
VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., Google Scholar, 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 4767 Cities  in 180 countries/territories  are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTS 
 

 
 

Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. WORKERS PARTICIPATION IN MANAGEMENT 

DR. CHANDRA SEKHAR GOTLAGUNTA, G. KIRTHY, DR. KESHAMONI SRINIVAS & GURMEET KAUR 
1 

2. KNOWLEDGE MANAGEMENT STRATEGIES FOR ACHIEVING QUALITY STANDARDS IN EDUCATIONAL 

INSTITUTIONS 

DR. A. V. NAGESWARA RAO 

5 

3. COST MANAGEMENT IN SERVICE INDUSTRY 

HEMANT R. DUDHE & DR. SANJAYKUMAR M. GAIKWAD 
9 

4. KNOWLEDGE MANAGEMENT THROUGH TRANSFORMATIONAL LEADERSHIP IN ARMED FORCES: AN 

IAF PERCEPTIVE 

DR. ANIL KOTHARI & DR. NIDHI PANDEY 

13 

5. A STUDY ON RETURNS AND VOLATILITY OF FMCG AND IT SECTORS OF NIFTY 

T. PEDDANNA & S. V. SATYANARAYANA 
17 

6. MEASURE OF OCTAPACE CULTURE ON JUNIOR LEADERS IN THE ARMY: A STATISTICAL PERSPECTIVE 

DR. ASHA NAGENDRA & BRIGADIER M SRINIVASAN 
26 

7. DIVIDEND POLICY AND DIVIDEND THEORIES: THE WAY AHEAD 

CHAITRA K. S. & DR. B. BAKKAPPA 
30 

8. A STUDY ON FINANCIAL PERFORMANCE OF NEW GENERATION PRIVATE SECTORS COMMERCIAL 

BANKS IN INDIA 

D. KALPANA & R. CHANDRASEKARAN 

34 

9. OFFENCES AGAINST WOMEN UNDER INDIAN PENAL CODE 

DR. MADHUMITA DHAR SARKAR & BIBHABASU MISRA 
38 

10. CUSTOMER RELATIONSHIP MANAGEMENT STRATEGY OF BHARTI AIRTEL LIMITED IN COIMBATORE 

CITY 

A. S. DHIVIYA, V. SUGANTHI & DR. S. KUMAR 

40 

11. VITALITY OF COMPETENT HR PRACTICES FOR SUSTAINABLE GROWTH POTENTIALITY IN SERVICE 

INDUSTRY 

T. MYDHILI & B. SATYAVANI 

45 

12. BIOMETRICS AND RFID BASED E-PASSPORT: BRINGING SECURITY TO THE WORLD 

JAPNEET KAUR & MANEET KAUR 
49 

13. PERCEPTUAL DIFFERENCES BETWEEN THE USERS AND NON USERS OF INTERNET BANKING 

DR. DEEPA PAUL 
55 

14. STRESS OF RETAIL SECTOR EMPLOYEES: A STUDY 

SABARI GHOSH 
59 

15. IMPROVING ASSESSMENT IN HIGHER EDUCATION THROUGH STUDENT INVOLVEMENT 

RUCHI BAJAJ 
66 

16. RELIABILITY ANALYSIS OF INVESTMENT BEHAVIOR OF INDIVIDUAL INVESTORS AMONG DIFFERENT 

RELIGIOUS GROUPS IN NCR 

SHWETA GOEL & DR. RAKESH KUMAR SRIVASTAVA 

69 

17. A STUDY ON DISSATISFIED CONSUMERS OF SMARTPHONE OVER ONLINE PURCHASE IN MADURAI 

DISTRICT 

DR. R. RADHIKA DEVI & VINODH KUMAR. S. 

