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Abstract  

As informal workers struggle to survive the current crisis, there is reason to believe that more strain would also be exerted on 
the already fragile sector in the post crisis era. The implications of the COVID-19 outbreak for the informal economy will continue. 
Faced with a long crisis, the global economy would likely shrink demand for informal goods and services. The primary goal of this 
paper is to study consumer behavior during the pandemic, investigate government-implemented Standard Operating Procedures 
(SOPs) for the unorganized retail sector, and determine if consumers prefer to have goods delivered to their homes rather than visit 
retail stores. This paper collected information from a number of Indian customers who made unorganized retail transactions in New 
Delhi and NCR Region. The sample was taken from 700 citizens of New Delhi, India. The study found that product variety, digital 
payment, scheduling, free delivery and lower speed have a significant effect on customer behavior. In addition, SOPs do not influence 
consumer behavior. The main reasons for choosing a specific channel are simple availability, security, less hassle, and compliance 
with all laws. The pandemic led to a renewed trust in the local Kirana shop, with new clients visiting metro and non-metro shops 
locally. The system in Kirana has changed from physical sales to digital aviation because of the pandemic. 
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INTRODUCTION  

COVID-19 has become the largest disruptor of human life and business (Krishna, 2020). The pandemic of coronavirus 
stormed the world. While people are afraid of the virus contracted, the national lockdown declared on March 24, 2020 by Prime 
Minister Narendra Modi has led to serious disturbances and widespread confusion. Every state government now declares that all 
necessary steps and measures will be taken. In the middle of this lock-out, consumer behavior has rapidly changed in India and around 
the world since the crisis. Due to the panic lock-out, people picked up vital things such as rice, wheat, frozen food, home care, etc. 
This paper examines the change in consumer platform preferences to essential goods. Unorganized retailers, organized retailers and 
online retailers were found on a number of platforms. In the field research, 11 categories were covered, namely, foodstuffs, FMCG 
products, vegetables, fruit, dairy products and related dairy products, bakery products, egg meat, canned foods/drinks, animal food, 
home utensils and clothing. This study will illustrate the changing behavior of customers when choosing a place where important 
items can be purchased and why a certain retailer must be selected when shopping. 

 
1. LITERATURE REVIEW  

Retailing has grown in India since ancient and medieval times. In the last three decades, the retail sector has undergone a 
major transformation. Indian shops are divided into two categories: traditional shops and organized shops. In the old retail system, 
traditional retail is a revolution, while organized retail has been a modern sector creation over the last three decades. The typical retail 
stores include mothers and pop stores or local kiranas, general stores, drugstores, footwear stores, etc., which can take less than 500 
sq. ft. of business space. Organized retail has taken the form of malls, hypermarkets, specialty stores, etc. that use the latest 
technologies to draw consumers and make business. As a result of a nationwide lockdown, market buying conduct was suddenly 
changed. The big crowd that came to buy important items became difficult for the owner of the shop. Because of the market scarcity 
of goods, consumers are in a confused state of mind (Patil, 2020). In the investigation into the impact of the lockdown on retailers 
Krishna (2020) found that essential goods continue to be a top priority; consumer conduct is well taken in retail stores that stock up on 
such items prior to the announcement of the lockdown. Customers almost 3/4 (70%) chose food in person, while approximately 30% 
(47%) favored home delivery and 17% relied on curbside pick-ups (research released by Adobe). Every product style, younger 
generation and townspeople prefer home shopping, except for newspapers, for the older generation. Since 2015–2016, GDP growth 
has been negative. Official figures show that in 2019–2020, GDP growth slowed to 4.2 percent, the slower pace since 2002–2003. 
Industry accounted for 30% of GDP and decreased 0.58% in the fourth quarter of 2019– 2020. Unemployment is up to 45 years. 
Private sector investment is an important driver of growth in any economy. In the pre-COVID-19 period, nominal investment prices in 
the private sector declined. According to CMIE results, the total outstanding investments between 2015–2016 and 2019–2020 
decreased 2.4%, while new registered projects were reduced by 4% (Centre for Monitoring Indian Economy). Consumption 
expenditure also fell in several decades for the first time. In February 2020, high-frequency urban demand measures demonstrate a rise 
in both passenger and sustainable business revenues. Overall, urban consumption seems to have slowed in the fourth quarter. In 
February 2020, sales of motorcycles and the non-sustainable business segment continued to decrease in rural use, indicating a low 
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rural demand. The lockdown would have shattered every expectation that consumer demand and private investment would turn 
around. As a result of the national lock-out, almost all economic activity in the country has stopped. Disruptions of demand and supply 
will happen even after the lockout has been lifted. It takes time for the economy to return to normal, and even so, as long as health 
shock remains, social distancing attempts will continue. As a result, demand is unlikely to recover, particularly for non-essential goods 
and services, in the coming months.  

