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ABSTRACT

The outbreak of Covid-19 and the resultant lockddsaa impacted the very dynamics of the retail sdotdéndia. While

organized players kept on struggling to servicertibestomers, the unorganized sector led by neighbwod grocery
stores (Kirana Stores) came as a big relief forions of Indians to source food and grocery iteivhile lockdown has
increased the trust for kirana stores from acrosgrsents of consumers, it also influenced thesestar relook their
business processes and increase their dependentgcbnology to provide a safe and hygienic shoppgixgerience of

their customers.

This research paper aims to study the factors ¢#ma¢rged during the lockdown phase post-Covid-1Break in

India which have accelerated the journey of thétdigransformation of kirana stores which had $&at a few years ago.

The methodology adopted in this study is qualiégatdeductive, and interpretive approaches to reseadll the

interpretations are drawn with the content analys#igxisting research, industry reports, and engairievidence.

The study identifies five factors across consumarpply chain, and ecosystem in which Kirana stangsrate

that have positively influenced the kirana stogemmtrease the use of digital technology for stoperation.

This study can help organized retail players, tetdrt-ups, and researchers a deeper understandinfgaiors

that have influenced the digital transformatiorkbina stores.
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INTRODUCTION

There is no doubt that neighbourhood grocery stqrepularly called kirana stores are the lifelifdraian consumers,
and the kind of services they offered during thekttown period post-outbreak of the coronavirus nidid was the
testimonial of this fact. Kirana stores have beentloe frontline of the fight against Covid-19, halp millions of

households to shop for food and grocery items witlamy challenge. At a time when most of the orgeahiretail players
and e-commerce giant were struggling either to apedue to restrictions or were unable to serve thestomers in
absence of delivery manpower and logistics supploese kirana stores stood strong and kept on tpgraithout any

hassles and served their existing as well as nstomers. According to a report by the consultingpfRedseer, there are
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13 million kirana stores in India on a populaticasb of 1.3 billion, making it one store at a popafaof 100. Because of
such deeper penetration, these stores were ingttahte ensure the supply of essential items duttireglockdown phase
while in many other countries consumers were semgl up before supermarkets in serpentine quendssauggling to
obtain the supplies of basic food items. Theseestensured every possible safety measure at theéisso maintain social
distancing and to meet the demand of consumersdistactless shopping, provided customers the fia¢di place online
orders and digital payments. Despite the challemmjemanpower, these stores ensured home deliveryast of their
customers also to meet their expectations. Thedimek period has been the time when kirana storésdia displayed

their adaptability, agility, and resilience towaasnge and won both the trust and wallet of comsam

Kirana stores are quite similar to corner storesv@istern countries that sell a range of produais fessential
food items, grains, processed foods, dry foodsikdripersonal care, and household items (Maruyardalaung 2007).
These stores are mostly owner-managed and openatedrea less than 500 square feet (Goswami antrdz009).
These stores are spread across India from urbamradbtowns, generally located in residential araad stock products
according to the needs of local consumers (SatmshRaju 2010). The preferred source of buying gdodthese stores
is wholesalers and company distributors and thexiggly prefer cash transactions. Proximity to pe@md their ability to
read, know, and understand the consumer trendbetmaliours make these stores a treasure trovesighis for changing
consumer trends and buying behaviour. In the méaod and Grocery market, these stores are anramglayer with
close to 90% share despite increasing penetrafionganized retail. While in the overall retail segnt, the current share

of these stores is 84% which has seen a declice e last few years as per a report by consuitingRed seer.

Food and Grocery is a growing segment in India wigrket size of USD 858 billion (IBEF, 2019). THeesr
size of the segment makes it a battleground foln lboganized and unorganized players. While the gardred sector is
led by kirana stores, the organized sector hastbeeantry of many local and global players boftiref and online. These
organized players have been doing everything plessibgain market share by providing an altogethew shopping
experience to consumers by using technology anddatdized global services. While increased penetrabf
Smartphone’s and the internet led the digital retioh in India, most of the digital disruption ihet retail sector can be
accounted to these organized players besides siogepenetration of which forced kirana stores alfdate to revamp

their business processes to maintain their shateibdusiness and in consumers.