74 

18. BANIYA OR LOCALBANYA: A STUDY ON INDIAN ‘GROCERY AND STAPLES’ BUYING BEHAVIOUR 

SWAPNA TAMHANKAR 
78 

19. THE ENTREPRENEURSHIP’S CAPITAL ASSISTANCE IN ENHANCING THE MOTIVATION OF COLLEGE 

STUDENT TO BE AN ENTREPRENEUR 

MARISKHA. Z, S.E., M.M. & HANIFATI INTAN, S.E., M.M. 

83 

20. PROBLEMS AND PROSPECTS OF HANDLOOM WEAVERS: A STUDY OF KARIMNAGAR DISTRICT 

ANKAM SREENIVAS & KANDAGATLA SRAVAN KUMAR 
89 

 REQUEST FOR FEEDBACK & DISCLAIMER 97 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 
FOUNDER PATRON 

LATE SH. RAM BHAJAN AGGARWAL 
Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 
FORMER CO-ORDINATOR 

DR. S. GARG 
Faculty, Shree Ram Institute of Business & Management, Urjani 

 
ADVISORS 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

 
EDITOR 

PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

 
EDITORIAL ADVISORY BOARD 

DR. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. PARVEEN KUMAR 
Director, M.C.A., Meerut Institute of Engineering & Technology, Meerut, U. P. 

PROF. H. R. SHARMA 
Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G. 

PROF. MANOHAR LAL 
Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

PROF. R. K. CHOUDHARY 
Director, Asia Pacific Institute of Information Technology, Panipat 

DR. ASHWANI KUSH 
Head, Computer Science, University College, Kurukshetra University, Kurukshetra 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

 

DR. BHARAT BHUSHAN 
Head, Department of Computer Science & Applications, Guru Nanak Khalsa College, Yamunanagar 

DR. VIJAYPAL SINGH DHAKA 
Dean (Academics), Rajasthan Institute of Engineering & Technology, Jaipur 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHINDER CHAND 
Associate Professor, Kurukshetra University, Kurukshetra 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

DR. BHAVET 
Faculty, Shree Ram Institute of Engineering & Technology, Urjani 

 
ASSOCIATE EDITORS 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. NAWAB ALI KHAN 
Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

ASHISH CHOPRA 
Sr. Lecturer, Doon Valley Institute of Engineering & Technology, Karnal 

 
FORMER TECHNICAL ADVISOR 

AMITA 

Faculty, Government M. S., Mohali 

 
FINANCIAL ADVISORS 

DICKIN GOYAL 
Advocate & Tax Adviser, Panchkula 

NEENA 

Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 
LEGAL ADVISORS 

JITENDER S. CHAHAL 
Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 
SUPERINTENDENT 

SURENDER KUMAR POONIA 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of Computer 

Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; Tourism 

Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Governance; 

Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; Auditing; 

Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; Financial 

Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; 

International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development Studies; 

Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political 

Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management 

Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care 

Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; 

Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; 

Production/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; 

Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; 

Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; 

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information 

Systems; Modeling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating 

Systems; Programming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF  . 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in one 

of your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language 

fully or partly, nor is it under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their inclusion 

of names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 

 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. 

to the manuscript. 

d) The total size of the file containing the manuscript is expected to be below 1000 KB. 

e) Abstract alone will not be considered for review and the author is required to submit the complete manuscript in the first 

instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email within twenty four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of manuscript, within two days of submission, the corresponding author 

is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and 

email/alternate email address should be given underneath the title. 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and explain 

the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic 

order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except 

special words e.g. name of the Countries, abbreviations.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at 

www.aeaweb.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free 

from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS  

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably range from 2000 to 5000 WORDS. 



