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This study examines the influence of age on 
grocery shopping behaviours, focusing on the 
preference for online versus offline shopping 
platforms. With the growing prominence of online 
grocery shopping, particularly platforms like 
Blinkit, BigBasket, and Amazon, understanding 
the factors that drive consumer choice is essential. 
A survey was carried out to investigate the ways 
in which various age groups engage with both 
traditional shopping outlets like offline 
supermarkets and local kirana stores, as well as 
digital platforms such as online grocery websites. 
On the other hand, older shoppers tended to favor 
traditional in-person grocery shopping at 
supermarkets and local kirana stores, showcasing 
a generation gap in shopping habits. Trust in 
online platforms also varied by age, with younger 
consumers displaying higher levels of trust in e-
commerce platforms than older consumers. The 
study underscores the importance of age-based 
segmentation in marketing strategies and 
highlights the need for retailers to adopt 
omnichannel approaches to cater to diverse 
consumer preferences. It also emphasizes the 
critical role of trust in online shopping adoption, 
particularly for older demographics. The findings 
suggest that personalized experiences, 
transparent communication, and robust customer 
support can help bridge the gap in trust and 
facilitate the adoption of online grocery shopping 
among older consumers. The study offers valuable 
implications for marketers, e-commerce 
platforms, and retailers seeking to optimize their 
strategies in the evolving grocery retail landscape 
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PENDAHULUAN 
In the past decade, the grocery retail sector in India has experienced 

significant changes driven by technological innovations, The changing desires of 
consumers and the emergence of hyperlocal delivery services (Vidani, 2015). The 
interplay between conventional shopping practices and contemporary e-
commerce platforms results in a complex and intriguing landscape for analyzing 
consumer behavior. This research focuses on Ahmedabad, a dynamic city 
distinguished by its unique socio-economic characteristics, exemplifying the 
broader trends in the Indian retail industry (Vidani & Solanki, 2015). 
Contextual Background 

In this context, Blinkit (previously known as Grofers) has established itself 
as a prominent contender in the hyperlocal grocery delivery market, posing a 
challenge to the traditional supermarket model. Blinkit offers a diverse array of 
products, ensuring rapid delivery times and competitive pricing, often enhanced 
by appealing discounts (Vidani, 2016). This study intends to perform a 
comparative analysis between Blinkit and offline supermarkets in Ahmedabad, 
with a particular emphasis on the discounts available on products, which play a 
crucial role in shaping consumer choices and loyalty (Bhatt, Patel, & Vidani, 
2017). 
The Emergence of Hyperlocal Grocery Delivery 

The hyperlocal grocery delivery market in India has experienced 
significant expansion, with Blinkit leading the charge (Mala, Vidani, & Solanki, 
2016). This transformation is driven by several overarching factors, such as 
urbanization, the rise in smartphone usage, and evolving consumer expectations.  
Offline Shopping vs Online Shopping 

This contrast necessitates a deeper exploration of the factors that shape 
consumer choices. In Ahmedabad, the diverse demographics, lifestyles, and 
shopping behaviors create a multifaceted retail landscape where both Blinkit and 
physical supermarkets vie for market dominance. The necessity for thorough 
research stems from the varied preferences displayed by consumers(Vidani, 
2018). 
The Role of Discounts in Consumer Choices 

Discounts have historically played a pivotal role in shaping consumer 
behavior, particularly within the grocery industry. They serve not only to attract 
new clientele but also to foster repeat business among current customers. In the 
context of Ahmedabad, examining how Blinkit employs discounts in comparison 
to conventional supermarkets will yield important insights into the competitive 
landscape of grocery retail 
Factors Influencing Online Grocery Shopping 

