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ABSTRACT

The paper titled Ihdia Online Grocery Market Outlook to 2019 - High Growth Prospects due to Increasing
Internet Coverage and Smart Cities’ Emergenceprovides a comprehensive analysis of various espsuch as market
size, segmentation and future projections of thinergroceries market of Indonesia. This paper aifers prevalent
trends and developments in industry, governmentlagigns, SWOT analysis, external environment ssiajyPorter’s five
force analysis, and challenges in the industry. Jdq@er also covers the competitive landscape ahthestry, in which the
information related to the players operating insthindustry has been comprehensively presented. hass been
complemented with the major investment deals thaktbeen finalized in the industry. It also inclsidig#ormation on the
major macroeconomic indicators affecting the markdbreover, the paper also offers information rdgey the supply

chain models operating in the market and the ddmastl international trends in the online grocenesket.
KEYWORDS: Growth Potential of E-Grocery in India

INTRODUCTION

Brief Introduction about E-Grocery Market

Top 20 brands make 50.21% of the total value ofptfeelucts being sold online. Top 20 brands mak&&¥s. of

the total volume of the products being sold onliere than 90% orders are for the same day delivery

Interesting fact age group 18-24 emerge as largesppers segment. As of now online shopping agtigt
restricted to working professionals and mature Raranvironments. India is 6th largest grocery markethe world.
Indian e-grocery market is growing at the rate @%1YoY. In B2C marketplace approx 99% success efdamp-aign
depends on customer’s experience customer behavitustry benchmarking and the website look and fiseother most
important factor is the website must be multi devéompatible as per the industry standards. App&3% customers show
interest to purchase via Mobile/Tablet/Smartpholéky grocery e-commerce, especially when some eketirly players
are struggling to scale operations nationally, jaueaid, "E-grocery is the holy grail of e-commet¢&he high frequency
purchase of grocery makes it literally the biggastl the most recurring segment of the e-commera&eatahe said.
From a market size point of view, the sector, obsly, is the biggest. According to consultancy fifechnopark, the food
and grocery retail business constituted about $8M0n of the overall $530 billion retail (merchdise) spending during
2014-15. Amazon is testing local deliveries withakia or neighbourhood grocers as partners on itkatmace (starting
with Bangalore).

MARKETING POLICY OF E-GROCERY STORES

Seo(Search Engine Optimization) increases trust ngmoustomers for your brand, Brand Building, Paid
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Marketing, Social Media Promotion (SMO), Social dhwement & Interaction, Video Promotion, SMS
Marketing, Offline Marketing, Press Releases, Ervirketing. All these mentioned channels play apanant

role to represent an online business as a Brandoamiving new identity in the Online Marketing \Wd.

Brand Building: Building Trust over search Engines, Sentiment psia|l Website Influence. SMO

(Social Media Promotion)

Video Promotion: Showing animated ads on tvs and other internatredia like facebook, Twitter, Wats app is a

very good marketing option.
Offline Marketing: Distribute templates at targeted market-place.
Introduce Banners/ hoardings.

Metro Train Ads — Ads in metros is also a trend being followed bynypna&-grocery stores to create brand

awareness.

Press ReleasesThe technique being followed by many companieshia regard is to keep rotating business

related news for getting more old/new customerss Kaeps the comapany/brand alive in the mindh®@people.

Trade Shows:Also an effective marketing technique which brizgsir company face to face with the customers,

who actually want to buy your product.
OBJECTIVE OF THE STUDY
* To compare the satisfaction level of consumer tdga&-grocery companies.
* To know the features which affect the customes&attion.
* Tofind out the preference level of respondentardigg online shopping of groceries and vegetables.
* To assess the brand awareness of the differentantiagin the e-grocery segment.
RESEARCH METHODOLOGY
Introduction of the Problem: A Comparative Study of online and offline shoppfage-grocery companies.

Research DesignResearch design is simply the framework or plarafstudy. For the study i.e for conducting

the research | selected the Descriptive researsigrie

SAMPLING DESIGN

I. Population

Consumers of daily vegetables, fruits and milk ma@abad.
Il Sampling Unit

The sampling unit is Consumers of Shaktikhand aiti¢iind region.
[l Sample Size

The sample size of the report is 400 Respondents.

