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Abstract 

The Indian retail sector is one the most complex and dynamic sector, it is an amalgamation of the 

traditional mom and pop stores and modern retail, modern retail although is still in its nascent stage is 

growing at the very fast pace and transforming the retail landscape of India. The retail sector has evolved as 

one of the largest players among all the industries. The growth in the organized retail during the recent years 

is evident by the fact that various shopping malls are sprung up all over the country which is the evidence of 

its growth. 

This rise of organized retail has posed many challenges to the unorganized retail as they are 

constrained by the lack of technology, limited storage place, low investments and many more .These stores 

have to adopt strategies that would make their business relevant to the current scenario. They have already 

started taking measures like for making the store air conditioned, hiring right employee for the job, active 

advertising and promotion of the business, etc. By implementing this course of action the unorganized retail 

can sustain and survive in the competitive market. 

The purpose of this research paper is to seek impact of organized retail malls on grocery stores and 

approximate the various challenges faced by grocery stores, with the advent organized retailers and suggests 

various effective strategies to grocery store owners to overcome the competition offered from the organized 

retailers in Nashik city. 
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Introduction 

 The retail industry one of the most robust and promising industry, it has witnessed phenomenal 

growth in length and breadth in spite of being the most dynamic and challenging industry across the globe. 

The sector represents 31 percent of the world's GDP globally, and employs billions of people around the 

globe. Hyper and supermarkets account for 35 percent of the organised retail direct sales in the USA and 

China. The retail sector is booming at a pace never before. In the year 2017 retails sales was estimated to 

be 26.83 trillion U.S. dollars, with an annual growth rate of 3.8 percent per annum.  

 From a modest beginning with small grocery stores, popularly known as “Kirana stores” catering to 

the general public of the local surroundings. The Indian Retail industry has grown to account for over 10 

percent of the country’s GDP and around 8 percent of the employment. India’s retail market is expected to 

grow to US$ 1.6 trillion by 2020. While the overall Indian retail market is expected to grow at 12-15 percent 

per annum, modern trade would expand at 20 percentper annum and traditional trade at 10 percent. In India, 

the majority of food consumption is still at home,out of the estimated 12.5 million retail outlets, almost 7 

million sell food and grocery products.The vast majority of these are small kiosks, general provision stores 

(14 percent) and grocery stores (called Kirana; 56 per cent of all rural retail outlets) run by a single trader 

and their family.Household and personal care continue to be the leading segment accounting for 50 percent 

of the overall market followed by Healthcare and Food & beverages segment. The Industry has tripled in 

size in past 10 years and has growth at ~17 percent CAGR in the past years due to growing exposure of 

international brands, Increasing purchasing power the middle class and upper middle class in tier 2 and 3 

cities,favourable demographicsIncreasing number of nuclear families and increasing urbanisation,The sector 

accounted for 2.6 percent of the nation’s total FDI between April 2000-Sept. 2017, Around 1.10percent of 

overall FDI inflows in food and food processing sector where as 0.52percent are in Soaps, cosmetics and 

toiletries. Food product and personal care together make up two-third of the sectors revenues. 

 

Literature Review 

Krishnan, A. &Vijayakumar, V. (2017), opined on the findings from the research conducted at 

Nileswaram Municipality in Kasaragod district in Kerala state. The stated objectives were investigated to 

analyse the influencing factors for purchase at organised and unorganised retail sector and the consumer’s 

behaviour on the same. The author deduced that strategic decisions should be implemented to retain 

customers to unorganised sector as youngsters and all age group public barring senior citizens are gradually 

shifting towards the trend of organised retail. 

Jadhav, R. &Karangutkar, S. (2017), compared strategies for sales volume, to allure customers of 

small retailers and malls at Pune and to understand the effect of the same for the retail industry as a whole. 

