CHAPTER 1
INTRODUCTION
Retailing in simple terms refers to sale of goods and services to the end users. The term retailing comes from the French term retailer which means breaking of bulks. Retailing can also be referred to as selling small quantities of goods and services to large number of customers instead of small number of customers ordering bulk quantities of products. Retailing generally occurs in busy streets, roadside, shopping malls or shopping streets. Mail order and online shopping are also other forms of retailing. It is the first hand transaction with the end users. The Indian retail industry is growing at a faster phase. The competitions are higher. Retail sector consist of both organized and unorganized retailers. Organized retailers refer to the big retailers and chain stores who sell defined products to customers. A major share of Indian retail industry lies with the unorganized retailers. It refers to those retailers who run their own small and medium level shops in their locality to earn a livelihood. They may lack knowledge or proper training in the field. Due to heavy competition and many other factors these small unorganized retailers find it difficult to prosper in their business. The study tries to analyses the problems faced by small town retailers in India and the possible solutions that can be adopted to support these retailers to gain their share of profit.
In this study an attempt has been made to highlight the impact of the increasing trend of online shopping over the various fixed shop retailers. Retailers comprise of a large section of the population and a larger population is dependent upon these retailers. But the advent of e-stores with their attractive incentives and wide varieties has slapped on their face the fear of uncertainty and helplessness. This study looks into the various aspects about how retail businesses are being affected and also the various recovery mechanisms they are coming up with to counter those e-stores in their race of survival. And it also tries to find out the basic motives for customer preference towards online buying and to explore the product sectors in which online trading dominate the conventional system. Although the periodicity of the study is less yet an effective attempt has been made to enlighten the scenario along with concrete suggestions.
1.2 SIGNIFICANCE OF THE STUDY
This study is very much relevant to present times as this will make awareness about the impact of e-stores upon retail stores. The sudden surge in online shopping and customers have adjusted to it to a greater extent which it a real cause of concern for the thousands of retailers who have a small shop offering a small variety of products which are their source of livelihood. 
1.3 STATEMENT OF THE PROBLEM 
“A study on challenges of small retailers in the wake of emerging online retail trading with special reference to Kannur Corporation” This study wants to unravel the real scenario and also look into the threat that looms over the various small scale retailers. It’s time the retailers start thinking deep into this aspect and come up with better and advanced strategies.
1.4 OBJECTIVES OF THE STUDY
· To study the business issues faced by the Retailers from the online trading system
· To analyze the methodology adopted by the retailers to attract the customers
· To Identify Challenges Faced by Small-Scale Retailers in the Online Marketplace
1.5 SCOPE OF THE STUDY
The study focuses on challenges faced by the small retailers in the wake of emerging online retail trading. And it also tries to find out the basic motives for customer preference towards online buying and to explore the product sectors in which online trading dominate the conventional system. The scope of the study is confined to Kannur Corporation. Questionnaires were prepared for collecting information from retailers. The study was conducted with the help of 100 retailers in Kannur Corporation.
1.6 RESEARCH METHODOLOGY
This study is exploratory in nature. It intends to explore the challenges faced by the small retailers in the wake of emerging online retail trading. And it also tries to find out the basic motives for customer preference towards online buying and to explore the product sectors in which online trading dominate the conventional system. The data for the study was gathered from primary and secondary sources.
1.6.1 SOURCE OF DATA
PRIMARY DATA: 
The primary data was collected by using a structured questionnaire. For collecting information two types of questionnaires were prepared and one is for collecting information from retailers and the other one is for collecting information from online customers. The study was conducted with the help of 100 retailers in Kannur Corporation.
SECONDARY DATA:
Secondary data were also used for smooth conduct of the study. It is collected through internet, magazines, books and newspapers.
1.6.2 SAMPLING METHOD
Convenient sampling method is used for this study.
1.6.3 TOOLS USED FOR DATA COLLECTION
Questionnaire method is used for collecting data.
1.6.4. TOOLS USED FOR DATA ANALYSIS
Percentage method is used for analyzing the data.
1.7 LIMITATIONS OF THE STUDY
· The study was limited to Kannur Corporation only. Hence findings may be differing from other parts of the country.
· Due to time constraint, the sample size was restricted to 100 retailers which were too small to represent the population of the Kannur Corporation.
· Some of the respondents might have been biased in their responses as such analysis could vary to some extent.
1.8  CHAPTER SCHEME
· Chapter 1- Introduction deals with the significance of the study, objective, scope of the study, research methodology and limitation of the study. 
· Chapter 2- Theoretical Frame Work gives an over view about online and off line retail industries.
· Chapter 3 Data Analysis and Interpretation deals with the analysis and interpretation of collected data. 
· Chapter 4 – Findings, Suggestions and Conclusions.
















