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[bookmark: _Hlk230946208]Aim and Objectives
This paper analyzes the effect of intense competition on Reliance Trends pricing strategies in the Indian fashion retail business. They are to examine the competitive landscape, test the pricing approaches embraced by Reliance Trends, and determine competitive pressure on price formation and a firm positioning.
Methodology
The study follows a qualitative research design based on a single case study of Reliance Trends. The secondary data were gathered using Reliance industries and Reliance retail annual reports, company publications, industry reports, market analyses and government sources. Thematic analysis was used to analyse the collected data in order to determine the significant patterns in terms of competition and pricing strategies.
Findings
The results show that the growing competition between home and foreign retailers of fashion has had a great impact on the pricing of Reliance Trends. To appeal to consumers whose buying decisions are very price sensitive, the company uses competitive prices, promotions, and positioning based on value, and remain competitive in the market.
Recommendations
Trends Reliance must keep investing in effective price setting based on data, intensive use of its omnichannel retailing, and prepare specific promotional campaigns to react better to the altering consumer preferences and competition.
Conclusion
The research concludes that in preserving competitiveness in the Indian fashion retail industry pricing strategy is one of the key drivers. Reliance Trends has managed to evolve its pricing habits to retain value among the customers and leverage on the market representation against the competition in a very competitive market.
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Competitive Pricing: A pricing strategy in which a company sets prices based on competitors' pricing levels.
Consumer Price Sensitivity: The degree to which consumers respond to changes in product prices.
Fashion Retail Industry: The sector involved in the sale of clothing, footwear, and fashion accessories to consumers.
Market Positioning: The perception of a brand or company in the minds of customers relative to competitors.
Promotional Pricing: Temporary price reductions, discounts, or special offers used to increase sales.
Retail Competition: The rivalry among retailers to attract customers and gain market share.
Value-Based Pricing: A pricing method where prices are determined according to the perceived value of a product to customers.
Pricing Strategy: The approach adopted by a business to set product prices in order to achieve its objectives.
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[bookmark: _Toc231818575]1.1 Background of the Study :-
The Indian fashion retail business has undergone a metamorphosis in recent years turning out to be one of the fastest growing and most competitive businesses in the economy of the country (Kumar, 2023). This has been contributed by economic, technological and social factors which include the increase in urbanization, disposable income, an increase in the population of middle classes, and changing consumer lifestyles. As a result, the industry has developed into much more organized, fragmented market structure rather than the competing environment where local and international industry players continually coexist in the market. One of the major forces of this change has been organized retail. Big Indian retailers such as Reliance Trends, Pantaloons and lifestyle has spread out to metropolitan, tier two and three use word cities extending their market base. Simultaneously, major international brands such as Zara and H&M have moved to India and foreign fashion styles have penetrated and increased consumer expectations. 
The Indian fashion retail industry has experienced a high rate of growth, the industry forecast shows that the Indian fashion retail industry is worth more than $100 billion and is likely to have high growth of about 10-12% considering a compound growth rate in a few years (Liu et al., 2025). The increasing disposable income, urbanization and the increasing fashion awareness among customers are some of the factors that have contributed to this growth. It is in this dynamic environment that Reliance Trends has revealed itself as one of the leading domestic fashion retailers aiming to fulfill its goals the mass and the middle-income segment via affordable pricing strategy. Early introduction of Reliance Trends fixes on the primary issue, which is how to be affordable and compete with international brands like Zara and H&M and local competitors like Pantaloons. 
The competitors do not just have to compete based on price, they could compete based on the product variety, quality, brand image, and customer experience as well (Olubiyi, 2024). Price competition is often reinforced by frequent discounts, promotion programs and sales season, and only a properly designed pricing strategy ensures the retention of customers and being competitive in the long run. The competitive situation is aggravated by the emergence of e-commerce and online retail sources. Being more transparent in prices, online platforms make consumers easy to compare brands and choose in an informed manner. It has minimized the capability of retailers to maintain greater margins and resulted in retailers creating more dynamic, flexible pricing (Sudirjo, 2023). To develop successful pricing strategies, retailers have to keep track of the changes in the market environment, the behavior of their competitors, and the tastes of consumers. This paper seeks to consider the relationship between competition and pricing moves which will offer some ideas on how the retailers react to the fluctuating market circumstances and how they remain competitive.
Indian fashion retail sector has seen a strong growth in the last decade and is currently among the fastest growing retail industries in India. According to (Kumar, 2023), urbanisation, increasing disposable incomes, and evolving consumer lifestyles have led to this growth. This implies that rising purchasing power and fashion awareness has contributed hugely to the demand to apparel in various market segments. This has seen the industry attain a less organised structure to a much more competitive sphere where local and international brands co-exist to compete in one industry. A second aspect of significance is coexistence of organised and unorganised retailers with the local market and small shops dominating as they are affordable and accessible.
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Figure 1: Indian Fashion Retail Industry Size
Source: (Research, 2025)
Global brands have drastically changed the competitive environment in the fashion retailing industry in India. According to (Alon et al., 2020), foreign retailers bring sophisticated fashion styles, standards of quality, and methods of marketing that domestic firms have to adjust to, to stay competitive. It implies that the local retailing markets are taking more balanced paths towards modernized retailing format and variety of product line, and customer value-based approaches. In that regard, Reliance Trends has become one of the top domestic competitors, providing low-end fashion to middle-income customers in urban and semi-urban regions. There is also a change in the consumer behaviour whereby people have become more brand conscious and lifestyle orientated. Nonetheless, the price elasticity is still strong, particularly to the middle and low income categories. Thus, retailers will have to strike a balance between affordability and fashion through flexible pricing mechanisms that are in line with the perceived value of customers whilst remaining competitive in the market. E-commerce and digitalization have revolutionized fashion retailing, increasing product availability and price transparency (He et al., 2023). This transparency creates greater competition between online and offline retailers. Regular discounts draw customers but put pressure on prices, and retailers need "agile" pricing based on data analytics to be competitive in the rapidly shifting retail landscape. 
[bookmark: _Toc231818576]1.2 Research Problem :-
The research issue is that Reliance Trends is an enterprise in a very competitive and price sensitive retail sector where it is getting harder and harder to sustain profitability at the same time provide low-cost fashion. The competition in Indian fashion retail industry is intense, trends are dynamic and price sensitive customers are very many (Gurnani and Gupta, 2024). Retailers find it very difficult to maintain their profits and remain at the forefront because these dynamics open the doors to growth. One of the major issues is how to develop pricing strategies that could address the competition coupled with customer satisfaction. The key decision of pricing is a complex issue in a congested market: it relies on the cost of production, the price of competitors, demand, the preferences of customers, and the brand positioning. The retailers have to balance these factors to ensure that they price their products in a way that will increase sales and profit. With competition being highly competitive, maintaining this balance is not easy, and the competitors keep adjusting their prices in order to attract customers. Not only is the competition of Reliance Trends stiff, but the landscape is also dynamic.  
The available literature is mostly on general pricing, or founded on the developed markets and there has been little empirical interest in how the value-fashion retailers such as Reliance Trends in India react to intense competition through pricing (Kazemi et al., 2024). Discounts and sales are a normal practice, but excessive reliance will be detrimental to profitability and brand image. Promotions should be carefully handled so that it becomes sustainable in the long run of the retailer. Therefore, this paper aims to discover the influence of the strong competition in the Indian fashion retail market on the pricing policies of Reliance Trends and how the latter contribute to sustaining the competitive advantage in the quickly developing sector. 
[bookmark: _Toc231818577]1.3 Research Aim and Objectives :-
The primary aim of this study to examine how high competition would influence the pricing strategies used by Reliance Trends in the Indian fashion retail market.
Objectives -
To analyse the competitive landscape of the fashion retail industry in India and its influence on pricing strategies.
To examine the pricing strategies used by Reliance Trends and their relationship with market positioning.
To evaluate the impact of competitive pressure on pricing decisions and how these strategies help maintain competitiveness.
[bookmark: _Toc231818578]1.4 Research Question :-
What is the effect of intense competition in the market on the price policy of Reliance Trends in the Indian fashion retail industry? 
What are the effects of the rivalry between local and foreign brands on the pricing decisions of Reliance Trends in the Indian fashion retail industry? 
What is the role of consumer price sensitivity in shaping the pricing strategy used by Reliance Trends in the Indian fashion retail market?
[bookmark: _Toc231818579]1.5 Significance of the Study :-
The research is meaningful both academically and practically. Research also assists in developing theory as (Savin-Baden and Howell Major, 2023) explain that it helps in augmenting knowledge on key concepts. In this regard, the study enhances understanding of retail competition and retail pricing strategies through a local company in an emerging economy. This pointed at the way the pricing decision is made in the extremely competitive and price-conscious markets like India. Consequently, the research fortifies the previous literature, as it helps to connect the pricing strategy with competition in a practical environment. 
In practice, the results can be useful to retail managers, entrepreneurs, and decision-makers. The paper sheds light on how pricing strategy can be re-modeled in order to be competitive in the dynamic markets. According to (Purcărea et al., 2022), digital transformation has transformed the consumer behaviour and price transparency. This implies that retailers have to change the pricing strategy upon online settings to retain competitiveness and customer value.
[bookmark: _Toc231818580]1.6 Research Methodology :-
The research will be qualitative research methodologies depending on the purpose of the research and the nature of research questions that will be addressed (Taherdoost, 2022). The research is conducted in qualitative form which is the analysis of secondary data. The secondary research is appropriate since it will allow us to analyze available literature, industry reports, and company data to understand the interaction between the competition and pricing strategies. It gives a macro perspective thus making it feasible to research on matters of trends in the industry, as well as the business strategies. The data will be analysed using thematic analysis, which determines the patterns and themes (Christou, 2022). It is a systematic and structured approach that provides us with clear conclusions regarding the nature of competition with regard to pricing strategies. Challenges of ethics will count. The study does not involve personal contact with people, and does not deal with any personal or confidential data due to the fact that secondary data is used only. Everything is obtained in open sources and we adhere to the rules of referencing and citation to support the principle of academic integrity which was verified by the form of ethics. 
[bookmark: _Toc231818581]1.7 Structure of the Dissertation :-
Chapter 1 : Introduction:  This Chapter provides the foundation of the study by presenting the research background, identifying the research problem, and outlining the aim, objectives, and research question. 
Chapter 2 : Literature Review: This chapter is a literature review on academic and changes on competition and pricing approaches in retail. It lays theoretical grounds, emphasizes major concepts, and finds gaps in research which justifies the study.
Chapter 3 : Methodology: Chapter describes the research design and research methods. It indicates how secondary data is used, indicates sources of data collection and elaborates the analysis methods that are used thus transparency and reliability. 
Chapter 4 : Findings and Discussion: In this chapter, the analyzed data is introduced, the results are interpreted in terms of the research purposes, the links between the findings and the literature that already exists are provided, and the information about the effects of competition to the pricing strategies is given.
Chapter 5 : Conclusion: This last chapter is a conclusion of important findings and gives practical recommendations to the retailers. 
[bookmark: _Toc231818582]1.8 Conclusion :-
The chapter has given an overview of the research by describing the background, problem statement, research objectives and research methodology. The chapter identified the evolution and competition in the Indian fashion retail sector, and the role of pricing in maintaining competitiveness in this market. It also highlighted the research gap, advising the lack of research on local retailers such as Reliance Trends. In summary, the chapter provides an introduction to the research which is further discussed in the literature review of the next chap

