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Abstract 

This research paper investigates the evolving dynamics of grocery retail in India, focusing on 

future consumer behaviour trends in the digital era. With traditional kirana stores holding a 

dominant market share, this study explores the interplay of digital transformation, sustainability 

practices, and quick commerce in reshaping the Indian retail landscape. A mixed-methods 

approach was employed, combining quantitative surveys analysed through Chi-Square tests and 

visualized using Power BI, alongside qualitative insights to decode consumer preferences and 

attitudes. 

 

Key findings reveal that older age groups demonstrate higher acceptance of technology-enabled 

kirana stores, while higher-income consumers are more inclined toward adopting sustainability 

practices. Furthermore, consumer loyalty to local stores is influenced by product availability 

and trust, even when prices are comparable to online platforms. These insights highlight the 

importance of aligning digital innovations with traditional values to modernize kirana stores 

and sustain their relevance in a competitive market. 

 

The study identifies significant managerial implications, including the need for tailored digital 

tools, sustainability-centric marketing strategies, and seamless integration of quick commerce 

solutions to meet emerging consumer demands. The research emphasizes the potential of 

blending tradition with technology to create a sustainable and competitive grocery retail 

ecosystem in India. 
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Introduction 

India’s grocery retail sector is undergoing a significant transformation, driven by the rapid 

adoption of digital technologies, evolving consumer behaviours, and growing demands for 

sustainability. For decades, kirana stores, the traditional neighbourhood retailers, have been the 

backbone of the country’s grocery retail landscape. These small-scale stores, offering 

personalized services and convenience, have long held a dominant position in the market. 

However, with the increasing penetration of smartphones, widespread internet access, and the 

advent of online shopping platforms, the grocery retail space in India is experiencing disruption. 

E-commerce giants and quick commerce platforms are reshaping the way consumers shop for 
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groceries, demanding faster delivery times and more convenient online experiences (Economic 

Times, 2024). 

 

Quick commerce, which focuses on delivering grocery items within an hour, has gained 

significant traction, particularly in urban areas where consumers prioritize convenience and 

speed (Business Standard, 2024). This has forced traditional retailers to rethink their business 

models, adopt digital solutions, and explore new delivery options to stay relevant in an 

increasingly competitive environment. While kirana stores remain crucial players, their ability 

to adapt to the digital age will determine their survival and growth in the coming years. 

 

Simultaneously, sustainability has emerged as a significant consumer concern. Today’s 

shoppers are not just looking for convenience but also products that align with their values. 

There is a growing demand for environmentally friendly packaging, ethically sourced products, 

and retailers who are committed to sustainable practices (Business Standard, 2024). This shift 

has prompted grocery retailers to rethink their supply chains, product offerings, and marketing 

strategies. Retailers are now faced with the challenge of balancing consumer demand for speed 

and convenience with the need for sustainable business practices. 

 

In this research, the primary objective is to examine how these interconnected trends – quick 

commerce, sustainability, and digital transformation – are influencing consumer behaviour and 

shaping the strategies of grocery retailers in India. While significant attention has been given 

to the rise of e-commerce and sustainability in isolation, little research has addressed how these 

forces interact and collectively influence the future trajectory of the grocery retail industry in 

India. As traditional kirana stores are increasingly forced to adapt to the digital era, 

understanding their responses to these disruptive forces becomes critical. 

 

This paper uses a mixed methods approach to explore these shifts in the market. Through 

quantitative surveys, we will analyse consumer behaviour patterns in urban areas, focusing on 

their preferences for convenience, speed, and sustainability in grocery shopping. Additionally, 

qualitative interviews with kirana store owners and retail experts will provide insights into the 

strategies employed by traditional retailers to embrace digital transformation, integrate quick 

commerce solutions, and meet sustainability demands. By combining these data sources, the 

study will offer a nuanced understanding of how the grocery retail market is evolving and what 

the future holds for traditional retailers in India. 

 

The findings of this research aim to provide valuable insights for retailers and policymakers. 