Due to the blow on the sales volume, since two to three years with the mushrooming of malls, the small 

retailers had commenced implementing retail management strategies like credit facility, home delivery, 

refurbishing the store with more brands and increasing the variety of products. Being conscious, the small 

retailers have initiated window displays of products, advertising and promotional schemes also. 
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Tiwari&Jha (2016), suggested the strategies needed to overcome the unpleasant impact on 

unorganised retailers due to organised retailers. Data was collected from five cities in Jharkhand state, from 

five hundred respondents, hundred from each city. The impact on the unorganised sector has been witnessed 

in the areas of sales, profit and employment. Lacks of technology, low investment, and high discount were 

the findings of the challenges faced by unorganised sector. The author recommended that computerised 

billing, facelift of stores, corporate backing, promotional strategies, employing skilled labour and offering 

value added services like discounts, customer care, free home delivery etc., could minimise the impact to 

some extent. The competition could be countered provided the unorganised sector invests in their business 

was opined by the authors.  

Bhatnagar, S. (2015), elaborated on the challenges and success measures for unorganized sector viz 

a viz organized retailing and suggested the strategies for the same. Through the use of secondary data, the 

challenges identified for the unorganized retailing was scarce investments, lack of use of updated technology 

and offering of discount to customers. The author advocated that the strategies which could give better 

returns were to modernize the stores, recruitment of right talent, promotions, corporate assistance, customer 

feedback, home delivery and computerized billing. 

Shashikala, R. &Gangadhar, A. (2015), in their research conducted in Bangalore on hundred 

consumers, using structured questionnaire to compare consumer’s perception of customers towards 

supermarkets and provision stores. It was found that although the customer made no difference in terms of 

the choice of store format to make his purchases and that both go hand in hand in terms of preferences’. But 

the customer were subconsciously biased towards super markets and preferred to purchase from super 

markets  as consumers prefer hygiene, accessibility and convenience, ambience with quality for purchase 

decisions. Provision stores have an upper hand in terms of price, quality home delivery and service. 

Raj P. &Misra I. (2012), illuminated in a research in Bangalore from hundred customers and 

hundred small outlet owners to draw conclusion on the impact of organised retail within a kilometre radius 

on small outlets. Factor analysis was applied and twenty one variables were identified which score 

advantageous for organised retails. Nine key variables were identified and the findings showed that 65 

percent customers preferred organised retail, due to convenience, pricing strategies, product availability, 

customer relationship etc. Women were mostly engaged in the preference. Small retailer’s majority of them 

admitted that they had lost business and profits due to mushrooming of the organised retails. The authors 

summarised that organised retail did impact the mom and pop stores. 

 

Need forthe study 

Organized retailers have started to spread its rootsin India and are gradually disturbing the retail 

space. This studywill contribute to the understanding of impact of organized retail malls on grocery stores; it 

will help in better understanding the grocery shopkeeper’s perception towards organized retail. Further 

understanding of the retail formats and its strategies and polices will help the grocery store owners strategize 
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accordingly.The research paper attempts to explore the way organized retailers has dramaticallyaltered the 

Indian retailing structure and its influence on consumptionbehaviour of the customers. 

 

Statement of the problem 

  

The organised retails have started to make their presence felt, as they are attracting customers not only 

belonging to the higher class but also middle class and lower middle classes, by adding new dimensions to 

their shopping experience .They have added value to the overall shopping experience and are providing deep 

discounts that are pocket friendly to all segments of the market. Thus customers have started shifting 

towards organised retail; this shift would adversely impact the grocery stores in terms of revenue generated 

and the profit earned. 

 Despite the steady growth economy many retailers are finding it extremely challenging to hold on to 

their market share, maintain revenue and profit margins. Grocery stores are facing problems that are 

multidimensional some of the major problems that have been under consideration for study are Pricing, 

Employees  turnover, loss of customer loyalty due to emergence of organised retail in his area. As against 

this view, the critics of this emerging phenomenon point to the inevitable negative impacts of organized 

retail chains on the small grocery store that are under the threat of simply being wiped out by the powerful 

organized networks of giant retail chains 

 

Objectives of thestudy 

The objectives were drawn in the light of the research problem and title cited is. 

