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Executive isummary

My  i project  i is  i made  i on  i the  i topic  i “PROMOTIONAL  i STRATERGY  i OF  i SHOPPERS  i STOP  

i ”.This  i project  i is  i totally  i focusing  i on  i consumer  i perception  i about  i the  i Shoppers  i Stop.  i As  i today  

i many  i retail  i brand  i are  i being  i available  i in  i the  i city,  i so  i one  i cannot  i choose  i any  i particular  i thing  i and  

i also  i cannot  i choose  i any  i particular  i location.  i So  i this  i is  i descriptive  i research.  i In  i this  i research,  i the  

i sampling  i technique  i is  i random  i sampling  i and  i the  i design  i which  i is  i used  i is  i i convenience  

i sampling  i design,  i because  i convenience  i sampling  i design  i has  i two  i properties  i which  i is  

i unrestricted  i and  i non-probability.  i Data  i collection  i technique  i and  i questionnaire  i is  i data  

icollection iinstrument, iwhich iis iboth iclose i& iopen iended.
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INTRODUCTION iTO iRETAIL

This  i project  i has  i been  i made  i on  i the  i research  i problem  i “This  i project  i is  i made  i on  i the  i topicidentifying  i target  

i market  i of  i a  i retail  i outlet  i of  i “SHOPPER  i STOP”  i in  i Jaipur  i city.  i in  i 2009.”Purpose  i of  i this  i project  i is  i to  

i understand  i the  i consumer  i behaviour  i towards  i this  i retail  i outlet  i and  i toknow  i their  i opinion  i about  i the  

i determinants  i of  i image  i of  i another  i retail  i outlet  i in  i Jaipur.  i TodayIndia  i is  i standing  i on  i the  i threshold  i of  i retail  

i revolution  i and  i witnessing  i a  i great  i change  i in  i its  i retail  i andscape  i i.e.  i from  i unorganized  i retailing  i to  i organized  

i retailing.  i Retail  i is  i growing  i with  i anannual  i rate  i of  i 40%.  i Its  i contribution  i towards  i GDP  i is  i 11%  i and  i towards  

i employment  i is  i 8%.  i Soafter  i agriculture  i retailing  i is  i one  i of  i the  i biggest  i sources  i of  i employment  i in  i the  i country  

i and  i isone  i of  i the  i largest  i industries  i in  i India.  i Although  i retail  i industry  i has  i existed  i in  i our  i country  i forcenturies  

i but  i it  i is  i only  i the  i recent  i past  i that  i it  i is  i witnessing  i such  i a  i tremendous  i growth  i .This  i hasbecome  i possible  i due  i to  

i large  i number  i of  i global  i players  i flocking  i to  i Indian  i shores  i for  i businessexpansion  i as  i India  i is  i the  i second  i fastest  

i growing  i economy  i in  i the  i world  i and  i third  i largest  i economy  i in  i terms  i of  i GDP.  i Western  i markets  i are  i suffering  

i from  i saturation  i point.  i So  i they  i areRecognizing  i potential  i Indian  i market  i to  i serve.  i Combination  i of  i many  

i factors  i has  i made  i i top  i destination  i for  i many  i global  i retail  i players.  i Many  i malls  i are  i opening  i up  i in  i the  i city.  i It  i is  i a  

i die  i need  i of  i an  i hour  i to  i understand  i the  i consumer  i behaviour  i and  i knowing  i its  i opinion  i about  i theDeterminants  

iof iimage iof ia iretail ioutlet iwhich ican ilead ito itheir isuccess. iSo ithis iproject ihas iitsworth ithis itime.

HISTORY iOF iRETAIL

Retail  i stores  i started  i to  i develop  i in  i India  i from  i the  i beginning  i of  i 1995’s  i run  i their  i retail  i storesfrom  i cities  i to  

i towns  i from  i communities  i to  i department  i stores,  i hospitals,  i schools  i and  i stations.The  i total  i amount  i of  i retail  

i stores  i is  i about  i two  i hundred  i fifty  i for  i the  i first  i five  i biggest  i retailstores.  i The  i competition  i is  i getting  i stronger  

i and  i stronger.  i Facing  i with  i fierce  i competition,  i retailstores  i are  i not  i only  i enforcing  i marketing  i strategy,  i but  i also  

i need  i to  i maintain  i customerrelationship.  i Crosby,  i Evans  i and  i cowels  i suggest  i that  i good  i relationship  i quality  i can  

ibe iachievedby imanaging irelationship.

Retail istrategy

The  i retailing  i strategy  i is  i a  i marketing  i plan  i abstractly  i designed  i to  i offer  i its  i products  i and  i services  i in  i a  i way  i that  

i will  i optimize  i customer  i satisfaction.  i Service  i quality  i and  i marketing  i mix  i strategy  i have  i significant  i and  

i positive  i association  i on  i customer  i loyalty.[2]  i The  i marketing  i strategy  i effectively  i outlines  i all  i key  i aspects  i of  

i firms  i targeted  i audience;  i demographic  i and  i preference.  i Throughout  i a  i highly  i competitive  i market,  i the  i retail  

i strategy  i sets  i up  i long-term  i sustainability.  i It  i focuses  i on  i customer  i relationships,  i stressing  i the  i importance  i of  
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 i added  i value  i and  i customer  i satisfaction.  i The  i retail  i mix  i is  i designed  i to  i complement  i the  i retail  i strategy  i through  

itheoretical itools isuch ias ithe iproduct, iits iquality iand ivalue, ithe ipromotions, iplace, iand iprice.