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self explained, and titles must be above 

the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred 

to from the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae 

number placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other 

equation editor is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that 

does not have the editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined 

on its first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised 

references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure 

that everything that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the 

references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending 

order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, 

dissertations, reports, working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate 

some specific point, which may be placed in number orders after the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited 

by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," 

Journal of Urban Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management 

Association, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES 

• Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

78

BANIYA OR LOCALBANYA: A STUDY ON INDIAN ‘GROCERY AND STAPLES’ BUYING BEHAVIOUR 
 

SWAPNA TAMHANKAR 

FACULTY MEMBER 

IBS 

MUMBAI 

 

ABSTRACT 
Around a decade ago it was envisaged that the shopping mall culture in India would take away the customers from the local baniyas /convenient stores due to the 

entry of players like Bigbazaar, Hypercity, Dmart, Reliance Fresh etc. Even after a decade of existence it seems like a farfetched dream. The market gurus have 

again made a boastful prediction of another wave in Indian Food and Grocery Business, Online Grocery Shopping. This paper is focused on understanding the 

customer buying behavior of groceries and staples. The outcome of the study highlights few key parameters which are not catered by the hypermarkets. If the 

online grocery players are successful in addressing these parameters, it won’t be a surprise if these boastful predictions become the reality of tomorrow. 

 

KEYWORDS 
customer buying behavior, online grocery stores, indian retail market. 

 

INTRODUCTION 
roceries, staples and vegetables are the recession resistant product categories. One can avoid getting entertained by the Bhaijaans, Queens and Manjhis 

of the world, but there's no way one can live without toothpaste, soap and, well most important - staples and vegetables. Caught in the city's fast pace, 

dreary commuting and long working hours, many consumers don't have the time to buy groceries or would like to avoid the chore. 

The retail market in India is expected to touch the mark of  $700 Bn (approximately INR 43 lakh crore) by 2017 (Arora, 2015). Curently of the $600 Bn Indian retail 

industry the organised retail constitutes only 8%. The food and grocery constitute to 2.3% of the modern organised retail market (KPMG, 2014). Food and grocery 

constitute to 69% of the total retail market in India. Adding the above figures up one can see that the organised food and grocery market within the country is 

approximately equal to $2 Bn or approximately 6500 crores. This figure is less than 1 % of the total food and grocery market in India! 

 

MARKET STATISTICS 
Retail consultancy Technopak estimates online grocery business to grow at a rate of 25-30 per cent y-o-y basis in major cities of India 

• India is the 6th largest grocery market in the world 

• Less than 8% of grocery stores are organized corporations. The vast majority are “mom & pop” type shops that are similar to convenience stores in the US 

and are referred to as “kiranas” 

• The online grocery market is growing at 25-30% annually in metropolitan areas and large cities 

• Margins are below 10% 

• 43% of the country’s roads are not suitable for vehicles. Paired with checkpoints, and duty collection points that slow down traffic, infrastructure is an 

obstacle 

Around a decade ago it was envisaged that the shopping mall culture in India would take away the customers from the local baniyas /convenient stores due to the 

entry of players like Bigbazaar, Hypercity, Dmart, Reliance Fresh etc. Even after a decade of existence it seems like a farfetched dream. The market gurus have 

again made a boastful prediction of another wave in Indian Food and Grocery Business, Online Grocery Shopping. This paper is focused on understanding the 

customer buying behavior of groceries and staples. The outcome of the study highlights few key parameters which are not catered by the hypermarkets. If the 

online grocery players are successful in addressing these parameters, it won’t be a surprise if these boastful predictions become the reality of tomorrow. 

 

LITERATURE REVIEW 
INDIAN GROCERY MARKET 

India has seen advent of organized retail sector in the last decade or so. Yet the total percentage of the organised retail in India has not yet touched the two figured 

percentage mark. The organised food and grocery market in India is less than 1% of the total food and grocery market and it predominantly operates in the urban 

India. Approximately 30% of the population of india resides in urban centers (Bank, 2014). The question is why 30% of the urban Indians are contributing to just 

1% of the organised food and grocery market ? One of the key outcomes of this paper addresses the various reasons for this dawdling growth rate.   