 
DISCUSSION  

Unorganized retail stores have emerged as local saviors during this period of crisis. Consumers have switched to their nearby 
Kirana stores for their requirements during the confusion. There is a renewed confidence in hyper local communities with the Kirana 
store emerging as a hub that helped sustain the daily supply of necessities during the lockdown as cities struggle to get back to their 
usual rhythm, according to EY’s latest report ‘Sentiments of India-Pulse of the region, Kiranas. The study covers both the effect of the 
pandemic on customers and its subsequent effect on kirana stores as suppliers of necessities. A survey based on insights gathered 
through 27 qualitative interviews conducted in 12 towns, five metros, and 7 non-metros in India is included in the study. Below are 
some of the main survey insights. Consumers have a more optimistic outlook on their local kiranas, and the local environment is 
increasingly becoming a trusted point. 56 percent of metro respondents agree that there has been a significant shift in customer 
perceptions following the lockdown. It should be recognized by FMCGs, major retailers, and financial services companies that the 
Kirana store is the latest local touch point and its contribution to the everyday life of a trusted customer. With “do it yourself” (DIY) 
coming to the forefront, customer tastes have shifted. It has a growing appetite for specialty food products, and DIY products as 
customers now spend more time at home. Seventy-nine percent of respondents in non-metros and 75 percent in metros said that 
consumers are buying specialty food products and DIY products in unprecedented quantities to the extent that due to stock-outs, 
kiranas find it difficult to sources such specialty food products such as baking products, instant meals, ready mixes, special masalas, 
and nankeens. 

 
Hyper-localization of influencers and transition the pandemic has led to a renewed trust in the local Kirana shop, with a rise 

in new customers visiting both metro and non-metro stores locally. 79 percent of non-metro respondents and 50 percent of metro 
respondents say there are new customers coming to their store after the lockdown time. These are customers who would shop online or 
from supermarkets earlier, now prefer purchasing from local Kirana shops to prevent long queues, and there is a semblance of faith 
and traceability. In payment systems, customers have adopted digitization, and so have the kiranas. In metros, due to COVID-19, 58 
percent of respondents are persuaded of the change to digitization, while 46 percent of respondents in non-metros still believe that 
cash is the predominant payment form. The study also shows that there has been a positive move towards technology adoption, with 
40 percent of respondents (owners of the Kirana store) reporting that they want to partner with online distribution and supply 
platforms as they think they can help them expand and tide over in these test times. Another main observation is that there is now a 
question of customer loyalty to brands, offering a window for new brands to replace old loyalties. At least 69 percent of kiranas in 
non-metros were willing to sell their customers to alternative brands. The survey also highlights the Kiranas’ changing relationships 
with different stakeholders. The Kirana scheme has changed from physical sales to digital aircraft due to the pandemic. Being able to 
bear the brunt of an unforgiving pandemic, Kiranas have proved themselves to be both agile and robust. Lacking other means of 
taking orders, offering contactless delivery, and then accepting payments via digital channels, they have developed a streamlined 
online journey using chat applications. The growing disruption in the supply chain and distribution networks has led to a growing 
acceptance of start-ups and partners aiming to allow technology and services from the Kirana stores. The main problem faced by the 
Kirana stores, however, is that the collaborations come at a high cost and are not yet profitable. The new way forward for Kirana 
stores is through emerging alliances and symbiotic relationships. Logistics and last-mile distribution companies have new potential 
and significance in this ecosystem; retailers can meet their customers who are now wary of entering wide crowded spaces through 
Kirana stores. To provide secondary services such as insurance, KYCs, and check deposits, FMCGs must rethink their value chain 
based on evolving customer needs, and financial services should realize that the Kirana store is the new hyper-local touch point. The 
survey thus reflects how fragile human relationships develop in the current situation and how these changing circumstances test 
loyalties, long-established behaviors and the subsequent digital awakening. 

 
CONCLUSION  

The pandemic has affected almost all facets of the economy. The retail sector has had many ups and downs between different 
retail formats and product categories. The fear of this pandemic has affected different perceptions of consumers, and shopping 
mentality has changed so much that retailers can develop new innovative ideas so that they can offer customers maximum satisfaction. 
To stay on the market, retailers must invest more funds in the business. They must rethink their retail perspectives, the management of 
goods, preparing employees, applying new technologies, artificial intelligence theory, the services and goods they offer and, 
sometimes, defining government requirements. It is time for retailers to continually update a new scenario and establish a spot on the 
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market. The Government of India is also encouraged to take steps to help retailers by tax relief and subsidy allowance. This study 
found that product variety, digital payment, scheduling, free delivery and lower rush have an effect on consumer behavior. In addition, 
Standard Operating Procedures have no impact on consumer behavior. The main reasons for the choice of a specific channel are 
simple available, protection, less hassle and compliance with all laws. This is the first study of consumer behavior since the pandemic. 
The survey was conducted with 700 customers in order not to represent the behavior of all Indian consumers in relation to retail 
outlets, but rather to give an idea of what consumers currently prefer. The majority of hypotheses suggested are accepted in this 
analysis; the direct impact of shopping habits, sustainable eating and consumer behavior during the COVID-19 era. Sustainable 
purchases have little influence on consumer behavior. Standard Operating Procedures have not affected purchasing behavior if one of 
the customer’s explanations is that not all Standard Operating Procedures can be made available to a consumer in an unorganized 
market, as in an organized market. To test the impact of COVID-19 on consumer behavior, research should be conducted both by 
sector and by city or state. 
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