CHAPTER 2
REVIEW OF LITERATURE
Vasudev (2007) analysed the developments in the capital markets and corporate governance in India since the early 1990s when the government of India adopted the economic liberalization programme. The legislative changes significantly altered the theme of Indian Companies Act 1956, which is based on the Companies Act 1948 (UK). The amendments, such as the permission for nonvoting shares and buybacks, carried the statute away from the earlier “business model” and towards the 'financial model' of the Delaware variety. Simultaneously, the government established the Securities Exchange Board of India (SEBI), patterned on the Securities and Exchange Commission of US. Through a number of other policy measures, the government steered greater investments in the stock market and promoted the stock market as a central institution in the society. The article points out that the reform effort was inspired, at least in part, by the government’s reliance on foreign portfolio inflows into the Indian stock market to fund the country’s trade and current account deficits.
Johnson (2008) has stated that Product quality is probably under-valued by firms because there is little consensus about appropriate measures and methods to research quality. The authors suggest that published ratings of a product's quality are a valid source of quality information with important strategic and financial impact. The authors test this thesis by an event analysis of abnormal returns to stock prices of firms whose new products are evaluated in the Wall Street Journal. Quality has a strong immediate effect on abnormal returns, which is substantially higher than that for other marketing events assessed in prior studies. In dollar terms, these returns translate into an average gain of $500 million for firms that got good reviews and an average loss of $200 million for firms that got bad reviews. Moreover, there are some important asymmetries.
Patnaik and shah (2008) has analysed on the preferences of foreign and domestic institutional investors in Indian stock markets. Foreign and domestic institutional investors both prefer larger, widely dispersed firms and do not chase returns. However, we and evidence of strong differences in the behavior of foreign and domestic institutional investors.
Bhatnagar (2009) has analysed of Corporate Governance and external finance in transition economies like India. The problem in the Indian corporate sector is that of disciplining the dominant shareholder and protecting the minority shareholders. Clearly, the problem of corporate governance abuses by the dominant shareholder can be solved only by forces outside the company itself particularly that of multilateral financial institutions in the economic development. India has relied heavily on external finance as their domestic saving rates have been much lower than their investment rates. The less promising prospects for the global supply of external finance the need for an increase in the multilateral financial institutions. India being a transition economy is changing from a centrally planned economy to a free market. It is undergoing economic liberalization, macroeconomic stabilization where immediate high inflation is brought under control, and restructuring and privatization in order to create a financial sector and move from public to private ownership of resources. These changes often may lead to increased inequality of incomes and wealth, dramatic inflation and a fall of GDP.
Hsin (2000) and Rowley (2000) stated that Electronic retailing over the Internet or online shopping first started in 1994 and it is considered as one form of direct consumer marketing of non-store retailing using online channels. This new concept of retailing has captured the interest of many retailers and merchants because of the general recognition that online shopping will establish itself as an alternative channel alongside traditional offline retail channels such as physical retail stores (Rowley, 2000).
According to a study by Professor Rajiv Lal and Assistant Professor Miklos Sarvary of Stanford Business School in Palo Alto, California, US, and (Legard, 1998) products that are being marketed through the Internet can be classified into two groups.
The first group of products are items that consumers do not need to see in person before purchasing. These products, which include everything from computers to compact discs to canned goods, can be evaluated using just text, pictures and other digitally communicable information. This group of products is ideally suited to online shopping whereby the Internet could serve significant transaction and communication functions.






























CHAPTER 3
PROFILE OF THE STUDY
The word 'Retail' is derived from a French word with the prefix “re” and the verb “tailer” meaning "to cut again". Evidently, retail trade is one that cuts off smaller portions from large lumps of goods. It is a process through which goods are transported to final consumers. In other words, retailing consists of the activities involved in selling directly to the ultimate consumer for personal, non-business use. It embraces the direct-to-customer sales activities of the producer, whether through his own stores by house-to-house canvassing or by mail-order business. 
Manufacturers engage in retailing when they make direct-to-consumer sales of their products through their own stores (as Bata and Carona shoe companies, D.C.M. Stores, Mafatlals and Bombay Dyeing) by door-to-door canvass or mail order or even on telephone. Even a wholesaler engages in retailing when sells directly to an ultimate consumer, although his main business may still be wholesaling. 
A retailer is a merchant or occasionally an agent or a business enterprise, whose main business is selling directly to ultimate consumers for non-business use. He performs many marketing activities such as buying, selling, grading, risk-trading, and developing information about customer’s wants. A retailer may sell infrequently to industrial users, but these are wholesale transactions, not retail sales. If over one half of the amount of volume of business comes from sales to ultimate consumers, i.e. sales at retail, he is classified as a retailer. 
PLACE OF RETAILING IN A DISTRIBUTION CHANNEL
When you buy a product, you rarely buy it directly from the manufacturer. Most products of the goods and service do not sell their products directly to end or final users. Between you (the final user) and the manufacturers are a number of intermediaries. These 4 intermediaries constitute a distribution channel or marketing channel. Some of the most common marketing channels are:
			Manufacturer
Wholesalers
Retailers	
End users	



