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The E-Commerce Market
and the Future of Local
Retall

Global and Indian market landscape * Business models ¢« Quick commerce ¢ Local retailer
strategies ¢ Al and data opportunities

Research purpose: Understand how digital commerce is changing competition and identify practical
responses for Indian local businesses. This is an analytical overview, not an audited market-sizing study.
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Executive Summary

E-commerce expands product choice, convenience and price transparency. Quick commerce raises
expectations around speed, particularly in dense urban markets. Local retailers face pressure, but
retain advantages in trust, proximity, product demonstrations, flexible service and after-sales
relationships.

The strongest response is not to imitate the scale of large platforms. It is to combine existing
neighborhood strengths with selective digital adoption: searchable listings, messaging-based
ordering, reliable inventory, customer follow-up, relevant delivery options and data-driven decisions.

Research note: Market estimates vary by source, definition and reporting period. Figures without specific supporting
citations are excluded or qualified. References are provided for further reading and independent verification.

1. What Is E-Commerce?

E-commerce refers to buying and selling goods or services through digital channels, including
websites, mobile applications, online marketplaces and messaging-led transactions. The broader
ecosystem includes discovery, payments, logistics, customer support and returns.
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Main Business Models

Model How It Works Illustrative Examples

B2C Businesses sell to end consumers Amazon, Flipkart, Myntra

B2B Businesses sell to other businesses IndiaMART, Udaan, Alibaba

cz2cC Individuals transact with individuals OLX, eBay, Facebook Marketplace
D2C Brands sell directly to consumers Mamaearth, boAt, Lenskart
C2B/B2G Individuals supply firms / firms supply government Freelance marketplaces, GeM

Platforms can be inventory-led, marketplace-based or hybrid. Social and mobile commerce add channels for discovery and
ordering; the precise size of each category depends on the definitions used by the source.

2. Global Market: Direction of Change

Global online retail has grown into a major part of commerce. Estimates of its value differ by publisher
because some measure retail sales, others gross merchandise value (GMV), and others broader
digital transactions. For a defensible market-size figure, specify the measure, geography, year,
publication date and original research source.

Multi-Trillion $ ~20% of Retail Growing

Global Retail E-Commerce (2025) Estimated Online Share of Total Year-on-Year Expansion

Published estimates of global e-commerce range from roughly $3.6T to $6.4T depending on the publisher, year and what is
counted (retail sales, GMV, or broader digital transactions). eMarketer estimates e-commerce at 20.5% of worldwide retail
sales in 2025 (published Feb 2025). Confirm the exact source, scope and methodology before citing any figure.

Regional Landscape

* Asia-Pacific is the largest center of online retail activity, led by China, with large platforms and
mobile-first purchasing habits.

« North America is driven by Amazon, which handles an estimated 37-40% of US e-commerce
(eMarketer, 2024—25 estimates).

» Cross-border transactions, digital payments and social discovery continue to influence consumer
purchasing journeys worldwide.
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3. India: Opportunities and Constraints

India’s digital commerce ecosystem includes marketplaces, direct-to-consumer brands, social
commerce, B2B platforms and open-network initiatives. Smartphone access, digital payments (UPI
processed 12+ billion transactions monthly in 2025, per NPCI data) and logistics networks support
adoption, while customer preferences and service availability differ substantially across cities and

smaller towns.

~$115B ~$126B ~$173B

India B2C E-Commerce (2024) Estimated 2025 Value Projected by 2029

Source: ResearchAndMarkets.com India B2C E-Commerce Market Size Forecast (Jan 2026, via BusinessWire). Figures:
$114.55B (2024), $125.78B (2025 est.), $172.90B (2029 proj.); CAGR 8.3% for 2025-29. The report does not publicly define
which transaction types are included. Verify scope before citing.

India’s Category Mix (directional, not audited shares)

Category Relative Size Key Players

Electronics & Appliances Largest segment Amazon, Flipkart, Croma
Fashion & Apparel Second-largest Myntra, Ajio, Meesho

Grocery & FMCG Fast-growing Blinkit, Zepto, BigBasket

Beauty & Personal Care Emerging Nykaa, Purplle

Home, Health & Services Varied Pepperfry, 1mg, Urban Company

Exact category shares differ by source and year. Electronics and fashion consistently rank as the two largest online
categories in India across Bain, RedSeer and IBEF reports.

What Matters for Local Retailers
» Customers can compare prices and product availability before visiting a shop.
 Online discovery increasingly shapes offline purchases as well as online orders.
» Smaller-town opportunities depend on category, delivery economics, connectivity and consumer trust.

« A store can build digital visibility without immediately investing in a full e-commerce website.

