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Abstract

This study examines consumer preferences between online and offline shopping in Kolkata, a
metropolitan city in India that perfectly balances its rich retail roots with a fast growing digital
landscape. It analyses the factors influencing shopping preferences, including convenience,
product variety, pricing and trust, along with the impact of demographic variables such as age,
gender and income. Primary data were collected via a survey-based methodology targeting
different types of consumers in Kolkata, covering various ages, and socioeconomic backgrounds.
This study investigates the balance between online and offline shopping and the growth of
omnichannel behaviour, where consumers use both channels together. The findings offer
ground-level insights to how people in Kolkata make their shopping decisions, and give practical

relevance for retailers in other large Indian cities.
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Introduction
Today's economy succeeds by blending digital and physical shopping experiences. Online
shopping gives buyers many choices right from home. Still, many prefer going to offline

markets, so they can try things out and take them home immediately.

Online shopping is growing rapidly in India, and every single year millions of users are joining.
However, on the other side, India’s offline retail sector remains dominant in terms of volume and
reach especially in the big cities where consumers have access to both channels and actively
choose between them based on personal, social, and situational factors. The fusion of traditional

and online retail styles makes Indian cities uniquely educational.

This study focuses on Kolkata as it is one of India's major metropolitan cities that has both the
digital ecosystem to support online shopping and a deeply rooted retail culture that keeps
physical stores alive and thriving. The majority of people in Kolkata still enjoy going to local
markets. At the same time, more people in the city are using smartphones and the internet.
Because of this, a majority of people in Kolkata are starting to buy things online. This
coexistence of old and new retail structures makes Kolkata an ideal location to examine how and

why consumers make the choices they do.

We will explore why shoppers in Kolkata choose between online and offline stores by looking at
how new tools and modern gadgets are changing this process. We will also see how different

types of people are changing their way of shopping in this modernizing market.



Literature Review

Shopping behaviour has undergone a significant transformation in recent years due to
technological advancements, changing lifestyles, and the expansion of digital platforms.
Consumer preference now reflects deeper shifts in how they think, decide, and behave. Existing
literature highlights various factors influencing consumer shopping preferences, including
behavioural patterns, demographic characteristics, and digital transformations in purchasing
habits. This thematic literature review maps key findings and highlights gaps that warrant further

research.

1. Consumer behaviour and purchase decision making

Consumer behaviour and purchasing decisions have become important areas of study when
comparing online and oftline shopping channels . The growth of e-commerce, better payment
systems, and wider access to the internet has changed how people shop on a day to day basis
(Tijer, 2025). As a result, researchers have started to look more meticulously at how the channel

a consumer chooses to shop through affects the decisions that they are likely to make.

Several factors influence consumers' shopping preferences and purchasing decisions and when it
comes to online shopping: convenience, easy access, a wide range of products, the ability to
compare prices, and reading other customers reviews are the most common reasons people prefer
it (Schulze, 2020). In contrast , Offline shopping however works quite differently for the people
they can physically inspect the product before they decide to buy it, an experience that online
shopping still cannot fully replace (Dzyabura & Jagabathula, 2021). This matters more for
certain products like clothes or electronics, where actually handling the item makes a huge

difference and is crucial to whether someone purchases it or not (Econsultancy, 2021).

The type of product being purchased also has a significant effect on which channel they are more
likely to choose . Research from the past 20 years found that shopping behaviour highly
dependent on the product, and suggested that more specific research is still required, particularly
in developing countries (Tandfonline, 2024).

The COVID-19 pandemic played a significant role in pushing more consumers toward online

shopping . This meant that many people got comfortable using both mediums depending on what



they needed, though convenience stayed the biggest factor throughout (Schulze, 2020, Roy &
Datta, 2020).

2. Growth of Online Shopping & Consumer Motivations

Now-a-days we see a significant and positive growth towards online shopping. After Covid, a
rapid growth in smartphone adaptation and increased use of digital applications resulted in the
rise of Online shopping .A great convenience is seen in case of online shopping and also a
substantial range is present.Researchers have studied, online growth is what motivates the
consumer behaviour. Wolfinbarger and Gilly (2000) shows about the consumer outlay in online
shopping mainly for “Goal oriented” or "Experimental reasons”. Monsuw¢ et al. (2004)

examined in their paper about the motivation of the consumers towards online shopping.