Figure 3.1 Market distribution channel
IMPORTANCE OF RETAILING 
The retailer is an intermediary in the marketing channel because he is both marketer and customer, who sells to the last man to consume. He is a specialist who maintains contact with the consumer and the producer; and is an important connecting link in a complex mechanism of marketing. Though producers may sell directly to consumers, such method of distributing goods to ultimate users is inconvenient, expensive and time consuming as compared to the job performed by a specialist in the line. Therefore, frequently the manufacturers depend on the retailers to sell their products to the ultimate consumers. The retailer, who is able to provide appropriate amenities without an excessive advance in prices of goods is rewarded by larger or more loyal patronage.
Retails goods are traditionally divided into durable goods, such as furniture, cars, and large appliances, which are expected to last at least five years and non-durable goods, which include food, clothing, and other categories far too numerous to mention but which eventually form the bulk of the stuff you see on make shift tables at garage sales. Retail industry provides immense opportunities to entrepreneurs and workforce as sales people and clerks, the industry has also opportunities for people interested in determining what goods will be sold, getting these goods to the right place at the right time, and managing the operations, finance, and administration of retail companies. Retailing is the dynamic industry-constantly changing due to shift in the needs of the consumers and the growth of technology. Retail formats and companies that were unknown three decades ago are now major forces in the economy. Therefore, the challenges for retail manager the world over are increasing-they must take decision raging from setting the price of a bag of rice to setting up multimillion dollar stores in malls. Selecting target markets, determining what merchandise and services to offer, negotiating with suppliers, training sales people - these are just a few of the many functions that retail manager has to perform on a perpetual basis.
CHARACTERISTICS OF RETAILING
Retailing can be distinguished in various ways from other businesses such as manufacturing. Retailing differs from manufacturing in the following ways:
· There is direct end-user interaction in retailing.
· It is the only point in the value chain to provide a platform for promotions.
· Sales of the retail level are generally in smaller unit sizes
· Location is a critical factor in retail business.
· In most retail businesses, services are as important as core products
· There are a large number of retail units compared to other members of the value chain. This occurs primarily to meet their requirements of geographical coverage and population density.
ACTIVITIES PERFORMED BY RETAILERS
Retailers undertake various business activities and perform functions that add value to the offerings they make to their target segments. Retailers provide convenient location, stock, and appropriate mix of merchandise in suitable packages in accordance with the needs and wants of customers. The four major activities carried out by retailers are: arranging assortment, breaking bulk, holding stock and providing services.
ECONOMIC JUSTIFICATION FOR RETAILING 
All middlemen basically serve as purchasing agents for their customers and as sales specialists for their suppliers. To carry out those roles, retailers perform many activities, including anticipating customer's wants, developing assortments of products, acquiring market information and financing. 
It is relatively easy to become a retailer. No large investment in production equipment is required, merchandise can often be purchased on credit and store space can be leased with no 'down payment' or a simple website can be set up at relatively little cost. Considering these factors, perhaps it's not surprising that there are just over a 6 million retail outlets operating across the Indian cities from north to south and from east to west. This large number of outlets, many of which are trying to serve and satisfy the same market segments, results in fierce competition and better values for shoppers. 
To enter retailing is easy; to fail is even easier! To survive in retailing, a firm must do a satisfactory job in its primary role - catering to consumers. Rama Subramaniam the former head - retail segment Spensors described a successful retailer as a "merchant who sells goods that won't come back to customers who will". Ofcourse, a retail firm also must fulfill its other role - serving producers and wholesalers. This dual role is both the justification for retailing and the key to success in retailing. 

SERVICES PROVIDED BY RETAILERS
GENERAL SERVICES 
The general services which a retailer provides are: 
1. The retailer anticipates the wants of the consumers and then supplies them the right kind of goods at reasonable price. His job is to make the consumers buying as easy and convenient as possible i.e. he acts as a consumers' agent. 
2. He performs the service of bulk-breaking i.e. dividing large quantities into small units, such as individual cans, bottles, boxes, wrappers, packages, appropriate for consumer use. 
3. He offers a large assortment of merchandise, of suitable size, colour, design, style and seasonal items-ranging from domestic utensils, household requisites to specialty goods. 
4. He creates time and place utility by storing the products in off season and by transporting these goods to the places where they can be readily available as and when needed by the consumer. 
5. He also assumes risks by guaranteeing the goods he sells to the consumer. 
6. He also offers free delivery of goods, credit on open accounts, free alteration, liberal exchange facilities, instructions in the use of goods, revolving credit plans, and long term installment programmes. 
7. He adds to the convenience and ease of consumer purchasing by offering convenient shopping locations, market information and other services such as free parking privileges, lessons on product use and a multitude of other facilities may be offered and found sufficiently desired to result in increased patronage. 
8. He helps the producers in distributing their products by using advertisement display and personal selling. 
9. The level of retail sales is one of the most useful barometers of the nation’s economic health. For example when sales of cycles pick-up, sales of steel and components also increase, as does employment and thus increasing purchasing power. But when sales go down, manufacturers cut back production, unemployment increases and retail sales also goes down.