Kirana stores started their digital journey a fewars back intending to meet the changing preferarice
consumers and to reduce the cost of operationviesinin building new processes to remain competitivthe market.
Despite willingness to change, initially, the respe of kirana stores was slow for this change dukadk of working
capital, knowledge, skill sets, and anxiety ovee thse of technology. While India was getting yeamwith 30%
population in the age group of 18-35 years accgrdina report by Morgan Stanley and was more digitsonnected,
kirana stores were slightly hesitant to start tlgital transformation due to the fear of losingséing customers who

were not very tech-savvy

Digital transformation includes a change in strgtdyusiness process, learning, and knowledge aralvies the
whole socio-technical system (Orlikowski, 2009) arud only about investment in technology (Burtomel® and Gallivan
2007). Digital transformation for kirana stores veasied at bringing required changes in the busipessess by using
digital technology to manage and enhance the expegi of existing and new customers while buildifficiency in

operating processes to reduce the cost of opesatiicimcrease profitability.

Impact Factor (JCC): 6.9543 NAAS Rating 3.51



Factors Accelerating Digital Transformation: A Study on Kirana Storesin I ndia during COVID-19 Lockdown 23

A report by CDFI and IIMB (2017) said that 45% oéres intend to deploy a POS terminal (penetradiothat
time was 5% only) seeing 35% of consumers havicgssto debit or credit cards. According to thgorg 94% of kirana
stores had a mobile phone, out of which 41% wasatphone. This data Cleary suggests initial rezstirand willingness
of kirana stores to use technology in their operaliut still, there was some inertia to use teabgwin the core operation
of stores. Organized players which were a threathése stores realized the importance of kiraneestand started
building partnership with them to supply goods dile cutting the role of intermediaries. These migad players also

started working to find out more avenues of paghigrto create a win-win situation for both stonel themselves.

Digitization had shown possibilities for new avestie build business for kirana stores, but becatifieeir social
and behavioural background, most of the store ocsvmere hesitant to deploy technology in its trueitsgCovid -19 and
resultant lockdown worked as a catalyst to helpdahstores understand the true benefits technolagyoffer and how
technology can support them in expanding theirrimss. This phase has seen more focused effort&dryakstores to
speed up their digital transformation due to the twasons - out of necessity to manage new cussoare greater
acceptance of technology by its existing custoraése which so far were quite hesitant and were ntpkirana stores
also wary of moving to a digital journey. This pbagitnessed more stores online, greater accepfanoaline selling and
buying, reducing the resistance for digital payragand increased interest to use technology fantory management
and bookkeeping. These efforts rebuild the trdstamsumers for kirana stores as a study by Mckirssgys that that
grocery shopping in kirana stores during the loekadas withessed a 39 percent growth and 29 peofesttoppers have

shown an intent to go back to their good old nedgithood kirana stores even after the pandemic debsi

The present study is aimed at identifying the kayeds which emerged during the lockdown phase thiave
influenced the kirana stores to accelerate thairney of digital transformation. The paper hightighe role of the
growing population of digitally connected consumearsreased acceptance of digital payments, a pattipe between
online and offline players, and the immediate neebluild a digital supply chain as key factors whiofluenced the store
during the lockdown phase and speed up their jouioredigital transformation.