There are 3 types of motivations that indulge the consumers to buy the product. Also, it classifies
the different types of online shoppers. It also suggests that e-commerce spaces specialize
different strategies for different types of shopper categories. Rani et al. (2025) examined in their
paper about the convenience of online shopping and what are the various factors that influence
the consumer towards online shopping. The study highlights how consumers appreciate the ease
of shopping online , where we can find a large variety of products and can be purchased

effortlessly .

Lietal. (2025) shows in their paper about the consumer interest in Livestreaming shopping
particularly in the context of sustainable clothing. Al Maalouf et al. (2025) examined the
consumers ordering of food online. This paper shows the convenience, accessibility, discount
structure and time saving which influence the decision of shopping online. Overall the studies

show that online shopping growth is driven by convenience, trust, accessibility and more variety.

3. Importance of Offline Shopping and Traditional Retail Preferences

Physical stores remain important , especially for products that necessitate physical interaction
prior to purchasing (i.e. tactile, sensory, and experience based). Many shoppers will still visit
physical locations in order to check the product quality, receive immediate assistance , as well as
take the item home right away , several factors that impact and influence consumer choice

between shopping either through an online environment or an offline environment. Consumer



preferences are influenced by factors which include convenience, access, sensory experience,
social interaction, and psychological motivations. To remain competitive , retailers too must
leverage their physical environment to cultivate a captivating experience that consumers cannot
get when shopping online; they should focus on sensory experiences such as visual appeal,
aromas, sounds, and haptic feedback to provide customers the ability to engage with multiple
senses while enjoying their in-store shopping experience. Research indicates that consumers
(70%-90% of consumers) will have a stronger desire to make a decision to purchase

based on physical contact with a product. A large majority of consumers (82%) stated that they
prefer receiving in person assistance while shopping in retail stores indicates that personalized
customer service remains an important role in improving customer satisfaction and strengthening

customer loyalty.

Although online sales experienced significant growth during the covid-19 pandemic , most retail
purchases still continue to take place through traditional stores. This highlights the continued

importance of offline shopping despite the rapid expansion of online retail channels .

4. Demographic Factors Influencing Shopping Preferences

According to Huang et al. (2020) in their research entitled "The Business Analysis of Home Bias
in E-commerce Consumer Behavior," the consumption behavior in e-commerce facilities for
domestic as well as foreign providers will be induced by characteristics of individual customers
such as gender, age, daily internet usage, interaction between buyers and e-commerce web page
or application, and repurchase. As stated by the results of the study, consumers will embrace the
domestic e-commerce service providers when similar options are offered from domestic and

foreign e-commerce sites.

Jain, Reetika (2022) mentioned that the disparities in age were seen to have a significantly higher
influence on online consumption behaviour of Indian consumers than variations in gender. The
research further noted that the quick expansion of e-commerce websites had changed the

purchasing habits of Indian consumers

Astuti et al. (2023) highlighted that demographics aid e-commerce organisations in emerging

marketing strategies tailored for the preferences of their consumers on the basis of various



demographic categories. Further insights of the study revealed that it is essential to manage the
influence of demographics, along with experience of users, and e-commerce platforms for

competitive advantage.

Sawhney, Chavi et al. (2024) noted that a large proportion of individuals prefer purchasing
offline. However, there has been a noticeable increase in the pattern of online shopping. The
findings of the research also suggest that the quality, price, variety, service and convenience are
some factors which demarcate the behaviour of consumers between online and conventional

shopping.

Gender, age, income, and education are some aspects which prompt a change in consumer
preference, Shareeta Maryam & Dr. Sahera Fatima (2025). Additionally, buyers aged below
18-25 were noticed to favor e-commerce, on the other hand, those aged 46 years and above
favoured the conventional shopping method. From the review of the above studies, demographic
factors like age, gender, income, education and occupation among others influence consumer

purchasing behaviour.

5. Digital Transformation of online shopping

The COVID-19 pandemic forced the retail sector to undergo digital transformation and adopt
online shopping. digital transformation and adopting the online shopping mode. According to
Szasz et al. (2022), the pandemic created a “window of opportunity” for the expansion of online
retail. As consumers spent more time online, digital shopping became their habit. This happened
in three ways- “lure-in, lock-in, and phase out” described by Jiang and Stylos (2021). Therefore

the companies must go digital to beat their competitors.