FACILITATING SERVICES: 
In order to carry out functions involving transfer of ownership and physical supply effectively retailers perform a number of facilitating functions i.e. functions relating to standardization and grading, financing, risk-taking and market information. 
A retailer of fresh fruits and vegetables has to standardize and grade these to make these acceptable to customers. They establish standards, inspect goods they receive, and sort them in various classifications. 
CHALLENGES IN RETAIL BUSINESS
To become a truly flourishing industry, retailing needs to cross the following hurdles:
· Automatic approval is not allowed for foreign investment in retail
· Regulations restricting real estate purchases, and cumbersome local laws.
· Taxation which favours small retail businesses.
· Lack of trained work force.
· Absence of developed supply chain and integrated IT management.
· Low skill level for retailing management.
· Intrinsic complexity of retailing - rapid price changes, constant threat of product obsolescence and low margins.
ONLINE SHOPPING
Online shopping is the process where by consumers directly buy goods or services from a seller in real-time, without an intermediary service, over the Internet. It is a form of electronic commerce. The sale or purchase transaction is completed electronically and interactively in real-time such as inAmazon.com for new books. However in some cases, an intermediary may be present in a sale or purchase transaction such as the transactions on eBay.com. An online shop, e-shop, e-store, internet shop, web shop, web store, online store, or virtual store evokes the physical analogy of buying products or services at bricks-and-mortar retailer or in a shopping Centre. The process is called Business-to-Consumer (B2C) online shopping. This is the type of electronic commerce conducted by companies such as Amazon.com. When a business buys from another business it is called Business-to-Business (B2B) online shopping. A large percentage of electronic commerce is conducted entirely in electronic form for virtual items such as access to premium content on a website, but mostly electronic commerce involves the transportation of physical items in some way. Online retailers are sometimes known as e-tailors and online retail is sometimes known as e-tail.
BENEFITS OF ONLINE TRADING
· It is convenient
· It is cheaper
· You can monitor your investments anytime
· It almost eliminates the middleman
· Investor has greater control
· Faster Transactions
· Better understanding of one’s money
CHARACTERISTICS OF ONLINE MARKETS
Online markets are dynamic. Online markets are part of the information and communications technology-intensive service sector which has exhibited an acceleration of labour productivity growth in many countries. A qualitative indication of the dynamic character of online markets is given by evidence of the range of experimentation in terms of business models, the rate of growth of successful platforms and the level of ongoing innovation and disruptive change in areas such as growth of mobile internet and devices and of the social web. The dynamic character of online markets may result in greater risk of failure for some start-ups but spectacular success for others. Normal returns for the market as a whole may therefore correspond to ex post returns that are high for successful firms.
Online markets are also very much information intensive. The very nature of many transactions places rich sources of information about consumers (and perhaps also other market participants) in conveniently digitalized form, at the disposal of companies providing services such as search, payment and social network services. Collection of information about customers is not unique to online markets, but the scale under which it has become possible is unprecedented. The industry is undoubtedly very much alive to the value of information and is in process of implementing strategies to acquire it and use it profitably. We believe the formulation of strategies for profiting from the information explosion is very much in its infancy and, therefore, this is one major respect in which the market is “dynamic”. As the quantity and quality of information companies have about their customers and about the customers of their competitor’s increases, there arises scope for provision of valuable new services but also for the exercise of market power. As purchase recommendations become well-tailored to customers they become less like junk-mail and more like a personal shopping service. On the other hand, firms might be also able to use information to better price discriminate and extract surplus from customers, or to pre-empt putative rivals from entering a market. However, better informed consumers may also be more discriminating in their decisions, for example, in terms of price or quality.
Major platforms such as Amazon, PayPal, eBay, support and enforce a system of buyer and seller reputations which facilitates many valuable trades which otherwise could only take place in face-to-face markets. Hence, here is a vehicle for consumers and SMEs to benefit from the control of information by major platforms. However, there is also a possibility that an intermediary certifies parties to a transaction and extracts a large share of surplus whilst only minimally improving information flows in the market15. Information will both create opportunities for adding value for customers and opportunities to extract value whilst adding little value if competition is limited.
A general implication of the highly dynamic nature of online markets is that the body of economics literature developed within a paradigm of static market analysis may fail to account for some of the observed characteristics of online markets and may be a poor guide to judging the efficiency of observed behaviour. For example, innovation can make defining relevant product markets difficult because business executives and government officials alike may not yet know what the future products will be.
PROBLEMS IN INTERNET SHOPPING
Given the lack of ability to inspect merchandise before purchase, consumer’s area higher risk of fraud on the part of the merchant than in a physical store. Merchants also risk fraudulent purchases using stolen credit cards or fraudulent repudiation of the online purchase. With a warehouse instead of a retail storefront, merchants face less risk from physical theft. Secure Sockets Layer (SSL) encryption has generally solved the problem of credit card numbers being intercepted in transit between the consumer and the merchant. Identity theft is still a concern for consumers when hackers break into a merchant's web site and steal names, addresses and credit card numbers. A number of high-profile break-ins in the 2000s has prompted some U.S. states to require disclosure to consumers when this happens. Computer security has thus become a major concern for merchants and e-commerce service providers, who deploy countermeasures such as firewalls and anti-virus software to protect their networks. Phishing is another danger, where consumers are fooled into thinking they are dealing with a reputable retailer, when they have actually been manipulated into feeding private information to a system operated by a malicious party. Denial of service attacks are a minor risk for merchants, as are server and network outages.
Quality seals can be placed on the Shop web page if it has undergone an independent assessment and meets all requirements of the company issuing the seal. The purpose of these seals is to increase the confidence of the online shoppers; the existence of many different seals, or seals unfamiliar to consumers, may foil this effort to a certain extent. A number of resources offer advice on how consumers can protect themselves when using online retailer services. Although the benefits of online shopping are considerable, when the process goes poorly it can create a thorny situation. A few problems that shoppers potentially face include identity theft, faulty products, and the accumulation of spyware. Whenever you purchase a product, you are going to be required to put in your credit card information and billing/shipping address. If the website is not secure a customer ‘s information can be accessible to anyone who knows how to obtain it. Most large online corporations are inventing new ways to make fraud more difficult, however, the criminals are constantly responding to these developments with new ways to manipulate the system. Even though these efforts are making it easier to protect yourself online, it is a constant fight to maintain the lead. It is advisable to be aware of the most current technology and scams out there to fully protect yourself and your finances. One of the hardest areas to deal with in online shopping is the delivery of the products. Most companies offer shipping insurance in case the product is lost or damaged; however, if the buyer opts not to purchase insurance on their products, they are generally out of luck. Some shipping companies will offer refunds or compensation for the damage, but it is up to their discretion if this will happen. It is important to realize that once the product leaves the hands of the seller, they have no responsibility (provided the product is what the buyer ordered and is in the specified condition). The lack of full disclosure with regards to the total cost of purchase is one of the concerns of online shopping. While it may be easy to compare the base price of an item online, it may not be easy to see the total cost up front as additional fees such as shipping are often not being visible until the final step in the checkout process. The problem is especially evident with cross-border purchases, where the cost indicated at the final checkout screen may not include additional fees that must be paid upon delivery such as duties and brokerage. Some services such as the Canadian based Wishabi attempts to include estimates of this additional cost, but nevertheless, the lack of general full cost disclosure remains concern. Privacy of personal information is a significant issue for some consumers.
Different legal jurisdictions have different laws concerning consumer privacy, and different levels of enforcement. Many consumers wish to avoid spam and telemarketing which could result from supplying contact information to an online merchant. In response, many merchants promise not to use consumer information for these purposes, or provide a mechanism to opt-out of such contacts. Many websites keep track of consumers shopping habits in order to suggest teams and other websites to view. Brick-and-mortar stores also collect consumer information. Some ask for address and phone number at checkout, though consumers may refuse to provide it. Many larger stores use the address information encoded on consumers' credit cards (often without their knowledge) to add them to a catalog mailing list. This information is obviously not accessible to the merchant when paying in cash.