By understanding the forces shaping consumer behaviour, grocery retailers can better align their 

strategies with market demands, ensuring their continued success in a rapidly changing 

environment. This research also contributes to the broader field of global marketing strategies, 

highlighting how traditional retail models can evolve in response to digital disruption and 

shifting consumer values. 

 

Literature Review 

The Indian Grocery Retail Landscape 

India’s grocery retail sector, valued at over $600 billion, plays a pivotal role in the nation’s 

economy, accounting for 66% of the retail market (IBEF, 2023). Kirana stores, constituting 80% 

of this market, are the backbone of this sector. Despite their dominance, these traditional stores 

face challenges from the growing influence of quick commerce platforms, changing consumer 
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preferences, and sustainability demands (Bain & Company, 2023). The literature emphasizes 

that kirana stores must evolve by integrating digital tools and sustainable practices to thrive in 

a competitive, digital-first economy. 

 

Quick commerce, characterized by delivery times as short as 10–30 minutes, has emerged as a 

transformative force in urban retail. Platforms such as Blinkit and Zepto have achieved a growth 

rate of 57% CAGR between 2020 and 2023, reshaping how consumers meet their immediate 

needs (Dholakia, 2021). This phenomenon aligns with broader global trends where instant 

gratification drives consumer decisions. However, research highlights that quick commerce is 

not a substitute for kirana stores but a complementary service that addresses urgent, small-scale 

purchases (Redseer, 2023). Kirana stores remain indispensable for bulk and planned shopping 

due to their community-centric nature and local trust. 

 

Sustainability as a Driving Force 

Sustainability has shifted from being a niche consideration to a central factor in consumer 

decision-making. Urban shoppers increasingly prioritize eco-friendly products, with 72% 

expressing preferences for brands that adopt sustainable practices (Bain & Company, 2023). 

This trend is evident in successful global practices, such as Carrefour’s use of biodegradable 

packaging, which enhances customer loyalty while reducing environmental impact. In the 

Indian context, Kumar & Rajan (2023) emphasize the growing importance of local sourcing 

and sustainable packaging in kirana stores.  

 

Technological Transformation in Grocery Retail 

Digital integration has become essential for grocery retailers to remain competitive. Kirana 

stores that adopt technologies such as digital payment systems, AI-driven inventory 

management, and app-based shopping interfaces significantly enhance operational efficiency 

and customer engagement (Deloitte, 2023). Partnerships with e-commerce platforms like 

JioMart provide small retailers with access to larger markets and streamline supply chains 

(PwC, 2023). However, the transition to digital platforms is fraught with challenges. Narayan 

& Joshi (2022) identify cost barriers, lack of digital literacy, and infrastructural gaps as 

significant hurdles for kirana store owners. Addressing these challenges requires targeted 

training programs, subsidies, and robust policy support from the government. 

 

The Role of Consumer Sentiments in Retail Transformation 

Consumer sentiments play a critical role in shaping retail strategies. Studies reveal that 73–87% 

of readers trust online reviews, highlighting the significant influence of sentiment analysis on 

consumer decisions (Opinion Mining and Sentiment Analysis, 2008). Sentiment analysis has 

evolved from lexicon-based models to advanced deep learning techniques like Transformers 

and LSTMs, enabling retailers to gain deeper insights into consumer preferences (Wolf et al., 

2020). These tools allow kirana stores and quick commerce platforms to analyse customer 

feedback, refine offerings, and improve service quality. 

 

Social Media and Consumer Engagement 

Social media platforms have transformed how consumers engage with brands. On average, 

users spend 2 hours and 25 minutes daily on these platforms, making them essential tools for 

building virtual communities and influencing consumer behaviour (Understanding Consumer 

Engagement in Social Media, 2022). Chen & Wang (2021) emphasize the role of social media 

in shaping consumer preferences and driving brand visibility. For kirana stores, leveraging 
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platforms like WhatsApp or Instagram can help foster stronger connections with local 

communities, promote personalized services, and attract younger, tech-savvy consumers. 

