
VOLUME NO. 5 (2014), ISSUE NO. 11 (NOVEMBER)   ISSN 0976-2183 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],  
The American Economic Association's electronic bibliography, EconLit, U.S.A., 

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 
Circulated all over the world & Google has verified that scholars of more than 3480 Cities in 174 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 



VOLUME NO. 5 (2014), ISSUE NO. 11 (NOVEMBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTS 
 

Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. INNOVATION CAPABILITY AND KNOWLEDGE FLOW OF INFORMATION COMMUNICATION 

TECHNOLOGIES: EMPIRICAL STUDY OF COMPARISON BETWEEN INDIA AND CHINA 

CHUN-YAO TSENG 

1 

2. FDI IN INDIAN MULTI-BRAND RETAIL-CONSUMER PERSPECTIVE 

NEERAJA T S, ROSMIN JOHN, SHANA XAVY & SHERIN ALICE PHILIP 
5 

3. A STUDY OF INVESTOR'S BEHAVIOR IN NEPALESE STOCK MARKET 

DR. SAROJ PANT & AMIT DUMKA 
12 

4. AN ANALYSIS ON INDO-CHINA TRADE AND ECONOMIC RELATIONS IN THE POST-LIBERALISATION 

ERA 

SHAILZA DUTT & DR. RAJENDER DEV PANWAR 

18 

5. FERTILIZER MARKETING IN CHHATTISGARH: UNDERLYING PROBLEMS AND SOLUTIONS 

ABHISHEK KUMAR PATHAK, DR. PUSHKAR DUBEY & DR. SANJAY PANDEY 
25 

6. GREEN MARKETING AND ITS IMPACT 

A. K. NEERAJA RANI, J. ARAVIND & T. PRASAD 
30 

7. GROWTH OF INDIAN MUTUAL FUND INDUSTRY: AN OVERVIEW 

DR. B. VIJAYA & PRAKASH. T. TALWAR 
32 

8. CONSUMER PREFERENCE TOWARDS THE PACKAGING ELEMENTS OF FMCG PRODUCTS IN 

TIRUVARUR TOWN 

S.SRIDEVI & DR. R. KRISHNAVENI 

37 

9. A STUDY ON THE ROLE OF SELF HELP GROUP IN WOMEN EMPOWERMENT 

DR. ASHOK JHAWAR & PRIYANKA CHAWLA 
40 

10. CUSTOMER SATISFACTION WITH BANKING SECTOR SERVICES 

S. HEMALATHA & DR. B. BASKARAN 
46 

11. PROFITABILITY OF TRADERS ENGAGED IN BANDHEJ CRAFT 

DR. RUBY JAIN & AMBIKA TIWARI 
48 

12. FOREIGN DIRECT INVESTMENT IN RETAIL: HOW IS IT IMPORTANT FOR THE GROWTH OF 

ECONOMY? 

SONIA KAMBOJ & SAKSHI MITTAL 

55 

13. RURAL MARKETING IN INDIA: ISSUES AND CHALLENGES 

ANJU DAGAR 
60 

14. EXPLORING CORPORATE SUSTAINABILITY: A STUDY WITH SPECIAL REFERENCE TO TATA 

CONSULTANCY SERVICES 

PAROMITA DUTTA 

63 

15. IMPACT OF CONSUMER PROTECTION LAWS ON WOMEN CONSUMERS IN MADURAI DISTRICT 

DR. A. RAMASETHU 
68 

16. A COMPARATIVE STUDY OF ROLE STRESS AMONG PUBLIC SECTOR & PRIVATE SECTOR BANK 

EMPLOYEES 

DR. ADITYA SHARMA & CHHAYA PARIHAR 

71 

17. A STUDY ON WOMEN EMPOWERMENT THROUGH SELF-HELP GROUPS (SHGs) 

PARIVINA A. TORAGALL & BRIJMOHAN VYAS. 
74 

18. A STUDY OF RISK APPETITE AMONG INVESTORS IN BANGALORE CITY 

AMITH K N & RAKESH H M 
83 

19. COMMUNICATION SYSTEMS AS DETERMINANTS OF EFFECTIVE MANAGEMENT FOR 

ORGANIZATIONAL GOALS ACHIEVEMENT IN A TERTIARY INSTITUTION IN OGUN STATE, NIGERIA 

FEJOH, JOHNSON 

92 

20. A STUDY ON ACTIVE LEARNING AND REWARDING LEARNER PARTICIPATION: RURAL INDIAN 

CONTEXT 

MALLIKA A SHETTY 

96 

 REQUEST FOR FEEDBACK & DISCLAIMER 100 



VOLUME NO. 5 (2014), ISSUE NO. 11 (NOVEMBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

