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INTRODUC!l'ION 

The aohleYeaent in 1nduetr1al field ls reallT apeotaouler 

in India since independence·: llllder tbe different DeYolop~~ent -

plane there baa been a considerable ospaneion in tbe industrlee 

manufaotur!u~ consumer goode Within tbe count~. we ere no lo~­

er in a condition of retniliU£ primarily imported manuteotured 

so ode, 'MallY ot tbe oobftuaer goode manufactured to-day are repla~-

1ng tbe articles tbBt were formerly being imported; 

Indes ot oonaumer goods production in India 1a given below, 

It indicatea the rapid progreee ot tbia 1ndnatr.v 1n our country, 

Indes ot Consuaor Good! 

Production ( 1960 .. 100 ) 

Year Jndes 

1961 ' .. ·~· 106.,6 

1966 •• "!. 127.6 . 
1969 •••• 146',3 

1972 •••• 168,2 

£"Source • Reaene llaDk ot lndia,Report on Curre~cy • 

& Finance 1973-'14,J 



In these industries competition has been both inevitable 

and welcome·. 'l'he retail marketing has a strategto 1mportanoe tor 

rapid expansion of our lndustr1eo··. Betanor is the speciaUat in 

oelUng. Be is in direct contact with tho cona1111er. Be io,tbere­

fore,1n possession of tbe vital information about what the con. 

suers like end uhet the trend ot the market lot. Evideno .. s in 

advanced econOillies indicate that with inoreeaed out.-put and . ' ' 
reduced oost ot produot!on.retaUinl cost is also on the increase·. . " . 

It ta.therefore;tmportan~ to kD0\1 at this eta1e whether or not 

our retailero ore capable of performiDJ the service• neoeasar,v 

in order to sell the increasing output froa the 1ndustriea in 

the eountry that we ere striving to develop as quickly as poasi­

ble. In technical lenguage,tberetore,we are inte~eated in ozea1-

n1ng the structure,the functions.the costs end the efficiency of 

retailing of manufactured goods In thie countri·· The acope of 

this study 1s'0however, Umi ted only to S111gurtt; 

NEED FOR 'l'Bll STUDY 

Eff.ioient marketing ot manufactured sooda is essential 

tor large scale productions• ~is calls for a study of the 

efficiency ot retail marketing. The date from the field study 

we~theretore,collected to ascertain the probleas taoed by our 

rete1lers and the measures needed to solve problems to increa•e 

their relative effioienoy. Our mprket is a n sellers • market. 

Page 2. Vaill, Grathe. and Cox - Marketing in the American 

Economy C:~a1d Press, .u.s.A,) 195'2 ,Page 632-633. " 
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Possibly for thia reason t~ie aapect of our econo~ bas been.very 
' . 

little studied in the past'• But sooner or later we IIUat ascertain 

the efficiency of our retailing syatem to hclp the aanutacturera 
. ' ' 

to boost up their production and to help thea in improving the 

quality and reducing the coat of these goode~ 

,, 
ij! The data relating to retail trade are scanty in our ooun-

' ' . 
try~ No attempt bas yet been made to conduct any coaprohensi ve 

. ' . ' . . . '- ., 

field enquiry to obtain detailed picture ot the retailin$ struc-
' . . 

ture ·of Siligur:l.,a nry feet grovin&; city in Eastern India~ It 

woa,therefore,thought necessary to undertake an enquiry to coll­

ect the relevant data to study the problems of retail marketing 

of manuf'aotured consumer gom.lsr~ 

'oDJBC'I'IVE OF TilE STUDY 

The intention of the research project 1s to attempt : 

(a)'. an ap!'riaal of the organiant1on_and operative condition 

ot the retail stores·. 

(b)'• an assessment ot tho problem.! faced by tbo retailers in 

tbeir llay-to-ilay bnsineas'. 