However, online shopping is growing but physical stores are not disappearing. Diaz-Gutierrez et
al. (2023) reported that although 75% of consumers were involved in online shopping during the
pandemic, many continued to visit physical stores. This highlights the growing importance of

"Omnichannel" shopping. In this system, the website and offline stores work together to provide

a better experience to customers.



The transition to digital retailing was not equally beneficial for all businesses.Caon et al. (2024)
described this phenomenon as the “Dual Effect,” whereby some firms benefited from

digitalization while others faced many challenges.

In the future, stores will use more advanced technologies.Mardosaite et al. (2024) identified
artificial intelligence, the Internet of Things (IoT), and robotics as key drivers of retail
personalization. Yet, despite fast tech growth, a company's inner culture decides its long-term

survival in this market.

6. Comparative Studies on Online vs Offline Shopping

There are several consistent elements found by comparative studies which determine consumer
channel preferences from both functional and psychological perspectives. The most prevailing
factor appears to be convenience and saving time in e-shops due to lower travel expenses,
round-the-clock availability, and direct shipping (Rai, Thomas, & Singh, 2025 ; Hulawale,
2024-25). Nevertheless, there is another aspect when the preference for online shops does not
prevail. Tangible goods and the opportunity to feel and test them prior to buying are key
advantages of traditional channels for the purchase of clothing, electronics, and luxury goods

(Das, 2023; Muntagheem & Raiker, 2019).

It is also worth mentioning that consumer preferences for either online or offline channels
depend on demographic and contextual factors. Indeed, online shoppers tend to be young
consumers aged between 18 and 35 years old and people who have high levels of digital literacy,
whereas offline shoppers are mostly older age groups who prefer physical shopping (Rai et al.,
2025; Saha, 2025). What is more important, it should be noted that online and offline channels
can be considered complementary rather than substitutable for each other. Most consumers
practice omnichannel shopping when they use online channels to search for products and
compare prices and use offline channels to make purchases to avoid risks and get instant

satisfaction (Muntagheem & Raiker, 2019; Zielke & Komor, 2025).

7. Research Gap



From the studies as far we have seen that factors like convenience, product variety, sensory
experience, demographic influences and digital transformation most of them focus on nationwide
or worldwide trends. But none of them actually focuses on a particular city behaviour like
Kolkata. Existing studies scrutinized online and offline shopping separately and what are the
factors which affect the consumer to switch between both the channels in their purchase intent.
Studies on demographic factors (Jain,2022 and Shareefa & Fatima,2025) shows age, education,
income and gender influences consumers' buying intent but does not display how these factors
play out at a particular city like Kolkata, where class diversity and varying internet access can
significantly shape shopping behaviour. This gap does not fully show what are the factors that
influence the consumers of Kolkata to choose between online and offline channels and how the

demographic factors actually persuade their preference locally. This study aims to fill that gap.



Research Methodology
This paper implements a quantitative research design to examine consumer preference between
online and offline shopping in Kolkata. Primary data was collected through a structured Google

forms questionnaire.

The survey was administered to a readily available group of Kolkata residents. This
questionnaire consists of 19 questions covering demographic characteristics, shopping behaviour
of the residents, their satisfaction level, product preferences and various other factors that
influence their shopping decisions. A total of 70 valid responses were collected, studied and

analysed for this study.

Analysis of the gathered data was carried out using descriptive, comparative and regression
analysis techniques. The use of descriptive analysis was for the summarisation of the
demographic characteristics of the respondents as well as their shopping behaviour. Comparative
analysis was also applied for the determination of differences in the shopping behaviour of

various demographics.

Further investigation of the factors determining the consumers' preference to shop online was
done using the multiple linear regression analysis technique using R software. Key independent
variables considered for this study include convenience, discount, variety of products, security

and delivery speed.

This study has provided useful information about the determinants of consumer shopping

behaviour in Kolkata.



Data Analysis
The findings from the primary research conducted among 70 residents of Kolkata through a
structured questionnaire examines consumer shopping behaviour across multiple dimensions.
The analysis is organised into three parts:
1) Descriptive analysis, which provides an overview of the sample characteristics and
shopping behaviour
2) Comparative analysis, which examines how shopping preferences vary across age groups

and

3) Regression analysis, which identifies the key predictors of online shopping preference..