[bookmark: _Toc231818583]2. Literature Review :-
[bookmark: _Toc231818584]2.1 Introduction to the Literature Review :-
A literature review is a systematic review of available academic literature on a study subject. It assists in the determination of important theories, concepts, as well as the gaps in research. According to (Kumar, 2023, literature review offers a critical framework of knowledge of prior studies. This means that to construct a good theoretical foundation, it is critical to review current studies. As such, this chapter deploys the literature review method to analyze competition and pricing strategies in the Indian fashion retail business. 
Search Strategy and Boolean Search Method :-
This study employed a systematic search strategy in order to establish the relevant academic literature used to search. Peer-reviewed journal articles on the topic of competition and pricing strategies in fashion retail sector were identified in electronic databases such as Google Scholar, Scopus and ScienceDirect (Thrassou et al., 2020). Peer-reviewed journal articles only were included whereas non-academic materials like blogs, websites, and opinion-based things were excluded. An organization of search results using the tools of Boolean search was performed in order to maximize correctness. The following keywords were employed: pricing strategy AND fashion retail. “competition” AND “pricing decisions” consumer behaviour, price sensitivity. retail rivalry or market rivalry. The blends assisted in reducing the number of the most topical studies and preventing irrelevant outcomes.
Inclusion and Exclusion Criteria and Source Evaluation using CRAP Test :-
Inclusion and exclusion criteria were clearly indicated to choose literature used in this study in order to determine the quality and relevancy of sources. Peer-reviewed journal articles released in the recent years, 20-20 2025, were considered only because their published materials are the most up-to-date and most trustworthy regarding the matter of competition and the establishment of pricing in the fashion retail sector. The articles reviewed were specific to the research aims, touching upon the retail competition, the pricing approach, consumer behaviour and targeted at the fashion retail industry. On the contrary, non-academic literature like blogs, commercial websites, and opinionated articles were excluded to assure academic reliability. Also, the research that did not directly concern the pricing policy or competition at the retail level was excluded. Articles not found in full text were also leaves of articles not evaluated properly. The selection process served to make sure that only the relevant, high-quality and academically valid sources were incorporated into the literature review.
To make sure that the chosen sources were of high academic quality and credibility, they were evaluated with the help of CRAP test. 
Currency- only the latest research (2020-2025) were covered to guarantee the most relevant information. 
Credibility: All the sources were peer-reviewed articles in journals. 
Authority: The articles have been written by the well-known authors and are printed in the well-known academic journals. 
Purpose: The identified studies were scholarly and were directed to adding to the knowledge instead of commercial or promotional interests. This screening made the literature employed in this research credible, relevant and academically valid.
[bookmark: _Toc231818585]2.2 PRISMA Flow Diagram :-
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Figure 2: PRISMA Flow Diagram
Source: (Page et al., 2021)
Through PRISMA, relevant studies were systematically identified, screened, and selected to be used as the literature. First, 120 articles were found with the help of Google Scholar, Scopus, and ScienceDirect databases according to the Boolean search strategies (Page et al., 2021). Subsequently, 25 duplicate studies were eliminated, and 95 articles were filtered according to their relevance in their titles and abstracts. After eligibility review, 40 full-text articles were filtered off inclusion and exclusion criteria leaving 20 peer-reviewed articles in the final literature review. This process of identifying, screening, eligibility, and inclusion increased transparency, minimized the selection bias, and methodological rigor.
[bookmark: _Toc231818586]2.3 Synthesis of Selected Studies Methodology Focus needed :-
Ten chosen peer-reviewed studies were analysed systematically to determine important themes of competition and pricing strategies within the fashion retail market. The individual studies were analyzed in terms of the key findings, the methodology, and the applicability to the topic of the research. Some of the literature underlines the critical role of price competitiveness in a highly saturated market. It has been established that competitive pricing can have a strong impact on consumer purchasing behaviour, especially in price-sensitive markets like India (Park, Jung and Choi, 2020). On the same note, research has noted that the move towards greater adoption of digital platforms has allowed consumers to easily compare prices, compelling retailers to continually modify their pricing policies to be competitive (Patten et al., 2020). Yet, overdependence on price-based competition can have a detrimental impact on the profitability and compromise brand value in the long term. 
Regarding the methodology, a large number of studies use quantitative and analytical techniques to study pricing decisions and market competition. As an example, dynamic pricing models have been applied to elucidate the reaction of retailers to demand and competition fluctuations (Kopalle et al., 2023). The other literature involves innovation and strategic adjustment to competitive retail spaces, which emphasizes the necessity of price decision-making flexibility (Jin and Shin, 2020). These methods give a solid empirical evidence of the dynamics of competition in the price formation. Moreover, consumer behaviour is an important factor affecting pricing effectiveness. Studies have shown that Indian consumers are very price-conscious and seek to find value in their money when making their buying choices. Promotional pricing has been reported to effectively contribute to buying behaviour and purchase timing (Ntumba, Aguayo and Maina, 2023). This especially applies to retailers like Reliance Trends that focus on the middle-income consumers in a competitive market.
Further, the positioning of the market has also been pinpointed as a significant variable in pricing policies. Pricing is a concept employed by retailers as a tool to convey the brand value and select a particular group of customers, striking the balance between the low price and the perceived quality (Kim, Kim and Rothenberg, 2020). Meanwhile, the competitiveness causes companies to constantly keep an eye on the situation in the market and make changes to the price. Comprehensively, the studies considered indicate that competition is a powerful factor in pricing strategy in the fashion retail market policies (Porter, 2023). Competitive and promotional pricing strategies can help increase the attractiveness to customers and market share but an overdependence on price cuts can impede long-term profitability and brand positioning. Retailers should therefore be fairly strategic in pricing to be able to survive in a changing market environment.
[bookmark: _Toc231818587]2.4 Pricing Strategies in Retail Marketing :-
One of the most essential aspects of retail marketing is pricing strategy as it directly influences the demand, sales, and profit. Price is a critical factor in the retail of fashion as there are numerous brands of a similar product. The most widely used approach is competitive pricing (Park, Jung and Choi, 2020). It bases its prices on the competitors. In a saturated industry, a brand pays close attention to other market rivals and resorts to adjusting the price of its brands so that they remain competitive. Competitive pricing retains market share but at a high cost when it is not effectively managed. Perceived value in fashion, design, brand image, quality and experience of customers are all additive. The retailers in this model develop a good brand which enables them to enjoy a premium over their competitors who are of the same type. 
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Figure 3: Pricing Strategies in Retail
Source: (Alagarsamy, 2024)
Promotional pricing is a common way of attracting customers and boosting up the volume. It covers seasonal sales, discounts, limited time offers and specials of a particular festival (Bondarenko and Vyshnivska, 2023). Short-term sales can be achieved and inventory can be cleared through the strategy but excessive use of discounts may lead to damage of brand image and long-term revenue. Cost-based pricing brings a profit to the costs of production and distribution. It will ensure coverage of expenses and a predictable margin but will not consider the market indications and shopping habits. Pricing by cost may not be sufficient in the highly contested market. Dynamic pricing is one of the new strategies, which is capable of changing prices in real-time according to demand and competition among others. Going digital makes it easy to respond to change in the market and maximize income. 
Psychological pricing employs numerically less than round values (e.g., 999 rather than 1000) to make items seem cheaper and thus elicit desire in them (Frohmann, 2023). This also uses consumer psychology to increase sales. Finally, the pricing technique of the retail stores is diversified and advanced. They need to strike a balance between the internal aspirations and the external forces. It is the role of the retailers to remain nimble and tactful in their pricing in order to remain competitive, please customers and create a long-term success. Competitive pricing and promotional pricing are identified to play a major role in Indian market because the consumers are very sensitive to the price (Sinha, 2021). The main pricing strategies that Reliance Trends uses include competitive pricing status with the frequent promotional deals like offering discounts as part of the season. Competitive pricing has been shown to be more effective when compared to value-based pricing suitable in high end brands.
[bookmark: _Toc231818588]2.5 Concept of Competition in Retail Markets :-
Competition in retail is the continuous struggle among businesses to win customers, generate revenue and maintain profits in the market. In fashion retailing, competition is intense because there are many brands competing for a share of the market and selling similar products to similar customers (Yatna and Yulianah, 2024). To stand out, firms must also compete on factors such as price, quality, brand identity and customer service. In competitive market environments, companies often employ competitive pricing tactics such as discounts and sales campaigns to drive sales and capture market share. These practices may increase short-term revenue but can also decrease profits and impact long-term business viability. 
[bookmark: _Toc231818589]2.6 Role of Competitive Pricing in Fashion Retail :-
Fashion retailers must offer competitive pricing, particularly in markets with strong competition with well-informed shoppers. Most similar styles are available in many brands and in this case, price is usually a critical aspect that may determine the choice of one store over another (Patten et al., 2020). Competitive pricing will help the retailers utilize the customers by attracting them, retaining their market share and making the company remain relevant in the ever-evolving industry. Customer attraction is also one of the key benefits of competitive pricing. When one retailer matches or even beats off the competitor’s price, there are more chances of attracting the shoppers particularly in those segments where price is significant (Fridner, 2023). It is highly true in the Indian market where numerous purchasers are keen on value of money. Retailers are able to gain a greater customer base by aligning to the expectation of the market. It is also competitive in price and thus retains customers. The profitability will be limited due to frequent variations in the price, especially if retailers are operating price wars (Clark, 2024). Through this, firms can improve the short-term earnings at the expense of the long-term profitability and this damages financial performance. Thus, the issue of balance between remaining competitive and maintaining the cost and operation organization should be found by retailers. 
The other important point is the perception of the brand. The retailers will have to match the prices strategy with their general brand positioning (Gielens et al., 2021). In a brand that positions itself as being low-end, stable low prices should be the norm; in a high-end brand, excessive volume of discounting will lose its image. 
[bookmark: _Toc231818590]2.7 Consumer Behavior and Price Sensitivity :-
In the fashion retail industry, consumer behavior is one of the major driving forces of pricing strategies. Purchasing decisions depend on economic conditions, perception and tastes. Retailers need to know the consumer behavior in the various and price-conscious market such as in India, in order to remain competitive (Gurnani and Gupta, 2024). One of the cardinal factors that condition the responsiveness of the shoppers to price fluctuations, discounts, and promotions is price sensitivity. Price sensitivity refers to how the shopper will make a purchase based on price. The portion of purchasers in the fashion industry particularly among the middle and lower classes is very price-sensitive. They scout prices on various brands and sellers and strive towards the optimal. Although changing prices may be very small, the effects on demand can be great. Price is not the only motivator of purchase (Pang, Tan and Lau, 2021). There is also brand image, quality of products, style and social influence. Any given consumer will be ready to spend more money on high-quality or items that would indicate his or her identity and style of living. The retailers thus have the responsibility of segmenting their markets and developing pricing that will be attractive to each segment. 
Particles of promotion, discounts, seasonal, festive promotions have a significant impact on the behavior of shoppers. Numerous buyers are waiting to receive such an offer before they make a purchase and timing and strategy of pricing is of great consequence (Ntumba, Aguayo and Maina, 2023). However, excessive use of promotions may cause the expectations to change, and customers will prefer to see discounts all the time and be unwilling to pay the price. E-commerce and online technology have transformed the behavior of the shoppers. Shoppers have the ability to transfer between brands and stores within a quick time interval which increases competition. 
[bookmark: _Toc231818591]2.8 Pricing Strategy and Market Positioning :-
The pricing strategy is directly connected to the market positioning due to its influence on the perception of the consumer of a brand. In the fashion industry, price serves as a message to customers showing not only the low price of a product, but also the high-quality, price, or status of a brand (Kim, Kim and Rothenberg, 2020). Price has served as a strategic tool which retailers have been using as a means of positioning themselves in particular market segments as well as being differentiated to the competition. Market positioning is a description of the perception of a brand in comparison with the competitors. Mid-range retailers are consistent with price and quality and show themselves as value providers. They have a wide range of clientele that they serve through the provision of trendy products that cost them low prices (Craighead, Cheng and Ketchen, 2024). Their pricing targets focus on give an impression of good value such that the customers develop a feeling that they are experiencing quality with a fair price which is effective in developing middle-class markets. 
In the case of retailers such as Reliance Trends, the strategy to market positioning is necessary with regard to pricing strategy (Wood, Watson and Teller, 2021). The brand deals with affordable fashion so that it serves middle-income customers that desire to wear fashionable things at affordable costs. The company maintains a competitive pricing and applies frequent promotions that help it to direct itself as a value-based retailer in India. This will help in attracting a vast number of customers and a high percentage of the customers in a saturated market. Customers may be confused and diluted brands with a high rate of frequent price adjustments or sporadic inconsistent adjustments. The retailers should not disconnect their prices with the company and the brand image. In short, market positioning is a potent market positioning tool in fashion retail market using pricing strategy. It develops the perception of the consumer, carves out target, and aids competitive distinction. 
[bookmark: _Toc231818592]2.9 Impact of High Competition on Pricing Decisions :- 
The fashion retail sector is a highly competitive market that affects prices greatly, particularly where several similar brands are operating to attract the same consumer base (Jin and Shin, 2020). With the increased competition, the retailers will have to resort to more strategic and adjustable pricing strategies that will help them attract the shoppers, maintain market share as well as to remain profitable. Promotional price also gets promoted by competition. Retailers constantly introduce discounts, season sales, and promotions in order to attract the customer and sell more products (Dolega, Rowe and Branagan, 2021). These coincide exclusively with festivals and clearance specials when the businesses tend to focus on increasing the count of pedestrians and clearing of stock. Underground pricing is good in the short run but intensive use of discounts can undermine the brand only to set expectations of ever-lower prices. 
Innovation in pricing is also an incentive of competition. To be one, retailers can offer package pricing, reward schemes or customized discounts (Kopalle et al., 2023). Retailers are also able to create a competitive advantage and still remain profitable by offering value added to price reduction. Lastly, competition forms the connection between the price and the brand positioning. The retailers will have to make sure that their pricing matches with their targeted market image. Price sensitive brand can be sadistic in terms of pricing, but exclusive brand will never do this so much since the prestige will be lost. One should strike a balance between competitiveness and brand identity in order to prosper in the long term. 
[bookmark: _Toc231818593]2.10 Research Gap :-
Although there was already research on retail pricing, none of the studies focused on how Reliance Trends changes its pricing strategies based on the high competition in the Indian fashion retail market Sinha, Sharma and Agrawal, 2022). The majority of research is done on international brands or general pricing theories which creates a gap in appreciation of domestic based value-based retailers working in highly price sensitive situations. As a result, the manner in which domestic retailers in emerging economies react to intensive competition is not well known. One of the gap points is the lack of research on the companies such as Reliance Trends. Another notable limitation is the insufficient application of secondary data in examining broader industry trends. Primary data is often relied upon in research and can be small-scale in scope and overlook bigger market forces (Squitieri and Chung, 2020). Intense secondary-data would be suitable to provide a wider understanding through triangulating various sources of information. 
[bookmark: _Toc231818594]2.11 Conceptual Framework :-
The conceptual framework outlines the major variables and relationships within this study, and the focus is how high competition influences pricing strategies in the Indian fashion retail (Gonda et al., 2020). The most fundamental is the connection between the market competition and the pricing strategy. Competition is an independent variable which directly affects the way retailers make their retail prices. When competitors grow and competition gets stiffer, the pricing of the companies becomes so flexible and competitive to enable a company to have customers and market share. 
[image: Picture 10]
Figure 4: Conceptual Framework
Therefore, the price reacts at the same time to competition as well as determines brand perception. The promotional activities and technology, that is, e-commerce platform, are supporting variables (Gonda et al., 2020). These increase the effect of competition because price transparency is increased and allows real-time comparisons. In turn, the retailers have to constantly observe and keep the prices adjusted to the changes. Overall, the framework proves that the pricing is a dynamic result and it depends upon the competition, consumer behavior and positioning. It gives a clear format to the analysis of these interactions and steer the research to its goals and gain more insight on the price of some practices of Reliance Trends in the competitive market. 
This study has a conceptual framework which is founded on the correlation between competitive nature in the market and pricing strategy in the Indian fashion retail sector. High market competition is the independent variable and pricing strategy of Reliance Trends is the dependent variable (Squitieri and Chung, 2020). High market competition means that there is a pressure caused by the domestic and international fashion retailers in India. Competitors like the Zara, H and M, Pantaloons and Lifestyle fight over the consumers by way of price, variety of products, promotion and the brand name. In the era of high competition, it is important to keep on changing their strategies in order to retain their market share and acquire new customers. Past research shows that stiff competition promotes firms to take a flexible and competitive pricing strategy in a bid to stay competitive in the market. Price strategy followed by Reliance Trends is the dependent variable. Pricing strategy Factors involved in pricing strategy deal with pricing of products, discounts, promotions and value-based pricing. The alterations in competitive environment affect these decisions. Under the pressure of competition, Reliance Trends can adjust its pricing policy to appeal to price-sensitive buyers and establish great strength in the market. Further, supporting variables are the consumer price sensitivity and market positioning (Squitieri and Chung, 2020). Consumer price sensitivity affects consumers reaction to price adjustments and the market positioning dictates the perception of Reliance Trends as compared with competitors. Combined, the variables can be used to explain the impact of competition on pricing and competitive levels in the Indian fashion retail industry.
[bookmark: _Toc231818595]2.12 Conclusion of Literature Review :-
The literature review notes that competition has been instrumental in determining pricing strategies within the fashion retail industry. According to studies, stiff competition in the market has compelled retailers to engage in competitive and flexible pricing strategies. This is more so in price-sensitive markets such as India, where consumer behaviour plays a critical role in making the purchasing decisions. Price and value comparison by consumers is on the rise and puts retailers under pressure to modify pricing strategies. In addition, study highlight that the price transparency is higher on digital platforms, and hence competition is becoming more flexible. 







