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Abstract: The Indian retail sector in today’s scenario is 
very different from other countries. It is one of the 
sectors which is very new to our culture and has already 
seen a lot of happening for itself the development, Fast 
Growth Great potential, Innovations, Differentiating 
Formats, Wrong forecasting, Economic slowdown, Huge 
investments, The consumer keenness for the sector. The 
retail sector is divided into two parts 1) Organized \ 
Modern Retail 2) Unorganized \ Traditional retail. The 
traditional sector is the backbone of the retail industry 
which cater to approximately 94% of the share in the 
current scenario this sector is prevalent in the form of the 
mom and pop shops, convenience stores, departmental 
stores since ages where as the organized retail entry in 
the Indian market is relatively new and it has evolved 
itself since the 1980’s and the now the share is around 
6%. It consists of Super markets, departmental stores, 
Hyper Markets. These sectors have a great potential as 
per the overall industry is considered retail is considered 
amongst the fastest growing sector in India. It already 
has achieved so much in 7 years of time which took U.S 
30 years of time to do the same thing. Retail has the 
maximum potential and has the maximum retail outlets 
in the world. As per the progress is considered it has a 
great potential there is the full rural market which is 
ready to be explored with the right strategic mix. The 
biggest challenge in the modern retail is to generate 
footfalls and to have high revenues to cover high costs. 
From this theory itself while researching on modern 
retail the objective’s of this research were framed 

Introduction 

The relevance of sustainable practices has increased in 
the recent years as environmental problems are 
becoming more severe and consumers have begun to 
react sensitively towards eco-friendliness of products 
(Trudel and Cotte,2009; Laroche et al.,2001). Retailers 
act as intermediaries between producers and consumers 
and play a very vital role in supply chains. As consumers 
are becoming more conscious of the environment and 
are becoming aware of eco-friendly goods and practices, 
retailers need to meet this challenge by going „green‟ 
and offering eco-friendly and organic products in stores. 
It is imperative to mention that as part of social 
responsibility, it is absolutely essential that the retailers 

adopt green retail thereby contributing to the reduction 
of carbon footprint and also adopt eco-friendly practices 
for sustainable retail.  

Objectives of The Study 

The objective of the study is to analyse the eco-friendly 
practices in retail with relevance to supply chains and 
store management. Another major objective is to identify 
areas where „green‟ retail can be adopted to contribute 
for sustainability in retail. The paper discusses the 
relevance of sustainability in retail in the context of 
Indian economy.  

Sustainability 

“The basic idea of sustainability is quite straight forward: 
a sustainable system is one which survives or persists” 
Costanza and Patten (1995,p.193). According to United 
Nations Environment Programme Finance Initiative, 
“Sustainable development depends upon a posititve 
interaction between economic and social development 
and environmental protection, to balance the interests of 
this and future generations”. The most well-known 
definition of sustainability is that of the Brundtland 
Commission. Sustainable development is defined as “ a 
development that meets the needs of the present without 
compromising the ability of the future generations to 
meet their own needs” (WCED,187,p8).“In order for us 
to achieve societal sustainability we must use holistic, 
continuous and interrelated phenomena amongst 
economic, environmental and social aspects…. and that 
each of our decisions has implications for all of the 
aspects today and in the future” Lozano(2008,p8) . 
Transportation, storage, store management, energy 
management are important areas where retail managers 
can implement sustainability. According to the study 
conducted by UNICEF,”Save the children”, it has been 
predicted that approximately 175 million children will be 
affected by climate change-induced natural disasters 
every year over the next decade. Also, recent studies by 
Australian scientists have hinted at a possible 2 degree 
Celsius rise in global average temperature by the end of 
the 21st century. Are retailers contributing for the 
climate change? What efforts have been taken to combat 
this and what needs to be done is the real question that 
has been analysed. 
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Green Retailing In India 

In India only a fraction of the retail sector is organised 
and it might come as a surprise to engage with it at 
all.However ,the organised retail sector is present in the 
shopping malls ,where-with regional differences-it caters 
mostly to the upper middle class.Thus it is indeed ideally 
positioned to introduce the concept of sustainability into 
the every day life of people,who often times are 
entrepreneurs and or decision makers 
themselves.Making use of potential trickle -down 
effects-even small steps-could have the potential to drive 
sustainable development and demonstrate that change 
towards a more sustainable society is possible.Retailers 
are the gate-keepers , determining the choice of goods 
and services that consumers can select from and 
empowering them to shape society for the better.This 
thinking is the background behind our current 
SWITCH-Asia project entitled green retail India. 