 

Hybrid Models: The Future of Grocery Retail 

The future of India’s grocery retail lies in hybrid models that blend traditional and digital 

approaches. Kirana stores can integrate quick commerce features such as online ordering and 

same-day delivery while maintaining their unique strengths, such as personalized customer 

relationships and localized offerings. These models align with consumer expectations for 

convenience, sustainability, and customization (Sharma & Mishra, 2022). Furthermore, hybrid 

models offer opportunities for kirana stores to participate in the digital economy without 

compromising their cultural and social roles within communities. 

 

Pricing Strategies and Profitability 

Pricing remains a key factor in consumer behaviour, particularly in price-sensitive markets like 

India. Kirana stores have historically relied on competitive pricing and word-of-mouth 

marketing to maintain profitability (Inside IIM, 2023). While these strategies remain relevant, 

emerging challenges such as fluctuating ingredient costs and inflation require dynamic pricing 

models. The literature suggests that small retailers can achieve sustainable profitability by 

balancing cost-effective sourcing with value-driven pricing strategies (Kumar & Rajan, 2023). 

 

Innovations in Grocery Retail 

Innovation is critical for retailers to stay relevant in a rapidly evolving market. Patel & Shah 

(2022) highlight the growing consumer acceptance of innovative products, such as health-

focused and organic options. Advanced technologies, including AI-driven predictive analytics 

and augmented reality shopping experiences, are becoming integral to modern retail (Deloitte, 

2023). These innovations allow retailers to offer personalized experiences, streamline 

operations, and adapt to changing consumer preferences. 

 

Challenges to Transformation 

Despite the opportunities presented by digitalization and sustainability, kirana stores face 

significant challenges. Narayan & Joshi (2022) identify cost constraints, limited technical 

knowledge, and resistance to change as major barriers to transformation. Additionally, the lack 

of a supportive ecosystem for small retailers exacerbates these challenges. Policy interventions, 

such as subsidies for technology adoption and training programs for digital literacy, are essential 

to address these issues. 

 

Methodologies in Existing Research 

The literature employs diverse methodologies to study the grocery retail sector. Kumar & Rajan 

(2023) use case studies to explore sustainability's impact on kirana stores, while Narayan & 

Joshi (2022) leverage qualitative interviews to understand barriers to digital transformation. 

Quantitative surveys, as used by Rao & Menon (2023), provide valuable insights into consumer 

behaviour and preferences. These mixed-method approaches offer a comprehensive 

understanding of the sector's dynamics, combining empirical data with contextual analysis. 

 

The literature underscores the transformative forces reshaping India’s grocery retail sector: 

quick commerce, sustainability, and digital integration. While quick commerce addresses 

immediate needs, it complements rather than replaces traditional kirana stores. Sustainability 

has become a cornerstone of consumer preferences, necessitating eco-friendly practices and 
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local sourcing. Digital transformation offers opportunities for enhanced efficiency and customer 

engagement, but significant barriers such as cost constraints, and digital literacy must be 

addressed. 

 

Kirana stores, as community-centric retail hubs, remain integral to the Indian grocery 

ecosystem. To thrive in this evolving landscape, they must adopt hybrid models that balance 

tradition with innovation. Collaboration among policymakers, industry stakeholders, and global 

retailers is crucial to providing the necessary support for this transition. By embracing change 

while preserving their unique strengths, kirana stores can ensure long-term growth and 

relevance in a rapidly changing market. 

 

Objectives of the Research 

The primary aim of this research is to examine the transformation of the grocery retail sector in 

India, with a specific focus on the influence of quick commerce, sustainability, and digital 

modernization on consumer behaviour and retail strategies. This study seeks to: 

1. Investigate the Growing Influence of Sustainability on Consumer Choices: To 

assess the increasing demand for sustainable and locally sourced products among urban 

consumers, and the resulting impact on retailer strategies, such as the adoption of eco-friendly 

packaging, organic products, and waste reduction practices. 

2. Examine the Digital Transformation of Kirana Stores: To explore how traditional 

Kirana stores are integrating digital tools like mobile apps, QR-based payments, and delivery 

systems to modernize their operations, enhance customer experience, and remain competitive 

in the digital era. 