[bookmark: _Toc231818596]3. Methodology :-
[bookmark: _Toc231818597]3.1 Introduction to Methodology :-
The literature reviewed in Chapter Two was related to the Indian fashion retail market, its consumers, pricing strategies and the nature of competition. It also established a research gap in terms of Reliance Trends. The methodology chapter explains the research design, philosophy, approach, strategy and data collection methods used in this study. It presents a progressive framework to ensure transparency and rigour (Orth and Maçada, 2020). A proper methodology may assist the researcher give the explanation of the decisions made in the research process. It is a paper which is an attempt to analyse how high competition can impinge pricing rules of Reliance Trends in the Indian fashion retail market. 
[bookmark: _Toc231818598]3.2 Research Onion Framework :-
[image: Picture 8]
Figure 5: Research Onion Framework
Source: (Strayer, 2017)
Research onion framework will used to structure this research. It is the levels of research design starting with the outer philosophical layer moving towards the inner methods of data collection (Orth and Maçada, 2020). The layers also have the benefit of being built on the last layer, this guarantees coherence and logicality in approach. The six levels are research philosophy, research approach, research strategy, research choice, time horizon and method of data collection. This model is also very popular in conducting research in business and management. It offers an easy pictorial illustration of the way in which methodological choices are linked with each other. By adhering to this framework all the decisions made in the research will be justified and aligned with the aims and objectives of the research.
[bookmark: _Toc231818599]3.3 Research Philosophy :-
Research philosophy can be defined as a set of beliefs and assumptions under which the research process proceeds. It defines the process of creation and interpretation of knowledge. In business research, positivism, and interpretivism are the two most common approaches to research with a philosophical standpoint (Pervin and Mokhtar, 2022). The interpretivist philosophy is applied in this study. Interpretivism is founded on the social reality that is constructed by use of meaning and interpretation. It would be appropriate to use in research that aims at understanding complex and context specific phenomena. An interpretivist lens will enable the researcher to analyse these aspects by using the literature available (Cuthbertson, Robb and Blair, 2020). This is not a method which aims to measure and quantify the results. Instead, it aims at deriving a meaning based on published information and industry reports. This philosophy therefore makes this study very suitable to the secondary and qualitative nature of the study. 
[bookmark: _Toc231818600]3.4 Research Approach :-
The research approach determines how the researcher alternates back and forth between data and theory. This can be done in two major ways: deductive, and inductive. A deductive method is a test that is performed on a theory that already exists (Okoli, 2023). An inductive method constructs new theory out of data which is observed. In this work, the inductive approach is taken. It is not a process that has an imposed hypothesis. Rather, it permits revelations to arise out of the examination of papers, reports as well as published researches. Inductive approach is applicable in the given study since there is relatively little empirical research examined Reliance Trends in particular. This research should initially examine what has been ascertained in general sources and then make conclusions. This agrees with inductive reasoning of generalizing the particular observations to the overall conclusions (Pellegrino and Glaser, 2021). Study indicates that inductive reasoning can come in handy especially when a researcher wants to acquire new knowledge; such is the case with exploratory research. By doing so, the researcher can develop a rich insight of the effects of competition on pricing without having to be bound by an existing theoretical framework. 
[bookmark: _Toc231818601]3.5 Research Strategy :-
Research strategy is the general concept of how the research will be carried out. It leads to a collection and analysis of data. Some of the strategies most commonly used are case study, survey, experiment and secondary data analysis. This study used the secondary data approach. Secondary data can be defined as the information which has been already gathered and published by some other people (Diatta and Berchtold, 2022). This is in the form of industry reports, company publications and market research study. The strategy of analysis of secondary data is suitable in this study because of a number of reasons. To begin with, it gives an access to a wide spectrum of information on competition and pricing in Indian retail market. Second It can be altered cost-effectively and takes less time. Third, it is possible to analyse the macro-level trends, business strategies in the industry (Vlados and Chatzinikolaou, 2020). Studies assert that secondary data plays a crucial role, especially in a study whereby the researcher intends to gain a better understanding of a wider market. This policy also fits well into the interpretivist philosophy and inductive methodology, taken in this work.
The research is based on a case study research strategy. A case study is a type of research that allows conducting an in-depth study of a modern phenomenon in the authentic environment (Cleland, MacLeod and Ellaway, 2021). In the literature of academic methodology, case studies are specifically appropriate in cases when researchers want to comprehend complicated business scenarios and organisational behaviours. 
[bookmark: _Toc231818602]3.6 Research Choice: Qualitative Method :-
Research choice is the decision to employ either qualitative, quantitative or a combination of both qualitative and quantitative. A qualitative research approach is going to adopt in this research (Lim, 2024) Qualitative research is about the meaning of things, experiences and the social situation. It is not associated with facts, numbers and statistical analysis. Researchers believe that qualitative research is appropriate where one wants to have a deeper understanding of complex phenomena. Qualitative approach would be suitable to this study as the purpose of the study is to understand how and why competition would help in deciding the prices. These are meaning, context and interpretation questions (Scharrer and Ramasubramanian, 2025). The qualitative approach can be closely used to explore the topic rich and in detail. It aligns with the interpretation and philosophy of interpretivism, as well as the methodology and secondary data sources employed in the study.
3.7 Time Horizon :-
The time horizon is used to determine whether the study gathers data at one point in time or the study gathers data over a period of time. Cross-sectional study involves gathering data on a point (Maier et al., 2023). A longitudinal design was not utilized due to the lack of interest in studying the changes over an extended period of time. Research concentrates on existing pricing strategies and competition based on recent secondary data from 2020 to 2025.The analysed work takes a cross-sectional time frame. The cross-sectional approach would be more suitable in this study since the aim is to learn about the present competitive environment and pricing policies of Reliance Trends. Indian fashion retail market is dynamic and is developing at an extremely rapid speed. A cross-sectional study is an image that captures this terrain at a particular time of the day (Sakamoto et al., 2023). This is adequate to respond to the research objectives. The reviewed literature is related to the period of 2020-2025. This guarantees topicality and up-to-date nature of data being used. 
[bookmark: _Toc231818603]3.8 Data Collection Method :-
	Source Type
	Examples