The project focusses on the Food & Beverage sector 
working at a regional level.It is active with regional 
partners in the mega cities .These regions have shown 
the fastest growth of organised retail in India. 

Research Methodology 

There is large no. of Retail companies in the market it 
was done to find out the comparison between the 
organized and the unorganized what are the impacts that 
are visible over each other and what is the future that 
exists in the two it also has a element of consumers 
attached into it which provides an insight on there 
preference, to find the defining strategies used, the 
methodology used is interview and survey method.  

Data collection method: 

For this research study, primary data as well as 
secondary data was collected Primary Data has been 
collected through mall intercepts. For this purpose both 
questionnaire and one-on-oneinterview was considered 
with the consumers, Retailer’s of the Outlets. Secondary 
data has collected from magazines, newspaper, Records 
and websites. 

Sampling Technique 

For this survey Convenience Sampling is used through 
mall intercept technique. A sample of 200 people was 
selected around the area and interviewed according to 
the questionnaire. The survey tried to find out their 
preferences & tastes, their purchasing habit, what they 
prefer organized or unorganized retail, there spending 
pattern and what would they like to see in the future. 

Retailers are also interviewed to find out the strategies 
that the outlets are following whether they have been 
impacted by the modern retail or not to find out what are 
they doing to sustain their customer and what new 
changes they are bringing in to gain competitive 
advantage from other competitors 

Research Instrument 

Research instruments, for the purpose of primary data 
collection were Questionnaires. The Questionnaires were 
designed in two sets, one is for customers and another is 
for Retailer’s. The first set in the survey is to find out 
their preferences & tastes, their purchasing habit, what 
they prefer organized or unorganized retail, there 
spending pattern. What would they like to see in the 
future? Second set is all about knowing retailers and 
what they are trying to find out the strategies that the 
outlets are following whether they have been impacted 
by the modern retail or not to find out what are they 
doing to sustain their customer and what new changes 
they are bringing in to gain competitive advantage from 
other competitors  

Limitations Of Study 

The sample size may not adequately represent the 
national market The Rural market is not taken into 
consideration in this sample  

Data Analysis 

For the analysis of data collected through survey work, a 
series of steps were followed which are given in a 
chronological order Each questionnaire was punched 
into SPSS AND MSEXCEL sheet thus forming a data 
base (punching)  

Further the data was analyzed by using diagrams, graphs, 
charts etc.The graphic rating scale and ranking method 
was used to measure the response and attitude of the 
customer. Finally, an effort was made to extract 
meaningful information from analyzed data, which acted 
as a base for the recommendations. 

Pseudo Effect 

The Perception and the mindset of the type of the store 
in India is totally different from the International 
Standard’s. There are no standard Specification’s in 
India .A large general store in India could be a 
Departmental store where as according to the 
International Standards a departmental store is of more 
than 10000square feet having more than 5000 SKU’S , 
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whereas convenience store range from 2500- 5000 
square feet. From the findings it was evident to see that 
as we are moving from unorganized to the organized and 
the store size of these outlets is increasing there is a 
overall increase in the capacity and S.K.U’s (There is a 
direct relation between the store size and the SKU’S) 
and also as we are increasing with the size of the outlets 
there is a shift in the format and as we are increasing in 
the size, we are moving from Unorganized towards the 
Organized Sector (There is a inverse relation between 
the Size And the format). We also could see that the 
major impact of the sales has been on the organized 
rather than the unorganized and it is due to the to 
recession and economic slow down and due to the tough 
competition that they are facing the unorganized retail so 
as to generate and increase the footfalls of the 
outlet\store. We could analyze from the research that 
to nullify the impact of modern retail they are trying to 
follow strategy of providing the customer’s with a 
convenience via free home delivery at low prices .They 
also want to implement new technologies and there costs 
are already too low. Whereas, The strategies that are 
being followed by the organized retail to gain more 
footfalls is to attract the customer’s through a Display 
eye catchy offers and that too at a low price so that they 
could make the bulk purchases. They also offer the 
convenience of one stop shop with a well defined 
technology, but in doing so there costs are very high. 