In Ahmedabad, where a range of consumer segments is present, the 
impact of these factors may differ significantly. For example, younger consumers 
might prioritize the convenience and technological aspects of online shopping, 
whereas older individuals may prefer the familiarity and social interactions 
associated with traditional grocery shopping. Recognizing these distinctions is 
vital for effectively catering to consumer needs and preferences(Sachaniya, Vora, 
& Vidani, 2019) 
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Research Objectivies 
1. The aim is to investigate the frequency with which consumers engage in 

grocery shopping. (Objective addressed in question 6 of the questionnaire)   
2. The objective is to evaluate the preference for online versus offline grocery 

shopping among various age demographics. (Objective addressed in 
question 8 of the questionnaire)   

3. The purpose is to assess the attractiveness of discounts provided by Blinkit 
in comparison to traditional supermarkets across different income brackets. 
(Objective addressed in question 9 of the questionnaire)   

4. The goal is to analyze consumer perceptions of savings when purchasing 
groceries online, taking demographic factors into account. (Objective 
addressed in question 10 of the questionnaire)   

5. The objective is to examine the degree of trust in online grocery services as 
opposed to conventional supermarkets among various gender categories. 
(Objective addressed in question 11 of the questionnaire)   

6. The aim is to investigate consumer perceptions regarding the quality of 
products available at offline supermarkets compared to online platforms, 
segmented by educational qualifications. (Objective addressed in question 12 
of the questionnaire)   

7. The purpose is to explore the perceived convenience of online grocery 
shopping relative to in-store shopping among different occupational groups. 
(Objective addressed in question 13 of the questionnaire)   

8. The objective is to ascertain the likelihood of repeat purchases from platforms 
that offer discounts, based on the age of respondents. (Objective addressed 
in question 14 of the questionnaire)   

9. The aim is to analyze the feelings of being overwhelmed by the choices 
available online in contrast to offline shopping across various gender groups. 
(Objective addressed in question 15 of the questionnaire)   

 
TINJAUAN PUSTAKA 
 The grocery retail sector has undergone significant transformation in 
recent years, influenced by technological innovations, changing consumer 
preferences, and the repercussions of the COVID-19 pandemic. This literature 
review examines current research regarding grocery shopping behaviors, the rise 
of hyperlocal delivery services, and the relationship between online and offline 
shopping experiences. The emphasis is placed on analyzing how discounts and 
promotions affect consumer behavior, particularly in relation to Blinkit, a leading 
hyperlocal grocery delivery service, and conventional supermarkets in 
Ahmedabad(Vidani & Das, 2021). 
1. Theoretical Frameworks in Retail Research 
Consumer Behavior Theories 

Consumer behavior represents a complex area of study that investigates 
the decision-making processes individuals undergo when purchasing goods and 
services. Various theories, such as the Theory of Planned Behavior and the 
Consumer Decision-Making Process, offer valuable perspectives on the elements 
that shape shopping habits(Vidani J. N., 2022). This theoretical framework can be 
utilized to analyze the motivations driving consumers' preferences between 
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online platforms like Blinkit and conventional supermarkets(Saxena & Vidani, 
2023). 
Retail Environment Models 

The retail environment is crucial in influencing consumer experiences. The 
Retail Environment Framework suggests that various objective and subjective 
factors, such as store design, product arrangement, and sensory inputs, can 
impact consumer behavior (Donovan & Rossiter, 1982). Analyzing the 
distinctions in these elements between Blinkit and traditional supermarkets can 
yield important insights into consumer preferences and levels of 
satisfaction(Vidani, Das, Meghrajani, & Singh, 2023). 
2. Grocery Shopping Patterns 
Factors Influencing Online Grocery Shopping   

The rise of online grocery shopping in India has been driven by several 
pivotal factors, such as the increasing availability of the internet, the surge in 
smartphone adoption, and evolving consumer lifestyles.This is consistent with 
the findings of Sharma (2023), which underscore the significance of discounts, 
complimentary delivery, and website usability in shaping consumer perceptions 
of online grocery retailers(Bansal, Pophalkar, & Vidani, 2023). 
Consumer Segmentation in Grocery Shopping   