	Company Reports
	Reliance Retail Reports

	Market Databases
	MarketLine, Statista

	Government Sources
	IBEF, Ministry Reports

	Academic Sources
	Scopus, ScienceDirect



Table 1: Secondry Sources 
(Source: Self-Created)
In this study, the secondary data is used only. Secondary data were extracted from the annual reports of Reliance Retail, MarketLine, Statista, IBEF, government publications and company websites. Only theoretical support was given in academic journals. (Levine-Clark and Gil, 2021). The keywords that were used in the search included; pricing strategy, fashion retail India, competitive pricing and Reliance Trends. Only those sources that were published between 2020 and 2025 were included. This was to guarantee that the data obtained was up to date and up to the moment. The secondary data collection method is well-recognized and acceptable in business research. It allows the researcher a very diverse selection of published texts without the ethical and logistical difficulties of primary data. Research suggest that secondary data can be of a special use to observe phenomena at the market level that are already recorded (Sallis et al., 2021). The gathered data, can be used to provide a general and well-grounded analysis of the influence of competition on pricing choices. Critical evaluation of sources was done in terms of credibility and academic relevance after which it was included. 
[bookmark: _Toc231818604]3.9 Data Collection and Analysis Process :-
This paper relies on secondary data as a method of analyzing how high competition influences Reliance Trends pricing strategies. Secondary sources were systematically acquired through various sources considered credible, such as Reliance Industries Annual Reports, Reliance Retail reports, Reliance companies publications, industry reports, government publications and market research data bases (Ahmed et al., 2025). Data collection was done as follows, in terms of finding the information that is pertinent to competition, pricing tactics, market positioning, consumer behaviour and the performance of the stores in the Indian fashion retail industry.
Information gathered was filtered to make sure that it was relevant, credible and aligned with the research objectives. A thematic analysis was employed to make analysis (He, 2024). This method allowed detecting the repetition of patterns and themes in the secondary data. By means of coding and categorisation, important insights were borne into the adaptability of Reliance Trends to pricing strategies, as it starts to respond to rising competition in the Indian fashion retail market.
[bookmark: _Toc231818605]3.10 Ethical Considerations :-
[bookmark: _Hlk229664499]Research in academics requires that a level of dignity is upheld in their study. There will be no primary sources of data in this study (Lindwall and Lohne, 2020).  No primary data method was used as it is based on the data already available from the industry and the company. There was limited access to internal company data as well as a lack of time, which made secondary data more appropriate. No information was gathered in terms of surveys, interviews and personal details. This greatly doesn't pose much danger to ethics. All of the sources employed are publicly accessible. They are mentioned and quoted as per Harvard referencing styles. All the research process has been done without plagiarism. The research adheres to the ethical standards of academic research. The use of any confidential or proprietary information was not done without authorization (Parmar et al., 2022). Any data will be obtained based on open and published sources. The study is not a claim regarding particular persons or organisations which might be harmful. In this study, these principles have been followed all through. 
[bookmark: _Toc231818606]3.11 Limitations of the Methodology :-
Though the case study method offers a detailed insight into the pricing strategy used by Reliance Trends, it must be noted that there are a few limitations. Firstly, a single case organisation is studied which limits the extrapolation of the findings to other fashion retailers in other markets or competition settings. Second, the study is purely dependent on the secondary data (Kumara, 2022). Consequently, the research relies on the availability, accuracy, and reliability of published data. Third, there can be reporting bias on company reports and industry publications owing to the fact that organisations tend to provide the information that can favour their strategic goals. Fourth, the selected method did not imply primary data collection since it was impossible to obtain direct insights of customers, managers, or professionals in the industry. 
[bookmark: _Toc231818607]3.12 Conclusion :-
This chapter has outlined the approach that would be employed in this research. Research Onion framework was a systematized process to justify every methodological choice. The paradigm of the study is an interpretivist paradigm, Inductive approach, and secondary data analysis paradigm. It uses a qualitative approach to the research, a cross-sectional time horizon. Thematic analysis is used to determine the prominent patterns. The results will be presented and discussed in the next chapter based on the thematic approach used for analyzing the secondary data collected.