3. Explore Consumer Expectations and Preferences for Modern Grocery Shopping: 

To analyse the evolving consumer expectations for convenience, personalized shopping 

experiences, and the availability of sustainable product options in both traditional and digital 

retail environments. 

4. Identify Challenges to Retail Transformation and Growth: To examine the 

challenges faced by grocery retailers, particularly Kirana store owners, in adopting digital 

technologies and sustainable practices, and to assess the support they need to overcome 

technical barriers, cost constraints, and limited digital literacy. 

 

Research Methodology 

This section outlines the methodology used to examine consumer behaviours in India's grocery 

retail sector, focusing on quick commerce, sustainability, and the digital transformation of 

Kirana stores. 

Data Collection 

• Primary Data: Data was collected through a structured Google Form survey distributed 

to urban consumers. The survey aimed to gather insights on grocery shopping preferences, 

sustainability practices, and the adoption of digital tools in Kirana stores. 

• Secondary Data: Secondary data was gathered from industry reports and articles to 

provide context on trends in grocery retail, quick commerce, and sustainability in India. 

Survey Design 

The survey consisted of closed-ended questions to enable statistical analysis: 

• Demographics: Questions about age, occupation, and household income helped 

categorize respondents and analyse behaviour patterns based on these factors. 
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• Shopping Habits: Respondents were asked about their preferred grocery shopping 

locations (Kirana stores, online platforms, supermarkets), shopping frequency, and decision-

making factors such as price, convenience, and sustainability. 

• Sustainability: Questions explored preferences for eco-friendly products, packaging, 

and sustainability practices in grocery shopping. 

• Technology Adoption: Respondents were asked about their willingness to use digital 

tools (e.g., mobile apps) in Kirana stores. 

 

Data analysis and Interpretation 

The survey data was exported to Excel, where it was cleaned to remove missing or irrelevant 

responses. Key variables were categorized based on demographic details such as age, income, 

and preferences. The data was then prepared for statistical analysis, ensuring a structured 

approach to uncover insights. 

 

Quantitative Analysis 

• Descriptive Statistics: Respondents' demographic profiles and their preferences 

regarding grocery shopping, sustainability, and digital adoption were summarized using 

descriptive statistics. These summaries provided a foundational understanding of consumer 

behaviour. 

• Chi-Square Test: A Chi-Square test was conducted to examine relationships between 

variables, such as the adoption of digital tools and the preference for Kirana stores. For instance, 

the test analysed whether consumers inclined toward using mobile apps were more likely to 

prefer Kirana stores with digital offerings over those without. 

 

Data Visualization and Interpretation 

To enhance the analysis and make findings more accessible, Power BI was utilized to visualize 

the data. Interactive dashboards and visual representations such as bar charts, pie charts, and 

heatmaps facilitated a clearer understanding of the relationships between variables. These 

visualizations not only supported the interpretation of statistical findings but also highlighted 

trends and patterns in consumer behaviour, ensuring an in-depth and comprehensive analysis. 

 

 

  

Fig 1. The image shows a Cronbach's Alpha value of 0.897, confirming high reliability of the 

questionnaire based on Nunnally's 0.7 threshold. 
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Fig 2. Test on Age vs. 

Preference for Technology-

Enabled Kirana Stores: 

Pearson's Chi- Square (235.446, 

p < 0.05) 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

Fig 3. Income 

vs. Adoption of Sustainability Practices: Pearson's Chi-Square (121.866, p < 0.01) 
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Fig 3. This figure represents the consumers of different age and their shopping destination. 

 

 

 

 
 

Fig 4. This figure represents the age group of 18-25 that accounts 39.72% of the sample and 

their shopping destination  
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Fig 5. This figure represents the age group of 26-35 that accounts 19.63% of the sample and 

their shopping destination. 

 

 
Fig 6. This represents the preference of consumers as per their household income and their 

preference towards sustainability 
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Fig 7. Preference of consumer having household income above 1,00,000. 