Tier 2-4 towns are the growth engine. Industry reports consistently indicate that a majority of Indian
e-commerce orders now ship to Tier 2 and smaller cities (Bain x Flipkart '"How India Shops Online' series;
verify the specific edition for the latest figures). Affordable smartphones, affordable mobile data, and UPI
have made digital commerce accessible where modern retail never reached.
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4. Quick Commerce and Dark Stores

Quick commerce focuses on rapid delivery of frequently purchased products. Dark stores are
fulfillment facilities designed for picking and dispatch rather than walk-in shopping. This model can be
effective in high-density locations but faces different economics in smaller towns.

Fast delivery and convenience Requires inventory accuracy and efficient local logistics
High-frequency purchasing Depends on demand density and repeat orders
Centralized product availability Carries fulfillment, labor and stock costs

Category expansion (electronics, stationery, beauty) Higher-value items raise delivery risk and return costs

Dark-store operating metrics and market-impact estimates vary by location and business model. Comparable, independently
sourced figures are needed before citing specific market-share shifts.

Kirana store impact: Trade bodies such as CAIT have raised concerns that quick commerce is capturing a
significant share of daily-essentials purchases in metro areas. The exact magnitude varies by city, category
and measurement method. What is clear is that the competitive pressure on neighborhood stores for
staples delivery is real and growing.

5. Impact on Traditional Local Businesses

Digital commerce can increase price transparency, reduce the importance of location for some
categories, and raise expectations for convenience. The impact is uneven: electronics, fashion,
grocery and local services have different purchase patterns and customer needs.

Retail Category Primary Competitive Pressure Possible Local Advantage

Electronics & appliances Online price comparison, showrooming Demonstration, installation, after-sales
support

Kirana / grocery Convenience and rapid replenishment Proximity, familiarity, credit (udhar), flexible
ordering

Fashion & apparel Broad online selection, D2C brands Fit, immediate trial, personal styling advice

Books & stationery Online availability, digital content Immediate access, institutional

relationships

Repair & local services Digital discovery (Urban Company etc.) On-site service, accountability, trust
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How Disruption Unfolds

* Price transparency: Customers can compare prices instantly. This compresses margins, especially
in electronics where showrooming is now standard behavior.

» Convenience shift: Free delivery, easy returns and 24/7 availability have moved routine purchases
online. Retailers in categories such as books, accessories and fashion report increased competitive
pressure from online channels.

 Capital asymmetry: Platforms can sustain losses for years to build market share. Amazon has
committed over $26 billion to India through 2030, including cloud and e-commerce operations (CEO
announcement, June 2023). Local businesses cannot match this spending on discounts or technology.

» Speed competition: 10-minute delivery of daily essentials was once kirana stores’ natural advantage.
Quick commerce has narrowed this gap in metro areas.

Important qualification: Claims about store closures, changes in footfall and local economic impact
require clear definitions, study populations and verifiable sources before generalization. Kirana stores
continue to play a dominant role in India’s grocery retail market (estimated at $600B+, IBEF), while quick
commerce and organized retail are introducing new competitive pressures, particularly in metropolitan
areas.

6. Practical Response: How Local Retailers Can Compete

The goal is not to replicate platforms. It is to combine existing neighborhood strengths with selective
digital adoption. The strategies below are practical, low-cost, and relevant to Indian retailers across
categories.

Build discoverability

Keep business listings (Google Business, JustDial) updated with contact details, hours and product information.
Register on ONDC (Open Network for Digital Commerce) to appear on buyer apps like Paytm and Magicpin with
potentially lower fees than major marketplace commissions (fee structures vary by network participant and
category).

Use messaging well

Offer inquiries, catalogs, order confirmations and relevant follow-up through WhatsApp Business. Over 500 million
Indians use WhatsApp (Statista, 2024 estimate) — it is the most natural digital channel for local commerce. Obtain
appropriate customer consent.

Improve stock visibility

Maintain a reliable inventory register and track fast-moving or slow-moving items. Knowing what sells prevents
both stockouts and excess inventory — a common profitability drain for small retailers.

Offer appropriate local fulfillment
Test pickup or neighborhood delivery (3—5 km radius) where order volume and margins support it. Use delivery
services like Porter, Shadowfax or Borzo to extend reach without hiring full-time staff.
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Win on service

Local retailers can differentiate through personalized demonstrations, installation assistance and accessible
after-sales support. For electronics, this means hands-on setup, data transfer and a familiar point of contact for
warranty issues — areas where proximity and personal relationships add clear value.