Growing Population of Digital Consumers

One of the key drivers of the digital transformatmf kirana stores was to meet the changing neddapectations of the
consumers. Purposeful focus on elevating the custarperience is an internal driver that promptailers to select
innovative techniques for their business operati@amerdijk & Voss, 2010). Changing the need of thistomers in the
Indian market was largely driven by the changinmdgraphics of the customers. A report by Morgami8ia(2017) stats
that 400 million population of India is in the ageup of 18-35 years which is almost 30% of thaltpbpulation in India.
This population is always termed as digitally carted and was a source of growth for social medib@RAT platforms in

India in recent years. Because of their nature@nflling, a perception was built that these conetswill always prefer
retail formats that are digitally connected likerthand provide them an altogether different shappiperience. Deloitte
(2017) in its report on digital disruption in Indiermed this population as a key driver for thatdigransformation of the
retail segment in India. But with deeper penetratth Smartphone’s and the internet and with inadaaffordability of

mobile data, the count of digitally connected conets grown across all age groups. According toldiest report
published in 2020 by Morgan Stanley, there are @illlon internet users in India now and 20% of thessers prefer to
shop online. These users are spread across rutalrgan towns of India and rural internet usersearen higher than

urban users as per the last data released by CaAN&lIsen in November 2019. Most of these usecesxthe internet
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via their mobile phone and thus driving the couhtrmbile subscriptions also which is close to lilidm now IBEF
(2020). Digital consumers in India remain no mondyamillennial but started coming from every segiehconsumers
irrespective of age, income, and educational backyt. These digital consumers have obliteratedtivadl retail in

general and food retailing specifically.

Covid phase influenced increased use of the intemeé online shopping from the convenience of hameng
consumers from across segments, leading to a griowfie population of digital consumers. Traveknrieions, work from
home, online classes for children's and closuremaifs and cinema halls can be termed as a drivethe growing
population of digital consumers. A report by rashdirm KalaGato said that daily active user (DAhHse across online
streaming platforms such as Netflix and Amazon Brindeo shot up by 122% and 72% month-on-monttpesvely,
between February and April. Covid period saw amdase of almost 1.5 hours per week on social mactarding to
Statistica. Growing internet penetration is leadimgnother trend in mobile apps. These apps acklgemerging as one
of the most successful global marketing tools toaats consumers both online and offline. Althougbbile apps were
initially viewed as a successful tool for attragtionline shoppers, now retailers are also using thelti-functional
properties to attract consumers to their storeplis & Turner, 2012). Hyper local formats have disizese apps as a
common platform to connect consumers and suppliera the neighbourhood for timely deliveries. Thegmps have
become the most compatible tool for consumers adilers, as they offer reciprocal communicatior amrious
innovativeincentives. A report by consulting fir@ape Gemini suggests that 67% of Indian consunmesaict via a
mobile app with a growth of 10% from pre Covid peki while the global average during the Covidpestabd at 52%.
These interactions with apps are driving onlinepgiing as most of the retailers are now have ragidtthemselves to one
or two apps or having their low-cost app to conmeith their consumers. Report by Kalagote furthatssthis increased
penetration of mobile apps has led to the growthlwfost 50% in daily active users for online grgoglatforms like Big

Basket and Fresh to home during the Covid period.

More time on the internet and various social mepgliatform have further invigorated the expectation o
consumers for their shopping experience using @olgy. During a lockdown when online platforms éailto deliver the
goods due to logistics issues despite all techicddgupport, these consumers turned towards kistar@s which despite
all odds were operational and servicing the custsne offline mode. Kirana stores were also quickuhderstand the
trends and themselves allowed people to place @er @ia phone, WhatsApp, and some of the localkigteed apps and
make payments also via digital mode to ensureghgsical movement at the store. The stores whiate wet in habit of
home deliveries due to lack of manpower or outrdfibitions build partnerships with third-party lstics partners to
ensure seamless home deliveries. Food delivertrigtarlike Zomato, Swiggy, and Uber Eats which wa&reiggling to
maintain a large delivery workforce due to the atesof restaurant and eateries also joined hariu tvéise Kirana stores