Findings From The Customer Analysis 

A large number of the customer’s fall under the category 
of “well off”. Approximately 65%customers prefer to 
Organized retail over Unorganized. We were shock to 
know that the consumers were spending pattern has 
differed and is more in organized rather than 
unorganized and the reasons for this that were given 
were : 1. Bulk Purchasing 2. Impulse\Greedy Buying 3. 
Promotional Offers All these lead them to make more 
purchases then they intend to make. From the customer 
insight we got to know the customer spending pattern 
which indicates a high amount that is spent by 
individuals in the category of food, apparels and the 
general segment This also depicts where the retailer’s 
should focus upon and gives an insight of customer 
appeal and there liking or preference. The analysis also 
showed that the customer’s are saving more in the 
unorganized retail than the organized retail.  

Limitations 

This survey is being done at a really small scale and only 
in one small region The survey is being conducted on the 
customer’s and retailer’s of urban area so the true picture 

of the rural market cannot be taken into consideration, 
where the real scope and the Future on Indian Retailing 
Lies. 

Conclusion 

From the research we can conclude it by saying that in 
India there are no specifications or any prescribed 
standard of calling a retail outlet organized or 
unorganized in India. 

The mom and pop shops also call there large stores as 
the departmental stores but in reality they are not, the 
interesting find was that there is direct relationship 
between the Size of the outlet and the SKU’S, and we 
found out that the larger the size the more number of 
SKU’S in that store and there is an inverse relationship 
in regards to the size of the outlet and the retail format, 
as we start increasing the size of the outlet there is shift 
in the format from the unorganized to the organized.  

The past researches tell us that the organized has 
impacted the unorganized but when our survey was done 
it was found out that organized retail is the one in 
today’s scenario which is facing a lot of competition 
because of the high costs in this recessionary period and 
an economic slow down face and from the unorganized 
retail as there biggest challenge lies in building in the 
footfall of the stores .and generate larger share of 
revenue’s.  

The income patterns of the customers are improving and 
increasing which in turn has made a shift in the buying 
behavior the customer preference now is moving more 
towards the organized where they actually tend to 
spendmore and the consumption patterns has also 
increased but now that they could afford to spend more. 

But at the same time it should not be forgotten that the 
unorganized sector is no where to go because it has a 
linkage with its customers in India since the very 
beginning. Our lifestyle does not permit us not to have a 
Kirana store near our house due to the utmost ease, 
convenience. 

The growth lies in items and there is a huge growth 
which could be forecasted in various categories where 
the customers spend the most and the 1st one is food 
according to a report in 2008 which stated that the 
middle class Indians are the ones who consumed the 
maximum amount of food in the world, this stated fact 
clearly proves the point that the overall preference is 
food and apparels.  
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There is a huge potential and growth opportunities that 
lie for the organized sector, but it would not lead a major 
impact on the unorganized because the mindset of the 
Indian consumer is such that we can’t think our life’s 
without having a kirana store near our vicinity. It was 
quiet shocking to know that the customers actually save 
more in the unorganized retail rather than organized 
retail because they tend to spend more due to Bulk 
Purchasing, Impulse\Greedy Buying and Promotional 
Offers.  

This leads to higher spending done by the customers. 
The customers want to see more outlets being opened 
therefore it clearly states the amount of growth that is 
prevailing out there. The fact to the whole scenario is 
that when asked whether in case of a franchisee of 
organized being offered to the unorganized retailers 
would they be interested in it and that responded by 
saying no to it because they do not have time they are 
having large revenue earnings from their business. 
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