Retail istore idesign istrategy

The  i design  i of  i a  i retail  i store  i is  i critical  i when  i appealing  i to  i its  i intended  i market,  i as  i this  i is  i where  i first  i impressions  

i are  i made.  i It  i can  i influence  i a  i consumer’s  i perception  i of  i the  i quality  i of  i the  i store,  i visually  i communicating  i value.  

i Certain  i techniques  i are  i used  i to  i create  i a  i consumer  i brand  i experience,  i which  i in  i the  i long  i run  i drives  i brand  

i loyalty.  i The  i front  i of  i the  i store  i is  i paid  i close  i attention  i too,  i known  i as  i the  i “decompression  i zone"This  i is  i usually  

i an  i open  i space  i in  i the  i entrance  i of  i the  i store  i to  i allow  i customers  i to  i adjust  i to  i their  i new  i environment.  i An  i open  

i planned  i floor  i design  i is  i effective  i in  i retail  i as  i it  i allows  i customers  i to  i see  i everything.  i Depending  i on  i what  i side  

i of  i the  i road  i cars  i drive  i on  i in  i the  i country,  i determines  i what  i way  i the  i store  i will  i direct  i its  i customers.  i New  

i Zealand  i retailer  i stores  i for  i instances  i would  i direct  i customers  i to  i the  i left.  i Brands  i are  i now  i recognizing  i that  

i human  i nature  i has  i a  i conceptual  i profile  i and  i a  i sensory  i profile.  i Through  i the  i notions  i of  i sensory  i stimulation  

i retailers  i can  i engage  i maximum  i emotional  i impact  i between  i a  i brand  i and  i its  i consumers  i by  i relating  i to  i both  

i profiles;  i the  i goal  i and  i experience.  i By  i achieving  i so  i it  i can  i influence  i purchasing  i behaviour  i maximizing  

i outcomes.  i This  i is  i done  i through  i the  i relation  i of  i touch,  i smell,  i sight,  i taste  i and  i noise.It  i is  i common  i for  i a  i retailer  

i store  i to  i play  i music  i that  i relates  i to  i their  i targeted  i market.  i Jewellery  i stores  i like  i Michel  i Hill  i have  i dim  i lighting  

i to  i creating  i a  i sense  i of  i intimacy.  i Super  i markets  i offer  i taste  i testers.  i Clothing  i garments  i are  i at  i arms  i reach,  

i allowing  i customers  i to  i feel  i the  i different  i textures  i of  i clothing.  i Wooden  i floors  i also  i contrast  i with  i the  i carpeted  

i fitting  i rooms,  i which  i is  i designed  i to  i create  i a  i sense  i of  i homeliness  i when  i trying  i on  i garments.  i ‘Peter  i Alexandra’  

i is  i renown  i for  i their  i scented  i candles.  i These  i aspects  i outlined  i add  i to  i the  i sensory  i experience  i put  i in  i place  i to  

i strategically  i achieve  i customer  i satisfaction  i and  i retention.  i This  i will  i create  i future  i opportunity  i and  i help  i a  

ibrand istand iout iin iamongst ithe icompetitive imarket.

A  i marketplace  i is  i a  i location  i where  i goods  i and  i services  i are  i exchanged.  i The  i traditional  i market  i square  i is  i a  i city  

i square  i where  i traders  i set  i up  i stalls  i and  i buyers  i browse  i the  i stores.  i This  i kind  i of  i market  i is  i very  i old,  i and  

icountless isuch imarkets iare istill iin ioperation iaround ithe iwhole iworld.

In  i some  i parts  i of  i the  i world,  i the  i retail  i business  i is  i still  i dominated  i by  i small  i family-run  i stores,  i but  i this  i market  i is  

i increasingly  i being  i taken  i over  i by  i large  i retail  i chains.  i Most  i of  i these  i stores  i are  i called  i high  i street  i stores.  

i Gradually  i high  i street  i stores  i are  i being  i re-grouped  i in  i condensed  i geographical  i areas  i along  i specific  i streets  i or  

i districts  i such  i as  i the  i Magnificent  i Mile  i in  i Chicago,  i Illinois  i or  i at  i single  i locations  i called  i malls.  i These  i are  i more  

idefined iand iplanned ispaces ifor iretail istores iand ibrands.
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Types iby iproducts

Retail iis iusually iclassified iby ithe ifollowing itype iof iproducts:

• Food iproducts i— itypically irequire icold istorage ifacilities.

• Hard  i goods  i or  i durable  i goods  i ("hardline  i retailers")[7]  i —  i automobiles,  i appliances,  i electronics,  

i furniture,  i sporting  i goods,  i lumber,  i etc.,  i and  i parts  i for  i them.  i Goods  i that  i do  i not  i quickly  i wear  i out  i and  i provide  

iutility iover itime.

• Soft  i goods  i or  i consumables—  i clothing,  i other  i fabrics,  i footwear,  i cosmetics,  i medicines  i and  i stationery.  

i Goods  i that  i are  i consumed  i after  i one  i use  i or  i have  i a  i limited  i period  i (typically  i under  i three  i years)  i in  i which  i you  

imay iuse ithem.

• Arts  i —  i contemporary  i art  i galleries,  i bookstores,  i handicrafts,  i musical  i instruments,  i gift  i shops,  i and  

isupplies ifor ithem.

Types iby imarketing istrategy

These iare ithe ifollowing itypes iof iretailers iby imarketing istrategy:

Department istore

Department  i stores  i are  i very  i large  i stores  i offering  i a  i huge  i assortment  i of  i "soft"  i and  i "hard"  i goods  i which  i often  

i bear  i a  i resemblance  i to  i a  i collection  i of  i specialty  i stores.  i A  i retailer  i of  i such  i store  i carries  i a  i variety  i of  i categories  

iand ihas ia ibroad iassortment iof igoods iat ian iaverage iprice. iThey ioffer iconsiderable icustomer iservice.

Discount istore

Discount  i stores  i tend  i to  i offer  i a  i wide  i array  i of  i products  i and  i services,  i but  i they  i compete  i mainly  i on  i price.  i They  

i offer  i extensive  i assortments  i of  i merchandise  i at  i affordable  i and  i cut-rate  i prices.  i In  i the  i past,  i retailers  i sold  i less  

i fashion-oriented  i brands.  i However,  i in  i more  i recent  i years  i companies  i such  i as  i TJX  i Companies  i (Own  i T.J.  i Maxx  

i and  i Marshalls)  i and  i Ross  i Stores  i are  i discount  i store  i operations  i increasingly  i offering  i fashion-oriented  i brands  

ion ia ilarger iscale.