Impact Factor (JCC): 4.1263 NAAS Ratj 3.51
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IV Sampling Method
For the study: In this report non probability conince sampling is used to conduct a research

DATA COLLECTION METHOD

I. Primary Data
For the study: Questionnaire method is used fecting the data while conducting the research.
. Data sources- Primary.
« Data approaches- Questionnaire.
¢ Sampling unit- Consumers of Shaktikhand and Nitiicheegion.
¢ Sample size- 400 Respondents.
e Sample procedure-Non Probability Convenience samgpli

DATA INTERPRETATION AND ANALYSIS
Q.1. Do You Prefer Online Shopping Over Offline Shpping?

Yes 260
No 140

Respondents

Hes HNo

Interpretation: The above diagram shows that 65% people prefénefflhopping over online shopping.

Q.2. Which Eatables Do You Prefer Most To Buy Onlie?

Cooked food 145
Packaged dry fruits 120
Packaged water 125
Other 10
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Respondents
160 145
140 o 125
120
100
B0
o0 = Raspondents
10
20 10
0 |
Coolked food Packageddry Packagedwater Other

fruits

Interpretation: According to above diagram most of the respondien@haziabad prefer cooked food, followed
by packaged water and packaged fruits to ordenenli

Q.3. What Type of People Prefer Online Shopping Ma&?

Students 140
Working singles 100
Housewives 50
Working couples 110

RESPONDENTS

Working
couples
28%

students
35%

housewives
12%

orking singles
25%

Interpretation: According to above diagram students prefer onbhepping the most (35%) followed by
Working couples (28%) and working singles (25%).

It can be clearly seen that housewives do noeprfline shopping because they have the time tangoshop
offline, and it is also a favourite past time farusewives. On the other hand working couples havg kess time and they
love to shop online because of ease of accesshartdehnological know-how.

Impact Factor (JCC): 4.1263 NAAS Ratj 3.51
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Q.4. Which E-Commerce Brand is More Effective in Adertising by You?

Flipkart 145
Amazon 135
Ebay 80
Other 40

RESPONDENTS

M Flipkart MWE-bay W Amazon W Other

Interpretation: The above diagram shows that Flipkart and Amazenthe most advertised brands in the
e — commerce segment followed by e-bay and otlsershis indicates it will be very much beneficiat & start-up in the
e-grocery segment to use Flipkart or Amazon as fatners to launch itself to increase its safebtake the advantage of

their brand awareness.

Q.5. How Do You Rate the Following E-Commerce Brargf?

Good 270
Poor 130

1

” nd

Good 230
Poor 170

|

1

Good 260
Poor 140

{
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FLIPKART

Interpretation: According to above diagram of Flipkart, 67% regpemts in India says that Flipkart is a good
brand. This shows that a merger between Flipkadtame-grocery giant such as BigBasket will worklviee both the
parties and will be beneficial for each of them.

AMAZON

Poor
43%

Good
57%

Interpretation: According to above diagram of Amazon 57% respotsdanindia says that Amazon is a good
brand. So Amazon is also a good e-commerce platforsell packaged food items such as maggi, drigsfréortune oil,

soaps etc.

SNAPDEAL

Poor
35%

Good
65%

Interpretation: According to above diagram of Snapdeal 65% peoplmdia say that Snapdeal is good and
trusted brand.

Impact Factor (JCC): 4.1263 NAAS Ratj 3.51
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Q.6. Is the Price Justified by the Company?

ISI

Yes 270

No 130

Yes 240

No 160

Yes 255
No 145
Flipakart Amazon

Snapdeal

l. Interpretation: According to above diagram of Flipkart 70% respamgeays that price of Flipkart is justified.

Il. Interpretation: According to above diagram of Amazon 60% resporgieays that price of Amazon are not
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justified.

[l Interpretation: According to above diagram of Snapdeal, 55% respatsdsays that price of Snapdeal are

justified.

Q.7. Would You Change Your Brand Just Because of Rre?

ISt

230
NO 170

I nd
250
NO 150

1y "

252
NO 148

FLIPKART

43 %o
Yes
57%

l. Interpretation: The above diagram of Bisleri shows that 70% conssroé Bisleri will not change their brand

just because of price.

Impact Factor (JCC): 4.1263 NAAS Ratj 3.51
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AMAZON

No
38%

Yes
62%

Il. Interpretation: According to above diagram of Amazon, 62% peoplea®nge their brand because of price.

SNAPDEAL

No
37%

Yes
63%

[l Interpretation : According to above diagram of Snapdeal, 63% peoph change their brand because of price.