Various consumer segments demonstrate unique shopping behaviors and 
preferences(Vidani & Solanki, 2015). The research conducted by Recchia et al. 
(2023) classified households into distinct clusters based on their grocery 
shopping habits, identifying categories such as "Supermarket," "Discount," 
"Diversified," "Convenience," and "Specialized." These classifications illustrate 
the variety of consumer preferences and the necessity of customizing marketing 
strategies to address the specific needs of each segment. 
3. The Influence of Discounts on Consumer Behavior   
Discounts as a Marketing Strategy   

Discounts have historically served as a significant strategy in retail 
marketing, shaping consumer behavior and boosting sales(Pradhan, Tshogay, & 
Vidani, 2016). Studies suggest that consumers are frequently driven by the 
perceived benefits of discounts, which can lead to heightened purchase 
intentions (Chandon et al., 2000). This phenomenon is especially pertinent in the 
grocery industry, where consumers exhibit a high degree of price sensitivity and 
are consistently in search of optimal deals (Sharma & Vidani, 2023).   
Effect of Discounts on Consumer Satisfaction   

Discounts not only draw in new customers but also improve the overall 
shopping experience. Research conducted by Gupta and Kumar (2023) indicates 
that customer satisfaction is notably affected by the availability of discounts in 
online grocery shopping(Biharani & Vidani, 2018). This conclusion aligns with 
Sharma’s (2023) findings, which emphasize the role of promotions in influencing 
consumer perceptions and fostering loyalty (Sharma & Vidani, 2023).   
Variations in Discount Approaches: Online versus Offline   

The discount strategies utilized by Blinkit and conventional supermarkets 
in Ahmedabad can vary considerably. While Blinkit may capitalize on digital 
channels to provide limited-time offers and flash sales, traditional supermarkets 
might depend on loyalty programs and in-store promotions. Examining these 
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variations will yield valuable insights into how discount strategies influence 
consumer decisions across both platforms(Mahajan & Vidani, 2023). 
Research Gap 

The rise of online grocery platforms, such as Blinkit, has significantly 
reshaped the retail landscape, particularly in urban areas like Ahmedabad. 
However, while there is an increasing body of research comparing online and 
offline shopping behaviors, there is a noticeable gap when it comes to price 
differentiation and discount strategies between online platforms like Blinkit and 
traditional offline supermarkets. This gap is particularly evident in the context of 
Ahmedabad, a growing urban market where both online and offline grocery 
shopping options coexist.  

The discount structures of Blinkit compared to traditional offline 
supermarkets, particularly in an Indian city like Ahmedabad. Most existing 
literature focuses on broad comparisons between online and offline shopping, 
without investigating how specific promotional tactics, such as instant discounts, 
flash sales, or loyalty programs, influence consumer behavior in the grocery 
sector. Blinkit, as an online grocery platform, frequently offers time-sensitive 
promotions, instant discounts, and bundled deals, while traditional offline 
supermarkets like Big Bazaar or Reliance Fresh tend to rely on bulk discounts, 
loyalty programs, or seasonal sales. However, there is insufficient understanding 
of how these different discounting models resonate with specific consumer 
segments in Ahmedabad. 

Further, there is a research gap in understanding how price sensitivity and 
consumer purchasing power impact the effectiveness of discounts in 
Ahmedabad’s market. The city’s middle-class population, combined with a 
growing preference for online shopping, provides a unique backdrop for 
examining how different discounting strategies influence purchase decisions. For 
instance, low-income consumers may be more motivated by small but frequent 
discounts offered in offline supermarkets, while more affluent consumers may 
be drawn to the convenience and larger discounts offered by Blinkit. Thus, a 
more granular understanding of price sensitivity and how it interacts with 
discount schemes is needed to provide insights into consumer behavior in the 
context of Ahmedabad. 