Warehouse istore

Warehouses  i that  i offer  i low-cost,  i often  i high-quantity  i goods  i piled  i on  i pallets  i or  i steel  i shelves;  i warehouse  i clubs  

icharge ia imembership ifee.

Variety istore
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Variety  i stores  i offer  i extremely  i low-cost  i goods,  i with  i a  i vast  i array  i of  i selection.  i The  i downfall  i to  i this  i is  i that  i the  

iitems iare inot ivery ihigh iquality.

Demographic

Retailers ithat iaim iat ione iparticular isegment i(e.g., ihigh-end iretailers ifocusing ion iwealthy iindividuals).

Mom-And-Pop

A  i small  i retail  i outlet  i owned  i and  i operated  i by  i an  i individual  i or  i family.  i Focuses  i on  i a  i relatively  i limited  i and  

iselective iset iof iproducts.

Specialty istore

A  i specialty  i (BE:  i speciality)  i store  i has  i a  i narrow  i marketing  i focus  i —  i either  i specializing  i on  i specific  

i merchandise,  i such  i as  i toys,  i shoes,  i or  i clothing,  i or  i on  i a  i target  i audience,  i such  i as  i children,  i tourists,  i or  i plus-size  

i women.  i Size  i of  i store  i varies  i —  i some  i specialty  i stores  i might  i be  i retail  i giants  i such  i as  i Toys  i "R"  i Us,  i Foot  

i Locker,  i and  i The  i Body  i Shop,  i while  i others  i might  i be  i small,  i individual  i shops  i such  i as  i Nutters  i of  i Savile  

i Row.[10]  i Such  i stores,  i regardless  i of  i size,  i tend  i to  i have  i a  i greater  i depth  i of  i the  i specialist  i stock  i than  i general  

i stores,  i and  i generally  i offer  i specialist  i product  i knowledge  i valued  i by  i the  i consumer.  i Pricing  i is  i usually  i not  i the  

i priority  i when  i consumers  i are  i deciding  i upon  i a  i specialty  i store;  i factors  i such  i as  i branding  i image,  i selection  

i choice,  i and  i purchasing  i assistance  i are  i seen  i as  i important.  i They  i differ  i from  i department  i stores  i and  

isupermarkets iwhich icarry ia iwide irange iof imerchandise.

Boutique

Boutique  i or  i concept  i stores  i are  i similar  i to  i specialty  i stores.  i Concept  i stores  i are  i very  i small  i in  i size,  i and  i only  

i ever  i stock  i one  i brand.  i They  i are  i run  i by  i the  i brand  i that  i controls  i them.  i An  i example  i of  i brand  i that  i distributes  

i largely  i through  i their  i own  i widely  i distributed  i concept  i stores  i is  i L'OCCITANE  i en  i Provence.  i The  i limited  i size  

iand ioffering iof iL'OCCITANE's istores iare itoo ismall ito ibe iconsidered ia ispecialty istore iproper.

General istore

A igeneral istore iis ia irural istore ithat isupplies ithe imain ineeds ifor ithe ilocal icommunity.

Convenience istore
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A  i convenience  i store  i provides  i limited  i amount  i of  i merchandise  i at  i more  i than  i average  i prices  i with  i a  i speedy  

i checkout.  i This  i store  i is  i ideal  i for  i emergency  i and  i immediate  i purchaseconsumables  i as  i it  i often  i works  i with  

iextended ihours, istocking ievery iday.

Hypermarkets

Provides  i variety  i and  i huge  i volumes  i of  i exclusive  i merchandise  i at  i low  i margins.  i The  i operating  i cost  i is  

icomparatively iless ithan iother iretail iformats.

Supermarket

A  i supermarket  i is  i a  i self-service  i store  i consisting  i mainly  i of  i grocery  i and  i limited  i products  i on  i non  i food  i items.  

i They  i may  i adopt  i a  i Hi-Lo  i or  i an  i EDLP  i strategy  i for  i pricing.  i The  i supermarkets  i can  i be  i anywhere  i between  

i20,000 iand i40,000 isquare ifeet i(3,700 im2). iExample: iSPAR isupermarket.

Mall

A  i shopping  i mall  i has  i a  i range  i of  i retail  i shops  i at  i a  i single  i outlet.  i They  i can  i include  i products,  i food  i and  

i entertainment  i under  i one  i roof.  i Malls  i provide  i 7%  i of  i retail  i revenue  i in  i India,  i 10%  i in  i Vietnam,  i 25%  i in  i China,  

i28% iin iIndonesia, i39% iin ithe iPhilippines, iand i45% iin iThailand.

"Category ikiller" ior ispecialist

By  i supplying  i wide  i assortment  i in  i a  i single  i category  i for  i lower  i prices  i a  i category  i killer  i retailer  i can  i "kill"  i that  

i category  i for  i other  i retailers.  i For  i few  i categories,  i such  i as  i electronics,  i the  i products  i are  i displayed  i at  i the  i centre  

i of  i the  i store  i and  i sales  i person  i will  i be  i available  i to  i address  i customer  i queries  i and  i give  i suggestions  i when  

i required.  i Other  i retail  i format  i stores  i are  i forced  i to  i reduce  i the  i prices  i if  i a  i category  i specialist  i retail  i store  i is  

ipresent iin ithe ivicinity.

E-tailer

The  i customer  i can  i shop  i and  i order  i through  i the  i internet  i and  i the  i merchandise  i is  i dropped  i at  i the  i customer's  

i doorstep  i or  i an  i e-tailer.  i Here  i the  i retailers  i use  i drop  i shipping  i technique.  i They  i accept  i the  i payment  i for  i the  

i product  i but  i the  i customer  i receives  i the  i product  i directly  i from  i the  i manufacturer  i or  i a  i wholesaler.  i This  i format  i is  

iideal ifor icustomers iwho ido inot iwant ito itravel ito iretail istores iand iare iinterested iin ihome ishopping.