FormerVice-President, Dadri Education Society, Charkhi Dadri 

FormerPresident, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 

CO-ORDINATOR 
DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

 

EDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

 

CO-EDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 

 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, GuruGobindSinghI. P. University, Delhi 

 



VOLUME NO. 5 (2014), ISSUE NO. 11 (NOVEMBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

PROF. ANIL K. SAINI 
Chairperson (CRC), GuruGobindSinghI. P. University, Delhi 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity 

University, Noida 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

PROF. N. SUNDARAM      
VITUniversity, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

 

TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 

 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

 



VOLUME NO. 5 (2014), ISSUE NO. 11 (NOVEMBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of 

Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; 

Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic 

Science; Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information 

Systems; Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; 

Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non 

Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural 

Economics; Co-operation; Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business 

Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour 

Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management Information Systems (MIS); 

Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; 

Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office 

Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; 

Production/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials 

Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; 

Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); 

Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete 

Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks; Numerical 

Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic; 

Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word 

format after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking 

the link online submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 



VOLUME NO. 5 (2014), ISSUE NO. 11 (NOVEMBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES &TABLES: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources of 

data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES 

•            Always indicate the date that the source was accessed, as online resources are frequently updated or removed. 

WEBSITES 

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 5 (2014), ISSUE NO. 11 (NOVEMBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

5

FDI IN INDIAN MULTI-BRAND RETAIL-CONSUMER PERSPECTIVE 
 

NEERAJA T S 

GUEST LECTURER 

DEPARTMENT OF COMMERCE 

ST TERESA’S COLLEGE 

ERNAKULAM 

 

ROSMIN JOHN 

AUDIT ASST. 

DELOITTE 

HYDERABAD 

 

SHANA XAVY 

OFFICER 

ROYAL BANK OF SCOTLAND 

CHENNAI 

 

SHERIN ALICE PHILIP 

OFFICER 

ROYAL BANK OF SCOTLAND 

CHENNAI 

 

ABSTRACT 
Foreign Direct Investment has been one of the most discussed topics in the Indian economy. Foreign direct investment is the talk of the day. Consumer’s 

perception towards the impact of Foreign Direct Investment in India is unknown. This article gives an insight into Foreign Direct Investment in multi-brand retail. 

It analyses the advantages of foreign direct investment in multi-brand retail from consumer’s perspective. It also analyses the disadvantage of Foreign Direct 

Investment in multi-brand retail from consumer’s perspective. The impact of Foreign Direct Investment in overall development of the nation is also studied from 

consumer’s perspective. Questionnaire was distributed to 100 respondents from various professions(Professionals, Government employees, Private employees, 

Women executives and Homemakers). Consumers perception on the basis of their profession is analysed.  

 

KEYWORDS 
FDI, multi-brand retail, forex reserve, logistics. 

 

INTRODUCTION 

THE INDIAN SCENARIO OF FDI  
he recent announcement by the Indian government permitting Foreign Direct Investment (FDI) in retail, especially allowing 100% FDI in single brands and 

multi-brand FDI has created positive sentiments in Indian Retail Sector. FDI is a type of investment that involves the pumping of foreign funds into an 

enterprise that operates in a different country of origin of the investor. FDI refers more specifically to the investment of foreign assets into domestic 

goods and services. 

 

DEVELOPMENT OF FDI IN MULTI-BRAND RETAIL 
This paper is a study of FDI in multi brand retailing. In an important policy move, the Indian government gave permission for up to 51% FDI in multi-brand retail 

in September 2012. The objective of this policy is to boost the retail business through adoption of international standards and practices. The entry of 

international products, practices and technology is expected to enhance the efficiency of domestic retailers. 

As early as 1997 the Indian government had started its experiments with FDI, introducing restrictions and conditions. In 1997, the government approved 100 

% FDI in “cash and carry” wholesale stores under the automatic route and, in 2006, 51 percent FDI was allowed in single-brand retailing, although with prior 

approval from the government. In December 2011, the government fully opened up FDI in single-brand retail stores more specifically to the investment of 

foreign assets into domestic goods and services. In 2012 the Indian government had made it mandatory for foreign multi-brand retailers to place at least 50% of 

their total investment in back-end infrastructure, thus giving a boost to facilities such as logistics and warehousing. The retailers (both single-branded and multi-

brand) will have to source at least 30% of their goods from small and medium sized Indian suppliers. All retail stores can open up their operations in having 

population over 1 million. Multi-brand retailers must bring a minimum investment of US$ 100 million. Out of this, half of the amount  must be invested in back-

end infrastructure facilities such as cold chains, refrigeration, transportation, packing, sorting and processing, in order to reduce the post harvest losses and to 

bring the remunerative prices to farmers. 