 

 

Fig 8. This power BI visualization compares income levels with sustainability adoption, 

showing higher-income groups prioritize eco-friendly practices, while lower-income groups 

focus on affordability. Key factors include recycling, eco-friendly packaging, and supporting 

local farmers. 

Consumers with monthly incomes above ₹75,000 actively prioritize eco-friendly products and 

support sustainable businesses. 



 

 

European Economic Letters 

ISSN 2323-5233 

Vol 15, Issue 3 (2025) 

http://eelet.org.uk 

45 

 

 
Fig 9. Consumers with monthly incomes above ₹1,00,000 actively prioritize eco-friendly 

products and support sustainable businesses. 

  

Results and Findings 

Quantitative Analysis 

1. Age Group and Preference for Kirana Stores with Technology Adoption 

Younger consumers (<18 years and 18-25) predominantly favour online platforms due to 

convenience and digital familiarity. The 26-35 age group demonstrates a strong preference for 

Kirana stores if technological advancements, such as digital payments and delivery systems, 

are implemented. While older groups (36-45 and 46-55) continue to favour Kirana stores and 

the supermarkets, valuing personal relationships and traditional shopping practices enhanced 

with modern conveniences. 

2. Income Level and Adoption of Sustainability Practices 

Consumers with monthly incomes above ₹50,000 show a strong propensity to adopt sustainable 

practices, prioritizing eco-friendly products and supporting environmentally responsible 

businesses. However, lower-income groups (<₹25,000) display hesitation due to cost concerns, 

emphasizing affordability over sustainability. 

3. Preference for Local Stores vs. Online Platforms When Prices are Equal 

Consumer preferences lean toward local stores when prices are equal, highlighting trust, 

familiarity, and the tangible shopping experience as decisive factors. However, product 

availability and personalized service also significantly influence this preference, often 

outweighing pricing parity with online platforms. 

 

Qualitative Analysis 

Thematic Insights 

Recurring themes from the analysis include: 

• Trust and Reliability: Kirana stores are trusted for their consistent availability of 

products and personalized customer service. 

• Sustainability: Urban consumers increasingly expect eco-friendly packaging and 

locally sourced products. 
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• Convenience through Digitalization: Digital tools such as QR payments and delivery 

apps are highly valued, reducing friction in the shopping experience. 

Chi-Square Test Results 

• Age vs. Preference for Technology-Enabled Kirana Stores: 

H₀: No significant association exists between age and preference for technology-enabled Kirana 

stores. 

H₁: A significant association exists between age and preference for technology-enabled Kirana 

stores. 

 

Result: Pearson’s Chi-Square test (χ² = 235.446, p < 0.05) reveals a significant association 

between age and preference for technology-enabled Kirana stores. 

The null hypothesis is rejected, indicating that older age groups are more likely to prefer 

technology-enabled Kirana stores, highlighting the need for tailored digital solutions for 

different age demographics. 

• Income vs. Adoption of Sustainability Practices: 

H₀ (Null Hypothesis): There is no significant association between income levels and the 

adoption of sustainability practices. 

H₁ (Alternative Hypothesis): There is a significant association between income levels and the 

adoption of sustainability practices. 

Result: Pearson’s Chi-Square test (χ² = 121.866, p < 0.01) indicates a strong association 

between income levels and the adoption of sustainability practices. 

The null hypothesis is rejected, confirming that higher-income groups are significantly more 

inclined toward adopting sustainability practices. This underscores the role of income as a 

determining factor in driving sustainable consumer behavior, suggesting a need for targeted 

sustainability initiatives catering to different income segments. 

• Preference for Local Stores vs. Online Platforms: Trust in local stores and product 

availability emerged as major factors, influencing consumer decisions even when prices are 

equal. 

 

Insights 

1. Digital Transformation is Key: Kirana stores must invest in technology to cater to 

younger and middle-aged consumers who value convenience and digital payment systems. This 

can help maintain their relevance in an increasingly competitive market. 

2. Sustainability as a Differentiator: While adoption is limited among lower-income 

groups, eco-friendly initiatives resonate strongly with high-income consumers. Introducing 

affordable sustainable products can expand the appeal across income brackets. 

