
 Organized retail business has been making deep inroads into the corporate landscape of India and has 
been drawing significant attention of the researchers since the last few years. Retail supply chain has become a 
buzzword both in the corporate sector as well as in the academic arena in today's scenario. However, development 
of performance metrics for a retail outlet from supply chain perspective is relatively a new field of research, 
although some works have been carried out in the domain of supply chain performance metrics. The present work 
is an attempt to identify the critical success factors influencing the performance of a retail outlet from a supply 
chain perspective which provides the researchers and managers an insight into the type of measures available for 
evaluating the performance of a retail outlet. 
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Introduction 
In recent years, India has witnessed a retail boom in both the major metro cities and the smaller towns alike. The A 

T Kearney Global Retail Development Index (2011) has ranked India as the fourth most attractive nation for retail 
investment among 30 emerging markets. India's retailing industry is essentially owner manned small shops. While the 
metro cities have seen the advent of mega shopping malls in a big way, the small towns have witnessed the emergence of 
super markets that offer regular items at much cheaper rates. In 2010 the organized retail was estimated to have a 6 percent 
share in the Indian retail industry (Booze and Co India Private Ltd). The Indian government has also sanctioned 51 percent 
of FDI in this sector. The super markets are using their bulk buying capacity to offer rates which the conventional stand-
alone shops have not been able to match. This has been made possible by the removal of the middlemen from the supply 
chain, thus linking the end consumer directly to the producer through a single business entity namely, the supermarket. The 
Business Monitor International India Retail Report has projected that the total retail sales would grow from US$ 411.28 
billion in 2011 to US$ 804.06 billion by 2015. The underlying factors for this optimistic growth of organized retailing is the 
untapped potential and favourable government policy initiatives. These factors along with the increasing disposable 
income, expanding middle class and development of organized infrastructure have made this sector very attractive to both 
the Indian and foreign retailers. The ultimate objective of this development is to create value both for the final customers as 
well as for other stakeholders involved in supplying, producing and delivering the products. Value creation for the 
stakeholders in retail business is possible only when the performance of the whole retail supply chain meets certain 
standard in respect of the two dimensions of efficiency & responsiveness. In case of a retail outlet, a firm has to contend with 
the apparently difficult task of balancing optimum service levels with efficient usage of the limited storage space available at 
the outlets. This has created considerable debate among the researchers in respect of how much volume of a particular item 
should be kept in a store for providing an optimum level of service with a view to improving the overall performance of a 
retail outlet. 

The following section touches upon the relevant existing literature relating to Retail Supply Chain management 
while in the third section we identify the research gap and propose the 3 findings of our study. In the fourth and concluding 
section, we present a brief summary along with the contributions & limitations of the work and future research directions. 
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