4. Data Analysis :-
[bookmark: _Toc231818608]4.1 Introduction :-
This chapter focuses on Reliance Trends case study analysis and how competitive forces affect its pricing strategies in the Indian fashion retail sector. Reliance Trends is working in a passively competitive atmosphere with the existence of both domestic retailer like Pantaloons and international retailer like Zara and H&M (Jepulkar, 2022). The chapter examines the market position of the company, its pricing, competition and performance trends. The results rely on secondary data obtained through the reports of the companies, industry and market data. The analysis will argue out the way Reliance Trends copes with competition in terms of pricing choices and value-based retail methods.
[bookmark: _Toc231818609]4.2 Case Study of Reliance Trends India :-
[bookmark: _Toc231818610]4.2.1 Company Overview :-
The company targets the middle-income earners in the city and semi-urban consumer markets with lower-priced fashion products. Reliance Trends has clothes, accessories, footwear and other lifestyle products used by men, women, and children. The firm has increased its retail operations in Tier II, Tier III cities fast, as a result, it is currently ranked as one of the biggest fashion retail chains in India (Konnur and Chubachi, 2025). Reliance Trends is an outlet of the Reliance Retail, a division of Reliance industries Limited. In 1958, Reliance Industries was incorporated by Dhirubhai Ambani and with the passage of time, the company ventured into retailing, under Reliance Retail Ventures Limited. 
[bookmark: _Toc231818611]4.2.2 Market Position and Financial Performance of Reliance Trends :-
According to The Reliance Industries Limited Annual Report of FY 2022-23 Reliance Retail registers a total revenue amounting to INR 2, 60, 364 crores, which is nearly 30 percent higher than that of 2021, rendering it the top-grossing retailer in India (Ganapathy and Gupta, 2024). The fashion and lifestyle vertical that houses Reliance trend made a significant portion of this amount with the segment experiencing a constant growth in revenues in double digits in successive financial year. By March 2023, Reliance Trends had over 3,300 stores in over 900 cities in India, the largest geographically spread fashion retail chain in India. 
	Indicator
	Details

	Total Revenue of Reliance Retail (FY 2022–23)
	INR 2,60,364 crore

	Year-on-Year Revenue Growth
	Approximately 30%

	Number of Reliance Trends Stores
	Over 3,300 stores

	Geographic Presence
	More than 900 cities across India

	Retail Segment EBITDA Margin
	Approximately 8%

	Main Expansion Areas
	Tier II and Tier III cities

	Core Business Segment
	Fashion and Lifestyle Retail

	Key Competitive Advantage
	Economies of scale and cost efficiency

	Pricing Strategy Support
	Large-scale procurement and inventory management reduce operational costs

	Market Position
	Largest value-fashion retail chain in India by store count



Table 2: Market positioning of Reliance company
Source: (Athique and Kumar, 2022) 
Operational scale implied by these statistics will be directly translated into multiple competitive advantages that will boost pricing capabilities of Reliance Trends (Hamidi et al., 2025). More than 3,300 stores create the company with considerable economies of scale in the merchandise procurement, inventory and logistics, which means that the company can enjoy competitive prices on the shelf without correspondingly reducing margins. The increased level of EBITDA performance is evidence that the value-pricing model of the company is commercially viable on the present scale and proves that the simplistic notions about low prices as the inevitable alleviating factor of profitability are inadequate (Vidal, 2023). The policy of geographic diversification to Tier II and Tier III cities is strategically planned and will focus on a cost-sensitive segment of consumers, where Reliance trend value proposition is most effective, and to which alternatives in competitive terms have traditionally been scarce (Jignesh Vidani, 2024). Financial and operational metrics that prove that the leading market presence of Reliance Trends is a product of a long history of strategically motivated growth and value creation and revenue-generating as opposed to a theme of a drift in the market which puts competitive forces into context in understanding how the company has over the years decided its prices and growth paths. 
[bookmark: _Toc231818612]4.2.3 Competitive Landscape Analysis :-
The fashion retail industry in India where Reliance Trends has its operations is typified by growing multi-directional competitor pressures where both domestic organized retailer firms and the overseas fashion brands are putting strong competitive pressure on price and market share.
According to Competitive Intelligence Report of the Indian Apparel Retail provided by MarketLine, the main direct competitors of Reliance Trends include Westside (Tata Group), Lifestyle International, Pantaloons (Aditya Birla Fashion and Retail Limited), Zudio (Tata Group), and Max Fashion (Landmark Group). Amidst these, Zudio has become the most disruptive force in the value fashion including business as it has grown its number of stores to more than 545 stores (as of FY 2022-23) by expanding on its number of stores which was around 80 stores as at FY 2019. This is also the case with Max Fashion that has more than 500 stores in India with an unchanging value-pricing strategy. 
Multi-layered nature of the pressures of Reliance Trends is revealed by the competitive landscape data. Zudio and Max Fashion have nearly the same value-fashion positioning, and the price of the products and the range of merchandise offered are the main spheres of competition within this segment (Kongthanasuwan et al., 2023). Zudio hyper-growth curve is especially tricky in the sense that it is a clear indication of a well-capitalized rivalry (i.e., supported by Tata Group) that explicitly aims at the same Tier II and Tier III consumer groups that Reliance Trends has already established. Being operated a few levels above the price, international brands like H&M set aspirational levels of product design and representation where the value retailers have to improve their aesthetic products without increasing prices (Ao, Hurwitz and Vasile Palade, 2025). Retail entry conditions liberalization measures in the National Retail Policy 2021 suggest that competition intensity will tend to intensify further structurally instead of levels off, leaving the pricing strategy continuously under both types of pressure. (Celestin and Sujatha, 2024). The competitive environment would therefore be a critical part of the analysis of the pricing decisions of Reliance Trends since the strategies adopted by the company cannot be analyzed without relating to the forces of competition which restrain and propel the strategies.
[bookmark: _Toc231818613]4.2.4 Pricing Strategy of Reliance Trends :- 
Reliance Trends uses a multi-layered value-based pricing approach based on an Everyday Low Pricing (EDLP) model, with additional emphasis on specific promotional pricing and a private-labeling approach, which is intended to entice price-conscious consumers, but ensures total protection of commercial margins by ensuring volume and cost-efficiency (Kullick and Petry, 2025).
Looking at the investor presentations by the official Reliance Retail on the topic of the trends in pricing disclosures that Reliance Trends has continued to set its merchandise at 20 to 50 percent of the Maximum Retail Price (MRP), making each transaction an overt value occurrence to the consumer (Chiu, 2023). The company is also integrated with the Jio digital ecosystem (which had a total subscriber base of over 439 million in FY 2022-23), which enables it to provide promotional pricing that is personalized by using purchase history and demographic data and offers them through the JioMart and MyJio platform. An analysis of the Indian retail pricing models by MarketLine points out that Reliance Trends is a company that uses as one of its behavioral price mechanisms the MRP-to-sale price anchoring, where the perceived savings are extremely visible at the point of purchase. Sale campaigns during the periods of seasonal sales, such as end-of-season, Independence Day and festive sales, will offer other discounts of 30 and 70 percent (Hasenko, 2025). The company has a high percentage of its product on its own label, its own label which includes Puric, Performax and Rio brands alone carry large percentage of the product and the company is able to save its money on costing of its products as it makes a saving of nearly 15 to 25 percent of the product that are exactly the same but in own brand name.
The access to the data on the Jio subscribers into the promotional pricing framework can offer a strong competitive advantage which can hardly be duplicated elsewhere by pure retail competitors, and this allows the Reliance Trends to optimize discount spending by targeting the offers to the consumers with the most purchase propensity (Guru et al., 2023). The rationale of the private label approach is twofold in terms of commercial goals: not only is there an increase in the gross margins; it allows the shelf prices to be lower than those of the similar branded products, which enhances the perception of the brand, without the cost of financial sustainability (He, 2024). This stratified pricing structure implemented by Reliance Trends accordingly reflects a strategically complex reaction to both the traits of demand and market realities in terms of intersectoral rivalry and shows that its pricing architecture is a coordinated strategic resource as opposed to a market reaction. 
[bookmark: _Toc231818614]4.2.5 Impact of Competitive Intensity on Pricing Strategy and Market Performance :-
The increasing competitive intensity in the Indian value fashion segment has applied quantifiable downward price pressure and has forced Reliance Trends to change its pricing and promotional strategies, creating both growth opportunities and strategic challenges which persist (Tejpavan Gandhok and Pranusha Manthri, 2023). Sector Analysis of Indian Apparel Retail by the company MarketLine notes that the average selling prices in the value part of the fashion industry have decreased by around 3-5 percent FY 2019 and 2022-23, which is a direct outcome of the increasing price-based competition. In spite of this industry-wide price subsistence, the fashion and lifestyle division of Reliance Retail still had positive revenues increases during the identical time frame, which was achieved mostly by volume compensation and increased stores coverage (Khurana, 2022). In competitor benchmarking data, the average transaction value of Zudio is estimated to be around INR 400/500, quite low compared to the estimated average transaction value of INR 700/800 of Reliance Trends, which reveals the gap of prices that Zudio can use to play with ultra-budget customers. The Economic Survey 2022-23 of the Government of India outlines households in the INR 3 to 7 lakh annual income group as the target consumer group of value fashion retailers and indicates that this group is very responsive to price variations and negotiable offers (Sanyal and Singh, 2024). To address the rising competition Reliance Trends has added the number of event calendars of its discount events and price matching strategies in the highly competitive markets, especially those cities with concentrated Zudio stores penetration.
	Competitive Factor
	Impact on Reliance Trends