India’s home-grown supermarkets account for only 2% of food and grocery sales and are struggling to make a profit. Revenues have not kept pace with rising 

rents. The bet made by the giant chains was that, as India becomes richer, its consumers would abandon kerbside stalls and kiranas (small family-owned shops) 

for air-conditioned stores with wide aisles and broad ranges. Most shoppers in India buy dairy products, vegetables and fruit either daily or every two to three 

days, and the traditional trade has a lock on these frequent purchases, according to research by the Boston Consulting Group (BCG). Its hold weakens a bit (and 

the appeal of supermarkets correspondingly tightens) on rich consumers and for less regular purchases: packaged foods; soaps, detergents and other groceries; 

and staples, such as rice and grains.  

But in general even affluent consumers prefer traditional stores, because they are closer to home, are usually open longer and offer credit to familiar customers. 

Many will deliver free of charge. The retail gurus thought that “give consumers a roomful of choice and he will change his habits”, sadly the Indian consumers have 

plumed in for convenience over variety (Economist, 2014).  

DIGITIZATION OF GROCERY MARKETS 

Technology is influencing our lives, our work, where and how we shop, dine, travel, conduct meetings, if and whenever we sleep. It’s a double edged sword. On 

one side it makes life convinient and smooth for people whereas on the other side it also makes us freakishly addicted and dependent on it.  

E-commerce market in india is espected to touch $60-70 billion by 2020. The internet users are expected to increase from 200 million in 2014 to 600 million in 

2020 owing to the smart phones proliferation, greater investments in network infrastructure, expanded reach in tier II and tier III cities and lower cost of 

connectivity. (BCG, 2015) 

Digitization of grocery shopping is one of the seven trends and provocative predictions for the year 2015 (Driscoll, 2015).  

The digitally challenged Online US grocery market is less than 2% of the entire organised grocery market whereas the online UK grocery market has grown from 

1.1 percent to 5.1 percent from 2003 to 2013 (Driscoll, 2015). Click and collect grocer models is a big business in UK market. This model has also been tried in 

Australia by Orana Mall Store (Cini, 2012).  

This research tries to see how Indian consumers are reacting to the next wave in the Indian retail market, i.e. online grocery market.  

VARIOUS PLAYERS IN THE INDIAN FOOD AND GROCERY MARKET 

With less than 1% of the grocery market in India being organized, it is currently dominated by the hypermarket, supermarkets and convenience markets like 

FoodBazzar, Hypercity, and Dmart etc.  

G
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With a large customer base and increasing penetration of Internet connectivity (partly through smart phones) and growing popularity of online shopping, some 

entrepreneurs have seen the potential in creating e-stores for groceries. If you understand the retail market, a bit of creative thinking and excellent customer 

service can help you build a great business.  

As a result players like BigBasket, LocalBanya, Godrej’s Natures Basket, Zopnow, AaramShop, Peppertap, Tokri.com, Grocart etc are competing to eat up this thin 

1% sliver of market pie. It won’t be a surprise if more players enter the market by the time this paper gets published. Most of the existing retailers offer their 

service in metros and major urban centres. 

This paper has identified four major categories of the Indian grocery market players as follows: 

ORGANISED GROCERS 

1. eGrocers 

2. Hypermarkets 

UNORGANISED GROCERS 

3. Modern Mom and Pop Shops  

4. Traditional Mom and Pop Shop 

eGrocers and Hypermarkets are the part of organized Indian food and grocery market. The last two categories are the part of fragmented and unorganized retail 

sector which constitute to the 90-93 % of the industry. 

There are two sub categories of the eGocers: Pure-play online grocery retailers and HyperLocal Delivery Players. Pure-play online grocery retailers are at the 

forefront of the boom in grocery ecommerce, which has over tripled in size by number of players year-over-year. These companies build large warehouses and 

distribution centers outside of major cities and own fleets of GPS-enabled vehicles in order to serve online demand. BigBasket, LocalBanya & Reliance Fresh Direct 

are the main players leading in this space (Arora, 2015).  