 

ADVANTAGES OF FDI IN MULTI-BRAND RETAILING 
With multi-brand retailers exploring opportunities in India, demand for retail space is likely to rise significantly. This will induce developers to launch new malls 

and, as store size requirements are significantly higher for multinational retailers, this will encourage them to build larger malls along with sufficient mall 

infrastructure. Quality will also receive a significant boost as the malls will be constructed to meet international standards and norms. The competitive 

environment is likely to enhance the productivity and efficiency of domestic retailers. With better and more transparent pricing, sales will improve significantly. 

Domestic retailers will also leverage their portfolios by adopting many of the new retail strategies followed by large international retailers.  

FDI in Multi-brand retail invites a lot of investment in the country which will in turn provide transitional development in technology. The main points of the 

Government’s proposal of pushing the FDI in retail are: 

1. Benefits to the farmers: The big retail giants buy the produce directly from the farmers eliminating the middle men and offering them higher prices for 

their products. Thus farmers are less likely to get affected by the price raise in future. Middle-man mainly involves in speculative hoarding and creates 

T 
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artificial shortages in perishable commodities, this leads to food inflation as demand is more and due to artificial shortage supply is less. Thus elimination of 

middle man will help in reducing food inflation. 

2. Increase in Forex reserves: As per Government’s proposal in increasing the FDI in retail, each retail giant is supposed to invest a minimum of 100 million 

dollars. Each retail giant is expected to open at least 15 stores across India and to open each store it may require 10- 15 million dollars which can total in 

billions of dollars in Forex reserves. 

3. Decrease in food wastage: Today a major chunk of the food that is almost 30% – 40% of the produce is wasted in transportation. A lot of grains are also 

wasted in the government storage and go-downs. The government has made it compulsory to invest 50% of the investment in the development of 

infrastructure in logistics. Thus it will become critical to save a lot in storage and logistics. 

4. Better consumer choice: Since most of the retail giants work on a large scale, they have large number of product varieties which generally the kirana stores 

in the neighbourhood are not able to store. 

5. Benefits to Real-Estate sector: Retail is closely dependent on real estate as any retailer requires substantial spaces for setting up business. Real estate in 

India has gone through a revamp due to the demand of high end retail malls and people’s changing perception towards an enjoyable shopping experience. 

Thus real estate can get a further facelift in India and receive more investment with the opening up of FDI in multi-brand retail.  

Other benefits include: 

• Huge Investments in the retail sector will provide gainful employment opportunities for the people especially in agro processing , sorting, marketing, 

logistics and front-end retail 

• Increased competition in retail chain at domestic level will bring in more customization and standardization of existing brands and products. 

• The customers will also get assortment of products at squat prices as compared to the market prices. They have more options to get international brands 

at one place. This ultimately improves the standard of living of the customers. 

•  Contributes to large scale investments in the real estate sector with major and global player 

• Finally, the effective banking services (efficient and customized), is a result of effective competition which increases only after the foreign players were 

welcomed in arena. 

 

DISADVANTAGES OF FDI IN MULTI-BRAND RETAIL 
Though many advantages are associated with FDI, there are many arguments against government’s announcement in introducing FDI in Multi-brand retail. 

• FDI will invite trouble by unemployment of small retailers who may fail to compete with the big retail giants like Wal-Mart & Tesco (The Economic Times). 

• Increase in FDI in retail will also create a monopoly of foreign brands in the food sector in India.  

• The big retail giants are investment intensive and create very few job opportunities.  

• Increasing FDI will not only impact just the retailers or the small time retail stores but will eventually impact all of the businesses that rely on it like the 

distributors, the small time salesman, rickshaw pullers who carry the goods to the shops, helpers at the distributor’s office and retail shops, small time 

logistics owners and many small scale industries who cannot afford to purchase shelf space at big stores and retail chains. . 

•  The big retail giants having greater resources and capital is less expected to follow ethical practices which eventually threaten increase in inflation in 

future. 

•  More over none of the FDI supporters can guarantee what the end consumer will be able to save while purchasing from these retail giants due to this FDI 

in retail influx. 