1.   To study the impact of organized retail malls on grocery stores  in Nashik city. 

2.  To understand the perception of grocery shopkeepersabout organized retail malls. 

 

Statement of hypotheses 

The hypotheseshas formulated the based upon the objectives and the review of literature. The 

hypotheses of the present study are:  

H1:  There is no impact of entry of organized retail malls on grocery stores  in Nashik city. 

H2: There is no significant relationship between the acceptance levelsof grocery shopkeepers from different  

demographic-socioeconomic profiles towards impact of organized retail malls. 

 

Methodology and Data Collection 

 Research Methodology 

The research done was exploratory in nature. The concerned respondents were identified from the 

population and data gathered from the sampling city Nashik.  A questionnaire was framed and data from 

grocery shop owners were collected, analysed, findings reported and the hypotheses were tested. In-depth 

interviews were conducted with 10 grocery shopkeepers across Nashik city. This was done to know the 
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current business scenario of their respective grocery shops. Apart from this, data collection from personnel 

working in the local grocery association helped researcher to understandand frame questions in the grocery 

shopkeepers questionnaire.The sampling method used for collecting information from respondents is non-

probability sampling and in non-probability sampling specifically,convenience sampling were chosen to 

represent respondents from grocery shops. 

 

Sample Size 

The data were collected within a span of 2 months from grocery shopkeepers of Nashik city. The 

sample selected for the  research was 350 grocery shopkeepers. Around 80 percent of the 

groceryshopkeepers were chosen within  the range of 2 km from the organised retail malls. 

 

Sample Product category selection 

Total 49 products are selected under 7 different productcategories like Grocery & staple, Beverages 

Products, Dairy Products, Branded Packet Food, Unbranded Packet Food, Personal Care Products, Home 

Care Products. 

 

Data analysis and results 

Table No 1: Demographic profile of respondents 

Parameter Details 
No. of 

Respondents 
Percentage 

Gender 
Male 294 84 

Female 56 16 

Age (in years) 

15-25 years 24 6.86 

26-35 years 197 56.29 

36-45 years 98 28.00 

46-55 years 21 6.00 

More than  55 years 10 2.86 

Educational 

Qualification 

Schooling 17 4.86 

Under Graduate 107 30.57 

Graduate 192 54.86 

Post Graduate 19 5.43 

Others 15 4.29 

Work 

Experience 

Less than 5 years 11 3.14 

5-10 years 98 28 

11-20 years 152 43.43 

More than  20 years 89 25.43 

( Source: Compiled from the collected data through survey)  
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The data revealed that grocery business is male dominated business, whereas most of the females 

have a passive role as an assistant in the business. The age-wise composition of respondents reveals that 

around 74 percent of the respondents from Nashik city  are in the age group of 26-45 years. The majority of 

the respondents are young and they are capable to take decisions according to market situations.  The 

educational qualification of the respondents reveals that more than 80 percent of the respondents are having 

upto graduate qualification. Around70 percent of therespondents have an experience of about 20 years in 

running the business.  

 

Table No 2: Grocery Store profile of respondents 

Parameter Details 
No. of 

Respondents 
Percentage 

Monthly Average 

Profit (in Rs.) 

Below Rs. 10,000 27 7.71 

Rs.10,001- Rs.20,000 158 45.14 

Rs.20,001- Rs.30,000 101 28.86 

Rs.30,001- Rs.40,000 47 13.43 

More than  Rs.40,000 17 4.86 

Initiator of  grocery 

shop 

Self 53 15.14 

Parents 196 56 

Forefathers 101 28.86 

Carpet area of the 

grocery shops  

(in sq. ft.) 