Additionally, consumer trust and loyalty also play a crucial role in 
discount effectiveness, yet little is known about how these factors influence 
discount acceptance in online versus offline settings in Ahmedabad. While online 
platforms like Blinkit offer the convenience of home delivery and instant savings, 
traditional supermarkets may offer the reliability and tactile experience that 
consumers in Ahmedabad still value. This gap in understanding can be 
addressed by comparing how trust in both platforms affects consumer 
perceptions of discount value and influence on buying behavior. 

In conclusion, there is a significant research gap in understanding how 
discount strategies in Blinkit compare to those in offline supermarkets in 
Ahmedabad. Future studies need to explore price differentiation, consumer 
discount behavior, and regional preferences to better understand how discounts 
affect consumer choices in this specific urban market. Such research would 
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provide actionable insights for both online and offline retailers to optimize their 
discounting strategies and improve customer engagement in Ahmedabad’s 
dynamic grocery retail environment. 
Hypothesis  

 H₁: There is a significant relationship between age and the likelihood of 
purchasing groceries on Blinkit (Online). 

 H₂: There is a significant relationship between age and the likelihood of 
purchasing groceries from 4 online platforms (e.g., BigBasket, Amazon). 

 H₃: There is a significant relationship between age and the likelihood of 
purchasing groceries from offline supermarkets. 

 H₄: There is a significant relationship between age and the likelihood of 
purchasing groceries from local kirana stores. 

 H₅: There is a significant relationship between age and the likelihood of 
purchasing groceries from farmers' markets. 

 H₆: There is a significant relationship between age and the preference for 
shopping for groceries online rather than in physical stores. 

 H₇: There is a significant relationship between age and the perception that 
discounts offered by Blinkit are more appealing than those at offline 
supermarkets. 

 H₈: There is a significant relationship between age and the belief that one 
saves more money when shopping online for groceries. 

 H₉: There is a significant relationship between age and the level of trust in 
online grocery platforms like Blinkit compared to traditional supermarkets. 

 H₁₀: There is a significant relationship between age and the belief that offline 
supermarkets offer better quality products than online platforms. 

 
Table 1. Validation of Questionaire 

Statements  

I prefer shopping for groceries online rather than 
in physical stores. 

(Vidani & Pathak, 2016) 
 

The discounts offered by Blinkit are more 
appealing than those at offline supermarkets. 

(Pathak & Vidani, 2016) 
 

I feel that I save more money when shopping 
online for groceries. 

(Vidani & Plaha, 2017) 
 

I trust online grocery platforms like Blinkit more 
than traditional supermarkets. 

(Vidani J. N., 2020) 
 

I believe that offline supermarkets offer better 
quality products than online platforms.   

(Vidani J. N., 2018) 
 

The convenience of online shopping outweighs the 
benefits of shopping in-store. 

(Vidani & Dholakia, 
2020) 

I am more likely to repurchase from a platform 
that offers significant discounts. 

(Vidani, Meghrajani, & 
Siddarth, 2023)  

I feel overwhelmed by the number of choices 
available online compared to offline shopping.   

(Rathod, Meghrajani, & 
Vidani, 2022) 

Source: Author’s Compilation 
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METODOLOGI 
 

Table 2. Research Methodology 
Research Design Descriptive 

Sample Method Non-Probability - Convenient Sampling method 
Data Collection Method Primary method 
Data Collection Method Structured Questionnaire 

Type of Questions Close ended 
Data Collection mode Online through Google Form 
Data Analysis methods Tables 

Data Analysis Tools SPSS and Excel 

Sampling Size 319 

Survey Area Ahmedabad 

Sampling Unit Students, Private and government Job employees, 
Businessmen, Home maker, Professionals like CA, 
Doctor etc. 