to utilize their manpower for the delivery of groge

During this entire phase, the most prominent indicavhich emerged is the increase in usage of tegsaging
app WhatsApp. A report by Kanter (2020) says thatd has been an increase of 51% in WhatsApp ubageg the
lockdown period. Since WhatsApp is easy to usevaritihg can be down in vernacular languages alstd the potential
to be used as a medium to place an online ordess@ segment of consumers and can well be acceptedana stores
also. Reliance Jio was quick to read the trend thieg announce a partnership with Facebook to usat§#pp for

connecting millions of consumers with their Kiragtares via their retail venture Jio Mart.
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The kind of information, these digital consumerseayate and act had the potential to transform geraiion of
any business. These consumers have almost replagdihear path to purchase in a chequered paputchase due to
easier access to a wide range of information. Taolgly has transformed today's consumers into &krawing and all-
seeing' person (Mathewson and Moran, 2016) asphefer to switch channels effortlessly while shagpand keeps on
moving from offline to online (Angel, 2016) dependion their convenience. This trend of consumessfbeced retail
players as well as kirana stores to have an Onarnrmdl presence to meet the requirement of moderc@gsumers as the

future seems a combination of brick-and-mortagikrg, and mobile.

During the Covid scenario, most of the digital aomers shifted their preference to kirana stores tduthe
convenience of being supplied goods at home arepaémace of digital payment by the stores. Althotighdelivery issues
with their preferred online or organized format e@nother key reason for their turning towardsraratores and this
influenced the stores to provide the same expegibiydaking orders via messaging apps or on phodeaecept cashless
payment while ensuring home deliveries. Most okéheonsumers prefer to visit the kirana storesipalg also to pick

the already placed orders and probably check thétgand freshness of the items.

A research report by Mckinsey in April 2020, fouad39% growth in grocery shopping in kirana storesmnd
lockdown because of switching loyalties by onedhif customers surveyed. The factor of proximitysweited as a key

driver for shifting to kirana stores by most of thestomers who change their format.

Consulting firm Ernst and Young did a study on Raastores in 12 cities of India during lockdown riduthat
pandemic has led to a renewed trust in the locahki store with a surge in new consumers visitireglocal store both in
metros and non-metros. Most of these new consunssd to buy food and grocery items either fromnenbr from a
supermarket. This study further highlights thatéhis 20% of the kirana stores across metros anemgros towns which
have already started leveraging technology andermglatforms to improve and enhance their existimggabilities to serve

their customer better.

These research findings indicate the agility arslliemce of the kirana stores to meet and servecttanging
demand and influx of consumers even during the pefal pandemic by creating a simplified online joey with

messaging apps for taking orders, providing a atletss delivery, and receiving cashless paymeiitg) ukgital mode.
Increased Acceptance for Digital Payment

Digital payment is a gateway for technological atheanent (Slozko and Pello, 2015) and is termedlay ariver for the
digital transformation of retail business. Digifglyments are electronic funds transfer that igieitl by a person by way
of instruction, authorization, or order to a baokdebit or credit an account maintained with thahkb via electronic
means. Mobile-based payments are the most popotapot of various modes available for digital paptadike RTGS,
NEFT, UPI, and mobile wallets due to ease of uBénez (2011) describes the mobile payment as patsmmade or
enabled through digital mobility technologies, kiendheld devices, with or without the use of motslecommunications
networks. In the beginning, the adoption of digialyments was low among kirana stores due to cdimitgdssues,
inadequate acceptance of infrastructure, lack wilfarity, delay in complaint resolutions and sdtuand privacy while
consumers were also wary of using this due to ¢lae osing control over expenditure and transacti&eethamraju and
Diatha, 2018).

www.iaset.us editor @ aset.us



26 Irfat Ahmad & Shailja Dixit

Post demonetization in 2016, the acceptance towdiggal payments has grown substantially in India.
Awareness was created by government bodies ah@ agime time by fintech companies were instrumémtlaying the
fears of consumers and retailers. The adoptiorigifatl payments by kirana stores was initially mated by the demand
from consumers and primarily used for consumersgations only. But later digital payments becameenazceptable for
kirana stores when they started sourcing a largetigm of their requirement from Eb2b players IM&almart and Metro
cash and carry due to cost advantage and homeedeloptions offered by these players. Growing dutation with
hyper-local formats also supported and motivatedna stores to use digital mode of payments. Digigments have
been now termed as a critical driver for the digitansformation of kirana stores as a recent telppiRed Seer suggests
that the one-fourth of kirana stores who have ang kf digital touch have started their journeyhwtayment platforms

only.