(o). an analysis ~f tbe faoto~s responsible for ineffioionoy 

in our rotoil trade and 

( il )'~ also to assess the diffioul ties faced by the consumers 

in buying consumer 60ods and also bow for the retailer& 

were reaponeiblc for suob ditt1oult1e•'~ 
~ -~ --7"1. .. • ~-

?age, 3~ K_.K.Taimni. ·Studies in Retailing 
----- ,_-

Consumers' 

Co-operation and ~blio Distr.l~ution System; 
. ~ ,~ ~ 



SBLEC'l'ION OF CENTRE FOR FIELD STUDY 

It would hoYe been ideal if we oould study ell the dltf-
' . 

erent enterprises in India engaged in retailing. But our limited 

resources Will not permit to Undertake !IUOh a. big .:enture'; So we . . . 
deaided to seleot a region ,ll'hich :ill representative :l.n oharacte~·. 

In this ~~pect S1lignri is on ideal place'~ It ia e fllllt growing 

city of Eastern India and te the Qato_,.ay to Dhutan,S1kk1•0!1111 

areas of Darjoeling District and Assolli~ The rete.Uers of Siligur1 

not only supply goode to the largo number of local oonsumers,they 
-~ ' . ',. ' 

also sell goods to oustomars who oome froa Tea Gardena or Dooara . ' . . . .. ' ' . ,- ' . ' 

area,nearbY Bill areas of Darjeeling D1str1ot,Naxalhari,Gorubathan, 
• ' ' I 

Phansidewo and Villages of surrounding area.. The large number of 
, 

ormymen ot the Military Barraoka of this area are also the ousto-

mers of retailers or Sil1gur1 City. One can have the idea ot 

·retr.il trade in India by studying the position of retail trade in 

Siliguri. For this reason we have selected S111gur1 City aa our 

centre for :Ueld study:~ 

I!ETHOD OF Tl!E SUBVBY . 

The survey was oerried out on two separate queationnatraa~ 

Ths first one contains information on various aspects of retail­

ing oolleoted troll retallerp'; Thesa retailers ivere the ul ti•ate 

aompling units for this questionnaire'. The second questionnaire 

was used to collect information regarding buying bab1ts and opi­

nion of the consumer cn certain relevant issues~ Here a family 

was defined as persons living to~ethcr under tho snme root and 
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taking their !ll8al :from the eame kitohett. !i'he person interviewed 
• was actually the bead of the family or hie wife~ A heed was --

defined as tho person who lllllkes decisions in ·the matter o:f par-

ehaseSt: 

Retailing ot mauuraoured goods is done in Siliguri in 

any one of the following waye : 

(a)'; Through a shop aslUns to oonsUIIIern·• 

(b)'; Through traders like hawkers,peddlern,eto'. 

( o )'~ Through temporary shopa'> 

In urban areas the goods included in our study are sold 

more frequently in the shops known as Stationery storea,bu~ soae 

ot the inexpensive convenience goode liko blades 0to1let soaps, 

eto'•IIIBY also be 110ld by grooerry stores and pan-C:I.garstte Shopa~ 

It we could include these grooerry stores and pan-shops in our 

list, the number ot shops would beoome too large~ It would oreate 

a tremendous problema in oonstruoting the sampling. frames~ There­

tore,we exoluded grooery stores and Pan-shops trom our list or 

retailers·; We have oolleoted il:lforme.tion tram one hundred retail­

era ot Sili!lllri City:; They were selected by lottery aethod under 

randot1 sample BUrvey:; At first we made a lillt ot retail shopu 

dealing with manutaotured consumer gooda by 4oor to door visit'. 

They were numbered ser:t.elly for lottery purpoee'~ 



We bave oolleoted information rroa the bead of two 

hundred tam111es at· different areaa under S111gur1 Munlo1-

pal1ty. We followed the aame principle in aeleoting tbe -­

aaaple family; Attar cplleoting the nemea and addressee ot 

inhabitants ot Siliguri City troa the MUnicipality of Siliguri0 

each of them wau given a DUDber, Then by lottery ue selected 

two hundred sample families; 

For field study purpose retail market of Siltguri City 

has been divided 1hte four Zones. namely • 

( 1 )'; Bidban Market; 

(11)!~ _IT111 Cart Road ~arket, 

(11th ldababir.than Market and 

( iv)'. Retail Shope of other areas of· the Oi t:y • 
• 

The number of sampled abops or theae Centres ••re aa follows : 

NBI'le ot zone 

D1dhan Market ••• 

Hill Cart Road UBrkot ••• 

U!lhabiratban llarket ... 