Compete on trust and credit

Kirana transactions frequently involve informal credit (udhar), a practice trade associations describe as
widespread. This relationship — along with personal familiarity and flexible return policies — is structural and hard
for platforms to replicate.

Measure retention

Track repeat customers, feedback, complaints and common reasons for lost sales. Simple record-keeping reveals
patterns that improve purchasing decisions and customer communication.

Explore partnerships

Consider shared promotions, delivery arrangements and referrals with nearby businesses. Local business
alliances can pool resources for joint delivery fleets, loyalty programs and bulk purchasing.

7. How Al and Data Analytics Can Help

Al is not a substitute for sound operations or reliable data. Used carefully, however, simple tools can
help a retailer make existing processes more effective.

Business Problem Practical Digital / Al Use Useful Measure

Unclear sales performance Sales dashboard by day, product and category Sales, margin, trend
Stockouts and excess Reorder alerts and demand-pattern analysis Stockout rate, inventory age
inventory

Low customer repeat rate Customer segments and consent-based Repeat purchase rate

follow-up drafts

Time spent on marketing Al-assisted captions, posters and product Inquiries and conversion
descriptions

Slow management reporting Summaries of structured sales and expense Reporting time, data errors
records
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A Low-Cost Pilot

Week 1: Record daily sales, expenses and stock movements consistently.
Week 2: Create a simple dashboard (even in a spreadsheet) to spot patterns.

Week 3: Test one Al-assisted process — product descriptions, social media captions, or report
summaries.

Week 4: Compare outcomes with the baseline, review errors and decide whether to expand.

Practical rule: Begin with one measurable problem. Protect customer data, verify Al-generated outputs
and do not automate decisions that require human judgment without review.

8. Conclusions

E-commerce is changing how customers discover, compare and purchase products. Traditional
stores cannot always compete on marketplace scale or platform-funded promotions, but they can
differentiate through convenience, trusted advice, local knowledge, service and consistent digital
communication.

Core conclusion: The future of local retail is not simply online versus offline. It is the ability to
connect physical strengths with digital tools, operational discipline and evidence-based decisions.

Key Takeaways
* Global e-commerce is a multi-trillion-dollar market; India is one of the fastest-growing segments.
* Quick commerce raises the bar on speed and convenience, especially in metro areas.
« Local retailers retain structural advantages in trust, credit, demonstrations and after-sales service.

« Digital adoption does not require becoming a platform — searchable listings, messaging-based
ordering and reliable inventory are practical first steps.

Al and data analytics can improve decisions, but must start with consistent, reliable data collection.

« All market estimates in this report should be verified against the original publications before citation.
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9. Sources, Further Reading and Methodology

The references below are useful starting points for further research. Individual market estimates should be
checked against the original publication, including its date, geography, metric definition and methodology.

India Brand Equity Foundation (IBEF)
https://www.ibef.org/industry/ecommerce
India e-commerce industry overview and updates

Bain & Company
https://www.bain.com/insights/how-india-shops-online/
"How India Shops Online" series with Flipkart — India e-commerce market sizing

RedSeer Strategy Consultants
https://redseer.com/reports/why-indias-mass-grocery-still-leans-on-kirana-stores/
India grocery and kirana market research; also see redseer.com/newsletters for quarterly updates

ONDC — Open Network for Digital Commerce
https://ondc.org/
Official information on ONDC protocol and adoption

Deloitte India
https://www.deloitte.com/in/en.html
India consumer and retail research

Statista
https://www.statista.com/
Market datasets; confirm measure, date and methodology

eMarketer / Insider Intelligence
https://www.emarketer.com/forecasts/
Worldwide e-commerce forecasts — confirm metric and methodology before citing

NPCI (National Payments Corporation of India)
https://www.npci.org.in/
UPI transaction volume data

ResearchAndMarkets.com
https://www.businesswire.com/news/home/20260107966832/en/
India B2C E-Commerce Market Size Forecast 2020-2029 (Jan 2026)

Retail TouchPoints / Reuters
https://www.retailtouchpoints.com/topics/supply-chain-sourcing/amazon-boosts-total-india-investment-to-26-billion
Amazon India cumulative investment commitment ($26B by 2030)

CAIT (Confederation of All India Traders)
https://cait.in/
Trade body publications on retail competition and quick commerce

Methodology and Limitations

This report is a qualitative synthesis of publicly discussed market developments. It does not include original
interviews, retailer surveys, transaction-level analysis or independently calculated market estimates. Numerical
comparisons should be checked against their underlying sources before use in business decisions.

Research and strategy discussion; not financial advice.

Prepared by Muskan Sahu ¢ October 2026 « Al & Data Analytics for Local Business
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