During Covid -19 scenario, when the focus was @s leuman contacts by any means and kirana storesthee
most popular medium to source and shop food andegyoitems, digital payments received greater tittenand
acceptance from both sides —consumers and stoasy Mdicators have emerged during and post lockdesviods from
across markets which suggest a deeper penetrédtidigital payment leading to the accelerated digit@nsformation of

kirana stores.

POS machines are one the first instrument whichusas to derive digital payments in India wheredbesumer
can swipe their debit or credit cards to make thgnments but penetration of these machines was alamyissue due to
connectivity and cost factor. But a recent repgrthe Reserve Bank of India suggests at leasm@&stijump in the density
of these machines from one machine per 1120 péo@@14 to one machine at every 358 people novetliar report by
consulting firm Cape Gemini which is based on ascomer survey post-Covid 19, said that 83% of comsarn the age
group of 36-45 years are using the digital payméoitewed by 80% of consumers in age groups of B6yéars. The
report further said that usage of digital payment®ng Indian consumers in the current scenariasthighest at 75%,
followed by China at 63% and Italy at 49%. The petage of Indian consumers interacting on mobilesdpr digital
payments rose to 67% from 57% in pre Covid scen@iothe overall quantum of digital transactiongndia, the month
of March 2020 recorded 3 Billion transactions jbsfore the onset of long lockdown while the govesnimis now

targeting 1B transaction per day according to Aéyog, the policy think tank for the Governmentmdia.

Lockdown has not only influenced the digital paymsetut it went one step ahead and fintech compaamel
tech start-ups used the opportunity to convincarkdrstores to use technology for their bookkeepittyities also. This
period witnessed wider acceptance for fintech stpst like KhataBook and Raseed book, which enabiema stores to
keep a record of every transaction including tleglitrone also. Khatabook was able to enroll 8 amillactive merchants in
the period on its platform. Leading player Paytspdhunched its version of business khata in Jgr2@20 and observed
four times growth in terms of a transaction as veslla merchant during the lockdown period. During lockdown,
increased penetration of digital payments has beédely attributed to reason for "buying essentiastording to another
report by research firm "Local Circles". This repestablishes that lockdown has made digital paysneidely acceptable
among kirana stores as well as consumers and katanas were the only working format to source mefizeduring the

lockdown period.
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Digital Supply Chain

Supply chain management has been a problematid@r&aana stores due to the constraint of spabcapital and lack
of visibility in wholesale markets. These storesngrally buy from wholesalers or FMCG distributbrg in between lot
many intermediaries exist which eats up a goodtibracof cost paid for the goods procured. The dependence of
wholesalers leads to irregular supplies, a limitedge of products, high prices, and longer deliténe which further
creates issues of frequent stock-outs at the ref@ilf. Besides this, a long supply chain andtédiinfrastructure are

somehow responsible for creating wastages in thesy especially for food items.

When kirana stores started their digital journefgw years ago, supply chain management was onleeokey
challenges they were looking to overcome with takp lof the technology. Their focus was to overcdhgechallenges of
procurement, inventory management, and storagegacke management. The initial adoption of integr&OS terminals
was one positive step towards improving the invgntoanagement processes with the help of basic dBiaing the
process, they further realized the need to have temhnological solutions to overhaul the exispingcesses to reduce the
cost and provide a better experience to custometiexins of varieties and range. Most of the reteatudies pointed out
varieties of product available at a store as datéor selection of that store by the consumertfair grocery shopping
(Yadav, Verma and Singh, 2016)

A typical supply chain for kirana stores consistewery step from the procurement of goods to é@bvery to
consumers. Broadly it covers procurement, logistied warehousing, and inventory management. The fozehe hour
for kirana stores is to build a faster, flexibledamore granular digital supply chain that cangri¢e various processes
related to procurement and inventory managemeatongé system. Digital Supply Chains are manageld avivide variety
of innovative technologies to drive a smart, vadineren, and efficiencies process to generate revama business values

by leveraging newer technologies and analyticahoe.