Other area• ••• 

TOTAL ... 

No·,of sampled Shops 

40 

30 

20 

10 --
100 

-----------------·· ---
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Henoe~orth we aball deaoribe thoae markets ~ Mi•~•Ha and w4 
reapeatively., Here "14" meana 14arket'~ Different lilumber a~ Blll!lph 

ehopa ~or different marketa have been aeleoted on tbe baaie of 

the nltlllber of ehope of eaoh market'; 

Siliguri City has been divided into £our zones - (i) East 

zone, (11) West zone, (iii) south Zone and (iv) North Zone', This 

division was necessary tor seleotion of sample• oonsumere ~or 

eaob Zone·, The number ot eamplod oonsuers are as follows • • 

(1)'. ISDiit zone ••••• ISO CODIIU•er8 

(2); West zone ••••• GO n 

(3):, south zone ••••• 110 • 
(4) •. North Zone • • • • • 110 • --

Total ••••• 200 

------------
·rrom now we shall describe these zones a& At•Aa•As end A4 respec­

tively·. Here "A" means Area'; The iullabitante of eaoh ot tbeae 

zones ere ol•os't equa.11
• Theretore,equal number ot cionsUIIeHf 1·,e1~ 

fifty consumer• from each Zone bavobeen selected as Ba•ple 



we have oolleoted information fro• tho hood ot two 

hundred taai11ee ot different arena under Siliguri Uuniol­

pali ty·, we followed the a&llle pr1no1ple in eeleoting the -

e&llple fllllilY. Alter oolleot1Dg the nlll!lae 0114 addreeee• of 

1Dhab1tents ot S111guri City froa the Yunioipality of Sil1gur1 1 

eaoh of them wae given a numbar, Then by lottery we aeleote4 

two hundred aample familia•; 
. . 

FOr field study purpose retail market ot S111,;uri City 

llae ~en di'l'lded into four zeee1 -ly .,: 

(1)'; Bidhan l!arket; 

( 11 )': JIUl Cart Boad U,erket, 

( 111 )'; lofahabtrathnn Market and 

(1v)", Retail Shopa of other areoe of the City; 
• 

The number of saspled ehopo of thaee Centres were oe tollows : 

Nelli' of Zone 

B1dhllll llarket 

Hill cart Rofld Jlllrket 

1!Bhabirathan Market 

Other areae 

TOTAL 

•••• 

••• 

... 

... 

... 

No·,of Sanpled Shope 

40 

30 

20 

10 

--
100 

--------------------
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OUt ot 100 samples troa amongst the retailers we rece1Ted 

co-operation from 96 retailers. only 4 reta1lers,_2 in v1 and one 

eaoh 1n 11arll:et Dfa and H4 rett111ed to gin any data. one oonsUIIer 

in At and two in A:! and three tn A3 also dtil no.t at all respond 

to the queettonnatres·; 

It is really painful that a aeotion or retailer• and oon­

eoaers did not realise the need for this kind of an effort whiah 
yu~ 

would in the long,bene:t1t tbo11·; 

The followinc are tbe limitations of the study Wb10b ware 

beyond our oontrol : 

( a)•; EYeiT type of retailing tnst.itutione in S1Ugur1 bas not 

been included in it·; 

(b)'; we collected our data by 1nterv1awtng. So,we were unable 

to obtain 1nfo~t1on in ell auch detail as we would haYe 

11ked'i 

Lastl~ few lines are added in this introductory chapter 
A~~ ., 

about meaning,importance of retelling whiCh will belp to assees 

the probleae faoed by cur retailers and also to ascertain the 

ditfioulUee or coniiUIIIers under the present study:; 