Vending imachine
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A  i vending  i machine  i is  i an  i automated  i piece  i of  i equipment  i wherein  i customers  i can  i drop  i the  i money  i in  i the  

i machine  i and  i acquire  i the  i products.  i Some  i stores  i take  i a  i no  i frills  i approach,  i while  i others  i are  i "mid-range"  i or  

i"high iend", idepending ion iwhat iincome ilevel ithey itarget.

Other itypes

Other itypes iof iretail istore iinclude:

• Automated  i retail  i stores  i —  i self-service,  i robotic  i kiosks  i located  i in  i airports,  i malls  i and  i grocery  i stores.  

iThe istores iaccept icredit icards iand iare iusually iopen i24/7. iExamples iinclude iZoomShops iand iRedbox.

• Big-box  i stores  i —  i encompass  i larger  i department,  i discount,  i general  i merchandise,  i and  i warehouse  

istores.

Retailers  i can  i opt  i for  i a  i format  i as  i each  i provides  i different  i retail  i mix  i to  i its  i customers  i based  i on  i their  i customer  

i demographics,  i lifestyle  i and  i purchase  i behaviour.  i A  i good  i format  i will  i lend  i a  i hand  i to  i display  i products  i well  

iand ientice ithe itarget icustomers ito ispawn isales.

RESEARCH iMETHODOLOGY
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 Methodology  i is  i very  i important  i part  i of  i the  i project.  i Though  i the  i objective  i is  i set  i but  i if  i the  i methodology  

i used  i is  i not  i correct  i the  i data  i interpreted  i will  i be  i misleading.  i So  i it  i is  i very  i muchnecessary  i that  

iprecautions ishould ibe itaken iwhile ideciding ithe imethodology ito ibe iused ifor ithe icollection i iof idata.

Variables

 Location

 Price iof iproducts

 Variety iof iitems i

 Quality iof iitems

 Ambience i/ iLocation i

 Visit ioptions

 Availability iof iproducts

 Lucrative ioffers

 Advertisements

 Need iof ipurchase

 Design iof iproducts

Research iDesign

 Descriptive

 Descriptive iis iselected ibecause

1. Variables ihave ibeen iidentified.

2. I iwanted ito idescribe ithe icharacteristic iof ivariables

Sample iSize

 100 iRespondents

Sample iDesign

 Non iprobabilityConvenience i( ibecause) i:

 Population iis ifinite.

 Source ilist iis inot iavailable.

Collection iof iData



Page i| i15

The  i reliability  i of  i the  i result  i depends  i upon  i the  i data  i collection  i .to  i conduct  i a  i Purposeful  i research  i the  i market  

i researchers  i need  i various  i type  i of  i regarding  i market  i Researchers  i need  i various  i type  i of  i information  i regarding  

i market  i ,product  i and  i Marketing  i policies.  i The  i basic  i need  i of  i obtaining  i primary  i data  i is  i communicating  i with  

i the  i various  i customers.  i Communicating  i involves  i questioning  i to  i the  i customers  i to  i secure  i the  i desired  

i information  i using  i the  i data  i collecting  i technique  i called  i questionnaire.  i The  i question  i will  i be  i asked  i in  i the  

iwriting. iThis itechnique iwas ivery iuseful ifor icollecting idata iregarding iperception iof ithe iresearcher.

Types iof iData

There iare itwo itypes iof idata:

 Primary idata

 Secondary idata

In ithe imarket iresearch iconducted iI ihave igathered iPrimary idata ifrom idifferent iresources.

Survey iMethod

Survey  i is  i a  i research  i method  i used  i for  i collecting  i data  i from  i a  i pre-defined  i group  i of  i respondents  i to  i gain  

i information.  i This  i is  i the  i most  i widely  i used  i method  i for  i the  i research.  i Two  i opinions  i are  i available  i to  i the  i person  

i conducting  i the  i market  i research  i either  i he  i surveys  i the  i entire  i universe  i or  i a  i part  i of  i the  i universe  i and  i draws  

i conclusions  i about  i the  i whole  i universe  i on  i the  i basis  i the  i information  i obtained  i on  i studying  i a  i part  i of  i it.In  i survey  

itwo imethods iare iused ione iis iquestionnaire imethod iand ianother iis iinterview imethod.

OBJECTIVES
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PRIMARY iOBJECTIVES

- i i iTo iknow ithe icustomer icomposition iof ithe iShoppers iStop

 i i i i i- i i iTo iknow ithe ieffectiveness iof ithe ipresent iMarketing iStrategies iof ithe istore

 i i i i i- i i iTo iknow ithe icustomer ineeds i

SECONDARY iOBJECTIVES

 i i i i i- i i iTo ireframe ioffers iof ithe istores

 i i i i i- i i iTo iknow imajor icompetitors iin ithe iregion iof iNoida

 i- i i iTo iknow ithe itaste iand ipreference iof ithe icustomers

LIMITATIONS

Though  i I  i tried  i my  i level  i best  i to  i make  i the  i study  i perfect  i &  i proof  i yet  i it  i has  i following  

ilimitation ifor ithe ireason ibeyond icontrol.

 Time iwas imajor iconstraint iin ithe istudy iprocess.

 The iresult iif i istudy iis iapplicable ito ithe isurvey iarea ionly.

 Some iof ithe iconsumer icould ihave ibeen iachieved ithe iactual iinformation.

 It iis iassumed ithat ithe iinformation igiven iby ithe irespondents iis igenuine iand ibest iof 

itheir iknowledge.
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CHAPTER i- iII
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COMPANY iPROFILE

Shoppers  i Stop  i is  i an  i Indian  i retailing  i company  i promoted  i by  i the  i K  i Raheja  i Corp  i Group,  i started  i in  i the  i year  

i 1991  i with  i its  i first  i store  i in  i Andheri,  i Mumbai.  i Shoppers  i Stop  i Ltd  i has  i been  i awarded  i "The  i Hall  i of  i Fame"  i and  

i won  i "The  i Emerging  i Market  i Retailer  i of  i the  i Year  i Award",  i by  i World  i Retail  i Congress  i at  i Barcelona,  i on  i April  

i10, i2008. iShoppers iStop iis ilisted ion ithe iBSE. iAs iof i2013, iShoppers iStop ihas i73 istores iin iIndia.