Descriptive Analysis
The descriptive analysis offers a foundational understanding of the study's sample by examining
the demographic profile of respondents and their general shopping behaviour. Understanding the

demographic composition of the sample is essential for contextualising the findings that follow.
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Figure 1: Age Group Distribution of Respondents (n=70)
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Gender Distribution of the Respondents
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Figure 2: Gender Distribution of Respondents (n=70)
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Figure 3: Occupation Distribution of Respondents (n=7(0)



Monthly Distribution of the Respondents
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Figure 4: Monthly Income Distribution of Respondents (n=70)

Along with demographics, respondents were asked to indicate which shopping mode they
generally prefer. The distribution of responses reveals the overall inclination of the sample

towards online, offline, or a combination of both modes.

As seen in the figure below, only 20% prefer to shop offline, and this shows that Kolkata is
moving away from its legacy of retail behaviour towards omnichannel behaviour. The
predominance of online shopping every month indicates that consumers use e-commerce for
intentional purchases, rather than impulsive purchases, and thus e-commerce is used during
budgeting and bulk purchases done every month. On the other hand, offline shopping on a
weekly or biweekly basis depicts the persisting need for physical embodiment of stores in

Kolkata.
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Figure 5: Distribution of Preferred Shopping Mode (n=70)

Respondents were also asked to indicate the frequency with which they shop online or offline,

and the results were:
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Figure 6: Frequency of Online Shopping Among Respondents (n=70)
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Figure 7: Frequency of Offline Shopping Among Respondents (n=70)

Now, we took direction and asked the follow-up question; the satisfaction received by using their

preferred mode and these were the responses:

How satisfied ara you with your online experience 7
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m Dissatisfied

Figure 8: Satisfaction Levels with Online Shopping (n=70)

High satisfaction from online channels implies that concerns about mistrust, which used to be a
challenge, are becoming irrelevant to consumers in Kolkata when it comes to buying
standardised goods. The significantly high level of dissatisfaction in offline shopping is an

indication of the problems faced by traditional retailing, in relation to overcrowded shopping



centers, travel time, and inconsistent services. From the product category perspective, electronics
and beauty have become popular online due to their standardisation, review-ability, and
price-comparability, while clothing and food products continue to thrive in offline settings due to
factors like perishability and fabric inspection, which require physical touch to add value to the

purchase.
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Figure 9: Satisfaction Levels with Offline Shopping (n=70)

From here on, the charts highlight the most popular product categories for both online and offline

shopping, providing an understanding of category-specific channel preferences:
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Figure 10: Product Categories Preferred for Online Shopping (n=70)
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Figure 11: Product Categories Preferred for Offline Shopping (n=70)

The descriptive analysis shows that shopping preferences differ based on age, gender,
occupation, income, and product type. Most respondents were young adults, females, and
students, which may be because they use the internet more and are familiar with online shopping.
Online shopping was the most preferred mode by most of the respondents because it offers
convenience, saves time, and provides a wider variety of products. However, many respondents
also preferred oftline shopping for clothing and electronics because they wanted to check the
quality before buying. Most respondents were satisfied with both online and offline shopping,
showing that each mode has its own advantages. Consumers choose online or offline shopping
depending on the type of product and their needs, showing that both shopping modes continue to

play an important role in consumers purchasing decisions.

Comparative Analysis

The comparative analysis examines how shopping preferences differ across key demographic
groups. This section shows the relationship between shopping mode preference and two
variables, age group and gender, to identify whether distinct patterns exist across different

segments of the sample.

1) Age Group vs. Shopping Mode Preference

The cross-tabulation below presents the distribution of shopping mode preference across the four
age groups represented in the sample. The data reveals notable differences in preference patterns

across age cohorts.



Age Group Mostly Online Mostly Offline Both Equally

Below 18 1 (33%) 1 (33%) 1 (33%)
18-25 16 (38%) 11 (26%) 15 (36%) 42
26-35 6 (86%) 0 (0%) 1 (14%) 7
36 and above 6 (33%) 2 (11%) 10 (56%) 18
Total 29 14 27 70

Table 1: Cross-tabulation of Age Group vs. Preferred Shopping Mode (n=70)
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Figure 12: Shopping Mode Preference by Age Group (n=70)

The age group of 25-36 show the strongest preference for online shopping, with 86% choosing it
as their primary mode, which is clearly indicative of high digitization amongst young working
adults. Whereas the group of 18-25 is rather fairly distributed throughout all three modes, which
is reflective of the diverse shopping habits amongst young persons. Respondents aged 36 and
above have also shown an inclination towards favouring shopping through both modes equally
(56%), which points at the factor of trust, meaning they take reliability of offline retail in high
regard alongside online convenience. The below-18 group is rather too small to draw firm

conclusions, though it shows an even spread across all three preferences.

