disorganised and
conststed mostly of single-store out-

lets: vz a few remail chains and a large
number of the endly neighbourhood
*kirana’ shops. These outlets had pre-his-
toric supply chaing, inefficient inventory
management; very few were customer fo-
cused and most were in the small to medi-
um category, The sudden spurt in demand
and a greater awareness amongst buyers
Enrmmlitj};ﬂpmd'um and services created a
vacuum that could only be met with fine-

ormany ]Jﬁlﬁ the retail industry in
R

wuned supply chains, effident inventory

management and a totally customer fo-
cused view,

IT I5 the key enabler 1o improving
customer sal:tgfa:ﬂnmnpcrsncmlcﬁuen
cies and by extension pro and s
proven as an organised and efficient retail
operational discourse. Tssues like the qual-
ity check, information about company
qutlets, daily check of the tumovers, etc.
can be solved by appropriate use of tech-
nology. The ability to have current infor-
mation on a real time basis and analysing
that data for better forecasting are some of
the pavbacks provided by technology.

I an intensely competitive, cost-con-
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The ITadv

In today’s competitive
setting, use of IT and
telecommunications can
make a vast difference

sdous industry, decisions about IT and
telecommunications infrastructure can

make a vast difference. The right solution
can result in improved productivity and
major cost savings through Key advan-
tages such as more accurate supply chain
forecasting and better inventory manage-
ment. For example, in a given situation
where the retailer wants (o increase its loy-
al customer base, an organisation with rel-
evant IT systems in place has a ready cus-
tomerdatabase. 1T can also be beneficial in

a store. management system that aleris '
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out-of-place orstock-out items: Retailers
need to understand that technology is not
asunk cost but rather an investment 1o re-
duee heavy lang-term costs and 1o piain-
1ain competitive advantage.

Retail solutions

There are many retail solutions available
in the market [rom both internationally
reputed software companies as well as lo-

developed small or homegrown sys-
tems that fill a niche market for smaller re-
tailers. It should be kept in mind that many
of these splutions are often developed
with a very narrow [oous, without proper
documentation and little regard to archi-
tecture orquality; asa resalt scalability and
configurability suffer. Very few solutions
can be categorised as an ‘end-1o-end retail
solution’ covering everything from POS 1o
back office and head office. Solutions can
range from a single store with one PDS 108
complex, multi-store environment: that
integrates with your overall business oper-
ation. Some of the betier-known solutions
like LS Retail, SAP, Oracle Retail, JTDA and
Landsteiner offer comprehensive end-to-
end solutions. They are scalable, work in

geographically distributed environments
and are modular enough to suit most retail
with minoy customisation,

Technology coupled with retail dynam-
ics 15 definitely a win-win situation for re-
tailers. With the coming of intemational
refail players, it has become imperative lor
SMEs 1o 1ake a step towards technology
adoption to reap optimum benefits from
o examm:. the 1.5 Reail of

Agan Ls Suite of so-
lutions support for smaller stores
aswellas large multistore, multi-location
setups and has been Tocalibed for the Indi-
an Industry, Teprovides Dexibility, scalabil-
itya zjmmlmn that help in reducing
the total cost of ownership, IT solutions
like these improve profitability and pre-
pare the retaller for changesin both busi-
ness and customer behaviour. Thiese IT so-
lutions provide the ability to make up-to-
the-minute dedsions with fewermistakes.
Very importantly, a good IT selution can
recognise current consumer rends and re-
duce the total cost of inventory.

— ATANU GHOSE,
Heap TECHNOLOGY,
DYNAMIC VERTICAL SOFTWARE Pyt LTD
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