Shoppers  i Stop  i began  i by  i operating  i a  i chain  i of  i department  i stores  i under  i the  i name  i “Shoppers’  i Stop”  i in  i India.  

iShoppers iStop ihas i74 istores iacross i35 icities iin iIndia.

Specifically,  i Shoppers  i Stop  i stores  i retails  i clothing,  i accessories,  i handbags,  i shoes,  i jewellery,  i fragrances,  

icosmetics, ihealth iand ibeauty iproducts, ihome ifurnishing iand idecor iproducts.

Shoppers  i Stop  i launched  i its  i e-store  i with  i delivery  i across  i major  i cities  i in  i India  i in  i 2008.  i The  i website  i retails  i all  

i the  i products  i available  i at  i Shoppers  i Stop  i stores,  i including  i apparel,  i cosmetics  i and  i accessories.  i Shoppers  i Stop  

iopened istores iin iAmritsar, iBhopal iand iAurangabad.

From  i inception,  i Shoppers  i Stop  i has  i progressed  i from  i being  i a  i single  i brand  i shop  i to  i becoming  i a  i Fashion  i &  

i Lifestyle  i store  i for  i the  i family.  i Today,  i Shoppers  i stop  i is  i a  i household  i name,  i known  i for  i its  i superior  i quality  

iproducts, iservices iand iabove iall, ifor iproviding ia icomplete ishopping iexperience.

With  i an  i immense  i amount  i of  i expertise  i and  i credibility,  i Shoppers  i Stop  i has  i become  i the  i highest  i benchmark  i for  

i the  i Indian  i retail  i industry.  i In  i fact,  i the  i company's  i continuing  i expansion  i plans  i aim  i to  i help  i Shoppers  i Stop  i meet  

i the  i challenges  i of  i the  i retail  i industry  i in  i an  i even  i better  i manner  i than  i it  i does  i tod ay.  i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 
i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iVISION
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 i “To  i be  i an  i inspirational  i and  i trusted  i brand,  i transforming  i customer's  i lives  i through  i fashion  i and  

idelightful ishopping iexperience ievery itime”

Values ithat ihelp ius iin iachieving iour imission iand ivision:

EXCELLENCE i- i"We iwill ihave ian ienvironment ithat iencourages idevelopment i& i iexcellence."

OPENNESS i- i"The iobligation ito idissent iand ian ienvironment iconducive ito iopenness."

CARE i- i"We iwill ihave ia iwillingness ito iapologize iand iforgive."

INTEGRITY i– i"We iwill ibe ifair iand inot itake iwhat iis inot iours."

INNOVATIVE i– i"We iwill ihave ian ienvironment iof iinnovation iand igrowth."

SOCIALLY iRESPONSIBLE i– i"We iwill irespect iour icustomers’ irights iand ibe isocially iresponsible."

CSR

 Shoppers iStop icommenced iEco iFriendly iInitiatives iin i2007 iwith ithe imission ito iconserve

energy iand iformulated i“Energy iManagement iPolicy”.

 Evaluated iopportunities iavailable, ito iadvocate i3Rs…Reduce-Reuse-Recycle.

 Initiatives iwhich iwere ipurely ibusiness idriven ito iimprove ibottom iline; ibefore

 Government imandates.

Opportunities

 Lower ioperating iexpenses iagainst iincreased ipower itariffs.

 Introduce ieco-friendly iproducts iagainst iGlobal iWarming

and iOzone idepletion.

 Own ia icause iand ipromote ieco-friendly imerchandize irange.


 iRecycle ie-waste iand iclothes.


 iConserve iwater iat istores.

SHOPPERS iSTOP
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With  i an  i unparalleled  i assortment  i of  i the  i leading  i international  i and  i national  i brands  i in  i clothing  i for  i men,  

i women,  i and  i kids;  i accessories,  i fragrances,  i cosmetics,  i footwear;  i home  i furnishing  i and  i decor  i products,  i our  

istores iaim ito iprovide ishoppers ia itruly iinternational ishopping idestination.

Experienced,  i professional  i management;  i supported  i by  i world-class  i systems  i and  i practices;  i and  i a  i talented  i pool  

i of  i associates  i with  i a  i shared  i passion  i for  i making  i every  i shopper  i visit  i a  i memorable  i one,  i has  i helped  i Shoppers  

iStop ito igrow ifrom ia isingle istore iin i1991 ito ithe ilargest ichain iof iDepartment iStores iin iIndia itoday.

Our  i unending  i pursuit  i to  i benchmark  i ourselves  i with  i the  i best  i in  i the  i world  i is  i testified  i by  i the  i fact  i that  i Shoppers  

i Stop  i is  i the  i only  i Indian  i member  i of  i the  i "Intercontinental  i Group  i of  i Departmental  i Stores",  i which  i has  i the  i likes  

i of  i Selfridges  i (United  i Kingdom),  i Karstadt  i (Germany),  i Marks  i &  i Spencer  i (UK),  i Matahari  i (Indonesia),  i Myers  

iGrace iBros. i(Australia) iand iRustan's i(Philippines) iamong iits imembers.