Source: Author’s Compilation 
 
Demographic Summary 

The 319 participants in the sample have a young, predominately female 
demographic profile. Most responders (64.6%) are in the 18–25 age range, with 
27.6% in the 26–35 age range coming in second. With women comprising 63.3% 
of the sample and men making up 36.4%, the gender distribution is biased in 
favor of women. The majority of participants (52.7%) have a bachelor's degree, 
while 33.9% have earned a master's degree. The most often reported vocation is 
student (51.7%), followed by employment (25.7%), business (6.9%), and 
professional (4.4%). According to household income data, the majority (63.9%) 
make less than ₹20,000 per month, while a lesser minority (15.4%) make between 
₹20,000 and ₹40,000. The majority of respondents (36.4%) buy for groceries every 
two weeks, while those who shop weekly (28.8%) and monthly (31.3%) do so 
next. The population shown in this demographic snapshot is younger, primarily 
female, less well-off, and significantly represented by students. 
Cronbach Alpha 
 

Table 3. Cronbach Alpha 

Cronbach Alpha Value No. of items 

0.841 13 

Source: SPSS Software 
 

A Cronbach's Alpha of 0.841 with 13 items indicates strong internal 
consistency, meaning the items reliably measure the same underlying construct. 
Values above 0.7 are generally considered good, and 0.841 suggests that the scale 
is well-constructed and the responses are consistent, making it a reliable 
measure. 
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Table 4. Results of Hypothsis Testing 
Sr. 
No 

Alternate 
Hypothesis 

Result 
p = 

>/< 
0.05 

Accept/Reject 
Null 
hypothesis 

R 
value 

Relationship 

1. H₁: There is a 
significant 
relationship 
between age and 
the likelihood of 
purchasing 
groceries on 
Blinkit (Online). 

0.135 > H01 Accepted 
(Null 
Hypothesis 
Accepted) 

.386 Weak 

2. H₂: There is a 
significant 
relationship 
between age and 
the likelihood of 
purchasing 
groceries from 4 
online platforms 
(e.g., BigBasket, 
Amazon). 

.001 < H02 Rejected 
(Null 
Hypothesis 
Rejected) 

.512 Strong 

3. H₃: There is a 
significant 
relationship 
between age and 
the likelihood of 
purchasing 
groceries from 
offline 
supermarkets. 

. 637 > H03 Accepted 
(Null 
Hypothesis 
Accepted) 

.017 Weak 

4. H₄: There is a 
significant 
relationship 
between age and 
the likelihood of 
purchasing 
groceries from 
local kirana 
stores. 

. 793 > H04 Accepted 
(Null 
Hypothesis 
Accepted) 

. 038 Weak 

5. H₅: There is a 
significant 
relationship 
between age and 
the likelihood of 
purchasing 

. 357 > H05 Accepted 
(Null 
Hypothesis 
Accepted) 

. 005 Weak 
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groceries from 
farmers' markets. 

6. H₆: There is a 
significant 
relationship 
between age and 
the preference 
for shopping for 
groceries online 
rather than in 
physical stores. 

. 027 < H06 
Rejected (Null 
Hypothesis 
Rejected) 

. 658 Strong 

7. H₇: There is a 
significant 
relationship 
between age and 
the perception 
that discounts 
offered by 
Blinkit are more 
appealing than 
those at offline 
supermarkets. 

.001 < H07 Rejected 
(Null 
Hypothesis 
Rejected) 

.346 Weak 

8. H₈: There is a 
significant 
relationship 
between age and 
the belief that 
one saves more 
money when 
shopping online 
for groceries. 

. 033 < H08 Rejected 
(Null 
Hypothesis 
Rejected) 

.456 Weak 

9. H₉: There is a 
significant 
relationship 
between age and 
the level of trust 
in online grocery 
platforms like 
Blinkit compared 
to traditional 
supermarkets. 

.008 < H09 Rejected 
(Null 
Hypothesis 
Rejected) 

.910 Strong 

10. H₁₀: There is a 
significant 
relationship 
between age and 
the belief that 
offline 
supermarkets 

.330 > H10 Accepted 
(Null 
Hypothesis 
Accepted) 

 .508 Strong 
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offer better 
quality products 
than online 
platforms. 

