. are also 
running extremely hard in this race.  

II. DRIVERS OF RETAIL MARKETING IN 
INDIA 
 
In a huge nation like India, there are several aspects 
that any retailer takes into account before reaching 
out to the potential customers. A few major drivers 
are: 
Demography: The demography of India is very 
complex and widespread; what suits a particular 
section or region may not suit the other, therefore a 
retail marketer has to formulate separate strategies 
and tactics for different sections. The demography in 
India may change rapidly on account of language, 
literacy, tastes and preferences etc. therefore, 
marketing strategies need to change as well. 
Consumer Psychology: The psychology of 
consumer is one aspect that any retail marketer must 
take into account before reaching out to them. 
Customers with different psychology need to be 
convinced in a different way using different retail 
marketing tools. 
Consumer Purchasing Power: The paying capacity 
of consumer is one characteristic that almost all retail 
marketers need to take into account. Retail marketer 
has to find new and innovative ways to convince and 
sell the same commodity among rich, middle class 
and poor. [1] 
 
III. RETAIL MARKETING IN SOUTHEAST 
ASIA 
 
This particular section contains an analysis of 
retailing and retail marketing for Southeast Asian 
region. First and foremost, the retail industry in 
various Southeast Asian nations is booming and 
touching new heights; the success of retailing in these 
nations have given a entirely new dimension to retail 
marketing. The retail marketers of these regions have 
taken into account several crucial factors and 
capitalised upon them. A few factors that retail 
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marketers have considered in marketing their goods 
and services are: 
A Soar Leap in the Population of Middle Class: 
Middle class is that category of a country’s 
population which is the largest in number and whose 
desire for availing new and better goods and services 
is always on the rise. Retail marketers have been 
really successful in tapping this segment of the 
population by offering quality products at the lowest 
price possible. 
Transition in the Lifestyle of the People: There has 
been a rapid change in the lifestyle of the people of 
South-eastern Asia, people are gradually distancing 
themselves from inferior and dubious products and 
preferring branded and quality products. This has 
made the task of retail marketers simpler than ever 
whereby they have to no longer focus on two separate 
categories of products- dubious and branded but have 
to focus upon the marketing of only quality products. 
Rising Consumer Awareness: Consumers today are 
far more aware than what they used to be a few 
decades back; this has entirely transformed the 
meaning of retail marketing where it is no more 
possible for any marketer to deceive the consumers. 
Due to rising awareness of the consumers about 
goods and services, it has become imperative for the 
retail marketers to be truthful and sincere in their 
strategies. 
Significant Scope Left for Further Retail 
Expansion: Almost all South-east Asian retail 
markets are not fully organised and still a large 
portion of these markets are dominated by 
unorganised retailers and therefore the scope for 
organised retailing and modern retail formats is 
enormous. This certainly gives boost to retail 
marketing as new and modern retail formats would 
demand new and innovative retail marketing 
strategies as well. [2] 
 
IV. RETAIL MARKETING IN INDIA IN THE 
PRESENT SCENARIO  
 
The Indian retail market has been ranked tenth largest 
in the entire world; there have been two primary 
reasons for this- attitudinal change in the customers 
and the establishment of organised retail formats. 
These two modern elements of the present scenario 
have entirely changed the concept and tactics of retail 
marketing, these two elements can be discussed in 
detail as: 
Attitudinal Change in Customers: With time there 
has been a drastic change in the attitude and outlook 
of the Indian consumers; the consumers today are 
more aware about quality and branded products and 
at the same time even aware of their rights. The retail 
marketers can no longer encourage the sale of inferior 
and dubious products in the market but now have to 
come up with such strategies which convince the 
customers in terms of quality, durability, price etc. 

Establishment of Organised Retail Formats: This 
present decade has been all about organised retail 
formats that is, one roof for all sort of products with 
the best quality and price. This western culture of 
retailing has gained a lot of popularity in India and 
has considerably changed the retail marketing 
strategies as well. This format of retailing has 
popularized and given birth to several new concepts 
such as bulk buying etc. All of this has grabbed the 
eye ball of retail marketers as well who now try to 
sell large number of quantity to their customers at 
best price. Other modern trends which the retail 
sector in India is witnessing thereby grabbing the 
attention of retail marketers are: 
Encouraging Demographics: The demographics of 
India is really favourable and promising in the present 
scenario. More and more people are willing to spend 
on good and quality products and therefore the retail 
marketers are now focussing more on coming up with 
strategies which facilitate the sale of branded and 
quality products. 
Rising Income Levels: With the recent economic 
boom in countries like India, the income level of 
customers has grown considerably and therefore it 
has become really convenient for retail marketers to 
incur heavy expenditures on marketing, advertising 
and promotion as this cost can be easily recovered 
from the sale of products and services. [3] 
 