At iShoppers iStop iwe ibelieve iin ia iworld iof ilimitless ipossibilities. iWe ialways i

set  i benchmarks,  i cross  i limits,  i achieve  i the  i impossible  i and  i celebrate  i our  i successes.  i Innovation  i being  i our  i key  

i driver,  i we  i have  i adopted  i a  i new  i philosophy  i of  i "Start  i Something  i New"  i to  i give  i retail  i a  i new  i dimension.  i We  

i endeavor  i to  i Start  i Something  i New  i in  i performance.  i Start  i Something  i New  i in  i products.  i Start  i Something  i New  

iin icustomer iservice. iStart iSomething iNew iin iLife

BRANDS

Shoppers  i Stop  i retails  i products  i of  i domestic  i and  i international  i brands  i such  i as  i Louis  i Philippe,  i Pepe,  i Arrow,  

i Biba  i Apparels,  i Gini&Jony,  i Carbon,  i Corelle,  i Magppie,  i Nike,  i Reebok,  i Soulflower,  i LEGO,  i and  i Mattel.  

i Shoppers  i Stop  i retails  i merchandise  i under  i its  i own  i labels,  i such  i as  i STOP,  i Kashish,  i LIFE  i and  i VettorioFratini,  

i Elliza  i Donatein,  i Acropolis  i etc.  i The  i company  i also  i licensees  i for  i Austin  i Reed  i (London),  i an  i international  

i brand,  i whose  i men's  i and  i women's  i outerwear  i are  i retailed  i in  i Indi a  i exclusively  i through  i the  i chain  i 2009,  

iShoppers iStop ihas ibought ithe ilicense ifor imerchandising iZoozoo ithe ibrand imascot ifor iVodafone iIndia.
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 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iCompany iProfile iof iShoppers iStop

1. Krishnamurthy iHedge:- iGM iweb isolution

2. Tanya iMishra:- iHR ihead

3. SahilAnand:- iArea ihead inorth

4. Roohi iMohammad:- iHead iHR icrossword

5. SoumyaChattopadhyay:- iMgmt. iIntern

6. Piyushi iSingh:- iUnit iHead imarketing

7. RajatMathur:- iDGM imarketing

8. ArchanaSinha:- iManager

9. Sanjay iChakravarti:- iSen. iGeneral imanager(finance i& iaccount)



Page i| i22

LIST iOF iITEMS iFOR iSALE iIN iSHOPPERS iSTOP iSTORE iOF iNOIDA

The iShoppers iStop istore iat iThe iGreat iIndia iPlace iMall, iNoida

Men's  i Apparel -Shirts,  i T-shirts  i &Polos,  i Jeans,  i Trousers,  i Innerwear,  i Sportswear,  i Shorts  i &  i Cargos,  i Socks,  

iCaps i& iHandkerchiefs, iSuits i& iJackets, iTies, iKurta, iPyjamas& iStoles, iWinterwear,

Men's  i Accessories-  i Wallets,  i Belts,  i Watches,  i Sunglasses,  i Pens,  i Cufflinks,  i Socks,  i Caps  i &  i Handkerchiefs,  

iMen's iJewellery,

Men's iFootwear- iFormal iFootwear, iCasual iFootwear, iSandals iand iSlippers, iSports iFootwear.

Women's  i Apparel -Kurtas,  i Salwar  i and  i Churidar  i Suits,  i Churidars,Salwar  i and  i Dupatta,  i Sarees,  i Ready  i to  

i Stitch,  i T-Shirts  i &  i Tops,  i Shirts,  i Skirts  i &  i Dresses,  i Jeans  i &  i Casual,  i Bottomwear,  i Trousers,  i Lingerie,  i Night  

iwear, iPartywear, iMaternity iwear, iSportswear, iJackets, iScarves i& iStoles, iWinterwear,

Women's  i Accessories-  i Handbags,  i Wallets  i &  i Clutches,  i Watches,  i Sunglasses,  i Fine  i Jewellery,  i Artificial  

iJewellery, iFashion iJewellery i& iAccessories, iBelts, iSocks, iPens,

Women's iFootwear-Sandals iand iSlipons, iEvening iWear, iShoes iand iBoots, iSports iFootwear,

Kid's iApparel- iGirls, iBoys, iBaby iApparel, iSocks, iWinterwear,

Kid's iAccessories-Watches, iHair iAccessories, iHats i& iCaps, iSunglasses,

Kid's iShoes- iBoys, iGirls,

Toys- Early  i Learning  i Center,  i Action  i Figures,  i Soft  i Toys,  i Dolls,  i Wheels,  i Activity  i &  i Games,  i Stationery,  

iOthers,

School iEssentials- iLunch iBox, iSipper, iStationery,

Mothercare-  i Baby,  i Boyswear,  i Girlswear,  i Travel,  i Feeding,  i Toiletries,  i Toys  i &  i Gifts,  i Bath  i time,  i Bedding,  

iFootwear, iSocks, iHome iSafety, iMaternity

Men's iShoes- iFormal iShoes, iCasual iShoes, iSports iShoes, iSandals i& iSlippers,

Women's  i Shoes -Flats,  i Boots  i &  i Ankle  i Boots,  i Low  i &  i Medium  i Heels,  i High  i Heels,  i Platform  i &  i Wedges,  

iWedding, iSandals, iFormal, iSports, iEvening iWear,

Kid's iShoes- iBoys, iGirls
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Cosmetics- iSkincare iand iHaircare, iCosmetics iand iMakeup, iSkincare, iHaircare, iMens iCare,

Fragrances-Perfumes iand iDeos iFor iWomen, iPerfumes iand iDeos ifor iMen

Jewellery- iFine iJewellery, iRings, iBracelets, iNecklaces, iEarrings, iPendants, iMangalsutra, iNose ipin, iSets,

Gold iCoins, iArtificial iJewellery, iRings, iBracelets, iNecklaces, iEarrings, iPendants, iSets,

Fashion iJewellery i& iAccessories, iEarrings, iChains i& iNecklaces, iBracelets, iHair iAccessories

Home- iBed, iBath, iKitchen, iHome iand iPersonal iAppliances, iHome iDécor, iFor iKids, iStorage i& iBins

Travel- Soft  i Trolleys,  i Hard  i Trolleys,  i Airbags  i &  i Duffle  i Bags,  i BackPacks&  i Sling  i Bags,  i Laptop  i Bags,  i Travel  

iAccessories, iKids iTravel iAccessories

Sports i& iFitness- iCricket, iFootball, iCarrom, iBaseball, iBoxing, iTreadmills, iCycles, iSportswear, iFootwear.
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 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iCHAPTER 

i–III i i i i i i i

Q1. iHow ioften ido iyou iVisit iShoppers iStop?
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Answer i Count Percent

1. 15 idays 15 15.00%

2. Monthly 26 26.00%

3. Seasonal 32 32.00%

4.
Sale 

iperiod
27 27.00%

Total 100 100%

Mean i: i 

i2.710
Confidence iInterval i@ i95% i: i i 

i[2.509 i- i2.911]
Standard iDeviation i: i i i1.028

Standard 

iError i: i 

i0.103
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Q2 i.Likely ito iPurchase ifor?