 

OPPURTUNITIES OF FDI IN MULTI-BRAND RETAILING 
While it is important not to lose sight of the local “Mom and Pop” shops, there is a distinct opportunity for FDI in Multi Brand retail. At the present moment, 

Indian companies are exporting different types of products to numerous retailers across the globe. There is a large segment of the population which feels that 

there is a difference in the quality of the products sold to foreign retailers and the same products sold in the Indian market.  

In view of the availability of higher disposable incomes for Indians, there is an increasing tendency to pay for quality and ease and access to a “one stop shop” 

which will have a wide range of different products.  The introduction of FDI act as great opportunity to many of the big business houses in India. They support 

FDI because in reality, most Indian biggies who are in retail are running at losses. Except for Big Bazaar, most others like Reliance Fresh or others have been 

running at losses to different degrees. They have really not been able to compete with Indian retailers and traders who are mostly unorganized, and so want 

money and investment. Since they are not ready to invest their own money, 51% FDI in multi-brand retail helps as big companies like Wal-Mart will form 

collaborations with them and in turn, turn these losses into profits. The same companies would have cried if government had allowed 100% FDI, since then Wal-

Mart can enter India on its own and have Walmart (India) which would have competed with these big businesses, further endangering positions of Reliance 

Fresh, Big Bazaar and Spencers. Hence, they are fine with 51% and not 100% FDI. 

According to RBI Deputy Governor Subir Gokarn Government’s decision to allow FDI in multi-brand retail will help increase productivity and ensure an efficient 

foodgrain distribution network to tackle high food prices. Rajan Mittal, managing director of Bharti Enterprises, says that farmers will gain in the form of better 

returns for their products with the introduction of FDI In multi-brand retailing as it develop direct procurement linkages with the farmers. 
 

REVIEW OF LITERATURE 
Organised sector is one of the most notable emerging sectors of the Indian economy that continues to attract investment and interest policies from leading 

national and international retail players. Factors like technology ,labour skills, and infrastructure are very important to explain the patterns and trends on the 

geographical structure of FDI. Indain retailers have a number of inherent strengths which helped them not merely survive the competition from organized retail 

but flourish. The Indian Council for Research on International Economic Relations (ICRIER) study (M. Joseph and N. Soundararajan, 2009) has shown that hardly 

1.7 per cent of small shops have closed down due to competition from organized retail. They have competed successfully against organized retail through 

adoption of better business practices and technology. A study conducted by Mukherjee and Patel (2005) found that foreign retailers are working with small 

manufacturers for in-house labels and are providing them technologies like packaging technologies and bar coding. Sourcing from India has increased with the 

advent of foreign retailers and they also bring in an efficient supply-chain management system. 

Kamaladevi Baskaran,Research Scholar,Dravidian University,Andhra Pradesh ,in her Article -‘FDI in India’s Multi Brand Retail-Boon or Bane’ has mentioned about 

the global giant’s entry to India and their myths and realities, highlighted on farmer’s issues towards FDI in multi brand retailing and also stated the 

recommendations before allowing FDI in Multi brand retailing. The study concluded by stating the fact that ,to achieve the objective of modernization of Indian 

retailing, the government has to proactively assist traditional retailers by modernizing themselves ,should remove the domestic regulatory and interstate 

restrictions on retail and should allow foreign entry into Multi-brand retail. 

Dr Deepali Moghe (Associate Professor, V.K.Krishna Menon College and Economics, Mumbai),in his article ‘Critical study of Foreign Direct Investment in Indian 

Retail with special reference to Multi Brand Retail Sector, has mentioned the regulatory framework for FDI in retail sector and various entry options for FDI in 

retail.He suggested that the entry of foreign capital into multi-brand retailing need to be anchored in a way that it results in a win-win situation both for India 

and Global players. He concluded stating that a percentage of FDI should be sent towards building up of back end infrastructure ,logistics or agro processing 

units and at least 50% of the jobs in the retail outlet be reserved for the rural youth. 

An Article ‘Impact of Multi Brand Foreign Direct Investment in Retail sector in India by Prof.Dr.G.S.Popli and Prof.Sima Singh Delhi School of Professional Studies 

and Research, New Delhi, made a note on the trends in the Indian Retail Sector and the benefits and drawbacks of FDI in this sector, factors influencing the 

consumers to buy from the organized and unorganized retailers. The Liberalization of Indian Trade and Economy by the Government of India and the foreign 

participation in retail sector has registered substantial growth in this sector. From the study he concluded that, FDI in retail sector appears inevitable and 
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preferable as it prevents foreign players entry in to the Indian Market using other routes, it heat up competition by providing consumers a better deal both in 

prices and choices. 