 
HASIL PENELITIAN 

 In this study, Cronbach's Alpha was used to assess the internal consistency 
of the measurement scale employed to gauge various factors related to grocery 
purchasing behavior. The obtained Cronbach's Alpha value of 0.841 (with 13 
items) indicates a high level of internal consistency. Cronbach's Alpha values 
above 0.7 are typically considered acceptable for demonstrating reliability 
(Nunnally & Bernstein, 1994), with values closer to 1.0 signifying even stronger 
consistency. A value of 0.841 suggests that the items on the scale reliably measure 
the same underlying construct, providing confidence that the responses are 
consistent and that the scale is robust. Thus, this finding assures that the scale 
used in the study is a reliable measure for analyzing participants' grocery 
shopping habits, preferences, and opinions, further supporting the validity of the 
research results. 
Hypothesis Testing Results 

In Table 4, the results of the hypothesis testing are presented, where each 
hypothesis was tested for a significant relationship between age and various 
grocery purchasing behaviors or preferences. The p-values and R-values for each 
hypothesis indicate the statistical significance and strength of the relationship, 
respectively. Below, we discuss the results for each hypothesis: 

H₁: There is a significant relationship between age and the likelihood of 
purchasing groceries on Blinkit (Online). 

Result: p = 0.135 > 0.05 (Null Hypothesis Accepted) 
The findings imply that age and the likelihood of making grocery 

purchases on Blinkit do not significantly correlate. The null hypothesis is 
accepted since the p-value is higher than the 0.05 cutoff. Furthermore, the modest 
connection strength (R = 0.386) confirms 
Theoretical Implications 

This study provides valuable insights into how age influences consumer 
behavior in the context of grocery shopping, particularly in the shift between 
traditional offline retail and online platforms. The findings have important 
theoretical implications for understanding consumer decision-making, 
technology adoption, and the evolving dynamics of retail behavior. 
Age and Online Grocery Shopping Behavior 

A key theoretical implication is the significant relationship between age 
and the likelihood of shopping for groceries online. Younger consumers showed 
a stronger preference for online grocery shopping, which aligns with innovation 
diffusion theory and technology acceptance models (TAM), both of which 
suggest that younger generations, being more tech-savvy, are quicker to adopt 
digital technologies (Venkatesh et al., 2003). For older consumers, the preference 
for traditional shopping channels over online platforms could be attributed to 
lower familiarity with technology and higher perceived risk in online shopping, 
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which is consistent with prior studies in consumer behavior (Bhatnagar & Ghose, 
2004). 
Trust in Online Platforms 

The study also highlighted a strong relationship between age and trust in 
online grocery platforms, such as Blinkit, with younger consumers showing 
higher trust levels than older consumers.The results suggest that older 
consumers may be more skeptical or cautious about using online platforms for 
grocery shopping due to concerns over security, privacy, or unfamiliarity with 
the digital shopping experience. This has theoretical implications for how trust is 
built in online platforms, suggesting that factors such as age, prior experiences, 
and the perceived risk of digital transactions should be considered when 
developing strategies to increase trust among different consumer segments. 
Omnichannel Shopping Behavior 

The lack of a significant relationship between age and preferences for 
traditional grocery shopping (e.g., offline supermarkets, kirana stores) suggests 
that the decision to shop in-person versus online is influenced by more than just 
age. Instead, the findings point to a more integrated or omnichannel approach, 
where consumers blend both online and offline shopping depending on factors 
like convenience, price, and product availability. This reflects a shift in how 
consumers engage with retail, highlighting the need for omnicanal consumer 
behavior theories that account for hybrid shopping practices, especially in the 
context of grocery shopping. 
Consumer Segmentation and Targeting 

The study also underscores the importance of consumer segmentation in 
retail marketing. The significant differences in how age groups engage with 
online grocery platforms and traditional stores highlight the need for 
segmentation theory to evolve in response to changing consumer 
preferences.Understanding that younger consumers are more likely to adopt 
online grocery shopping while older consumers may prefer physical stores can 
help marketers tailor their strategies to meet the needs of different demographic 
groups. 