V. FDI AND RETAIL MARKETING: A 
CRITICAL ANALYSIS 
 
This decade has been all about the entry and success 
of FDI in our nation. Being one of the fastest growing 
economies and the most attractive retail market in the 
entire world, India has drawn the attention of 
numerous foreign players and investors. This entire 
scenario has given a totally new dimension to retail 
and retail marketing in our nation. Ever since the 
government allowed entry of FDI in single and multi 
brand retail there has been an enormous inflow of 
capital in our nation and the concept of organised 
retail has gained widespread popularity. Since, the 
concepts of organized and unorganized retail are 
entirely different, it is obvious that the tools for retail 
marketing would differ considerably as well. Below 
are a few retail marketing tools that have emerged as 
a result of organised retail in India: 
Bulk Marketing: The popularity of organised retail 
has fuelled the concept of bulk buying rather than 
limited purchase as it used to be earlier with 
unorganised retail. This is the reason why retail 
marketers today focus more upon bulk selling rather 
than limited sale. 
Electronic Sale of Goods and Services: Almost all 
the organised retail stores are fully equipped with 
electronic card processing machines where it is really 
convenient for the consumers to pay via debit or 
credit cards. 
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Marketing through Mall Culture: The entry of FDI 
in India has lead to the establishment of numerous 
malls all across the nation and this has grabbed the 
eye balls of Indian consumers in large numbers. This 
is the reason why retail marketers nowadays are 
trying their level best to use the mall ambience as a 
catalyst to sell their products and services. A few 
tools and techniques that the retail marketers are 
using in this particular regard are attractive store 
ambience, billboards, sales staff, music, special 
arrangement for kids etc. 
Apart from these retail marketing tools and strategies 
there are several other tools as well which retail 
marketers have been using in India post the entry of 
FDI in retail. To put in simple words, one can say that 
the entry and popularity of organised retail in 
numerous formats such as malls, departmental stores, 
one roof for all, etc. has changed the concept retail 
marketing entirely and in the time to come it is 
expected to change further as per the changes in the 
concept of retail. [4] 
 
VI. RETAIL MARKETING TOOLS FOR 
DIFFERENT RETAIL FORMATS IN INDIA 
 
This particular section contains a description of 
various sorts of retail marketing tools that the retailers 
of different formats use for selling their goods and 
services. 
Retail Marketing Tools for Super Markets and 
Hyper Marts: Super markets are huge self servicing 
shopping outlets that provide a wide variety of 
products and services. Since the nature of this 
particular retail format is self servicing, the most 
common tool for marketing used by the retailers are 
customer service and personal relationship. The 
retailers of this particular format ensure that the 
customers visiting their store are served and attended 
in the best manner possible so that they eventually 
become repeat customers. 
Retail Marketing Tools for Mom and Pop Stores: 
Mom and pop stores are family owned retail stores 
serving the needs of a very small section of people. 
These stores are not huge in size and contain a limited 
variety of products. As the size of such stores are not 
big and they serve the needs of only limited people, 
the retail marketing tool that retailers use for this 
format is personal touch, that is developing personal 
relationship with the customers so as to retain them 
for long. 
Retail Marketing Tools for Departmental Stores: 
Departmental stores are general retail stores offering 
good quality products and services. The retail 
marketing tools used for such formats are personal 
relationship, credit sales and home delivery services. 
Retail Marketing Tools for Convenience Stores: 
As the name suggests, convenience stores are retail 
stores located at very convenient locations such as 
nearby residences from where people can easily 
purchase goods and services at their own 

convenience. The most popular retail marketing tool 
that retailers of this particular format use are personal 
relationship, telemarketing, home delivery, credit 
facility for a little extra price. 
Retail Marketing Tools for Malls: Malls are one of 
the most popular retail formats in India with one roof 
for all facility. Malls contain a huge variety of goods 
and services fulfilling almost all the requirements of 
customers. Common retail marketing tools used in 
malls are heavy discounts on bulk purchase, season 
and off season sales, store ambience, music, special 
arrangement for kids, etc. 
Retail Marketing Tools for E-Trailers: E-trailers 
are retailers facilitating online sale of goods and 
services. Common retail marketing tools and 
techniques used by e-trailers are e-marketing, that is 
electronic advertising and promotions. 
Retail Marketing Tools for Discount Stores: 
Discount stores refer to those factory outlets which 
give discount on the maximum retail price. Since 
such stores flourish upon providing heavy discounts 
therefore, the most common retail marketing tool 
used for such stores are discount promotions. 
Retail Marketing Tools for Vending: Vending is a 
retail concept where an individual can purchase good 
via vending machines. Goods which are generally 
sold through vending machines are beverages, snacks, 
small soft toys etc. The most common and effective 
retail marketing tool used by retailers for vending is 
by keeping vending machines in busy and crowded 
places like malls, airports etc. where more and more 
people can use this machine. 
Retail Marketing Tools for Category Killers: 
Category killer is a relatively small speciality store 
that offers a wide variety of categories. These stores 
focus upon specific category of products such as 
electronic products, clothing, sports goods, medicine, 
etc. Retail marketing tools which are used for this 
format are attractive billboards and outdoor 
advertisements so as to grab the eye balls of as many 
customers as possible. 
 
