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Abstract              

The main object ive o f the paper is  to  analyse the ro le o f IT  in organised  

retail shopping in the case o f the Ind ia .  This will explain the development  

of shopping and impact  o f IT. The paper  build on the relevant  literature 

and at  the same t ime examines IT t rends and tools.  Furthermore, the 

future development  o f internet  shopping will be  measured and deep 

compar ison o f consumer behavio ur between t radit ional and online 

shopping. This paper support  the research quest ions that  including recent  

t rends and var ious issues in online shopping.  

The Internet  is being developed rapidly since last  two decades,  and with 

relevant  digit al economy that  is dr iven by informat ion techno logy also  

being developed wor ldwide. After a long term development  of internet ,  

which rapidly increased web users and highly speed internet  connect ion,  

and some new techno logy also have been developed and used for web 

developing, those lead to  firms can promote and enhance images o f 

product  and services through web sit e.  Therefore,  detailed product  

informat ion and improved service at t racts more and more people changed 

their consumer behaviour from the t radit ional mode to more rely on the 

int ernet  shopping.  

1. Introduction 
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Direct  market ing refers to  promoting a product  or service st raight  fro m 

the se ller to  the consumer,  without  intermediary advert ising such as 

televis ion commercia ls,  radio ads,  or public displays.  This form o f 

market ing can be part icular ly effect ive for small - and medium-size 

businesses with lit t le brand recognit ion and moderate advert ising budgets.  

The roots of direct  market ing date back to t rade catalogues,  among the 

first  tools o f direct  market ing. to  be employed. One o f the first  catalogues 

ever produced was a list  of books for sale,  sent  to potent ial customers in  

Venice in t he 15th century. In the Unit ed States dur ing the 19th and 20th 

centur ies Yankee peddlers and door -to-door salesmen contributed to  the 

growth o f the industry.  In recent  decades advances in techno logy and the 

development  o f t he Internet  have enhanced direct  market ing cap abilit ies 

in ways previous ly unimaginable.  

The Internet  is being developed rapidly since last  two decades,  and with 

relevant  digit al economy that  is dr iven by informat ion techno logy also  

being developed wor ldwide. After a long term development  of internet ,  

which rapidly increased web users and highly speed internet  connect ion,  

and some new techno logy also have been developed and used for web 

developing, those lead to  firms can promote and enhance images o f 

product  and services through web sit e.  Therefore,  d etailed product  

informat ion and improved service at t racts more and more people changed 

their consumer behaviour from the t radit ional mode to more rely on the 

int ernet  shopping.  

On the other hand, more companies have realized that  the consumer  

behaviour t ransformat ion is unavo idable t rend, and thus change their  

market ing st rategy. As the recent  researches have ind icated that ,  the 

int ernet  shopping part icular ly in business to  consumer (B2C) has r isen 

and online shopping become more popular too many people.  Th ere are 

many reasons for such a rap id developing o f internet  shopping, which 

mainly due to  the benefits that  internet  provides.  First  of all,  the internet  
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offers different  kind o f convenience to  consumers.  Obviously,  consumers 

do not  need go out  looking fo r product  informat ion as the internet  can 

help them to search from online sites,  and it  also helps evaluate between 

each sit es to  get  the cheapest  pr ice for purchase.  Furthermore, t he internet  

can enhance consumer use product  more effic ient ly and effect ive ly than 

other channels to  sat isfy their needs.  Through the different  search 

engines,  consumers save t ime to access to  the consumpt ion related 

informat ion, and which informat ion with mixture o f images,  sound, and 

very detailed text  descr ipt ion to  help consu mer learning and choosing the 

most  suitable product  (Moon, 2004).  

2. Objectives and Research Methodology  

Objectives of the study are as given below:  

1.  To analyse the organised retail market  in India.  

2.  To find out  the major informat ion technological tools emer ging in  

organised Retail operat ions in India.  

Research Methodology  

Research methods can be classified in different  ways, the most  commo n 

dist inct ion is between the quant itat ive and the qualit at ive approaches 

(Myers,  2007
1
).  Quant itat ive approaches were or igina lly used while 

studying natural sciences like:  laboratory exper iments,  survey methods 

and numerical methods. A qua litat ive study is used when the researcher  

wants to  get a deeper understanding on a specific topic or situat ion. Myers 

(2007)
2
 stated that  the qualit at ive approach was developed in social 

sciences in order to  support  the researcher in studies inc luding cultura l 

and social phenomena. Sources included in the qualitat ive approach are 

                                                
1
 Myers, M. D. (2007), “Qualitative Research in Information Systems”, MIS Quarterly, vol. 21 

No. 2, pp.241-242.  
2 Ibid 
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int erviews, quest ionnaires,  observat ions,  documents and the r esearcher‟s 

impression and react ions.  The chosen approach is qualitat ive.   

This study typically takes the form study of secondary data available on 

Indian Retail system. To understand and conclude the major techno logica l 

tools contribut ing towards the growth of Indian retail industry,  we have 

not  only gone through a number  o f reports and papers but  also vis it ed and 

survey select  organised retail out lets in Delhi / NCR. This has the 

advantages o f providing very r ich informat ion and avo iding the influence 

of others on the opinion o f any one individual.   

3. Evolution of Organised Retail in India  

Organised Retailing is India 's one o f the fastest  growing industry and 

one of the biggest  sources of employment  in the country,  generat ing more 

than 10 per cent  o f GDP o f India.  Organised retailing, however,  current ly 

organized retail is contr ibut ing merely about  three percent  of the overal l 

Indian retailing industry.  Organised retailing, aims at  providing an idea l 

shopping exper ience to  the consumer  based on the advanta ges o f large-

scale purchases,  consumer preference analysis,  excellent  ambience and 

cho ice o f merchandise.   