The word, • Retailer n is a French word with the prefix 

· ne and Verb tailer ,lle&nins to out'; EYidently r<~tailer is one 

that cute ott smaller portions from larger l1111pe of goods·; 

Ord1ner1ly retailing means selling coaaodittea or aerricee for 

personal or domestic uee'; 

the functions that be bas 

Tho retailer bas to perform soae 
A'V!.I( co .... pi"c<( to 

to undertake,are,buytng,eelling, 

ot 

grad1ns0d1vid1ng end etoring goode·;· The Definition Co111111ttee 

ot Marketing Teachera Assoo1at1on U,S,A,hae dettned retailing 

as uniler : 

• Retailins tncluiles all aot1Yittes incident 

to selling to tbe ultimate conaUIIel':, The 

gooda sold may be produced0 bought Qr carried 

in stook by tbe seller " • 

natailor 1• tbua an intermediary between the Wllolesaler and 

the Oooaumor~ 

~bile describing the importance ot reta1ling0a saying in 

English oan be quoted "Familiarity breeds cont<o11pt• .; Retail era 

are acattered around us and render invaluable ~ervices to satisfy 

our daily needs·, The consUller does n~t know an~ other marketing 

tonot~onary so well as the retailers', The retaUer respects the 

demand and likinss ot the ousto11ers and also a~eates personal 

relatione,, JiDt we do not hesitate in remarking that retailing b 



a simple,small and uni~portent enterprise and it stands muob 

lower in status thau mllllufooturer• or wholesalers-; Not only 

to-dey but tor ages retailers have been denied their due 

oppreoiation;r- The old wrUera of Greek and noman oiv1lasat1on 

also dill not ehow any sympathy to the11. Most ot the people 

to--day hold that retailing is e vocation tor dull,unintelli• 

gent and ttnBmbi tious people'; But the above opinion reflects 

only their tgnoranae·~ Take any ·basis - volume of busineu, 

nW!Iber of estsblishments,persoDll elll!aged0 proportlon of perso­

nal income spent, the retailing establiehea ita surpre~~aoy:~ In 

a country like Amer1oa0 three-r1tth of inooae of peo~e is epent 

on ool!lllioditias purohesed through retailbl!! units. Except people 

engaged in rarming 0 the number of persons engaged in retailing 

business is the highest even in· progrosBivo country like America'; 

In the modern specialised and complex eoon~,rete111ng 

occupies a !lign1t1oant position'~ The retailer :I.e the last link 
. ,. 

in the chain of dietributio~• It joins the producer and the·laet 

point of d1str1bution,1.e'.the consumer• Beinl!; near to coneul!er• 

be gets tho best idea or their demands,taste• and purobasin& 

capacity and transmi:ts- them to the manufacturer••• The success 

of menuraoturer• and wholesellera ultimately depends upon the 

efficiency of retailers·. The slnaknes" at tha retailing point 

creates worries both tor the wholesalers. end tor tbe manufacturers. 

L-*' ·Page 10·: ConVerse· l';lul D., Harve:;r". · Hueg:;r and Robert 
' v. Mitchel. 

'T.he l!lltell'ients of ~larketing : New York. 

Prentice Hall 19~8. f' I O!l, 



Retailers are of tremendous help to consumers who are in search 

of sources froa where they oan get goods to suit their varyi~ 

needs·. In the absence of retail ere 1 t would have been a llltfi-
• 

cult task tor the consumer to obtain the goods ot his choice in 

tbe present coaplez and round-about-production and distribution. 

In this way counter of the retailer is a point vhere marketin! 

enda and oonsUIIption begins·; 

In the subsequent chapter& an attempt will be madA to 

Und the efficiency of our reta.ilers in rendering I!Bl"Vioea to 

monufeoturer••"holeealers and consumers·; 

ooooOoo,.:ao 