	Growth of Zudio and Max Fashion
	Increased pressure on low-price fashion offerings

	Decline in Average Selling Prices (3–5%)
	Reduced pricing flexibility across the industry

	Expansion of International Brands (H&M and Zara)
	Higher consumer expectations for design and shopping experience

	Consumer Price Sensitivity
	Greater demand for discounts and affordable fashion

	Increasing Market Competition
	More frequent promotional campaigns and seasonal offers

	Pricing Gap with Zudio
	Risk of losing ultra-budget consumers

	Expansion in Tier II and III Cities
	Stronger competition in price-sensitive markets

	Reliance Trends Response Strategy
	Increased discount events and targeted promotions

	Use of Jio Digital Ecosystem
	Personalized pricing and promotional offers

	Overall Business Impact
	Revenue growth maintained through higher sales volume and store expansion



Table 3: Competitive factors and impacts on Reliance trends
Source: (Tsiu et al., 2025)
The results portray an intricate image of the influence of competition on the performance and pricing of Reliance Trends. The deliberate drop in the mean selling rates across the industry indicates that competition is not just a theory, but it has had real commercial indigenous effects to all the industry participants, including Reliance Trends (Greenberg et al., 2023). The quality of being able to continue experiencing good growth in the revenue in the face of declining unit prices testifies to the healthiness of Reliance Trends volume-based business model where volume and geographic coverage serve as counterbalances to compression in the per-unit margin. But the pricing difference between Reliance Trends and Zudio presents a strategic problem: closing the difference would either risk further contraction of the margin and even a devaluation of the brand, whereas staying at the current premium will cost Reliance Trends the most price-sensitive consumer segments to a deep-pocket player (Alkhatib, Keller and Kecskés, 2024). The retaliation move of the company (an upsurge in promotional intensity and Jio ecosystem targeting) is a middle-ground strategy in which efficient prices are selectively decreased without undertaking more detrimental low-end price positioning (Awais, 2024). The competitive intensity meets the pricing strategy relation at Reliance Trends shows that intense competition is both a threat in the business and a triggering factor of strategic innovativeness, which ultimately leads to the development of pricing models of the Indian value fashion retail market. 
[bookmark: _Toc231818615]4.3  Data Analysis :- 
[bookmark: _Toc231818616]4.3.1 Market Growth Analysis :-
	Year
	Indian Fashion Retail Market Size (USD Billion)

	2022
	96

	2023
	104

	2024
	112

	2025
	124



Table 4: Growth of the Indian Fashion Retail Market (2022–2025)
Source: (MarketLine, 2025)
Urbanization, growing disposable income, and growing consumer demand of branded fashion products has seen sustained growth within the Indian fashion retail market. The rise in the organized retail sector has enhanced competition between the local and foreign retailers (Theurillat, 2021). With heightening competition, the retailers will be compelled to resort to more aggressive pricing mechanisms as an attempt to capture and maintain the customers. This is a competitive pressure which has a direct effect on the pricing of Reliance Trends.
[bookmark: _Toc231818617]4.3.2 Competitor Comparison Analysis :-
	Brand
	Number of Stores
	Pricing Position

	Reliance Trends
	3300+
	Affordable

	Zudio
	545+
	Low-cost

	Pantaloons
	400+
	Mid-range

	Max Fashion
	500+
	Value pricing

	H&M
	50+
	Premium fast fashion



Table 5: Competitive Comparison of Major Fashion Retail Brands in India
Competitive Comparison of Major Fashion Retail Brands in India
Source: (MarketLine, 2025)
The Indian fashion retail market is very competitive as both the domestic and multinational brands vie in the same market with the same target. The direct competitors of Reliance Trends are Zudio and Max Fashion, who have low-cost prices and often offer promotion (Fei, Peltola and Zhang, 2023). International retailers like H&M compete based on trendy product offerings and image. As such, Reliance Trends implements the appropriate price adjustments to keep its prices at the low level and retain its competitiveness on the market.
[bookmark: _Toc231818618]4.3.3 Pricing Strategy Analysis :-
	Pricing Strategy
	Purpose
	Impact

	Competitive Pricing
	Match competitor prices
	Increase customer retention

	Promotional Pricing
	Seasonal discounts
	Increase sales volume

	Dynamic Pricing
	Adjust prices based on demand
	Improve competitiveness

	Value-Based Pricing
	Affordable fashion positioning
	Attract middle-income consumers



Table 6: Pricing Strategies Used by Reliance Trends
(Source: Self-Created)
Prices Reliance Trends primarily adheres to competitive and promotional prices to appeal to those consumers who are sensitive to prices in India. Sales promotions and campaigns of special offers will assist the company to get more people to visit the company cycle by season. Pricing policy also helps the company to be positioned as a low-end fashion retailer (Fei, Peltola and Zhang, 2023). Nevertheless, stiff competition against Zudio and Max Fashion puts a strain on prices and diminishes the potential to keep profit margins at a high level.





[bookmark: _Toc231818619]4.4 Conclusion :-
The chapter took the Reliance Trends case study to learn the impact of high competition on pricing in the Indian retailing fashion market. The analysis revealed that Reliance Trends sources its competitiveness by a mix of low prices, promotion, diversification in the product range, and high access in the market. To meet the evolving consumer needs and competition, the company constantly varies its pricing policies in order to ensure that its brand image as a value company is not distorted (Gurnani and Gupta, 2024). It is also evident in the case study that the pricing decisions are interconnected by dint of the market positioning, retention of customers and competitiveness in the long run. Generally, the discussion has validated that effective pricing strategies are irreplaceable in ensuring Reliance Trends can continue to grow and remain relevant in the Indian fashion retail sector.