2) Gender vs. Shopping Mode Preference



The cross-tabulation below presents the distribution of shopping mode preference across gender.
This comparison sheds light on whether male and female respondents in Kolkata exhibit

differing inclinations towards online and offline shopping.

Mostly Online Mostly Offline Both Equally

Female 20 (41%) 13 (27%) 16 (33%)
Male 9 (43%) 1 (5%) 11 (52%) 21
Total 29 14 27 70

Table 2: Cross-tabulation of Gender vs. Preferred Shopping Mode (n=70)
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Figure 13: Shopping Mode Preference by Gender (n=70)

Both male and female respondents show alike behaviour towards online shopping, at 43% and
41% respectively, which implies that gender has minimal influence on digital adoption.
However, they seem to deviate in the "Both Equally" category, where males (52%) are
considerably more likely than women (33%) to use both modes interchangeably. Women on the
other hand, show a higher likelihood to opt for offline-only shopping (27%) compared to males
(5%), indicating that women in the sample may consider in person shopping a more superior
shopping experience. Hence, even though online preference seems pretty similar across genders,

men are more flexible in their approach.



While the comparative analysis highlights how shopping preferences differ across demographic
groups, the following section examines which specific factors statistically predict a consumer's

preference for online shopping.

Regression Analysis
To identify the key predictors of online shopping preference, a multiple linear regression model

was estimated using data collected from the 70 valid respondents.
The regression model is:

Preference for online shopping = o + Bi(Convenience) + Bz(Discounts) + Bs(Variety) +
Ba(Security) + Bs(Speed) + €

The regression model was estimated in R using the Im() function. The full output of the model is
presented below, including the estimated coefficients, standard errors, t-values, p-values, and

model fit statistics.

Regression Analysis
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Table 3: Multiple Linear Regression Output



Interpretation

The entire model is statistically significant, given the F-statistic value of 10.77 on 5 and 64
degrees of freedom, with a p-value of 1.534e-07, which is much lower than the 0.05 level of
significance. Hence, it is clear that the model as a whole is statistically significant as an indicator
of preference to engage in online shopping behavior. Also, the predictors used to construct the
model account for about 45.7% of the variation in online shopping preference, based on the
Multiple R-Squared value of 0.457. This value can again be seen as evidence in favor of the
statistical significance of the model. In addition, the residual standard error of the fitted
regression line is 0.8658 on 64 degrees of freedom, which means that, on average, the deviations

of the observed values from the regression line are 0.87 units.

Intercept value, which is 0.0103, shows the hypothetical or theoretical preference level towards
online purchases assuming that the values of all five variables are zero. Since its p-value is
0.986, which makes the intercept value very insignificant, this is something we should not be

surprised about at all.

In regard to convenience within the regression analysis, the coefficient is 0.4829; thus, an
increase of one unit in the convenience factor will lead to a change of about 0.48 units in favor of
online shopping preference, while keeping all other factors constant (ceteris paribus). The
relationship is not only practically relevant but also statistically significant, having a value of
0.000522 (below 0.05), which is the strongest significance symbol in the model. This suggests

that convenience is the most significant factor driving online shopping preference.

The coefficient for discounts is —0.2304, implying that a unit change in the discount variable is
expected to cause a reduction by 0.23 units in the preference for online shopping, all else being
equal. Despite the negative impact indicated by the sign of the coefficient, there is a disconnect
since discounts can be anticipated to appeal to online customers. The relationship is also not
statistically significant with a p value of 0.123. Therefore, findings are not well supported to
conclude that discounts have any meaningful influence on online shopping preference among the

respondents.

From a technical point of view, the regression fulfills all the basic criteria of an acceptable OLS
model. The residuals range between —2.606 to 2.063, with a nearly neutral median value of

0.091, indicating symmetric error distribution with little or no skew. In this regression,



convenience and speed emerge as the only statistically significant predictors of online shopping
preference. To conclude, it can thus be stated that the results of this regression model indicate
that for individuals living in Kolkata, the choice of online shopping preferences is largely
influenced by ease and speed factors; hence, companies that wish to enhance their consumer base
in such urban areas need to focus primarily on improving convenience and providing efficient

services.