Answer i Count Percent

1. Boy 25 25.00%

2. Girl 28 28.00%

3. Child 14 14.00%

4. Adult 33 33.00%

Total 100 100%

Mean i: i i2.550
Confidence iInterval i@ i95% i: i i i[2.316 

i- i2.784]

Sta
nda
rd 

iDe
viat
ion 

i: i i 

i1.1
92

Standard 

iError i: i 

i0.119

 i
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Q3. iHow ieasy iis ithe iReach/Location iof ithe iStore?

Answer i Count Percent

1. Very ieasily iavailable 43 43.43%

2. Moderate 34 34.34%

3. Difficult ito ifind 20 20.20%

4. I idon't ivisit 3 3.02%

Total 100 100%

Mean i: i 

i1.808
Confidence iInterval i@ i95% i: i i 

i[1.645 i- i1.971]

Standard 

iDeviation i: i i 

i0.829

Sta
nda
rd 

iErr
or i: 

i 

i0.0
83
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Q4. iHow ido iyou ilike ithe iDiversity iof iProduct iRange?

Answer i Count Percent

1. Diverse iProduct iAvailable 27
27.00

%

2. Few iProduct iAvailable 29 29.00%

3. Sufficient 34 34.00%

4. Product inot iAvailable 10 10.00%

Total 100 100%

Mean i: i 

i2.270
Confidence iInterval i@ i95% i: i i 

i[2.079 i- i2.461]

Standard 

iDeviation i: i i 

i0.973

Sta
nda
rd 

iErr
or i: 

i 

i0.0
97
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Q5.Whom ido iyou ithink iis ithe iMajor iCompetitor iof iShoppers iStop?

Answer i Count Percent

1. Pantaloons 30 30.00%

2. Max iStore 28 28.00%

3. LifeStyle 32 32.00%

4. Others 10 10.00%

Total 100 100%

Mean i: i i2.220
Confidence iInterval i@ i95% i: i i 

i[2.026 i- i2.414]

Standard 

iDeviation 

i: i i i0.991

Standard 

iError i: i 

i0.099
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Q6. iWhat iis ithe iBasic iStrength iof iShoppers iStop?

Answer i Count Percent

1. Pricing iPolicy 21 21.00%

2. Number iof iBrands 41 41.00%

3. Advertisement 24 24.00%

4. Store iManagement 14
14.00

%

Total 100 100%

Mean i: i 

i2.310
Confidence iInterval i@ i95% i: i i i[2.122 i- 

i2.498]

Standard 

iDeviation i: i 

i i0.961

Sta
nda
rd 

iErr
or i: 

i 

i0.0
96
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Q7. iWhat iShows iShoppers iStop imajor iWeakness?

Answer i Count Percent

1. High iPrice 32 32.00%

2. Dealing ionly iwith iTop iBrands
3
0

30.00
%

3. Less iAdvertisement 26 26.00%

4. Others 12 12.00%

Total 100 100%

Mean i: i i2.180
Confidence iInterval i@ i95% i: 

i i i[1.980 i- i2.380]
Standard iDeviation i: i i i1.019

Standard iError 

i: i i0.102
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Q8. iWhat iis ithe iGreatest iOpportunity ifor iShoppers iStop?

Answer i Count
Perc
ent

1. Increase iNumber iof iBrands 22 22.00%

2. Go ifor iNon- iBranded iClothes 19
19.00

%

3.
Introduce ia iSelf- iBranded 

iMerchandise
34

34.00
%

4. Others 25 25.00%

Total 100 100%

Mean i: i i2.620
Confidence iInterval 

i@ i95% i: i i i[2.406 i- 

i2.834]
Standard iDeviation i: i i i1.090

Standard iError i: i 

i0.109
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SITUATIONAL iANALYSIS i:

Situational  i analysis  i includes  i current  i organizational  i mission,  i ownership  i and  i management  

i alternatives,  i and  i current  i goods/services  i category.  i As  i we  i have  i explained  i above  i the  i customers  

iview itowards ithe istore i, iso inow iwe ihave idone ithe iSWOT ianalysis iof iShoppers iStop i.
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 System iand iProcesses

 Strong iand iwell iEstablished iManagement iTerm

 Loyal iCustomer iBase

WEAKNESS i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i

 Employee iRetention

 Inadequate iPromotional iStrategies

 Uneven iDistribution iNetwork

THREATS

 Threat iof iNew iEntrants i

 Economic iSlowdown i

 Competitive iRivalry iin ithe iIndusry i

OPPORTUNITIES i

 Geographical iReach i

 Hyper iCity i– iAn iEntry iinto iValue iRetail
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FINDINGS iAND iANALYSIS iREPORT

 The imajor ivisitor’s ion ithe istore iare ithe imiddle iincome iand ihigh iincome igroup iof ipeople.

 The imajor icomposition imixes ithe iteen iagers iand iparents.

 Majority  i of  i people  i wish  i to  i visit  i the  i store  i seasonal  i rather  i than  i monthly  i or  i forth-nightly  i and  i also  i a  

imajor iturn iup ihappens iin ithe isale iperiod.

 The imost isold iproducts iare iof iadults ifollowed iby igirl ichild iand ithen ithe iboy ichild.

 Being  i famous  i for  i its  i western  i style  i of  i collection  i the  i store  i is  i most  i likely  i visited  i by  i the  i customers  i for  

i western  i merchandise  i followed  i by  i casuals  i and  i Indian  i style  i and  i giving  i formals  i the  i last  i slot  i of  

ilikelihood.