Hyperlocal Delivery players provide a front-end and logistics management service for smaller chains, as well as independent grocers for a recurring monthly/annual 

fee or commission basis. This model has been praised due to its lack of inventory investment. Peppertap, AaramShop, Grofers are few major players in this space. 

DEFINITION 

• eGrocers: A company that sells and delivers daily groceries through various e commerce channels. 

• Hypermarkets: All the kinds of supermarkets and departmental stores selling groceries 

• Modern Mom and Pop Shops: A convenient store that has enhanced its services by accepting orders over phones, selling and delivering groceries to the 

customer’s house. 

• Traditional Mom and Pop Shops: A convenient store or vendor selling groceries and staples without any additional services. 

 

OBJECTIVES OF THE STUDY 
1. To study the general ‘grocery and staples’ buying behavior of urban Indians. 

2. To study the online ‘grocery and staples’ buying behavior of urban Indians. 

Following set of hypothesis were formulated to study the above objectives: 

1-a)  H1a: There is a significant difference between the groceries and staples buying behavior of people across different age groups 

1-b) H1b: There is a significant difference between the groceries and staples buying behavior of people with different occupations 

1-c) H1c: There is a significant difference between the groceries and staples buying behavior of men and women 

2-a) H2a: There is a significant difference between the ratings of various aspects related to groceries and staples of people across different age groups 

2-b) H2b: There is a significant difference between the ratings of various aspects related to groceries and staples of people across different occupation groups 

2-c) H2c: There is a significant difference between the ratings of various aspects related to groceries and staples of people of men and women 

 

RESEARCH METHODOLOGY 
Type of Research: This is a descriptive research conducted to study the online ‘grocery and staples’ market in urban India. Sampling Technique: The convenience 

sampling technique was used for the study. Data Collection Tools: Fifty retail consumers were surveyed using a structured questionnaire (see appendix) and 

interview technique. Sample Description: The respondents predominantly belong to three cities Mumbai, Pune and Ahmadabad. The demographic variables 

studied are age, gender occupation, annual family income, household members, number of children in the family. Data Analysis: The data analysis is done using 

frequency tabulation and one way analysis of variance. 

The respondents were asked questions related to their ‘grocery and staples’ purchasing behavior, their preferences related to ‘grocery and staples’ buying places 

and various aspects that are important while purchasing them. 

In this study the respondents were asked to rate the four types of grocery purchase places i.e. Hypermarkets, e-grocers, modern mom and pop shops and traditional 

mom and pop shops. The aspects related to groceries and staples selected are Quality / Freshness, Discounts, Brands, Convenience and Timely Availability. Further 

the respondents were asked few likert scaled statements and were asked to what extent they agreed or disagreed with them. These three inputs are analyzed 

across gender, age groups and occupation groups. 

The small sample size, three urban centers and combining two product vategories “groceries and utilities” along with “fresh produce / vegetables and fruits” as 

‘groceries and staples’ are few of the limitations of this study. 

 

DATA ANALYSIS AND INTERPRETATION 
A total of 50 respondents were surveyed using structured questionnaires (see appendix) and interview technique. The respondents belong to Mumbai, Pune and 

Ahmedabad. The demographic classification in terms of age, gender and occupation of data is presented in the chart no. 1, 2 and 3. 

 

                        CHART 1        CHART 2 

 

58%

42%

Gender

Female Male

18-30

46%

30-45

37%

45-60

17%

Age



VOLUME NO. 6 (2016), ISSUE NO. 03 (MARCH)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

80

CHART 3 

 
The respondents were asked to indicate the frequency of their online ‘grocery and staples’ purchase. The responses are summarized in the Chart 3. It’s evident 

that 26% of the respondents have purchased groceries online at least once a month in last one year. Also the proportion of regular online purchasers is just 10%. 