VII. FACTORS CONTRIBUTING IN MODERN 
INDIAN RETAIL MARKETING 
 
Indian retail sector has experienced a huge alteration 
in the past few decades and is still very dynamic. This 
continuous and dynamic nature of retail has also 
deeply impacted various retail marketing tools and 
techniques. Today’s modern retail sector demands 
new and better retail marketing strategies, the various 
factors that retail marketers in the present scenario 
need to undertake for promoting and selling their 
goods and services are: 
Focus Upon Organized Retail Marketing Rather 
than Unorganized Retail Marketing: 
Due to rapid transition in the Indian retail market 
from unorganized to organized retailing, the retail 
marketers in India need to focus more upon those 
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tools and techniques that attract the customers 
visiting and preferring organised retail formats. 
High Spending Capacity of Indian Youth: The 
population of people falling below the age of thirty 
five is highest in India and there has been a 
considerable rise in the income levels of this 
particular section. This is the reason why retail 
marketers need to focus more upon the youth rather 
than the entire Indian population because youth offers 
the highest potential for sales. 
Change in the Mindset of Consumers: In the past 
two decades, there has been a rapid change in the 
mindset of the consumers from all the sections of the 
society. Customers in today’s scenario are willing to 
purchase quality products at a reasonable price; mall 
culture and popularity of organised retail formats 
have also proven that customers are preferring more 
attractive, credible and convenient retail formats 
rather than old and poor retail formats. Retail 
marketers in India need to understand this transition 
in mindset of the consumers and develop marketing 
tools and techniques accordingly. 
Customer Credit Services: Various banks in India 
have made purchasing of goods and services on credit 
basis an easy affair. This is the reason why customers 
today prefer those retailers who can offer them goods 
and services on easy loans or EMIs. A modern retail 
marketer needs to understand this and must come up 
with those selling strategies where the customers can 
pay on credit. [5] 
 
VIII. RURAL RETAIL MARKETING 
 
In India around seventy percent of the total 
population resides in the rural regions and therefore 
these markets offer plenty of opportunities for 
retailers. The massive consumption requirement of 
the rural people is something that almost all the major 
companies operating in India are interested in 
tapping. Several multinationals such as ITC, Procter 
and Gamble, Hindustan Unilever, etc. generate a huge 
amount of revenue from the rural markets. 
The requirements of rural population is still being met 
by unorganised retailers and therefore for any retail 
marketer it becomes imperative to understand that for 
tapping rural markets, the retail marketing strategies 
need to be different from the urban territories. In 
addition to this, the rural markets are also 
experiencing a transition in their retail formats and 
customers thinking. Therefore, certain modern retail 
marketing techniques can also be applied for a 
particular rural section depending upon the extent of 
retail modernization in that particular region. A few 
rural retail marketing tools and techniques that 
marketers have been using in India can be discussed 
as: 
Word of Mouth Retailing: The rural markets in 
India comprise of numerous small privately owned 
local stores which are also known as ‘kirana shops’ in 
local language. As these stores are unorganised in 

nature therefore, the modern retail marketing 
techniques cannot be applied over here, therefore 
retailers of such stores practice word of mouth 
marketing whereby the efficiency of customer service 
of these stores is promoted by customers themselves 
among their own individual groups. 
Personal Bonding with Local Customers: One of 
the most common and widely used rural retail 
marketing tool is personal bonding with the 
customers. Small unorganised rural retailers in India 
generally develop close connections with the people 
residing in the adjoining regions and try to make 
them as their repeat customers. 
Providing Goods on Credit Basis: Small 
unorganised retailers operating in rural regions 
generally have the tendency of selling their goods to 
trustworthy customers on credit basis. This helps the 
retailer in developing a long term relationship with 
the customer. [6] 
 