[bookmark: _Toc231818620]
5. Discussion  :-
[bookmark: _Toc231818621]5.1 Introduction :-
In this chapter, the findings of the previous section are critically discussed tying them to previous academic literature and theoretical views that were covered in Chapter Two. The discussion appraises the effect of high competition on pricing strategies of Indian fashion retail market Reliance Trends (Thorisdottir and Johannsdottir, 2020). Special consideration is made to competitive prices, the sensibility of the consumer prices, the positioning of the market and digital retail competition. The results presented in Chapter Four are thoroughly analyzed in relation to the purpose of the study, objectives, research questions and existing studies in the literature. 
Research Problem :-
Reliance Trends work in a competitive and price conscious fashion retail industry where it has been noted that providing at the same time affordability and profitability has been a key challenge. Another demand is additional competition with local and global retailers that can only be addressed with consistent adjustments to the pricing strategies to maintain the market share and repeat customers. The research issue that was known in this study was the issue of Reliance Trends competing effectively in pricing in the fashion retail market that is very competitive and price sensitive. The results show that the growth of competition by the local retail store like Pantaloons and international stores like Zara and H&M has contributed a great effect on the prices set by the company. Reliance Trends has countered by offering competitive prices, promotional discounts and offerings of value to serve middle income earners. 
Research Questions :-
1. What is the effect of intense competition in the market on the price policy of Reliance Trends in the Indian fashion retail industry?  
The results show that pricing policy by Reliance Trends is directly affected by competition. The firm actively keeps a check on the rivals pricing policies and alters the prices so as to keep the prices low and affordable to the customers. Promotional campaigns and competitive pricing have become a key component of ensuring market share and customer loyalty. The research establishes the fact that competition is one of the leading forces in the process of pricing in the Indian fashion retail industry.
2. What are the effects of the rivalry between local and foreign brands on the pricing decisions of Reliance Trends in the Indian fashion retail industry? 
The comparison shows that both national and international fashion retailers pose serious competition that dictates price determination at Reliance Trends. International brands like Zara and H&M generate consumer demands in quality and fashion trends, whereas local competitors fight against each other on affordability basis. Consequently, Reliance Trends employs a value-based pricing approach that strikes a balance provided by cost and quality of products and positioning same with the brand.
3. What is the role of consumer price sensitivity in shaping the pricing strategy used by Reliance Trends in the Indian fashion retail market?
Consumer price sensitivity plays a crucial role in determining pricing strategies at Reliance Trends. The results indicate that the customers are also price-comparing and receptive to discounts and promotions. Thus, the company has to use the factors of competitive pricing, seasonal offers and value-for-money offers to gain and keep the customers. This proves that consumer price sensitivity is one of the most significant influencing factors in relation to pricing decisions within fashion retail market in India.
[bookmark: _Toc231818622]5.2 Discussion on Competitive Pressure and Pricing Strategy :-
The results show that the level of competition has become so stiff in the Indian fashion retail market. The burgeoning nature of organized retail has raised the number of local and international brands, in the market place (Vij et al., 2024). Reliance Trends is direct competitors with value-fashion retailers like Zudio, Maximum fashion and Pantaloons. Meanwhile, international design brands have been heightening competition through enhanced consumer demands of fashion trends, store experience, and product quality such as H&M and Zara designers. The results also reveal that pricing has emerged as one of the competitive instruments that have gained a great deal of importance in the Indian value-fashion segment. Before making purchases consumers often make comparisons across brands in terms of price. Due to this, Reliance Trends has been practicing the value-oriented price strategy which emphasized on affordability and accessibility (Robertson, 2025). The company brands itself as a retail company which deals in trendy products at relatively low prices. This strategy will help the business to cater to middle-income and price sensitive consumers in both urban and semi-urban markets. 
Pricing has become more flexible in the retailing industry. In order to satisfy the business intents, Reliance Trends engages in regular discounts, offers in form of festivals and promotional campaigns to enable it take care of the customers and keep the doors of its stores busy (Bowdin et al., 2023). This has been propelled by the competitors like Zudio who have been able to offer ultra-low pricing models which are very attractive to low-end consumers. This scenario has resulted in a very competitive pricing war wherein competitors are in a continuous fray to offer better prices in comparison to their competitors. Reliance Trends seems to overcome this dilemma by using economies of scale, efficiency on the supply chain, as well as its own label products (Fernie, 2023). The strategies enable the company to retain lower prices and with control of operational costs. Nonetheless, the increasing level of competition implies that balancing it will be more challenging with time. 
The results also show that the competition pressure is not always within the price-oriented local retailers. The presence of international brands like Zara and H&M influences the market behavior as well although they have higher prices (Su, 2020). These brands determine the consumer anticipation with respect to products quality, store appearance and variety of fashions. As a result, Reliance Trends has a dilemma of remaining affordable but at the same time enhance customer experience and product attractiveness. Consumers might postpone their purchase to the time they are in the promotional mode and such can lessen the impact of the normal prices approach (Chen et al., 2019). This brings about the sustainability issues to retailers who deal with highly competitive environment. The Reliance Trends should therefore strike equilibrium between being affordable as well as profitable and operating at an efficient level and brand positioning.
[bookmark: _Toc231818623]
[bookmark: _GoBack]5.3 Discussion on Consumer Price Sensitivity :-
The results indicate that consumer price sensitivity significantly contributes to the pricing strategies in the Indian fashion retailing market. Indian consumers are very price-sensitive and more often than not, they tend to consider the products in terms of value and costs (Sinha, 2021). The discussion shows that Reliance Trends has made pricing strategy to relate well with the expectations of the middle-income consumers. The company aims at providing the trendy products at fairly fair prices without making their accessibility restricted to the city and semi-urban markets. This will help it deal with the increasing value-for-money product requirement among Indian customers (Sharmelly and Klarin, 2021). Customers are demanding stylish clothes which incorporate affordable prices and good quality. On its part, Reliance Trends has aligned to this challenge by retaining competitive offered prices in various product lines with an increase in the marketing exercise seasonally and during festive seasons.
The results also indicate heavily the fact that in the Indian retail market, discounts and promotional prices greatly impact on buying behavior. Numerous customers enthusiastically anticipate sale deals so that they can make purchases (Mishra, Kushwaha and Gupta, 2024). Relevant Pricing Consistent promotional prices can eventually lead to the consumer being accustomed to discounts whenever he is buying a product and not the usual prices. This could lead to customers holding off their purchase until the campaigns are launched (Nagle, Müller and Gruyaert, 2023). It is possible to diminish the efficiency of standard pricing strategy and put the profit margins under pressure with this behavior. Excessive use of the discounting system can also undermine brand value over the long term as consumers start to see a retailer as mostly a low-end shop, instead of the high-end fashion brand.
The other significant challenge that was revealed in the results is the growing role of online comparison of prices. Consumers now have the ability to make price comparisons in real-time over different retail platforms and make purchasing decisions (Sharma and Gupta, 2024). This has brought about transparency in pricing in the market and competition among the retailers has been tightened. Reliance Trends is thus struggling with the burden of ensuring that it remains competitive in terms of prices, yet also to ensure that quality of the products and customer satisfaction (Hardi et al., 2024). To ensure that the company maintains the loyalty of the customers, as well as preserve brand reputation, the company has to strike the target price to perceived value. The discussion further confirms that price sensitivity does not imply that the consumers are only willing to use the cheapest products. A good number of consumers still takes into consideration the quality of the products, design and the shopping experience on top of prices (Chen et al., 2022). So, Reliance Trends will have to strike a balance between the fair prices and the quality that can be accepted. One way in which the company is able to balance this is its emphasis in affordable fashion in lieu of extremely low-cost retailing.
[bookmark: _Toc231818624]5.4 Discussion on Market Positioning and Brand Strategy :-
The results show Reliance Trends has established itself as a value-fashion retailer in Indian organized retail market. The company focuses on middle-income and price-sensitive population, which consists mainly of fashionable products, and selling at low prices (Varshneya, 2021). In contrast to the high-end foreign brands, Reliance Trends is aimed at its accessibility, inexpensiveness, and popularity in the mass market. This branding approach has contributed towards the fast-growth of the company in both Tier II and Tier III cities, where price sensitivity and value sensitivity are very high among consumers. The discussion also indicates that pricing is the main factor that contributes to determining the brand identity of Reliance trends. The company has a low pricing scheme that conveys to the consumers an image of value. The brand is linked to the customers with affordable fashion products that attain a good quality but at lower prices (Cunningham and Heydenrych, 2021). This pricing strategy makes Reliance Trends stand out in comparison to the high-end retailers like Zara and H&M who position themselves by exclusivity, international fashion value and high pricing of their products. Unlike the premium brands with their aspirational eco-friendly consumption, Reliance Trends is addressing valid, practical affordability and broader accessibility of customers.
The strategic focus also brings up significant differences in the approach taken by the company in comparison with Zara and H&M. The international brands find their way mostly in a high-end urban area and are focused on high end clients who are in the upper middle classes of people keen on fashion (Bafna, 2025). They have high pricing structures, which are indicative of brand prestige, international styling and exclusivity. Reliance Trends on the other hand follows a mass-market approach which gives importance to volume sales and fall within a wider geographic consideration. Reliance Trends has a number of in-house brands in various product segments. These own-labelled products enable the company to avoid reliance on the suppliers and to enhance profit margins due to decreased production and purchase costs (Bogala et al., 2026). Meanwhile, private labels enable a more flexible pricing as well as a pricing control, inventory and assortment. This has aided the sustainability of competitive prices by the company and safeguard profitability of operations. The personal brand strategy can thus be regarded as a means of pricing and a brand building mechanism.
Nevertheless, the discussion also outlines some of the challenges relating to value-based positioning. Low pricing and the need to keep product quality and customer satisfaction have proven to be more of a challenge in an overly competitive market (Pal and Aradhya, 2020). Very low pricing may be associated with poor quality because as a company drops to very low pricing, it might not be able to maintain the acceptable product standard. Reliance Trends will thus always be under pressure to strike the right balance between affordability, fashion, and durability as well as shopping experience. This is an increasing challenge with international competitors creating more expectations on the quality and presentation of the store and product to the consumer. In general, the results prove that the market positioning, and the price strategy are deeply interrelated in the business model of Reliance Trends (Pal and Aradhya, 2020). By combining value prices, accessibility by the mass market, and efficiency of its own-label, the company has managed to position itself as a fashion retailer that offers value-based products and services. Despite the effective penetration and coverage of customers in the market with the support of such a strategy, there is a strategic challenge rather related to sustaining bright market perception and quality of the brand in the long run.
[bookmark: _Toc231818625]5.5 Discussion on Digital Competition and Pricing Innovation :-
The results demonstrate that digital competition has made a big change in the pricing strategy in the Indian fashion retail industry. The swift growth of online shopping engines like Myntra, Ajio and Amazon Fashion have heightened rivalry in the online and offline retailing system (Krishnamurthy and Venkitachalam, 2022). This discussion also brings out the fact that the digital platforms have altered consumer purchasing behavior. Customers are making comparisons among various web sites or retail applications to determine how much they will spend on buying before making their final buying choice. This has diminished the capability of the retailers to retain a big price variance between their products and competitors. Transparency of prices has thus become a big issue in the organized retail market (Kim et al., 2024). To maintain its attractiveness as far as price-sensitive consumers are concerned, Reliance Trends has to constantly check the pricing tactics practiced by its competitors. By expanding online retail, the number of discounts, promotional campaigns have also risen with the retailers trying to get some digital traffic and grow the volume of sales.
A second key problem that can be identified in the results is an ever-increasing role of omnichannel retailing. It has become the expectation of the consumers that online and offline shopping experiences be consistent (Kim and Sang Man Han, 2023). These are common product offering; advertising offers and pricing format amongst systems. The Trends Reliance is thus on the pressure of ensuring that there is pricing alignment between the physical stores and digital. The inability to ensure consistency can cause customer discontent and undermine the brand loyalty. Pricing efficiency is best achieved when it is bolstered by the technological choice of launching personal offers, using customers tastes and buying activities, as well as demographic behavior (Kumar and Sun, 2020). Price optimization based on data thus enables Reliance Trends to maximize discounts more than the conventional retail strategies. The firm is able to reach out to consumers with greater purchasing potential as well as limit the unwarranted promotional costs.
Nonetheless, it is also revealed in the discussion that there are also increased operational and strategic challenges as a result of digital competition. Online discounts could become a continuous practice, compelling all of the retail sector to increase price competition and decrease its profitability (Wood, Watson and Teller, 2021). Customers might get more addicted to online offers and demand the constantly decreasing prices. This puts pressures on the retailers to strike the balance between technological innovation and financial sustainability in the long-term. 
[bookmark: _Toc231818626]5.6 Strategic Implications for Reliance Trends :-
The results demonstrate some crucial strategic implications of Reliance Trends in the most competitive Indian fashion retail industry. Competitive pricing has helped in the quick growth and acquisition of customers in the market, but low pricing could not be long term as part of its product pricing strategy (Czinkota et al., 2021). The ever-increasing competition between local and global retailers has continued to exert pressure on profit margins and the firm has had to consider wider competitive approaches not just based on affordability. A huge problem facing Reliance trend is whether it will be able to remain profitable as it offers competitive prices. This was the case with the constant discounting and marketing campaigning that can boost the sales volume in the short run, however when overly relied on over the long term, this may lead to decreased financial sustainability (Lewin, Ramamurti and Rose, 2023). The company then has the challenging task of integrating low prices at the expense of its efficiency in operation so as to ensure it conserves its margins and sustainability in the long-run business performance. The optimization of supply chain, management of inventories and effective procurement systems will be needed to support the value-based model pricing of the company.
The discussion goes further to point out that are customer loyalty which will be more critical in maintaining competitive advantage. The organized retail market has provided different fashion retailers with comparable products and deals to consumers in the market (Bellini et al., 2022). Reliance Trends therefore needs to enhance customer relationships by adopting better shopping experiences, loyalty schemes/programs as well as personalized services. Creating a better emotional bond with customers could help to lessen the reliance on price competition on its own. The other important implication is on the product differentiation and brand perception. Although affordability is still a core element to the point positioning of the company, consumers require quality, diversity and trendy fashion (Atik et al., 2022). The Reliance Trends needs to keep on the design of products, creation of their own labels and in-store experience because this will keep the consumer interested and boost brand value. 
[bookmark: _Toc231818627]5.7 Recommendations :-
Reliance trend needs to remain flexible and competitive in order to maintain competitiveness in the Indian Fashion Retail market in order to ensure a competitive and flexible approach, Reliance trend should continue flexible and competitive approach in the future. The company should optimize the use of data-driven pricing models for real-time consumer behavior tracking, competitive pricing, and market dynamics. Also, more work is required on Reliance Trends' online processes, which includes integrating an online–on–site pricing process to improve the customer experience and transparency when combining online and offline solutions. Besides, the company ought to concentrate on value-based campaigns instead of too many discounts that will incur in increase of their profits and brand awareness. By increasing the variety of products and increasing product quality at reasonable prices, there is an opportunity to increase customer satisfaction and loyalty further. 
[bookmark: _Toc231818628]5.8 Review of the Conceptual Framework :-
[image: Conceptual framework for an extraordinary retail experience Source: author based on Verhoef et al. (2009, p. 32). ]
Figure 6: Conceptual framework for an extraordinary retail experience
The case study results confirm the idea of the conceptual framework elaborated in Chapter 2. The model hypothesized that the level of competition in the market would determine changes in pricing strategy, which would in turn impact on consumer behaviour, positioning of the market and competitive advantage (Park, Jung and Choi, 2020). These relationships are confirmed by evidence in the Reliance Trends case study. This analysis shows that the rising levels of competition posed by local and global fashion retailers have influenced Reliance Trends to finance competitive pricing and market pushes. Consumer price sensitivity still plays a role in the purchasing behaviour and the pricing as a decision thus would play a direct part in the market positioning of the company as an affordable fashion retailer. Thus, even the conceptual framework is valid and will offer a useful explanation of the competition-pricing strategy linkage in the Indian fashion retail sector.
[bookmark: _Toc231818629]5.9 Conclusion :-
This chapter has analyzed and discussed the effect of high competition on Reliance trend pricing strategies in the Indian fashion retail marketing. These results indicate that the growing competition among domestic and international retailers has greatly impacted the pricing policies, the promotion process and market position, policies. The discussion also emphasized that the factor of consumer price sensitivity, online retailing competition and altering market expectation will keep on influencing pricing elasticity of the organized retail sector. 