Below 200 sq.ft. 39 11.14 

201- 300 sq.ft. 119 34 

301-500 sq.ft. 144 41.14 

More than 500 sq.ft. 48 13.71 

Proximity of 

Grocery shops to 

malls 

Less than 500 meters 76 21.71 

500 meters- 1km 88 25.14 

1 km-2 km 113 32.29 

2 km-3 km 64 18.29 

More than 3 km 9 2.57 

( Source: Compiled from the collected data through survey)  

`The data relating to monthly average profit of the store reveals that more than 70 percent of the respondents 

has an average monthly profit between Rs. 10,001 to Rs. 30,000. The analysis relating to the size / area of 

store reveals that in case of more than 60 percent of the stores, thearea of the store is 200-500 Sq.ft. More 

than 80 percent of the stores are selected less than 2kms from the organised retail malls. 

 

Sales composition of the grocery shops 

This section analyse sales composition of grocery shops. It also analyses the opinion of grocery 

shopkeepers regarding the approximate percentage variation in sales. 
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Table No 3: Overall Impact of organized retail malls on FMCG Product Categories 

Product 

Categories 

Impact in 

Percentage 

Percentage Variation in decrease 

in sales 

Total 

Decreased 
No 

Change 

Less 

than 

5% 

6%-

10% 

11%-

15% 

More 

than 

15% 

Grocery & 

staple 

113 

(38) 

217 

(62) 

63 

(47.77) 

49 

(36.84) 

13 

(9.77) 

8 

(6.02) 

133 

(100) 

Beverages 

Products 

229 

(65.43) 

121 

(34.57) 

88 

(38.43) 

97 

(42.36) 

23 

(10.04) 

21 

(9.17) 

229 

(100) 

Dairy 

Products 

186 

(53.14) 

164 

(46.86) 

87 

(46.77) 

53 

(28.49) 

35 

(18.82) 

11 

(5.91) 

186 

(100) 

Branded 

Packet Food 

264 

(75.43) 

86 

(24.57) 

137 

(51.89) 

87 

(32.95) 

28 

(10.61) 

12 

(4.55) 

264 

(100) 

Unbranded 

Packet Food 

112 

(32.00) 

238 

(68.00) 

71 

(63.39) 

32 

(28.57) 

7 

(6.25) 

2 

(1.79) 

112 

(100) 

Personal Care 

Products 

287 

(82.00) 

63 

(18.00) 

87 

(30.31) 

142 

(49.48) 

35 

(12.20) 

23 

(8.01) 

287 

(100) 

Home Care 

Products 

301 

(86) 

49 

(14) 

98 

(32.56) 

131 

(43.52) 

37 

(12.29) 

35 

(11.63) 

301 

(100) 

(Source: Primary Data) 

The FMCG Product sale of different product lines has been adversely affected at the grocery store 

due to the advent of Retail malls the highest impact was on the sale product where a decrease of 86 percent 

retailer reported a decrease in sale of home care products followed by 82 percent retailers reported a 

decrease in saleof personal care products with least impact on Unbranded Packet Food with only a decrease 

of 32 percent.  The sale of standardised product has seen a major decline at the grocery stores as the retail 

mall provide better variety, brands, discounts as they have a better bargaining power than the grocery store 

owners at the same time the unbranded products like the unbranded packed food were able to sustain the 

grocery onslaught due to the customised service available at the grocery stores.    

Graph No 1:Overall Impact of organized retail malls on FMCG Product  Categories 
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Hypothesis Testing-1 

H0: There is no impact of entry of organized retail malls on grocery s

Ha : There is impact of entry of organized retail malls on grocery s

facing a setback due to the entry of the organized retail malls.

To test the stated hypothesis the researcher had 

the number of employees in the grocery shop, area of grocery shop, investment in the grocery shop

of customers on the weekdays and weekends in the grocery shop, number of regular customers, average 

monthly turnover of the grocery shop and the profit gained from their business. 

They were asked to opine if there is any change in 

changeforthe given 8 different parameters due to 

Chi square test of independence of attribute 

95 percent level of confidence. The results obtained a

The last Column shows the result of acceptance level of hypothesis for respective parameters. Out of total 

parameter tested 6parameter shows significant to result. 