Kirana stores themselves can't build a digital sugpain and they need partners around to supputttain
them. During Covid -19 scenario, when these stai@s laurel for their services, they realized thegand issues in the
existing chain. Procurement and maintenance gblmgbecame critical as wholesalers and distritsutgere not able to
supply the goods to these stores due to their sss&eB2B players and cash and carry formats caree l#ig respite for
stores during that time as they had their logistwssupply the goods and were using the app-baskdicn for the

placement of orders to avoid any physical visitheir stores.

Many other tech-based start-ups also used thisroppty to channelizing the product flow across traitional
retail chain by connecting brands/ distributorsedily with retailers and hence removing the whdkrsa Out of the
necessity to maintain supplies to serve custonkérana stores were more than willing to work witiese players and

shown enough readiness to use apps and digital ofqueyments.

E-B2B is about selling, buying, and trading of geoahd services through an online sales portal legtwe
businesses. Since both parties involved are busiaesties, the transactions are more rational fhaiulsive. These
players source directly from farmers as well as EV@mpanies and maintain their own logistics whiglme as an
advantage. They allow kirana store to order anytiamywhere and provides them access to a wide rahgeoducts and
support kirana stores with credit also for bettasicflow management. Companies such as Udaan, $hpmbo tail,
Ninja cart, and many more were instrumental in emting brands/manufacturers to different buyers seitkrs through

their technology platforms and witnessed a growtldémand of 40-60% during a pandemic. The Sourdacréased
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demand was mostly from kirana stores as other @ayere struggling badly at that time.

Cash and carry retailers such as Walmart, Metrd, Reliance started direct distribution to theirakia partners
during the pandemic. Walmart has 28 stores whiderttetro operates with 27 stores across India. Qu@iavid, these
players changed their business models and rampethaip deliveries directly to kirana stores as hwseaof travel
restrictions and paucity of travel passes, visitgyes was not feasible. Metro Cash & Carry haddhed its wholesale
app in mid-April during the lockdown and had reamtda lakh plus downloads of its app in less thaeethmonths. The
app, which is called "Digital Shop" can be accedbedugh Smartphone’s and will help kirana storigitally track their
daily and monthly sales, manage their inventorgcelorders with Metro, offer digital payment optdo customers, etc.
This initiative would not only help in digitizinché kirana stores but would also provide analytmsrhanaging their
business.

During Covid time, kirana stores did experience reak down in their supply chain when their regular
wholesalers and distributors could not supply th&iock while they were experiencing an influx of somers and
inventories were not built for the emergency. Tditsation led to the growing acceptance of e-B2&8yefs and cash and
carry formats which were endeavouring to suppoe kirana stores with stock, service, and technolatpp. This
acceptance led to a closer partnership which gswstantially due to the convenience of sourcirdylagistic support. It
has driven the digital journey of kiranas storesnast of these platforms used app-based orderiddkisana stores were
happy to use technology for ensuring supplies wihaditional wholesalers and distributors were gjting bad time. A

report by consulting firm Red seer says that

The share of kirana stores in overall sales of B-Blayers has grown to 40% from 20% in pre Covidnscio
with a 100% growth. This number is an indicatort theaw the Covid scenario influences the faster #dopusage, and
diffusion of technology by kirana stores to overeotheir operational challenges. To prove it furthbere is a study by
Ernest and Young, which found that 40% of kiranaret are considering to partner with online supptd delivery

platforms to improve their overall supply chainuggment during and post lockdown phase.
Blurring of Formats

