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Abstract—Retail industry has been continuously increasing its 
boundaries since the past decade from a small scale unorganized 
kiryana store to a multi-operational organized format of supermarket 
and hypermarket to a format of “world without walls” that is “online 
shopping”. With the continuous advancements in technology, 
increased internet penetration, upgradation in living style, 
availability of more number of brands, retail industry have faced 
many unforeseen and unpredictable trends which are attracting more 
and more consumers to shop online. The expansion of retail chain 
business strengthens the country’s economy and is an indicator of 
country’s overall growth globally. E-retailing or E-tailing or 
electronic retailing is the selling of retail goods and services on the 
internet. It is a play of the two words: Retail and E-commerce. This 
paper will focus on the emergence of e-retailing in India, its scope 
and its impact on country’s economic growth. Following are some of 
the recent trends in retail business which are covered in this paper: 
1) Emergence of Virtual Storefronts 
2) Integrated Multi Channel Retailing Approach 
3) Increasing impact of social media 
4) Development of E-Tailwares 
5) CRM initiatives in the form of loyalty programs 

The attractiveness of internet as a communication tool to reach to the 
end customer has made this 360 degree shift in the retail industry 
which has created more customer satisfaction and retention. This 
paper will show some of the reasons of emergence of E-tailing in 
India and its scope in Indian market. Discussing these changes is 
very crucial to understand the retail industry from inside which will 
help in serving the last part of retail chain that is “the customers” in 
a better way and provide a holistic view to the overall changing 
impact on the economy and the country’s growth on global 
perspective. 
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1. INTRODUCTION 

Retail Management is the process of promoting greater sales 
by the retailers and creating valuable customer satisfaction by 
gaining better understanding of the consumers’ goods and 
services produced by a company. It includes all the steps 
required to satisfy the buying needs of the customers and 
making shopping a pleasurable experience for them. Indian 
Retail Industry is one of the largest in the world and is 

estimated to be over USD 450 billion. It is in a high growth 
phase and is expected to grow continuously for the next two 
decades. In 1990’s retailing was done through either fixed 
locations like small kiryana stores or through door-to-door 
selling or by delivery at homes. This market is increasingly 
being taken over by large retail chains which are being re-
grouped at single locations called malls and are more defined 
and planned spaces for retail stores and brands. Retailing has 
now taken new forms and shapes which is because of new 
management techniques, marketing techniques and also due to 
ever changing and dynamic consumer psychology. In 2000s, 
retailing has taken a 360 degree shift and has become a 
platform of display of varieties of products using the 
supermarket, hypermarket, megamarket format of retailing. 
Due to rapid growth in retail sector, global retailers like Wal-
Mart, GAP, Tesco, J.C Penney and Carrefour are trying to 
establish themselves in the Indian market. 

These days retailing has turned its phase to online retailing 
which is done using internet for selling and purchasing of 
goods and services. On the one hand, main reason of shifting 
of the traditional retailers to the use of latest technology of 
going online is that they have seen internet as a low cost 
distribution channel to reach to the end customers. On the 
other hand, convenience and ease of purchasing are the main 
factors that have attracted customers to shop online. It is 
believed that online shopping now accounts for almost a fifth 
of all purchases in developed markets and this figure is 
growing at a rate of between 15% - 20% a year. The US is 
currently the largest e-retailing market in the world with 170 
million users spending on average $1,000 each a year. 
Forrester Research estimates that the US e-retail market could 
be in the region of $279 billion by 2015. Growth of E-tailing 
in US and Europe region: 

More and more number of virtual storefronts is being opened 
to cater to the customers’ needs and preferences. These virtual 
storefronts or E-Retailers are more focused about customers’ 
preferences and satisfaction and therefore are using various 
CRM (Customer Relationship Management) activities to 
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the society needs and preferences and serving it accordingly. 
The paper focus on some of these changes occurred in retail 
business due to internet penetration in retail industry and 
shows the increasing use of technology in gaining customers’ 
satisfaction and retention. 

REFERENCES 

[1] Aggarwal, V. (2008), The Era of Retail Revolution: 
Contribution to Economy in Research in Management and 
Technology. 

[2] Deep and Deep Publications Pvt. Ltd., pp: 429-442 
[3] Baye, M. R., Morgan, J. & Scholten, P (2003), “The Value of 

Information in an Online Consumer Electronics Market”. 
[4] Journal of Public Policy & Marketing, 22, pg.no:17-25. 
[5] Consumer Voice Survey 2014 
[6] Deepika Jhamb and Ravi Kiran (2012), Emerging Trends of 

Organized Retailing in India: A Shared Vision of Consumers 
and Retailers Perspective 

[7] Middle-East Journal of Scientific Research 11 (4): 481-490 
[8] E&Y (2011), Rebirth of e-Commerce in India 
[9] E-retailing - An Exciting Opportunity for the Logistics Sector 
[10] Transport Intelligence Goodman White Paper, May 2012 
[11] FICCI Report, (2012), The Indian Kaleidoscope: Emerging 

trends in retail 
[12] Guttman, Robert H., Moukas, Alexandros G. and Maes, Pattie 

(1998), “Agents as Mediators in Electronic Commerce”. 
[13] International Journal of Electronic Markets 8(2): pg.no:22–7. 
[14] Haubl, G. & Trifts V (2000), “Consumer Decision Making in 

Online Shopping Environments: The Effects of Interactive 
Decision Aids”. 

[15] Marketing Science, 19(1), pg.no:4-21 
[16] Kalyanam, K., and McIntyre, S (2002), “The E-Marketing Mix: 

A Contribution of the E-tailing Wars. 
[17] Journal of Academy of Marketing Science”, 30(4), pg.no:487-

499 
[18] Kim S.Y, Lim Y.J (2001), “Consumers' Perceived Importance of 

and Satisfaction with Internet Shopping”, 
[19] Electronic Markets, vol.11, no. 3, pg no:148-154 
[20] Michael Page (2013), India Retail sector report  
[21] Rabinovich, E (2004), “Internet Retailing Intermediation: A 

Multilevel Analysis of Inventory Liquidity and Fulfillment 
Guarantees” 

[22] Journal of Business Logistics, vol. 25, pg.no:139-170 
[23] Rao, Bharat (1999), “The Internet and the revolution in 

distribution: a cross-industry examination” 
[24] Technology in Society, 21(1), pg.no:287-306 
[25] Ratchford, Brian T., Xing Pan, Venkatesh Shankar (2003), On 

the Efficiency of Internet Markets for Consumer Goods, 
[26]  Journal of Public Policy and Marketing, 22 (1), 4-16 
[27] Rags Gopalan, Smitha Sarma Ranganathan (2014), India retail 

Trends in 2014 
[28] Tata Business Support Service, pp: 1-9 
[29] Reichheld, F. & P. Schefter (2000) E-loyalty 
[30] Harvard Business Review, 78(4): 105-113. 
[31] Varadarajan, P. R., and Yadav, M. S. (2002), “Marketing 

Strategy and the Internet: An Organizing Framework” 
[32] Journal of Academy of Marketing Science, 30(4), pg.no:296-312 

 