CHAPTER 4
DATA ANALYSIS AND INTERPRETATION
TABLE NO 4.1
		AGE OF RESPONDENTS
	Particulars
	No. of respondents
	Percentage

	Under 18 years
	16
	16

	18-25 years
	36
	36

	25-40 years
	32
	32

	40 & Above 
	12
	12

	Others
	4
	4

	Total
	100
	100


Source: Primary data
FIGURE NO 4.1
AGE OF RESPONDENTS


Table 4.1 indicates that 36% of the respondents are in the age group of 18-25 years, 32% of the respondents are in the age group of 25-40 years, 16% of the respondents are in the age group of 18-25 years, 12% of the respondents are from the age group of 40 years & above and 4% of the respondents belonging to other category. 
TABLE NO 4.2
GENDER OF RESPONDENTS
	Particulars
	No. of respondents
	Percentage

	Male
	52
	52

	Female
	40
	40

	Others 
	8
	8

	Total
	100
	100


Source: Primary data
FIGURE NO 4.2
GENDER OF RESPONDENTS



Table 4.2 indicates that 52% of the respondents are male and 40% of the respondents are female. 8% of them belonging to other gender category. 
TABLE NO 4.3
EDUCATION QUALIFICATION
	Particulars
	No. of respondents
	Percentage

	No formal education
	4
	4

	School education
	32
	32

	Degree
	12
	12

	Degree & above
	36
	36

	Other
	16
	16

	Total
	100
	100


Source: Primary data
FIGURE NO 4.3
EDUCATION QUALIFICATION


Table 4.3 indicates that 36% of the respondents have degree & above qualification. 32% of the respondents have school education, 16% of them have other qualification, 12% of them have other qualification and 4% of the respondents haven’t any formal education. 