Q.9. How Do You Find Delivery Service of Flipkart,Amazon and Snapdeal? (Good/Bad)

Flipkart 132
Snapdeal 145
Amazon 123

RESPONDENTS (ONLY GOOD)

Amazon Flipkart

31% 33%

Snapdeal
36%
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[).INTERPRETATION
» The above diagram shows that, 32% respondentatséied with delivery services of Flipkart.
» The above diagram shows that 31 % respondentatisfied with delivery services of Amazon.
* The above diagram shows that 36% respondents @sBezhwith delivery services of Snapdeal.
FINDINGS
* 65% of the population prefers online shopping.
» Majority of the population orders cooked food oeliollowed by packaged and dry fruits.
» Students are biggest online buyers followed by waykouples and working Singles.
» Flipkart and Amazon are the most advertised e-commengrands.
* Most people trust Flipkart more in comparison toason
e Price of Flipkart is justified and Price of Amaziemot always justified.
e Snapdeal customers may change their brand becipsea
» Flipkart and Amazon have brand loyal customers.
» Delivery service of Flipkart and Snapdeal is betttan Amazon
RECOMMENDATION
* Awareness programs at health clubs, schools, adlagout the benefits of online Shopping.
* E-commerce should penetrate Middle segment of gobieoffering low cost product.

» Display hoardings at places like hotels, clubs aingorts where upper class group visits, as theyttea potential

customers.
e There is large market of packaged drinking water @mpanies should look after the ways to exptoit i
e Companies should have a quality check of their pctalbefore delivery.
» Companies should introduce their delivery servite the other cities of India.
* Companies should maintain the quality of the bdttiater.
» Government should reduce service taxes on the engsoe companies.
e They should introduce customized offers for loyadtomers.
* Maintain low cost as they are currently servingrtierkets of India.

e Companies should allow local kirana shops to setheir platform.

Impact Factor (JCC): 4.1263 NAAS Ratj 3.51
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CONCLUSIONS

As we have seen from the market survey that e-caseniedustry is very huge and growing rapidly. Fram
market size point of view, the sector, obvious$/the biggest. According to consultancy firm Tegbadg the food and
grocery retail business constituted about $370ohilbf the overall $530 billion retail (merchandisspending during
2014-15.

But it's not easy building the business with itsmgdex supply chain and the perishable nature ofgbeds

making delivery at doorstep expensive.

Amazon is Testing Local Deliveries with Kirana or MNighbourhood Grocers as Partners on its Marketplace

(Starting with Bangalore).

Interesting fact age group 18-24 emerge as largesppers segment. As of now online shopping agtiigt

restricted to working proffessionals and matureifaenvironments.

India is @" largest grocery market in the world. Indian e-gmycmarket is growing at the rate of 19% YoY.
"Our obvious challenge lies in delivering peristealtéms fresh," says IIM graduate Parekh. BigBas&et operates from

five cities and stores 12,000 different items snvitarehouses. It refreshes its stocks every 10 days

The Mumbai-based localbanya.com has a warehousaria and can take up to 900 orders a day. "Sineare
involved all the way from procurement to delivelngving a warehouse works well," says Karan Mehratwafounder and

CEO, localbanya.com. "It allows us to control thenf of products and enables efficient picking/pacgkfor our orders."

So, at the end | would like to conclude by sayimat -grocery has the biggest challenge of deligeiood items

fresh and no company can ensure that on its own.

So, it will be better to take the advantage of ldighed e-commerce companies like Amazon, Fliplend
Snapdeal to ensure a fast and proper deliveryese th-commerce companies have a established akuhgveupply chain
model. Now for the procurement of fresh vegetablas fruits you always have to depend on the lamahérs and mandis
as they are best and cheapest. A company can pagriato grow a certain kind of vegetable and cay the harvest

directly from the farmer.

This helps in ensuring both the quality and thesHress. This proves that local farmers can colibowith
e-commerce gaints to deliver their vegetables auitsfto remote areas in the city and outside ttye This will not only
help the farmers and the consumers, but will atsa ¢png way in improving the financial conditiohtbe farmers as they

will get a justified price for their crops.

As the e-grocery market is very big and ever expanave need more joint-ventures and initiativesnfrthe
government and the corporates to make it a suadessidel all over India and not only in the metras,it is the need of

the hour and also can help in creating employmera arge scale.
LIMITATIONS
While doing survey | found some limitations. Thailiations | faced are given as under:

e There was time constraint for the study work giterme. While doing survey, | got the limited timerjpd for

their completion.
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e The area considered for this survey was taken rahd@o, the area taken for this study was limited.
e The response of some of the consumers was notmaro. So the survey may give the biased results.
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