Vol : 8, No : 1, July 2017 ‑ Dec. 2017

IMT Case Journal, ISSN NO : 2229 ‑ 6743

Editorial

Vol : 8, No : 1, July 2017 ‑ Dec. 2017

IMT Case Journal, ISSN NO : 2229 ‑ 6743
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Success in management requires learning as fast as the world is changing:
Warren Bennis

The case study method is one of several ways of doing research in social science. Other ways
include experiments, surveys, histories, and the analysis of archival information. Each
strategy has peculiar advantages and disadvantages, depending upon three conditions: (a)
the type of research question, (b) the control an investigator has over actual behavioral
events, and (c) the focus on contemporary as opposed to historical phenomena. Therefore
one of the major objective of IMT Case Journal (IMTCJ) is to publish high quality case studies,
articles and research papers from all types of social science researches.
I am feeling proud to announce the release of Vol.8, No.1 of IMTCJ. Editorial team members
of IMTCJ are always in pursue to provide the best quality original researches, Case studies &
articles to our readers, which would help them to stay updated with the recent
developments in all dimensions of business management studies. This issue publishes four
high qualities case studies from some of the major MNC’s; their revival and conflict handling
policy, management and leadership skills which helped in building their brand identity.
I believe that, this issue will have a positive impact on the academicians, students as well as
for future researches. An endeavor to promote case study research as an important research
methodology, on behalf of IMT management, I extend my sincere gratitude to all the
reviewers, authors and readers for their association with IMTCJ. The editorial board
welcomes contributions from all interested scholars as well as suggestions and comments
to improve the quality and visibility of IMTCJ.

Dr R K Jena
Editor, IMTCJ

Abstract : Future Retail Ltd, which houses a string of retail chain formats, has decided to shut its online
venture Big Bazaar Direct. Big Bazaar Direct was launched in 2013. Interestingly, the Big Bazaar Direct
operated through a B2B model where the Kirana stores and the common men got an opportunity of
operating as a Big Bazaar franchisee. However, by the end of August 2016, Future group confirmed that
it would be shutting down its online venture Big Bazaar Direct as it is finding the business unviable. They
stated that they are thinking of a better business model to replace Big Bazaar Direct. Big Bazaar Direct
has failed to find a place in a crowded e-tailing market in India. This case provides sufficient stuff to look
deeply into the scenario and throws a compelling question for discussion - How Big Bazaar Direct got
stuck in the middle? It provides good material for discussion on business models.
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INDIAN RETAIL INDUSTRY
There were only small retail stores in India before 1990. A few manufacturers had opened their exclusive
stores in major cities. During 1990-2005, pure play retailers realized the market potential and opened
stores especially in the apparel segment. During 2005-2010, big corporate groups entered into retail
sector by making substantial investments. Most of the modern retailers offered food and general
merchandise categories by opening stores in top 100 cities. After 2010, relaxation of FDI norms has
helped in the entry of international brands. Existing players expanded their business by launching
private labels and opening their stores to Tier 2 and Tier 3 cities.
Indian retail market is one of the fastest-growing markets in the world. According to retail sector report
by India Brand Equity Foundation, Indian retail market will grow from $672 billion (2016) to $1.3
trillion (2020) at CAGR of 17.94%. Indian modern retail will grow three times at the CAGR of 24.5% i.e.
from $60 billion to $180 billion during FY 2015-20201. One of the primary reasons for growth in the
retail industry is the increase in disposable income, and it is estimated that consumer expenditure will
increase three times during 2015-2020. Moreover, innovative financing by financial institutions, policy
support by the government and the entry of foreign players are boosting the growth of the retail industry
in India. Organized retail penetration is very low (8%) in India as compared to US (85%). It is estimated
that the penetration of organized retail will increase up to 13 percent by 2019. Food and grocery account
for largest revenue contributor in the retail sector.
India is in the midst of a digital revolution. Expanding internet access, growing smart phone usage, and
rising digital media consumption will have a profound impact on the future of Indian retail over the next
few years 2 (see Exhibit-2). The number of internet users in India will grow to 650 million by 2020, from
260 million in 2015 (see Exhibit-1). Retailers are innovating business models to deliver superior
consumer experience in the new world order. Indian retailers are adopting various strategies to attract
the consumer. Lowering prices, offering discounts, value-added services, developing strong supply
chain and leveraging partnerships are some strategies implemented by the leading Indian retailers.
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Note: This case was prepared as a basis for class discussion rather than to illustrate either effective or ineffective handling of an administrative or
business situation. This case was written using published sources of information and is not intended to serve as the organization's point-of-view.