TABLE NO 4.4
TYPE OF BUSINESS 
	Particulars
	No. of respondents
	Percentage

	Textiles 
	16
	16

	Supermarkets 
	32
	32

	Electronic gadgets 
	36
	36

	Restaurants 
	16
	16

	Total
	100
	100


Source: Primary data
FIGURE NO 4.4
TYPE OF BUSINESS 


Table 4.4 indicates that 36% of respondents are engaged in electronic gadgets business. 32% of them are engaged in super markets. 16% each engaged in textiles and restaurants. 



TABLE NO 4.5
DECREASE IN AVERAGE TURNOVER 
	Particulars
	No. of respondents
	Percentage

	Yes 
	72
	72

	No
	28
	28

	Total
	100
	100


Source: Primary data
FIGURE NO 4.5
DECREASE IN AVERAGE TURNOVER 

Table 4.5 indicates that 72% of respondents said that there has been decrease in average turnover in the past years. 28% of them disagreed with it.



TABLE NO 4.6
DECREASE IN THE PROFIT MARGIN
	Particulars
	No. of respondents
	Percentage

	Yes
	80
	80

	No
	20
	20

	Total
	100
	100


 Source: Primary data
FIGURE NO 4.6
DECREASE IN THE PROFIT MARGIN


Table 4.6 indicates that 80% of respondents agreed that there is decrease in the profit margin. 20% disagreed with it.
 


TABLE NO 4.7
INCREASE IN DISCOUNT RATES 
	Particulars
	No. of respondents
	Percentage

	Yes
	96
	96

	No
	4
	4

	Total
	100
	100


 Source: Primary data
FIGURE NO 4.7
INCREASE IN DISCOUNT RATES 


Table no.4.7 shows that 96% of the respondents agreed that they made increase in discount rates offered to customers in recent times. 4% disagreed. 



TABLE NO 4.8
STOCK VARIETY
	Particulars
	No. of respondents
	Percentage

	Yes
	100
	100

	No
	0
	0

	Total
	100
	100


 Source: Primary data
FIGURE NO 4.8
STOCK VARIETY


Table 4.8 shows that nowadays the entire respondents keep more variety of stock at their store. 



TABLE NO 4.9
ADVERTISEMENT OF ENTERPRISE 
	Particulars
	No. of respondents
	Percentage

	Yes 
	64
	64

	No 
	36
	36

	Total
	100
	100


 Source: Primary data
FIGURE NO 4.9
ADVERTISEMENT OF ENTERPRISE 


Table no.4.9 shows that 64% of the respondents advertise their enterprise recently. 36% of the respondents don’t advertise their recently. 


TABLE NO 4.10
INCREASE IN WINDOW SHOPPING 
	Particulars
	No. of respondents
	Percentage

	Agree 
	40
	40

	Disagree 
	8
	8

	Strongly agree 
	48
	48

	Strongly disagree 
	4
	4

	Total
	100
	100


Source: Primary data
FIGURE NO 4.10
INCREASE IN WINDOW SHOPPING 


Table no.4.10 shows that 48% of the respondents strongly agree that there is an increase in window shopping in recent times. 40% of the respondents agreed, 8% disagreed and 4% of the respondents strongly disagreed.  

TABLE NO 4.11
DECREASE IN REGULAR CUSTOMERS 
	Particulars
	No. of respondents
	Percentage

	Always 
	16
	16

	Often 
	72
	72

	Rarely 
	4
	4

	Sometimes 
	8
	8

	Total
	100
	100


Source: Primary data
FIGURE NO 4.11
DECREASE IN REGULAR CUSTOMERS 


Table 4.11 indicates that 72% of the respondents said that often online trading may cause to decrease in number of regular customers in retail sectors.  16% said always, 8% said somewhat and 4% said rarely. 

TABLE NO 4.12
CONSUMER PREFERENCES
	Particulars
	No. of respondents
	Percentage

	Yes
	80
	80

	No
	20
	20

	Total
	100
	100


 Source: Primary data

FIGURE NO 4.12
CONSUMER PREFERENCES


Table 4.12 indicates that 80% of respondents think that the emergence of online trading has changed the consumer preference in retail trading. 20% disagreed. 



TABLE NO 4.13
CHALLENGES FACING FROM THE MARKETS
	Particulars
	No. of respondents
	Percentage

	High competition
	40
	40

	High price 
	36
	36

	Non availability of products
	12
	12

	All of the above
	12
	12

	Total
	100
	100


Source: Primary data
FIGURE NO 4.13
CHALLENGES FACING FROM THE MARKETS


Table no.4.13 shows that 40% of the respondents face high competition. 36% of them face high price from the markets. 12% each face non availability of products and all of the above challenges from the markets. 