Online retail sales still represent a minority afal sales in India; increased acceptance is lgatirgrowth and somehow
outperforming the growth of brick and mortar storBise current contribution of online sales in Indi@% and is expected
to touch 8% by 2025 according to a report sharedRby seer. While many researchers across geogthpiky that
traditional channels are in the process of losimgtrol, the Indian market still gives hope thatiduld not be easy to write
them off completely. It is very unlikely that tréidinal retail sales will disappear rather both ¢thannels will complement
each other in satisfying the need of consumersr@tet al., 2010). However, a proper strategic respas required for
traditional retail to sustain its relevance andaroThe critical factor driving online shoppingtéchnology (Shankar et al.,
2011). Another factor driving online shopping iscanvenience to shop (Willems, 2002). With the adeament of
technology and its adoption and acceptance bytivadi retail, the previous motives associated wgitlopping only in
brick and mortar stores or online market place hstaeted to converge and formats are getting bdurflis convergence
has caused traditional models to move from lin@andnlinear and continuous (Arnone, 2017). Formiatring is a
situation where retailers also sell the items whidn't belong to their line of merchandise (Berm2®10). During the
Covid scenario when only the grocery channel wasatnal, they were selling almost everything terlato managing a

typical household. The blurring of formats is degemt on technology as the integration of formaltisnnels, and people
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require technological support. These supports aesly to open new channels of retailing and give mestomer

experience and reduce the cost of the retailer also

The partnership between online and traditional iegs in India started for the last 3-4 years batlditkdown
situation worked as a catalyst for faster convecgebetween these two formats and this phase wédessbstantial
growth as a long term strategy to generate demaddserve the customers. Amazon and Flipkart haeady partnered
with these stores to not only help in their procogat but also utilize their locational benefitdbtdld their logistic support
and ensure deliveries of an order placed on thé&stfopns through kirana stores. The retail arm efi&ce and its
telecom company Jio, have come together as JioMestjiding digital terminals to offline shopkeepefsr inventory
management and service orders from Reliance's nletafowholesalers. Recognizing the further potdnfitet growth,
Facebook has recently invested USD 5.7 billiondd.99% stake in Jio Platforms. The entity envisageon-board 30
million small businesses on its digital platforrheteby enhancing their revenues, generating emmonmand also

resulting in consumer benefit with faster delivefygoods.

This partnership between online and offline playenmsher got strengthen with the arrival of the &gyocal
format for grocery business when players like Gioi@nd Big basket started a closer working wittséhkirana stores.
During Covid -19 period, the hyper-local format walsle to service the consumers to some extent thighhelp of

localized support.

The partnership between kirana stores, online ptayand hyper-local formats is trying to help ak formats to
develop an omni channel presence. For kirana stitisea new business opportunity to reach a neymsat of customers
and to learn new business processes as well. phisership has given birth to another model wiceresumers can place
orders online and then pick up their goods fromrimg&irana stores by making payments while onlitetfprms and
kirana stores have the understanding to share #ngims. While these partnerships have given a etithye advantage to
kirana stores to expand their consumer base, ials@smotivated them to increase the use of tedgyah their business
operation as any of this partnership is dependenthe willingness and readiness of stores to daénenbusiness

transactions using technology.
Increased Localization

Broad bridge and Calderwood (2002) suggested im theearch that the survival of traditional stofiesn the increased
competition from large retail stores greatly depead the commitment and willingness of traditiorethilers to meet the
local community needs. This displayed a commitntertteveloping trust among consumers for any retahnel. Indian
kirana stores score very high on the trust paranieteause of the familiarity with consumers as tbewe the immediate
neighbourhood and know most of their consumers daypen The ability of stores to instil a sense of ifamity in the
customer leads to building trust and commitmentttier stores which impact the speed and efficiencshiopping (Wabhl,
1992). This familiarity leads to frequent visitstt@ store (Laine, 2014) and strengthens the patt The factor of trust
plays an important role in the online transactitzo &Mittal, 2013).

