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ABSTRACT

The organized retail business in its new ‘Avatar’ began its growth story in the country only after the liberalization of the economic
policies. The operations of organized retailers have been spearheading and form aniche segment. The overall retailing registers an annual
growth of 30 to 40 per cent. A major proportion of retail ers of organized sector are food category consisting of 11 per cent food and grocery
and 7 per cent food and beverage. Theretail sector of Indiahandles about $250 billion every year, and is expected by veteran economists
to reach to $660 billion by the year 2015. The business in the organized retail sector of India, isto grow most and faster at the rate of 15-
20 per cent every year, and can reach the level of $100 billion by the year 2015. Consumers’ perceptions on 44 attributes pertaining to
modern retail store image considered in the study. Factor analysis was done using SPSS 16.0 package. The KMO measure of sampling
adequacy is 0.839, which indicates the suitability of the collected data for factor analysis. The perception of consumers’ about the modern
retail storeimage dimensionsreveal ed 26 significant attributes and the top three factors perceived by the consumers were product choice,
market access and hygiene in that order.
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