 The  i Noida  i store  i is  i very  i easily  i available  i as  i it  i is  i situated  i in  i one  i of  i the  i most  i famous  i mall  i of  i Delhi  i “THE  

iGREAT iINDIA iPLACE”

 Shoppers  i Stop  i is  i famous  i for  i its  i customer  i loyalty  i programs  i and  i offers  i and  i so  i does  i it  i enjoys  i the  i highest  

i biding  i when  i asked  i by  i customers  i about  i their  i views  i on  i offers.  i They  i are  i highly  i satisfied  i with  i offers  

iprovided iby iShoppers iStop.

 As  i per  i the  i quality  i and  i design  i assisted  i by  i the  i store  i customers  i are  i satisfied  i by  i the  i prices  i charged  i to  

ithem iin ireturn. iMajority ithink ithat iprices iare iquiet ifair.

 There  i is  i a  i mixed  i approach  i towards  i the  i quality  i of  i product  i offered  i by  i the  i store.  i Nearly  i one  i third  i people  

ifind iit isatisfactory iand ithe isame iratio igoes ifor ipeople iwho ithink ithe iproducts iare igood iin iquality.

 The  i products  i are  i of  i varied  i nature  i in  i the  i store  i and  i people  i are  i moderately  i satisfied  i from  i the  i diversity  i of  

ithe iproducts.

 When  i it  i comes  i to  i factory  i outlet  i ,  i people  i find  i it  i similar  i for  i prices  i of  i the  i product  i but  i when  i it  i comes  i to  

iquality iof ithe iproduct ithen iretail istore ienjoys ithe imajority iby i10-15% irange.

 Customers  i are  i not  i highly  i satisfied  i with  i the  i online  i shopping  i module  i of  i the  i company.  i The  i problem  

icomes iis ithe iself-touch iof ithe iproduct.

 People ifind ithe idesign iof iclothes ivery iattractive iand iinnovative. i
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CHAPTER iIV
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CONCLUSION

The  i conclusion  i which  i i generalized  i after  i i data  i analysis  i is  i that  i the  i sales  i of  i Shopper’s  i Stopcan  

i increase  i with  i the  i proper  i quality  i of  i products,  i availability  i of  i products  i whereas  

i location,lucrative  i offers,  i advertisements  i and  i parking  i facility  i are  i not  i so  i influential.  i These  i are  

i the  i mainthings  i which  i influence  i the  i sales  i volume  i of  i the  i Shopper’s  i Stop.  i So  i I  i can  i say  i that  i the  

i customer’s  i perception  i towards  i Shopper’s  i stop  i is  i overall  i good.The  i image  i of  i Shopper’s  i Stop  

i in  i consumer’s  i mind  i is  i good  i as  i per  i the  i response  i collected  i of  i allthe  i respondents.  i I  i can  i say  i so  i as,  

i the  i respondents  i would  i want  i to  i see  i more  i outlets  i of  i Shoppers  i Stop  i and  i prefer  i shopping  i in  

i Shopper’s  i Stop  i as  i compared  i to  i other  i well-known  i shopping  i marts.So  i this  i is  i how  i the  i project  

iwould iconclude.
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ANNEXURE i1

Marketing iStrategy iof iSHOPPERS iSTOP

Questionnaire

PERSONAL iDETAILS:

 Name

 Age

 Gender

 Email

 Contact

 Monthly iIncome

GENERAL iDATA:

1- How ioften ido iyou ivisit iSHOPPER’S iSTOP?

1. 15 iDays

2. Monthly

3. Seasonal

4. Sale iPeriod

2- Likely ito ipurchase ifor?

1.
 iBoy i

2.
 iGirl

3.
 iChild

4.
 iAdult

3- What iare ithe idesirable idesign iof iclothes?

1.
 iWestern

2.
 iIndian



Page i| i39

3.
 iFormals

4.
 iCasuals

4- How ieasy iis ithe ireach/location iof ithe istore?

1.
 iVery ieasily iavailable

2.
 iModerate

3.
 iDifficult ito ifind

4.
 iI idon’t ivisit

5- How iwill iyou irate ioffers iout iof i10?

1.
 iBelow i5 i/ iPoor

2.
 i6-7 i/ iAverage

3.
 i8-9 i/ iGood

4.
 i10 i/ iExcellent

6- How ilikely ido iyou irate ithe ipricing ias iper ithe iclothes?

1.
 iHigh ipriced

2.
 iLow ipriced

3.
 iEquilibrium/Fairly ipriced

4.
 iNo iopinion

7- How ido iyou ilike ithe iquality iof iproduct ion ibasis iof iusage?

1. Very igood

2. Good

3. Satisfactory

4. Un-Satisfactory

8- How ido iyou ilike ithe idiversity iof iproduct irange?

1. Diverse iproduct iavailable

2. Few iproducts iavailable

3. Sufficient i

4. Products inot iavailable

9- What ido iyou iprefer ifactory ioutlet ior iretail istore iin icontext iof iprice?

1. Factory iOutlet

2. Retail i iStore

10- What ido iyou iprefer ifactory ioutlet ior iretail istore iin icontext iof iproduct?

1. Factory iOutlet

2. Retail iStore

11- Rate ithe ionline ishopping iin icontext iof iease?

1. Below i5

2. 6-7

3. 8-9

4. 10

12- How ido iyou ilike ithe iinnovative idesign iof imerchandise?
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1. Very iinnovative

2. Moderate

3. Less iinnovative

4. No icomments

13- Whom ido iyou ithink iis ithe imajor icompetitor iof iShoppers iStop?

1. Pantaloons

2. Max iStore

3. Lifestyle

4. Others i(please ispecify)

14- What iis ithe ibasic istrength iof iShoppers iStop?

1. Pricing iPolicy

2. Number iof ibrands

3. Advertisement i

4. Store imanagement i

15- What ishows iShoppers iStop imajor iWeakness?

1. High iPrices

2. Dealing ionly iwith itop ibrands

3. Less iadvertisement

4. Others i(please ispecify)

16- What iis ithe igreatest iopportunity ifor iShoppers iStop?

1. Increase inumber iof ibrands

2. Go ifor isome inon ibranded iclothes

3. Introduce ia iself ibranded imerchandise

4. Others i(please ispecify)