It indicates that 10% of the sampled respondents are using online grocers to purchase weekly utilities like vegetables, fruits, milk, confectionaries etc.  

Respondents were also asked to record unaided brand recall of various online grocers. 80% of the respondents were able to recall atleast one online grocer. 

Mumbai respondents recollected the players like Bigbasket, LocalBanya, natures basket whereas the Ahmedabad respondents recalled online grocers like 

grocart.com, relieancefreshdirect.com. This shows that there is considerable awareness about online grocers within the urban centers in the country. 
 

CHART 4 

 
The respondents were asked to rate the four players as a preference to purchase groceries and staples. The ratings of the respondents were subjected to one way 

analysis of variance across three demographic variables i.e. age, occupation and gender. Error! Reference source not found.Chart 4summarizes the descriptive 

statistics and significant values for analysis of variance across age, occupation and gender. The significant results are highlighted for the reader’s convenience.  
 

TABLE 1 

Variable Mean  Standard 

Deviation 

ANOVA 

Significant 

Values (Age) 

ANOVA 

Significant Values 

(Occupation) 

ANOVA 

Significant Values 

(Gender) 

Rating Local Stores / Manual Purchase 3.52 1.297 0.003 0.181 0.080 

Rating Local Stores HD 3.80 1.088 0.983 0.631 0.640 

Rating Hypermarkets 4.00 1.291 0.018 0.774 0.657 

Rating Online Grocers 2.96 1.428 0.209 0.774 0.337 

The mean ratings indicate that the online grocers is the least preferred purchase place for groceries and staples amongst the respondents. The probable reason 

for these lower ratings is that just 10% of the respondents are actually purchasing their groceries online on weekly basis. The most preferred purchase place turns 

out to be hypermarkets followed by modern mom and pop stores.  

From the Table 1 one can see that age and gender are significant differentiating factors towards ‘grocery and staples’ purchase behavior. The data is not sufficient 

to conclude that occupation has caused any variance in the data. 

There is a significant difference between the preference to purchase groceries and staples manually or from local kirana / convenient stores of people belonging 

to different age groups (level of significance α = 0.10). Interestingly the mean ratings for this place of purchase increases with age. The younger generations have 

rated the manual purchase lower than the people belonging to 45 years and above. This can be good news to the online grocers that the habits of younger 

generations that constitutes to more than 50% of the total population in India (CIA), are different compared to the older generations in terms of groceries and 

staples purchase. It is easier to target the people from the age bracket of 18-30 as they aren’t so inclined towards manual grocery purchasing experience. 

Similarly the age group of 30-45 has shown higher preference for hypermarkets (level of significance α = 0.10). This result suggests that the particular age group is 

probably interested in the discounts, variety and the entire shopping experience offered by hypermarkets. The implication for online grocers is to ensure to make 

their products offerings as wide and inclusive as possible. 

The ratings of manual purchase differ significantly between men and women (level of significance α = 0.10). The mean rating scored indicates that women tend to 

be more inclined towards manual purchase than men. This is the probable reason of why we see Mr. Shahrukh Khan boasting to be BigBasketeer. Men seem to 

not prefer manual purchasing and would rather have their groceries and staples delivered to their doorsteps. 

Homemaker

20%

Student

44%

Working 

Professional

36%

Occupation

Never

40%

Once in 3-6 

Months

24%

Once a Month

6%

Once in two 

weeks

20%

Once a Week

10%

Frequency of online grocery purchase
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The respondents were asked to rate 5 aspects related to ‘grocery and staples’ i.e. Quality and freshness, Discounts / Prices offered, Brands, Convenience, Timely 

Availability. The  

Table 1 summarizes the descriptive statistics and significant values for analysis of variance across age, occupation and gender. The significant results (at level of 

significance α = 0.10) are highlighted for the reader’s convenience.  