Rupali Gupta in her project on” FDI in Indian retail sector” states that, Indian retail industry is one of the sunrise sectors with huge growth potential. According to 

the Investment Commission of India, the retail sector is expected to grow almost three times its current levels to $660 billion by 2015. However, in spite of the 

recent developments in retailing and its immense contribution to the economy, retailing continues to be the least evolved industries and the growth of 

organised retailing in India has been much slower as compared to rest of the world. Undoubtedly, this dismal situation of the retail sector, despite the on-going 

wave of incessant liberalization and globalization stems from the absence of an FDI encouraging policy in the Indian retail sector.  In this context, the present 

paper attempts to analyse the strategic issues concerning the influx of foreign direct investment in the Indian retail industry. Moreover, with the latest move of 

the government to allow FDI in the multi-brand retailing sector, the paper analyses the effects of these changes on farmers and agri-food sector. The findings of 

the study point out that FDI in retail would undoubtedly enable India Inc. to integrate its economy with that of the global economy. Thus, as a matter of fact FDI 

in the buzzing Indian retail sector should not just be freely allowed but should be significantly encouraged. 

In the International Journal of Multidisciplinary Research (Vol.2 Issue 6, June 2012, ISSN 2231 5780), Dr. Mamta Jain and Mrs. Meenal Lodhane Sukhlecha says 

that, Retailing is the interface between the producer and the individual consumer buying for personal consumption. This paper tries to establish the need of the 

retail community to invite FDI in multi brand retailing. In between the advocators and antagonists of FDI inflows in Indian retailing, there are few issues to be 

addressed for the consumer’s rights to be saved, for the employment opportunities to be generated, for the regularization of the different retailers working in 

different areas, etc. Giant corporations like Wal-Mart and Reliance have started to try and take over the Indian retail sector. In spite of so many reasons behind 

allowing and not allowing FDI from entering our Indian borders, there are few examples of other developing countries who initially protested against the entry 

of foreign investment in retail sector and then, later on proved out to be the most effective decision in country‘s development and standing in the world. 

The Hindu Business Line, November 18, 2012 says that, FDI in multi brand retail can strengthen supply chain links. India is the world’s largest producer of fruits 

and vegetables, has the largest area under wheat, rice and cotton and is the second-largest producer of rice and wheat. That is the good news. But, at the other 

end of the spectrum, India loses about Rs 50,000 crore annually just on account of frail post-harvest infrastructure. A major scoop of these farm losses can be 

traced to a feeble supply chain system that includes storage, transportation and distribution. Inadequate warehouses and cold storages and poor road and rail 

transportation are some of the red flags in the Indian logistics landscape. Experts indicate that the advance of FDI could beef up the existing logistics 

infrastructure to a significant extent, which could translate into better prices for farmers and consumers. However, there is one rider. Retailers feel that unless 

there is a seamless implementation of this programme across states, robust supply chain architecture cannot be built. If some states chose not to open up FDI in 

their retail sectors, there would be a break in the chain. In a paper presented during a recent Confederation of Indian Industries (CII) seminar, Sunitha Raju from 

the Indian Institute of Foreign Trade, points out that direct procurement format resulted in an increase in farmers’ net income by eight per cent, while 

consumers paid six per cent less and transportation wastage fell by seven per cent. This could further improve if supply chain logistics is strengthened. 

Prof. (Dr.) G.S. Popli and Prof. Sima Singh in their research “Impact on multi brand foreign direct investment in retail sector in India” says that, India has been 

placed at first position in the category of countries with the best opportunity for investment in the Retail Sector by a survey of A.T. Kearney’s 2005 on Global 

Retail Development.  The increasing disposable incomes among the Indian middle class and increasing young population have been cited as the main reasons for 

such attractive optimism.  This positive opinion of the experts has also encouraged the intense lobbying by certain sections for opening Foreign Direct 

Investment in this sector. Foreign investors are also very enthusiastic to invest in India’s Retail Sector. The Government of India opened up FDI in ‘Single Brand 

Retailing’ in the year 2006.  This was done with a primary motive of giving a boost to organized retailing in India.   However, there’s another equally strong lobby 

that has been opposing this idea of inviting foreign direct investment in multi brand. They claim that it will mop away the corner shops in every locality and 

chuck inhabitants out of the jobs and bring unthinkable melancholy. The Research Paper makes a modest attempt of developing an insight as to what are the 

trends in the Indian Retail Industry and to the benefits and drawbacks of FDI in this sector.  It has also focused on whether this policy will be beneficial for the 

Indian Economy as a whole or not.  It has also been observed that an efficient supply chain within the country may augment its linkage to the global supply 

chain.  This in turn may boost farm exports significantly. Improved farm exports coupled with promised improvement in margins for farmers may bring in a 

happier and brighter tomorrow for our farmers. 
 