Parameter 

Number of employees  working in the shop

Number of customers on weekdays

Number of  customers on weekends

Number of Regular customers

Avg.  Monthly Turnover of the grocery shop

Average Monthly profit 

0
10
20
30
40
50
60
70
80
90

38

62.4362

34.57

of entry of organized retail malls on grocery stores in Nashik  cit

There is impact of entry of organized retail malls on grocery stores in Nashik and grocery stores

of the organized retail malls. 

To test the stated hypothesis the researcher had asked grocery shopkeepers the questions related

number of employees in the grocery shop, area of grocery shop, investment in the grocery shop

of customers on the weekdays and weekends in the grocery shop, number of regular customers, average 

monthly turnover of the grocery shop and the profit gained from their business.  

if there is any change in terms of increase, decrease or there is no 

changeforthe given 8 different parameters due to Organised retail mall  

hi square test of independence of attribute is applied to each of these parameters separately

95 percent level of confidence. The results obtained are shown in the same table as column number 3 and 4

The last Column shows the result of acceptance level of hypothesis for respective parameters. Out of total 

parameter shows significant to result.  

DOF 
Calculated 

𝔁𝟐 Value 

P 

Value 

Table 

Value

Number of employees  working in the shop 1 0.103 0.000 3.84

Number of customers on weekdays 1 15.646 0.000 3.84

Number of  customers on weekends 1 67.760 0.000 3.84

Number of Regular customers 1 19.211 0.000 3.84

Monthly Turnover of the grocery shop 1 57.611 0.000 3.84

 1 94.64 0.000 3.84

62.43
53.14

75.43

32

82 86

34.57
46.86

24.57

68

18 14

Decrease No Change
 

in Nashik  city. 

grocery stores are  

asked grocery shopkeepers the questions related to 

number of employees in the grocery shop, area of grocery shop, investment in the grocery shop, number 

of customers on the weekdays and weekends in the grocery shop, number of regular customers, average 

se, decrease or there is no 

each of these parameters separately at the 

column number 3 and 4. 

The last Column shows the result of acceptance level of hypothesis for respective parameters. Out of total 8 

Table 

Value 
Result 

3.84 NS 

3.84 S 

3.84 S 

3.84 S 

3.84 S 

3.84 S 
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Carpet area of the grocery shop 2 0.103 0.000 5.99 NS 

Additional  investment in the grocery shop 2 208.85 0.000 5.99 S 

Ns= Not Significant, S= Significant 

          (Source: Primary Data) 

Results and Discussions 

The mall has animpact on the profitability of the grocery stores with the decrease in the footfalls and 

the turnover. With the change in the landscape of the retail scenario, with huge investment being made by 

the retail mall it has increase the expectation of the customers in the market.  In order to retain its market 

position the grocery stores are making every effort to lure the customers to keep them away from the 

malls.Thus, it can be stated that the entry of the organized retail malls has affected grocery stores in Nashik 

city. 

 

Hypothesis Testing-2 

H0 : There is no significant relationship between acceptance levels of grocery shopkeeper from different  

demographic- socioeconomic profiles towards impact of organized retail malls. 

Ha: There is a significant relationship between acceptance levels of grocery shopkeepers from different  

demographic-socioeconomic profiles towards impact of organized retail malls. 

To test the above stated hypothesis the researcher had asked questions to the different profiles of the 

grocery shopkeepers like different gender, age group, educational qualification, work experience, monthly 

income, area of grocery shops, distance of a grocery shop from the mall and investments made in the 

grocery shop, in the questionnaire for the grocery shop owners.  

The obtained responses are codified, classified and cross tabulated as per each parameter under 

consideration.To each of such cross tabulated data chi square test of independence of attributes is applied at 

95 percent confidence level and relevant degrees of freedom.  