Dr Vishal Bishno i(2009)
3
 in his paper ““Effect  of Organised Retail on Un-

organised Retail with reference to Indian Scenar io” ment ioned that  India 

is  the country having the most  unorganized retail market .  Indian retail 

market  is preliminar y character ized as Mandis and /or weekly Bazaars,  

where vegetables,  grocer ies,  and other day-to-day items were so ld,  later  

small stores came up at  corners o f the st ree ts or resident ial co lonies which 

                                                

3
 Vishal Bishnoi (2009), “Effect of Organised  Retail on Un-Organised retail with Reference to 

Indian Scenario”, 4
th
 national conference on “Innovation and Adaptability : Twin Engins of 

sustained Growth” at– 28-29
th
 March 2009. published in Conference Proceedings Book by Excel 

Publication, New delhi, ISBN# 978-81-7446-833-8, pp. 318-324 

 

International Journal of Business Administration and Management. ISSN 2278-3660 Volume 7, Number 1 (2017), 
                                           © Research India Publications http://www.ripublication.com 

68



were popular ly known as Kirana stores now also referred as „Mom and 

Pop Stores‟.  

In the ear ly 1980s manufacturer 's  retail chains such as Binny, S  

Kumar‟s,  Vimal,  Bombay Dying, HMT, Allwyn, etc started mak ing their  

appearance in bigger cit ies.  Later in 1990s   Branded retail out lets like 

Food world,  Nilgr is and local departmental retail out lets like Tr inetra 

super market ,  Apna Bazaar,  came into existence. Current ly many big 

players like Big Bazaar,  Vishal Megamart ,  Relience et c.  reputed 

companies have already established their  name in organized retail 

businesses and many mult inat ional companies such as Bhart i Wal -Mart ,  

Nike are about  to  enter.  

4. Role of IT in DTC Model of Organised Retail in India  

The importance o f informat ion techno logy in retail stems from the 

importance of data.  Data is nothing but  informat ion that  aids decisio n 

making. The r ight  data,  in the r ight  form to the r ight  setoff people at  the 

r ight  t ime, is  one o f the greatest  tools in t he hands o f the retailer.  

Informat ion is always with reference to a part icular t ime frame.  

While to  the customer it  is just  a rout ine purchase,  let  us look at  the 

informat ion that  the store has gathered from this t ransact ion and how the 

informat ion helps the retailer:  

i .  Efficient Stocking of merchandise  

The items purchased provide informat ion on merchand ise so ld in t he 

store; this is  the bas is o f sales analys is and decis ions on rep lenishment  re -

ordering and merchandise planning. I f this informat ion is passed on to  the 

manufacturer ; it  can help reduce product ion t ime. This is  part icular ly t rue 

in case o f fashion items,  which have a very short  life  cycle.  For example 

data gathered in this manner may ind icate youngsters buying certain styles 

in Jeans or colors,  in the tee shirts from t he store.  To service this sect ion 
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of the audience the retailer may need replenishments faster.  The use o f 

techno logy aids the co llect ion and t ransmission o f informat ion. The t rends 

in sales can be analyzed. This helps avoid sit uat ions o f stock out  helps 

spot  merchandise or products t imely markdowns and higher inventory 

turns.   

ii .  Collection of Data  

The use o f techno logy aids data co llect ion. Data can be co llected about  

consumers,  t heir purchases the frequency of their  buying and the typical 

basket  size.  This informat ion helps the retailer dist inguish the customers 

who shops at  his store frequent ly and also reward them. For example 

informat ion gathered about  a customer may reveal preferences for certain 

brands; this may be used for further communicat ion with  the customer  

regarding promotional o ffers etc.  The data on purchase made is also  

passed on to  the credit  card organizat ion for payment  to  the merchant  

establishment  and also for billing the customer.  

iii .  Efficiency in Operations  

The use of informat ion t echno logy serves as a basis for integrat ing the 

funct ioning o f var ious departments.  When a retailer decides to  use the 

power of techno logy to aid business,  the investment  in terms o f money is 

usually high. However the benefit s of the use o f informat ion tec hno logy 

are many. As the process gets automated the t ime invo lved in part icular  

task is reduced. For example,  a person manually billing a customer for  

purchase made will take a longer t ime as compared to  a person who is 

needed to scan in the items using the po int  of sale systems.  

iv.  Helps Communication  

Communicat ion within the organizat ion can be faster with the use o f 

so ftware like Lotus Notes.  Retail stores can also communicate with each 

other and with the warehouses.  This can be done 24 hours a day an d seven 
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days a week. Electronic Data Interchange (EDI) can also be used for  

communicat ion with suppliers and vendors.   

v. IT can make Demand Forecast  simple .  

 With the r ight  techno logy,  support,  and know -how, you can accurately 

predict  the amount  of sales expected during a promotion. With the r ight  

techno logy you can bet ter manage inventory, improve product 

assortments,  reduce out -of-stocks,  maximize promotional effect iveness,  

etc.  Techno logy lets you bet ter sat isfy your core customers by allowing 

you to focus on their needs.  

5. Conclusion 

With the increasing globalizat ion o f retailing, both in terms o f their  

points-o f-sale and their po ints-of-supply;  the informat ion techno logy (IT) 

spend in the retail sector has increased significant ly.  IT plays an 

increasingly important  role in the management  o f complex retail 

operat ions.  

Market  knowledge, as well as control o f data and informat ion, is key to 

obtaining a compet it ive advantage in the retail sector.  Markets are 

cont inuing to  grow and become more complex; t he simple process o f 

retailing has started to  deploy more advanced retail informat ion systems 

to cope with all the t ransact ions invo lved.  
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