OBJECTIVES OF THE STUDY 
1. To identify the advantages to consumers from FDI in multi-brand retail sector. 

2. To analyse the disadvantages to consumers from FDI in multi-brand retail sector 

3. To study from the consumer perspective, the impact of FDI in multi-brand retail sector on the overall development of the nation. 
 

HYPOTHESIS 
HYPOTHESIS 1  

Null hypothesis: There is no significant relationship between the profession of the consumers and their opinion regarding the contribution of FDI in the 

economic development of the country. 

Alternate hypothesis: There is no significant relationship between the profession of the consumers and their opinion regarding the contribution of FDI in the 

economic development of the country. 

HYPOTHESIS 2 

Null hypothesis: There is no significant relationship between occupation of the consumers and their support towards FDI 

Alternate hypothesis: There is significant relationship between occupation of the consumers and their support towards FDI 
 

METHODOLOGY 
DATA SOURCE 

Both primary and secondary data were used for this study. Primary data was collected through questionnaires and secondary data were collected through 

journals, reports, articles and websites. 

SAMPLING 

The sample size of this study is 100. Respondents were categorised into five groups according to their profession. Various categories were Government 

employees, Private Employees, Professionals, Women employee and Home makers.  

TOOLS OF ANALYSIS  

Various statistical tools for analysis were percentage and chi-square test. Graphs, bar diagrams and pie-diagrams were used to give the pictorial interpretation. 
 

ANALYSIS AND INTERPRETATION 
Questionnaire method was used for collecting data. 100 samples were considered for analysis. The detailed analysis of the data collected is as follows 

1. GENDER 

TABLE 1: CLASSIFICATION ON THE BASIS OF GENDER 

Gender Number of respondents Percentage 

Male 56 56 

Female 44 44 

Total 100 100 

(Source: Primary data) 

From the above Table, it is clear that majority of the respondents (56%) are male and the rest 44% are female.                                           
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2. AGE 

TABLE 2: CLASSIFICATION OF AGE 

Age No. of Respondents 

Below 25 16 

25-35 36 

36-45 28 

Above 45 20 

(Source: Primary data) 

The above Table shows that majority of the respondents are in between the age of 25-35 (36%), 28% of the respondents are in between the age of 36-45, 20% of 

respondents are above 45 years and 16% of respondents are below 25 years. 

3 OCCUPATION  

TABLE 3: CLASSIFICATION OF OCCUPATION 

Occupation No of Respondents 

Professional 20 

Women Executive 20 

Government Employee 20 

Private Employee 20 

Home Maker 20 

(Source: Primary data) 

 

FIGURE 1 

 
The above Table shows that the percentages of respondents are taken equally 20% each from home maker, private employee, Government employee, women 

executive and professional. 

4 EDUCATION 

TABLE 4:  CLASSIFICATION OF EDUCATIONAL QUALIFICATION 

Educational Qualification No of Respondents 

Graduation and Below 32% 

Post-Graduation 32% 

Professional 36% 

(Source: Primary data) 

The above Table shows that the majority of the respondents are professionals with 36%, 32% of the respondents are post graduate and the remaining 32% of 

respondents are graduate and below graduate. 

5 ANNUAL INCOME 

TABLE 5: CLASSIFICATION OF INCOME 

Income No of Respondents 

Below 2.5 Lakhs 12% 

2.5 -5 Lakhs 32% 

5-7.5 Lakhs 26% 

Above 7.5 Lakhs 10% 

Not Applicable 20% 

(Source: Primary data) 

The above Table shows that the majority of the respondents (32%) earned ‘2.5-5 lakhs’ annually, 26% of the respondent’s annual income is ‘Between 5-7.5 

lakhs’, 12% of the respondents annual income is ‘Below 2.5 lakhs’, 10% of respondent’s annual income is ‘Above 7.5 lakhs’ and 20% of the respondents gave the 

option ‘Not applicable’. 