Table No 4: Perception of grocery shopkeepers towards the impact of organised retail mall 

Parameter DOF 
Calculated 

𝔁𝟐  Value 

P 

Value 

Table 

Value 
Result 

Gender 1 0.7609 0.3830 3.84 NS 

Age 4 3.05870 0.5481 9.49 NS 

Educational Qualification 4 1.9724 0.7408 9.49 NS 

Work Experience 3 3.0461 0.3864 7.81 NS 

Average Monthly Profit (in Rs.) 4 2.1556 0.7072 9.49 NS 

Area of Grocery Shops 3 3.4613 0.3258 7.81 NS 

Distance of Grocery shop from 

Organized Retail Malls (in km) 
4 2.494 0.6457 9.49 NS 
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Amount of Investment (in Rs.) 3 0.7098 0.8709 7.81 NS 

Ns= Not Significant, S= Significant 

          (Source: Primary Data) 

From the above table, it can be concluded that the alternate hypothesis is rejected and the null 

hypothesis is accepted. Thus, there is no significant relationship between acceptance levels of grocery 

shopkeepers from different demographic-socioeconomic profiles towards the impact of organized retail 

malls on their business. 

 

Important Research Findings 

 The FMCG retail space is dominated by traditional grocery stores.  If we walk through a street and we 

will find more kirana stores than organised retail outlets like Big Bazar or Reliance Fresh. 

 Wide range of products availability ,promotional offersandfun for the shopping are the reasons for the  

grocery shoppers to shop in the organized stores. 

 Growth in modern retail Increased level of brand consciousness which is leading to a fall in the shareof 

grocery stores in the FMCG sector. 

 Most global FMCG manufacturers in India is to ignore the kirana stores. They allocate their resource to 

cater to the demands of organised retail outlets. 

 The grocery store channels might have very limited bargaining powerdue to constraints in assortment, 

products, price or location. But what is seen that theenormous consumer goodwill garnered by these 

grocery shopkeepers. The grocery shopkeepersare very flexible and have often built personal 

relationships with members of the local community that they serve. They provide personalised services 

such as ordering special items/quantities for consumers or allowing purchases on credit, free home 

delivery. These unique value-added services create superior value for many consumers. 

 Approximately 100 to 120 regularcustomers maintained by most of grocery shopkeepers who are 

nearby to organised retail malls whereas approximately 150 to 200 regularcustomers maintained by 

grocery shopkeepers who are away from organised retail malls. 

 Approximately 50 to 100 daily footfalls of customers at most of the grocery shopkeepers who are 

nearby to organised retail malls & approximately 70 to 100 daily footfalls of customers at grocery 

shopkeepers who are away from organised retail malls. 

  Daily average sales of grocery shopkeepers vary from Rs. 2,000/- to Rs. 30,000/- depends upon 

location of stores, type of stores & variety of products offering. 

. 

Limitations of the study 

The present study is limited to Food and Grocery subsector of retail sector. The conclusions drawn 

out ofthis study could not be applicable neither to other subsectors of retailing or to other sectors of 

business. Thestudy results are derived from the select grocery shopkeepersof  Nashik region ofMaharashtra 
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and hence could not be construed as reflecting the average opinion of Food & Grocery retailersin India or in 

the world. 

Conclusion 

 The Indian retail sector is going through a transformation; with the advent of the organised retail stores 

has lead to disruption of the sector; however both existing and new players are undergoing a learning curve 

trying to cope up with new realities of the Indian retail market. The organised retail stores have added value 

to the overall retail space as customers are now have and opportunity to enjoy the entire shopping 

experience and save money at the same time Modern retailers have redefined retailing by providing large 

variety of product, Discounts, membership cards , entertainment ,Multiple line  of products under single roof 

. These changes have put forth challenges that have never been faced by the Grocery stores they have 

upgrade and update themselves in order to be relevant to the current market scenario. The industry is going 

through a positive growth cycle that would be beneficial to the overall industry and the customer at large if 

both the players are able to overcome the challenges that have aroused due to the change in the retail 

landscape. However it would not possible to deal with all the challenges and opportunity factors at once. 

The study observed that grocery shops may have a temporary setback,as the customers are attracted to this 

new shopping experience at the time of boom in the mall culture but as the time passes it is seen that they 

recover from the set back and continue to co-exist along with organized retailers in Nasikcity. 
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