 

TABLE 1 

Aspects Mean Standard Deviation ANOVA 

Significant Values (Age) 

ANOVA 

Significant Values (Occupation) 

ANOVA 

Significant Values (Gender) 

Quality and freshness 4.72 0.640 0.669 0.250 0.001 

Discounts / Prices offered 3.34 1.022 0.538 0.080 0.753 

Brands 4.06 .913 0.383 0.108 0.697 

Convenience 4.26 .899 0.033 0.035 0.275 

Timely Availability 4.36 .827 0.277 0.033 0.021 

Unanimously quality and freshness and timely availability of the groceries and staples are rated higher than other aspects. Interestingly convenience in terms of 

home delivery queue free purchase, purchase while commuting etc is also rated higher than discounts and brands. This is an important insight for the online 

grocers as they can cater to these aspects which are important to consumers. 

The analysis of variance of the ratings to these aspects across different age groups shows that only the “convenience” aspect is rated significantly different. By 

looking at the mean scores and fisher’s least significant difference (at level of significance α = 0.10) the age group 30-45 has rated this aspect significantly lower 

than other age groups. The business implication of this result is that the younger age groups seem to prefer convenience of home delivery, queue free and cashless 

transactions owing to the fact that they are more exposed to the digital age, convenience being an integral part of it. At the same time probably the older generation 

between 45-60 has rated convenience higher considering that it is cumbersome to lug the groceries and staples in the crowded urban areas. 

The analysis of variance of the ratings to these aspects across different occupation groups is significant for “discounts”, “convenience” and “timely availability” (at 

level of significance α = 0.10).  

By looking at the mean scores and fisher’s least significant difference (LSD significant values) it’s apparent that only housewives are sensitive towards discount. 

Students or bachelors and working professionals have not given much of the importance to discounts. LocalBanya has recently launched their smart grocery plans 

which offer up to 20-30 % discounts to the customers. If any online grocer has ‘homemakers’ as there major customer segment then they need to device strategies 

to offer deep discounts to make their product offerings attractive to their customers. 

Contrary to the common assumption that working professionals are pressed for time and would rather opt for convenient chores options, this research indicates 

that they have rated this aspect lower than students and homemakers. The new age homemakers probably don’t mind convenient good quality ‘grocery and 

staples’ purchase options. Timely availability of ‘grocery and staples’ seem to be important only to homemakers from these sampled respondents. This result is in 

lines with the literature found where its proved that the customers behave differently in “want” and “need” based food items (Milkman, Rogers, & Bazerman, 

2009) 

The respondents were asked to certain statements and were asked to record the extent of their agreeability. Analysis of variance was run for all the statements 

vis-à-vis gender, age and occupation. Of all the analysis the output for the last statement “I like to choose and pick groceries and staples with my own hands” is 

found to be significant across occupation (significant value = 0.096). The fisher’s least significant difference (LSD α = 0.063) indicate that only the homemakers 

were sensitive towards being able to choose and pick their groceries and staples. Again this is good news to the online grocers as the working professionals and 

bachelors did not seem to agree so much with that statement. 

 

CONCLUSION 
One of key outcomes of this study is that the awareness of the online grocery players is approximately 80%. Yet only about 10% of the respondents seem to be 

using these service providers on a regular basis. The saying seeing is believing is validated in this study. From the analysis it is evident that quality and freshness is 

very important to the customers. At the same time it’s very critical for homemakers to see for themselves and then choose their groceries to ensure its quality.  

Although hypermarkets do cater to this need of choosing and picking things, it does not address the convenience concerns. When asked for the reason for not 

using online grocer’s major reason cited by the respondents was “I like to choose and pick groceries myself”.  

Another important factor that could deter a person from using online grocers is timely availability of food items. Not all the meals are planned in advance, and if 

it’s something special like biriyani/pasta/halwa/blueberry cheesecake and the ingredients are missing, it is unlikely that the order for those items would be placed 

online. The modern and traditional convenience stores get that edge over it. 