TABLE NO 4.14
FORCED TO REDUCE THE PRICE 
	Particulars
	No. of respondents
	Percentage

	Yes
	44
	44

	No
	56
	56

	Total
	100
	100


Source: Primary data
FIGURE NO 4.14
FORCED TO REDUCE THE PRICE 


Table 4.14 indicates that 56% of respondents don’t force to reduce the price of the product. 44% of the respondents forced to reduce the price of the product. 


TABLE NO 4.15
CONSUMER PREFER WINDOW SHOPPING 
	Particulars
	No. of respondents
	Percentage

	Agree
	100
	100

	Disagree 
	0
	0

	Total
	100
	100


Source: Primary data
FIGURE NO 4.15
CONSUMER PREFER WINDOW SHOPPING 



Table no.4.15 shows that the entire respondents agree that consumer prefer window shopping rather than purchasing the product. 

TABLE NO 4.16
CONDUCTING PRODUCT EXHIBITIONS 
	Particulars
	No. of respondents
	Percentage

	Always 
	60
	60

	Sometimes 
	40
	40

	Rarely 
	0
	0

	Never 
	0
	0

	Total
	100
	100


Source: Primary data
FIGURE NO 4.16
CONDUCTING PRODUCT EXHIBITIONS 


Table no.4.16 shows that 60% of the respondents always conduct product exhibition to attract customers and 40% sometimes conduct product exhibition. 


TABLE NO 4.17
ADVANTAGE OF OFFLINE PURCHASE 
	Particulars
	No. of respondents
	Percentage

	Check before buying
	48
	48

	Guarantee
	40
	40

	Proximity to retailer
	12
	12

	All of the above
	0
	0

	Total
	100
	100


Source: Primary data
FIGURE NO 4.17
ADVANTAGE OF OFFLINE PURCHASE 

Table 4.17 shows that 48% of respondents said that in offline purchase we can check before buying something. 40% of them said that it has guarantee, 12% of the respondents said that offline shopping have proximity to retiles. 

TABLE NO 4.18
FACTORS INFLUENCING ONLINE SHOPPING
	Particulars
	No. of respondents
	Percentage

	Cash on delivery 
	8
	8

	Variety of products
	56
	56

	Price discounts 
	12
	12

	Price comparison 
	24
	24

	Total
	100
	100


Source: Primary data
FIGURE NO 4.18
FACTORS INFLUENCING ONLINE SHOPPING 


Table 4.18 indicates that 56% of respondents choose online shopping because there is a lot of variety of products. 24% of the respondents said that price comparison, 12% said price discount and 8% said that cash on delivery affected them to buy through online. 

TABLE NO 4.19
CUSTOMER ASK FOR DISCOUNT 
	Particulars
	No. of respondents
	Percentage

	Yes
	100
	100

	No
	0
	0

	Total
	100
	100


 Source: Primary data
FIGURE NO 4.19
CUSTOMER ASK FOR DISCOUNT 


Table 4.19 indicates that the entire respondents agreed that the customer ask for discount before making purchase. 


TABLE NO 4.20
AFTER-SALE SERVICES FOR CUSTOMERS
	Particulars
	No. of respondents
	Percentage

	Yes 
	84
	84

	No
	16
	16

	Total
	100
	100


Source: Primary data
FIGURE NO 4.20
AFTER-SALE SERVICES FOR CUSTOMERS


Table no.4.20 shows that 84% of the respondents provide after sale services of personalized nature to their customers. 16% doesn’t provide after sale services. 



TABLE NO 4.21
INITIATING HOME DELIVERY SERVICES 
	Particulars
	No. of respondents
	Percentage

	Yes
	100
	100

	No
	0
	0

	Total
	100
	100


Source: Primary data
FIGURE NO 4.21
INITIATING HOME DELIVERY SERVICES 


Table 4.21 indicates that the entire respondents agreed that they started to provide home delivery services to their customers. 


TABLE NO 4.22
FUTURE PLANS TO STAY COMPETITIVE
	Particulars
	No. of respondents
	Percentage

	Create own online business
	60
	60

	Associate with any online shopping
	20
	20

	Sell goods at online prices
	16
	16

	Shutting down on online purchases
	4
	4

	Total
	100
	100


Source: Primary data
FIGURE NO 4.22
FUTURE PLANS TO STAY COMPETITIVE


Table no.4.22 shows that 60% of the respondents want to create their own online business. 20% want to associate with any online shopping, 16% sell goods at online prices and 4% of the respondents shutting down on online purchases. 