[bookmark: _Toc231818630]6. Conclusion :-
Aim :-
The primary aim of this study to examine how high competition would influence the pricing strategies used by Reliance Trends in the Indian fashion retail market.
Research Questions :-
This paper has explored how intense competition affects the pricing policies of Reliance trend on the fashion retailing business in India. The study established that the rise of competition by both local and foreign retailers resulted in a great impact on pricing decisions, where competition pricing was encouraged, promotion campaign, and pricing approaches based on value were adopted. The value of consumer price sensitivity was found to be a key determinant of the purchasing behavior and the effectiveness of the pricing strategy. The paper also emphasized the fault of a balance between affordability, profitability, and brand positioning in a very competitive business world. In general, Reliance Trends has managed to adjust its pricing strategies to address to the evolving market realities and remain competitive in the Indian fashion retail sector.
Contribution to Knowledge :-
This research adds to the current body of knowledge by offering a narrow study of the effects of high competition on pricing policy in the Indian fashion retail market. As opposed to most past studies which put emphasis on international brands or general pricing models, the current research makes specific studies through the analysis of Reliance Trends based on its widespread application as a large domestic retailer. The results enhance the comprehension of pricing competitive behavior in emergent markets and offer a direct insight into how the value-fashion retailers can stay competitive where competition is massive and price-sensitive.
Contribution of the Conceptual Framework :-
The conceptual framework adds value by showing the link between market competition, prices strategy adjustment, price sensitivity, market positions and competitive advantage. The case study results support the framework and verify the applicability of the framework in explaining the pricing decisions in the Indian fashion retail sector. The framework can be useful in future studies that explore the changes in pricing approaches in such a retail setting.
The analysis has assessed how competition is high affecting the fashion retail pricing of Reliance Trends operating in the Indian fashion industry. The Indian fashion retailing has become highly competitive due to the emergence of organized retailing, introduction of international brands, and also due to the emergence of online trading. The customers in market have numerous options and are able to compare prices and therefore the fashion retailers are also working in a climate where they lack such leeway. In this dynamic environment pricing strategy has come to be a most important tool of customer attraction, profitability and long-term growth of business. The study aimed at how Reliance Trends is reacting to these competitive forces by its pricing and positioning in the market.
The research results indicate that there is a substantial impact of competition on Reliance trends pricing strategy. Domestic brands within the market where the company is forced to operate, such as Pantaloons, Westside, Zudio and Max Fashion directly compete with the foreign retailers such as Zara and H&M. The stiff competition has forced Reliance Trends to remain at the low prices, but continue offering the trendy products to the middle-income earners. The study could determine that the main strategies, which the company uses to draw the attention of the customers and position the company in the market, are the competitive pricing and the promotional pricing. Various tactics are frequently used, with an intent to increase the customer traffic and sales volume; promotions during a season, festival promotion and value-based pricing.
Since the price depends on the consumer behavior, it was also highlighted in the study. Indian consumers are very price sensitive and they tend to make comparisons prior to purchasing. The customers are competitive and demand quality products at good prices and are highly affected by discounts and other promotional offers. Due to this behavior, Reliance Trends has implemented flexible pricing methods which are in tandem with customer expectations and purchasing power. The analysis revealed that one of the brand positive aspects was its affordability feature and that it plays a big role when it comes to customer retention and market expansion. In the meantime, the low pricing must not negatively affect profitability and brand image, which must be a priority of the company.
The other significant study finding is the increasing impact of digitalization and e commerce on the fashion retail sector. The transparency and competition within the retailer price are enhanced in online shopping sites. Market growth is increasingly dynamic and competitive where a customer can key-in and compare products, price and offers within a limited period of time. The study revealed that Reliance Trends would have to constantly observe the trends in the market and those of competitors so that it could keep its prices competitive in both internet and brick and mortar markets. Digital retailing has therefore increased need of active and receptive pricing procedures. It must also be cost effective and profitable simultaneously fulfill the varying demand and market conditions in a brief time.
The present research will also have valuable practical implications to retail managers and future researchers. The retail managers can use the findings to acquire knowledge on how the pricing strategies can be modified based on the competition, consumer expectations, and the market trends. The study explains that discounts cannot just be used in isolation, given the profitability of retailers may be hurt and the brand value may be hurt in the long term, due to the lax promotional trading. Rather, lower prices and quality with customer experience and product mix should be fused by the retailers. The researchers have an opportunity to develop this research with the help of primary research methods, such as interviews and surveys that will allow the researcher to receive the first-hand consumer and managerial opinions. Comparative research among the various fashion retailers can also help in gaining more insight about pricings in the Indian market. 
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