If the online grocers can strike this balance of providing an interface to its customers to actually be able to see their stringent quality standards maybe the 

customers can be convinced that it’s a win-win-win proposition for them in terms of quality-convenience- timely availability of their groceries and staples. Taking 

a cue from these outcomes studying online buying behavior of customers for each of the specific brands like localbanya, bigbasket etc and what strategies can 

they implement to have an edge over others can be the future scope of research. 
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APPENDIX 

QUESTIONNAIRE 
We at ICFAI Business School, are conducting a research study on “online grocery market and its customers”. We would appreciate if you could spend few of your 

valuable minutes to fill the below questionnaire.  

The information collected below would be kept confidential and not disclosed to any third party. Note: Term ‘grocery and staples’ means Atta, cereals, pulses, 

vegetables, fruits, home utilities etc used on daily basis. 

Questions 

1. Name: ___________________________________ 

2. Email ID:__________________________________ 
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3. Mobile Number:____________________________ 

4. Annual Family Income: [Tick (√) the appropriate option] 

0 – 2.5 Lacs  2.5 – 5 Lacs  5 – 10 Lacs  

10 – 15 Lacs  15 – 20 Lacs  20 Lacs above  

5. Age: [Tick (√) the appropriate option] 

18-30  30-45  

45-60  60 and above  

6. Gender: [Tick (√) the appropriate option] 

• Male 

• Female 

7. Occupation: [Tick (√) the appropriate option] 

Student  Working Professional  

Homemaker  Retired Person  

8. Number of people in household: [Tick (√) the appropriate option] 

1 - 2  3 - 5  

6 - 8  9 and above  

9. Number of children in household: [Tick (√) the appropriate option] 

0  1  

2  3 or more  

10. Name few online grocery stores 

a) ___________ 

b) ___________ 

c) ___________ 

11. Rate the following places on a scale of 1 to 5 as your preferred place to purchase groceries and staples: (A rating of “1” signifies it is least preferred and 

rating of “5” signifies it is most preferred) 

Place of Purchase 1 2 3 4 5 

Local Stores (Manual Purchase)      

Local Stores (Home Delivery)      

Hypermarkets like Hypercity, BigBazaar, Dmart etc      

Online grocery stores      

12. How do you purchase your groceries and staples  

a) Go in the local market / hypermarket and purchase 

b) Have your maid/servant purchase it for you 

c) You place your order over phone and your local grocer delivers it to your house 

d) Order it online 

13. How often have you purchased groceries and staples from online grocers in last one year. [ Tick (√) the appropriate option] 

Once a Week  Once in two weeks  Once a Month  

Once in 3-6 Months  Never    

14. If you have ticked “never”, answer the question below else skip to next question “Why have you never used any online grocer?” 

a) Not aware of such a place to buy groceries 

b) Do not know how to purchase goods online 

c) Do not trust online transactions 

d) Have had a bad experience in the past with online purchase 

e) I like to pick and choose the groceries myself 

f) Any other _____________________________________ 

15. Rate the following aspects of groceries and staples on a scale of 5.(A rating of “1” signifies it is not very important and rating of “5” signifies it is very 

important) 

Parameter 1 2 3 4 5 

Quality / Freshness of edible items      

Discounts / Prices offered      

Brand      

Convenience (Home Delivery, Queue free  purchase, Being able to do it while commuting to or from work)      

Timely availability      

16. Following are few statements about groceries and staples shopping, state the extent to which you agree or disagree with them 

(Note: SA = Strongly Agree; A = Agree; N = Neutral; DA = Disagree; SDA = Strongly Disagree) 

Parameter SA A N DA SDA 

I enjoy buying groceries and staples      

I think buying groceries and staples is a boring job      

I don’t mind carrying the heavy grocery bags       

I prefer the groceries being delivered to my doorsteps      

I like to choose and pick groceries and staples with my own hands      

 

************************ Thank You***************************** 
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