IX. EMERGING TRENDS IN RETAIL 
MARKETING 
 
Several studies have been conducted by experts in 
order to determine and predict how the scenario for 
retail marketing may be like in the near future to 
come. Most of the experts agree upon the fact that 
several revolutionary changes are yet to come in the 
field of retail marketing. Most of these changes are 
going to be on account of: 
Diversity in Business Functioning: Experts argue 
that the functioning of business is getting diverse and 
complex with day; today several kinds of businesses 
operate collectively in one particular industry and 
therefore this diversity will impact all sorts of 
industry including retail industry. 
Dynamic Market Characterises: The nature of 
retail market has never remained the same and has 
constantly changed in the past few decades from 
unorganised to organised to electronic means. This 
dynamic nature of retail industry will certainly 
demand new, better and innovative retail marketing 
strategies as well in the future to come. 
Dynamic Consumer Traits: The tastes, preferences, 
income, awareness, etc. of consumers have never 
remained the same and have changed with time. 
Retail industry is one of those industries which has 
always remained ‘customer-centric’ that is, it has 
changed and adapted itself as per the need of the 
customers. The same is expected to happen in the 
future to come as well which will surely ask for new 
retail marketing strategies. 
New and Innovative Business Ideas: Any business 
only gets revolutionized when new and innovative 
steps are taken, before wall-mart and other organised 
retail giants, nobody even knew that something like 
‘one roof for all’ can even exist, but in the today’s 
world, it is the most popular and widely accepted 
retail format. Therefore, one can say that in the future 
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as well new and innovative retailing ideas will keep 
coming and so do retail marketing strategies as well. 
Entry of Foreign Players in the Market: The retail 
industry has always transformed due to the entry of 
various foreign players in the market. The culture of 
malls, organised retailing, departmental stores, 
speciality stores, etc. have been flourishing in India 
only because of globalization and foreign players. 
The same is expected to happen in future as well and 
this would certainly lead to the creation of new and 
innovative retail marketing strategies. [7] 
 
X. RETAIL MARKETING OPPORTUNITIES 
ON ACCOUNT OF ORGANIZED RETAIL IN 
INDIA 
 
The new concept of organised retail has completely 
redefined and restructured the meaning and nature of 
retail in the past two decades for India. Last twenty 
years has seen an enormous inflow of foreign players 
in the Indian retail market and this has given rise to 
numerous new retail formats such as malls, 
departmental stores, organised retail stores, 
convenience stores, speciality stores, etc. All of these 
innovations and developments in the Indian retail 
sector have also entirely changed the scenario for 
retail marketing. With the entry and popularity of 
organised retail stores, malls, etc. the strategies and 
tools for retail marketing have also undergone a 
considerable change and provide much better 
opportunities for the retailers. Few modern retail 
marketing tools which provide ample amount of 
opportunities for retailers are: 
Use of Social Networking for Promoting Goods 
and Services: The modern age is the age of social 
media and this platform facilitates promotion of 
goods and services at least cost and in a very effective 
manner. Modern retail marketers have been using this 
tool at mass level to market their goods and services. 
Electronic Promotion of Goods and Services: 
Apart from social media there are several other online 
platforms such e-mailing, etc. which several retail 
marketers use to grab the attention of consumers for 
promoting their products and services.  
Customer Follow Up and Loyalty Programs: 
Almost all modern retail marketers are using the tool 
of customer follow up and loyalty programs to retain 
them. Customer loyalty programs such as discounts 
on subsequent purchases has been a very effective 
tool for many companies. 
Better hospitality and Customer Handling: With 
the introduction of rapid retail management programs 

and overseas working standards, modern retailers 
now provide a much better hospitality to their 
customers so as to develop long term relationships 
and trust. 
Continuous Employee Training: Realizing the 
importance of customer retention and marketing, the 
companies nowadays conduct several retail marketing 
training programmes for their employees so as to 
keep them updated and efficient. 
Test Marketing for New Products: Test marketing 
is an important tool of modern retail marketing where 
retail marketers undertake promotion activities at a 
very small level for new products and services so as 
to understand initial customer response. [8] 
 
CONCLUSION 
 
After carefully going through this comprehensive 
analytical research paper, one can draw a conclusion 
that retail marketing is that discipline of management 
which has transformed rapidly in the past few 
decades and is still transforming. There have been 
several recent developments in retail marketing on 
account of new retail formats such as organized retail 
formats, malls, departmental stores, speciality stores, 
etc. The tools of Internet marketing, social media, e-
business and online transaction has also played a 
crucial role in redefining retail marketing. 
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