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Summary

Revenue growth of organised

retailers to be aided by the Annual Review May 2010
economic rebound and — .

subsequent revival in consumer
sentiments. The re-initiation of
expansion plans by retailers is
also expected to support this
growth. CRISIL Research

expects the organised retail

industry to grow at a

compounded annual rate of 22 Contents
per cent between 2008-09 and
2013-14. Consequently, Part A: Increase in share of private labels essential to boost organised retailers'
organised retail penetration is profitability
expected to reach 9.4 per cent gxecutlvedsumrraré/ " 2;
: : rganised retail industry to treble over next 5 years -
in 2013-14 from 6.5 per cent in Private labels to help boost margins of organised retailers A-9
2008-09.
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This document has been prepared by Melisia Fernandes, Dipali Modi and Sridhar C (Head of Research). For
any queries please get in touch with our client servicing desk. (clientservicing@crisil.com. Ph -022-33423561)
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