CHAPTER 5
FINDINGS, SUGGESTIONS AND CONCLUSION
5.1 FINDINGS 
· 36% of the respondents are in the age group of 18-25 years
· 52% of the respondents are male
· 36% of the respondents have degree & above qualification.
· 36% of respondents are engaged in electronic gadgets business.
· 72% of respondents said that there has been decrease in average turnover in the past years.
· 80% of respondents agreed that there is decrease in the profit margin.
· 96% of the respondents agreed that they made increase in discount rates offered to customers in recent times.
· The entire respondents keep more variety of stock at their store. 
· 64% of the respondents advertise their enterprise recently.
· 48% of the respondents strongly agree that there is an increase in window shopping in recent times.
· 72% of the respondents said that often online trading may cause to decrease in number of regular customers in retail sectors.
· 80% of respondents think that the emergence of online trading has changed the consumer preference in retail trading.
· 40% of the respondents face high competition. 36% of them face high price from the markets.
· 56% of respondents don’t force to reduce the price of the product.
· The entire respondents agree that consumer prefer window shopping rather than purchasing the product.
· 60% of the respondents always conduct product exhibition to attract customers
· 48% of respondents said that in offline purchase we can check before buying something.
· 56% of respondents choose online shopping because there is a lot of variety of products.
· The entire respondents agreed that the customer ask for discount before making purchase.
· 84% of the respondents provide after sale services of personalized nature to their customers.
· The entire respondents agreed that they started to provide home delivery services to their customers. 
· 60% of the respondents want to create their own online business.















5.2 SUGGESTIONS
· Retailers have to change their attitude towards the market. Today’s is a consumer market and as a result the priority is the consumer satisfaction. The firm has to be in the good books of the consumer.
· Additional services should be provided to the consumers to woe them and build upon a loyalty which in turn would ensure a stable sale in the years to come.
· Retailers should understand predict and note changes in purchase behavior.
· New advertisement and strategies should be developed by the retailers to attract and retain more and more customers.
· Price matching should be done.
· If staff is knowledgeable enough to answer customers’ product queries effectively, then they may not need to head online.
· Create exciting window display. It captures the attention of passerby should stop people and compel them to come into the store.









5.3 CONCLUSION
Retail industry is the fastest growing industry in India contributing to 10 percent of the nation’s GDP. It is also standing among the top five retail industries in the world. The industry consists of both organised and unorganised retailers. A major portion of the industry is the small retailers who do their business without proper knowledge and skills but to earn a living. With the coming up of FDI in retail and entry of giant companies into the field many small retailers started to lose their profits. Small retailers are considered to be the backbone of every industry as they help in developing the economy by bringing balanced regional development, upholding traditional values, and also development of small industries. Therefore, it is important to protect these small unorganised retailers. The major problems faced by small retailers include lack of proper knowledge, lack of finance, and lack of technical and marketing skills, financial instability, and competition from big and foreign retailers. Various strategies such as better customer relationships, reservations for retailers, use of modern technologies, strong retailers associations can be implemented to develop the retailers in India. The government should also take steps to ensure that the small retailers are protected and made competent to perform their business.
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QUESTIONNAIRE
Name
Age

Under 18 years
18-25 years
25-40 years
40 & Above 
Other

Gender

Male
Female
Others 

Education qualification

No formal education
School education
Degree
Degree $ above
Other

1. What type of business you are engaged in

Textiles
Supermarkets
Electronic gadgets
Restaurants

1. Has there been any decrease in average turnover in the past years

Yes
No

1. Is there any decrease in the profit margin

Yes
No

1.  Have you made any increase in discount rates offered to customers in recent times

Yes
No

1.  Do you keep more variety of stock at your store nowadays

Yes
No

1.  Do you advertise your enterprise recently

Yes
No

1.  Do you think there is an increase in window shopping in recent times

Agree
Disagree
Strongly agree
Strongly disagree

1.  Do you think online trading may cause to decrease in number of regular customers in retail sectors

Always
Often
Rarely
Sometimes

1.  Do you think the emergence of online trading has changed the consumer preference in retail trading

Yes
No

1. Which type of challenges you are facing from the markets

High competition
High price
Non availability of products
All of the above

1.  Are you forced to reduce the price of the product

Yes
No

1. Do you agree that consumer prefer window shopping rather than purchasing the product

Agree
Disagree


1. Do you conduct product exhibition to attract customers

Always
Sometimes
Rarely
Never

1. What is the advantage of offline purchase over online purchase

Check before buying
Guarantee
Proximity to retailer
All of the above

1.  In your opinion which factor has affected the customer to buy through online shops

Cash on delivery
Variety of products
Price discount

Price comparison

1. Do customer ask for discount before making purchase

Yes
No

1. Do you provide after sale service of personalised nature to your customers

Yes
No

1. Do you started to provide home delivery services to your customers

Yes
No

1. To cop up with the competition what is your future plan

Create own online business
Associate with any online shopping
Sell goods at online prices
Shutting down on online purchases
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