6 LEVEL OF AWARENESS 

TABLE 6: LEVEL OF AWARENESS REGARDING FDI 

Level of Awareness No of Respondents 

Excellent 16% 

Good 46% 

Satisfactory 30% 

Poor 8% 

(Source: Primary data) 

From the above Table , 46% of the respondents which is the majority responded the level of awareness regarding FDI as good, 30% of the respondents 

responded as satisfactory, 15% of respondents responded as excellent and 8% responded as poor. 

7 SUPPORT TO FDI IN MULTI-BRAND RETAIL 

The classifications of the respondent base on their support level to the FDI in multi brand retail are shown below. 
 

TABLE 7: SUPPORT TO FDI IN MULTI-BRAND RETAIL 

Particulars No. of Respondents 

Support FDI 67% 

Do not support FDI 33% 

(Source: Primary data) 

From the above table 72% of the respondents which is the majority supported FDI in multi-brand retail and 28% of respondents do not support FDI in the multi-

brand retail. 
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8 CALCULATION OF RESPONDENT’S SUPPORT TO FDI ON THE BASIS OF OCCUPATION 

 

TABLE 8: CLASSIFICATION ON THE BASIS OF OCCUPATION 

Occupation Support FDI Do not support FDI Total 

Professional 16 4 20 

Women Executive 13 7 20 

Government employees 7 13 20 

Private employees 16 4 20 

Home maker 15 5 20 

Total 67 33 100 

(Source: Primary Data) 

 

FIGURE 2 

 
From the analysis conducted using chi-square, calculated value for the above observation was 13.75. The table value at 5% significance with 4 degrees of 

freedom was 9.49. Since the calculated value is less than the table value, null hypothesis will be accepted i.e. there is no significant relationship between 

different occupational sectors of consumers and their support towards FDI 

9 BENEFITS OF FDI IN MULTI-BRAND RETAIL TO CONSUMERS 

The opinion of respondents towards various benefits of FDI in multi-brand retail was analysed. Various benefits analysed were ‘High quality’, ‘Shopping under 

one roof’, ‘Price discounts’, ‘Availability of branded products’ and ‘Others’. 

 

TABLE 9: BENEFITS TO CONSUMERS 

Benefits PROFESSIONALS WOMEN 

EXECUTIVES 

GOVT 

EMPLOYEE 

PRIVATE 

EMPLOYEES 

HOME 

MAKERS 

TOTAL PERCENTAGE (%) 

High quality 10 7 10 10 12 49 32 

Shopping under one roof 7 3 6 6 4 26 17 

Price discounts 1 2 10 10 3 26 17 

Availability of branded products 7 6 6 6 7 32 22 

Availability of fresh fruits and vegetables 2 2 4 4 3 15 8 

Others 2 0 2 2 0 6 4 

 

FIGURE 3 

 
From the analysis, majority of the respondents have opted for ‘High Quality’ (32%) as the benefit of FDI. 22% have opted for ‘Availability of branded products’. 

17% have opted for ‘Shopping under one roof’ and ‘Price discounts’ .  
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10 DISADVANTAGES OF FDI TO  THE CONSUMERS 

TABLE 10: DISADVANTAGES OF FDI 

Disadvantages PROFESSIONALS WOMEN 

EXECUTIVES 

GOVT 

EMPLOYEE 

PRIVATE 

EMPLOYEES 

HOME 

MAKERS 

TOTAL Percentage(%) 

Self -Service 3 3 1 0 6 13 16 

Lack of Personal 

Attention 

8 5 2 2 4 21 26 

Lack of Customization 3 3 1 8 3 18 22 

Lack of Accessibility 2 7 2 4 5 20 25 

Others 2 2 1 4 0 9 11 

[Source: Primary Data] 

 

FIGURE 4 

 
From the analysis, majority of the respondents have considered ‘Lack of personal attention’ (26%) as the disadvantage of FDI. 25% have opted for ‘Lack of 

accessibility as the reason. 22% opted ‘lack of customisation’ and 16% ‘self-service’. 11% gave the reason as ‘Others’. 

