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EXECUTIVE SUMMARY 

The document explores the Indian retail industry, emphasizing the growing 

competitiveness and expansion, especially in online and offline retail. Key trends 

include omni-channel tools, same-day delivery, mobile commerce, and automated 

technology to manage labor shortages. Major players like Reliance dominate, but 

smaller stores and private label sales offer growth opportunities, especially in rural 

areas where demand is growing rapidly. 

Harsha Enterprises, part of the Prakash Group, focuses on selling consumer 

electronics and household appliances. Its mission is to provide high-quality products 

and excellent customer service, with offerings ranging from TVs and refrigerators to 

free delivery and repair services. The company has expanded to 16 outlets and is 

known for after-sale services and community engagement through events like 

"Harshotsava" and "Monsoon Magic." 

The SWOT analysis of Harsha highlights its strengths, including wide market reach, 

goodwill, and strong supplier relationships. However, high showroom rents and 

advertising costs are significant weaknesses. Opportunities lie in expanding to new 

markets and adding product lines, while threats include rising competitors like D-Mart 

and online e-commerce giants. 

Future growth prospects for Harsha involve expanding nationally, increasing e-

commerce focus, and leveraging aggressive promotional activities. Financial 

statements indicate steady growth, with key investments in technology, labor, and 

marketing to support its expansion goals. 

In conclusion, Harsha's commitment to quality and service has secured its strong 

market position, but it must continue innovating and adapting to the evolving retail 

landscape to maintain its competitive edge. 



 