During the lockdown, the only format which has nige the occasion is the neighbourhood Kirana stare it
helped in building trust among consumers. Becatisestrictions, consumers were looking for storearrtheir home to
shop for their food and grocery items and kiramaest were the only option, seeing their deepertpaiien (one store at a
population of 100 people). A survey by researcim firelocity which was done in April said that moban two-thirds of

people consider local kirana stores safe to bugagies while supermarkets were least preferredtdussues of social
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distancing and hygiene. This can be further esthbll by the fact that even after opening up thésraadd supermarkets in
some areas of the country, malls have witnesseelgeodith of 77% in the first half of June 20 congzhto the same
period last year. This decline in consumer traffam malls has been diverted to local kirana stavbgh have seen a
surge in their sales and footfall both. The prokmhégpckdown has already had its impact on cons@ating habits also as
they are getting more inclined to eat and cookoaidr A report of Nielsen predicts a higher growghfbod and grocery
items in the influence of this emerging trend whesasumers will buy from local trusted stores teeh&resh and quality
items. The changing behaviour of consumers and tadiits under prolonged lockdown is motivatingnthi® go local to

source food items and buy them from stores thatrasted and know personally.
DISCUSSION AND CONCLUSIONS

Before the outbreak of Covid -19, online retail wgaining traction while kirana stores were losimg tinterest of
consumers. These stores were struggling to maittein share which was declining and was estimaiediecline further

but lockdown gave a fresh outlook for kirana stofHse consumers whose preference was only orgafizatht found

themselves in a position where their preferred &ismvere unable to service them even for the easémdd and grocery
items while neighbourhood kirana stores maintaiteit operation even by risking their own lives.id period withessed
increased localization when due to travel restiiegj the consumer had left with no choice but 8itdnd shop kirana
stores near their homes as only these stores vpenatmnal. This provides an opportunity and créateneed for these
stores to revamp their existing business modeltamsform the business processes to meet demandgtiese new set of
consumers. This phase of lockdown has establigtetddigital transformation is the new imperativeoas the grocery
ecosystem which has the potential to eliminatessiibinformation and enables business processgsittly evolve and

adapt to current conditions.

Covid 19 has accelerated the shift in a digitahdection that has been established through resespohts and
empirical evidence would boost the transformatibkimna stores as in most of the cases, adopfiaigdal payment has
been termed as the first step towards digitizatibkirana stores. The growing population of digitahsumers is another
factor that will push kirana stores to reduce tlieation towards technology and embrace digitdusons to provide a
platform for consumers to shop and transact. ebmed localization and greater partnership betwaéne and offline
channels have also accelerated the digital jouafidgrana stores are they found values in buyimgnfre-B2B platforms
both in terms of cost advantage as well as freethtfrom concerns of inbound logistics. As Davis§aPsuggested that
perceived ease of use and perceived usefulnestharkey driver of digital transaction, for kirantres usefulness of
technology has been established and validatedglthisnlockdown phase when established organizegggoined hands
with them to help them increase their businessraadh were in turn, organized players found a paiitnthese stores to

ensure deliveries till the last mile for their cangers.

The way kirana stores have adopted to innovatibange, and digital technologies like digital paytseonline
order facility for customers and contactless homiévdries besides the partnership with organizegeas to manage their
supply-side issues with much-reduced friction talgatechnology has made them won appreciation nigt form their
customers but the suppliers also. It can be coedulat lockdown and trends emerged from this phaseaccelerated the
digital transformation of kirana stores in a bigyend a report by consulting firm Red seer validhte proposition when
it stats that almost 70 percent of kirana stordsigncities and 37 percent in smaller towns argared to use technology

in their stores during and post lockdown.

Impact Factor (JCC): 6.9543 NAAS Rating 3.51
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