11 THE REASONS FOR NOT SUPPORTING FDI IN INDIAN MULTI-BRAND RETAIL SECTOR  

 

TABLE 11: THE REASONS FOR NOT SUPPORTING FDI IN INDIAN MULTI-BRAND RETAIL SECTOR 

Reasons for not supporting Professionals Women executives Govt Employees Private employees Home makers 

Lack of Personalized service 25% 14% 38% 0% 44% 

Lack of Accessibility 0% 43% 23% 0% 33% 

Non-availability of local brands 0% 0% 15.38% 50% 11.11% 

Cultural and Lifestyle change 25% 29% 8% 0% 11% 

Others 50% 14% 15% 50% 0% 

TOTAL 100% 100% 100% 100% 100% 

Majority of the professionals have (50%) given the option ‘Others’ as the reason behind not supporting FDI. Majority of the women executives have given the 

option (43%) ‘Lack of accessibility’. Government employees have given the reason ‘Lack of personalised services’. Private employees have given the option ‘Non-

availability of local-brands’ and ‘Others’. Home makers have given the option ‘Lack of personalised services’ (44%) 

12 CONSUMER’S PERCEPTION TOWARDS FDI IN MUTL-BRAND RETAIL’S CONTRIBUTION TOWARDS OVERALL DEVELOPMENT OF COUNTRTY 

 

TABLE 12: CLASSIFICATION OF CONSUMER’S PERCEPTION ON THE OVERALL DEVELOPMENT DUE TO FDI ON THE BASIS OF PROFESSION 

Occupation Support FDI Do not support FDI Total 

Professional 16 4 20 

Women Executive 13 7 20 

Government employees 7 13 20 

Private employees 14 6 20 

Home maker 15 5 20 

Total 67 33 100 

From the analysis of Table using chi-square test, the final conclusion is that in consumer’s perspective, there is no significant relationship between the profession 

of the respondent and their opinion regarding the role of FDI in economic development of the country.  

Other than the government employees, all the respondents  are of the opinion that FDI contributes towards the economic development of the country.  

 

FINDINGS 
• Level of awareness regarding FDI of majority respondents falls under the category ‘Good’ (46%). 

• Majority of respondents support FDI 

• The category of respondents who supported FDI are professionals (80%), women executives (65%), private employees (80%), homemakers (75%) . 

• The categories of people who do not support FDI are Government employees (65%) 

• The most attractive benefit of FDI is ‘High Quality of Products’ for all categories of consumers. 

• Professionals have opted for ‘Lack of Personal Attention’ (44%) as the main disadvantage. 

• Women Executives have opted ‘Lack of Accessibility’ (35%) as the major disadvantage. 

• ‘Lack of Personal Attention’ (29%) and ‘Lack of Accessibility’ (29%) were the disadvantages opted by Government employees. 

• Private employees have chosen ‘Lack of customization’ (45%) as the main disadvantage of FDI 

• Home makers have opted for ‘Self-service’ (33%) as the main disadvantage of FDI in multi-brand retail. 
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• Professionals have opted the option ‘Others’ (50%) as the reason for not supporting FDI. 

• Women executive has opted ‘Lack of accessibility’(43%) as the reason for not supporting FDI 

• ‘Lack of personalized service’ (39%) is opted as the reason behind not supporting FDI by women executives and home makers (45%) 

• Private employees have chosen ‘Non availability of local brands’ (50%) and ‘Others’ (50%) as the reason for not supporting FDI 

•  From the total respondents, 65% has the opinion that FDI contributes to the overall development of the nation. 80% of ‘Professionals’, 65% of women 

executives, 70% of private employees and 75% of home makers are of the opinion that FDI contributes to the overall development of the nation. Whereas 

only 35% of Government employees seconded the same. 

 

SUGGESTIONS 
• Multi- brand retail outlets should try to include local brands of good quality also in their merchandise. 

• Steps could be taken to improve the accessibility to these multi-brand retail stores. 

• Better policies should be adopted by multi-brands for protection of employee rights and Government should ensure it. 

• Multi-brand retails should adopt sustainable development practices to protect the resources of the nation. 

• Government should assure the public that the FDI in multi brand retail would in no way influence or affect the Government policies. 

 

CONCLUSION 
The project aimed at identifying the advantages and disadvantages of FDI in multi-brand retail in consumer’s perspective. It also identifies the overall 

development of the nation in consumer’s perspective.The main advantage identified from the study due to FDI in multi-brand retail sector is ‘High quality of 

products’ available to consumers. The main disadvantage is lack of accessibility and personal attention to the consumers. Majority of the respondents were of 

the opinion that FDI in multi-brand contributes to the overall development in the nation. Majority have chosen all the stated options. The respondents who were 

against the opinion that FDI in multi-brand contributes to the overall development in the nation have mostly chosen the factor, foreign control on Government 

policies. 
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