Key Findings

e 41% of respondents preferred shopping mostly online, 39% used both online and offline
modes equally, while only 20% preferred mostly offline shopping.

e The 26-35 age group showed the strongest online preference, with 86% choosing online
shopping as their primary mode.

e (lothing was largely preferred for offline purchase, whereas electronics, groceries, and
personal care products were more commonly purchased online.

e The regression model was statistically significant and explained 45.7% of the variation in
online shopping preference. Among all factors, convenience and speed emerged as the

only statistically significant predictors.
Theoretical Integration of Findings

The regression results align with the Technology Acceptance Model (Davis, 1989). TAM holds
that technology adoption depends on perceived usefulness and ease of use, mirrored here by
convenience and speed respectively. TAM also predicts price incentives matter less than

functional ease, since they don't change how effortless a channel feels.

The age-based findings reflect the Theory of Planned Behaviour (Ajzen, 1991). The 26-35
group's strong online preference (86%) signals hisgh perceived behavioural control, driven by
income, digital fluency, and few barriers. The 36+ group's even split between channels reflects
TPB's attitude component, a genuine trust in offline retail alongside growing digital comfort, not

just capability-driven choice.

The product-category split, clothing offline versus electronics and groceries online, fits the

Stimulus-Organism-Response framework. Products requiring physical inspection (clothing)



trigger different responses than standardised, easily-compared goods (electronics, groceries),
consistent with Dzyabura and Jagabathula (2021) on the continued relevance of physical

inspection for certain categories.



Limitations of the study
While this study offers meaningful ground-level insights into consumer shopping preferences in

Kolkata, several limitations should be acknowledged when interpreting the findings.

1. Small and non-representative sample size: The study relied on 70 responses
collected through convenience sampling, which limits the statistical power and
generalisability of the findings. The sample is skewed towards the 18-25 age
group (60% of respondents) and students (60%), meaning that the results may not
accurately reflect the preferences of older adults, higher-income groups, or less

digitally engaged populations within Kolkata.

2. Convenience sampling bias: The use of convenience sampling via a Google
Forms questionnaire means that respondents were self-selected and likely to be
more digitally literate and comfortable with technology than the general
population. This may have inflated online shopping preferences in the data and

underrepresented populations with limited digital access.

3. Gender imbalance: Female respondents constituted approximately 70% of the
sample (49 out of 70), which limits the comparability of gender-based findings.
The relatively small number of male respondents (21) means that cross-gender

conclusions should be treated with caution.

4. Self-reported data: All data were collected through self-reported responses,
which are susceptible to social desirability bias and recall inaccuracy.
Respondents may have over- or under-reported their frequency of shopping or

satisfaction levels based on perceived expectations rather than actual behaviour.

5. Limited geographic scope within Kolkata: The study treats Kolkata as a single
homogenous unit. In reality, significant intra-city variation in internet access,
income levels, and retail infrastructure may exist between central, suburban, and

peripheral areas of the city. Future research could account for



neighbourhood-level differences.

Absence of longitudinal data: This is a cross-sectional study conducted at a
single point in time, meaning it cannot capture how consumer preferences have
evolved or are likely to change in the future. Longitudinal research would provide

a richer understanding of the trajectory of online and offline retail in Kolkata.

Regression model scope: The regression model, while statistically significant,
explains approximately 45.7% of the variance in online shopping preference,
suggesting that other important factors were not captured in the model. Future
studies could incorporate a broader set of predictors to improve explanatory

power.



Conclusion

What this study makes clear is that Kolkata's shoppers aren't choosing between online and
offline. They're using both, smartly, depending on what they need. They'll order groceries on
their phone but still walk into a store to pick out a kurta. That's not indecision, that's just how

modern shopping works.

The bigger takeaway for retailers is this: convenience and speed are what actually move people
online, not discounts. If your app is clunky or your delivery unreliable, no sale is going to fix

that.

For physical stores, the challenge is real. Overcrowding, long travel times, and inconsistent
service are pushing people away. The stores that survive will be the ones that give people a

reason to show up: better experience, faster service, genuine help.

And for the crowd aged 36 and above, who are already comfortable hopping between both
channels, there's an untapped opportunity. They're not resistant to technology. They just want it

to work alongside the shopping habits they already have, not replace them.

Ultimately, the future of retail in Kolkata isn't online or offline. It's about making both work

together well enough that consumers don't have to think about it at all.
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