3. Balancing Trust with Modernization: Trust remains the cornerstone of consumer 

loyalty toward Kirana stores. Enhancing this trust with digital tools and efficient services can 

bridge the gap between traditional and modern retail expectations. 

4. Product Availability and Personalization Matter: Even with pricing parity, local 

stores hold an edge due to their ability to offer personalized services and ensure product 

availability, reinforcing their role as indispensable community hubs. 

 

Managerial implementation 

A Common Platform for Kirana Stores 

Kirana stores play a vital role in India’s grocery retail sector, characterized by their deep 

understanding of local customer preferences and needs. However, they face challenges such as 

high operational costs and competition from organized retail and e-commerce platforms. To 
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bridge this gap, a unified platform can be developed that provides an app specifically designed 

for kirana stores. Platforms like Dukaan, Udaan, and JioMart can be leveraged or adapted for 

this purpose. These platforms could offer features like inventory management, digital payment 

integration, and customer relationship management tailored to the hyperlocal market. Such a 

platform would not only streamline operations but also enhance the ability of kirana stores to 

compete effectively by combining their community-driven strengths with the advantages of 

digital tools. 

 

Sustainability Marketing for E-commerce 

E-commerce platforms have a significant opportunity to align their operations with growing 

consumer demands for sustainability. Implementing eco-friendly packaging initiatives can 

reduce waste and appeal to environmentally conscious consumers. Offering discounts for 

customers who opt for minimal or reusable packaging can further incentivize this behaviour. 

Additionally, integrating carbon-neutral delivery options and promoting these initiatives on the 

platform can position the e-commerce provider as a leader in sustainable practices. Highlighting 

eco-friendly products with sustainability badges or certifications provides transparency and 

helps consumers make informed decisions. To enhance engagement, digital recycling programs 

can be introduced, allowing customers to return packaging materials in exchange for rewards.  

 

Marketing Strategies for Kirana Stores 

To thrive in the modern retail landscape, kirana stores must build on their intrinsic strengths 

while embracing modern tools. Hyperlocal loyalty programs tailored to neighbourhood 

preferences can enhance customer retention and reinforce their role as community hubs. 

Leveraging WhatsApp for personalized promotions and seamless order placements can further 

enhance convenience. Collaborative bulk purchasing with nearby stores can reduce 

procurement costs and enable competitive pricing. 

 

To attract eco-conscious consumers, partnering with local suppliers offering sustainable 

products is key. Regularly incorporating customer feedback ensures offerings remain relevant, 

while festive-themed promotions aligned with local cultural events can boost engagement and 

sales during peak periods. 

 

By adopting these strategies, kirana stores can stay competitive and sustainable, addressing 

operational challenges while creating value for customers and driving long-term growth. 

 

Limitations 

While the study provides valuable insights into the evolving landscape of grocery retail in India, 

it is essential to acknowledge certain limitations. Firstly, the geographical focus on urban areas 

may limit the generalizability of the findings to rural regions, where consumer behaviours and 

market dynamics differ significantly. Secondly, the reliance on survey data introduces the 

possibility of response biases, as participants may not always accurately represent their 

preferences or behaviours. 

 

The study initially proposed incorporating focus group discussions to complement the 

quantitative data. However, due to time constraints, these discussions could not be conducted, 

limiting the depth of qualitative insights into consumer perspectives and preferences. Future 

research could benefit from this method to better capture the nuances of consumer behaviours. 
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Additionally, the cross-sectional nature of the data captures consumer preferences at a single 

point in time, which may not account for evolving trends or long-term shifts in behaviours. The 

use of convenience sampling, while pragmatic, may also restrict the representativeness of the 

sample. Lastly, while the study employs robust statistical methods like Chi-Square tests and 

visualization techniques through Power BI, further advanced analyses could offer a more 

granular understanding of the observed patterns. 

 

Addressing these limitations in future research endeavours would provide a more 

comprehensive and nuanced understanding of the complexities influencing consumer 

behaviours in India’s grocery retail sector. 
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