In conclusion, this study contributes to the theoretical understanding of 
consumer behavior, particularly in the context of the shifting dynamics between 
online and offline grocery shopping.These insights offer valuable directions for 
future research, particularly in exploring how other factors, such as trust and 
perceived risk, interact with age to shape consumer behavior in the evolving 
retail landscape. 
Practical Implications 

The findings of this study have several practical implications for 
marketers, retailers, and platform developers in the grocery industry. By 
understanding how age influences consumer behavior in both online and offline 
grocery shopping, businesses can develop more targeted strategies to meet the 
needs of different customer segments. The results also offer insights into how to 
enhance the customer experience, build trust, and optimize marketing efforts in 
an increasingly digital shopping environment. 
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Targeted Marketing and Consumer Segmentation 
One of the most important practical implications is the need for targeted 

marketing strategies based on age groups. The study found that younger 
consumers are more likely to engage with online grocery platforms like Blinkit, 
while older consumers tend to prefer traditional offline supermarkets or kirana 
stores. 

For example, younger consumers could be targeted with digital ads, 
influencer partnerships, and social media campaigns highlighting the 
convenience and cost-saving aspects of online grocery shopping. For older 
consumers, strategies could focus on promoting the personal service, familiarity, 
and trust associated with traditional retail stores. 
Building Trust with Older Consumers 

The study found a significant relationship between age and trust in online 
platforms, with younger consumers displaying higher levels of trust in platforms 
like Blinkit. For e-commerce platforms seeking to increase their adoption among 
older consumers, building trust should be a top priority. This can be achieved 
through several practical strategies: 

• Transparency: Provide clear information about product quality, pricing, and 
delivery timelines. This can help reduce perceived risk, especially for older 
consumers who may have concerns about online shopping. 

• Security Features: Highlighting secure payment options and offering 
assurances about data privacy can reassure older users, who might be more 
cautious about online transactions. 

• Customer Support: Offering easy-to-reach customer support through 
various channels (e.g., phone, chat, email) could also help build trust, 
particularly for older consumers who may have questions or face challenges 
navigating digital platforms. 

Embracing Omnichannel Strategies 
Given that the study found no significant relationship between age and 

the preference for traditional grocery shopping channels, it underscores the 
importance of adopting omnichannel strategies. This approach integrates both 
online and offline shopping experiences, allowing consumers to choose the most 
convenient option based on their preferences and needs. 

Retailers can invest in enhancing their multichannel presence by: 
• Allowing customers to shop online and pick up groceries in-store (click-and-

collect services). 
• Offering home delivery options for both online and offline stores. 
• Implementing loyalty programs that work across both platforms, ensuring 

customers benefit from shopping either online or offline. 
This hybrid approach can cater to consumers who value both the 

convenience of online shopping and the tactile experience of shopping in-person, 
helping retailers stay relevant to both younger and older demographics. 
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Improving User Experience for Different Demographics 
The differences in online shopping preferences and behaviors between age 

groups highlight the need for personalized user experiences. For younger 
consumers, platforms can focus on creating a sleek, fast, and engaging digital 
experience that incorporates features like personalized recommendations, easy 
checkout, and user-friendly mobile apps. 

For older consumers, the user interface (UI) should be intuitive, with 
larger text and simple navigation to reduce complexity. Adding features like 
voice search or video demonstrations of how to use the platform could also help 
bridge the technology gap. 
Product Offering and Pricing Strategies 

The study found that younger consumers are more likely to seek discounts 
and find value in online grocery platforms. Retailers targeting this group should 
focus on offering promotions, discounts, and loyalty rewards. Offering 
subscription-based services or bulk discounts may also attract younger 
consumers who are motivated by cost savings and convenience. 

In contrast, older consumers may prioritize product quality and customer 
service over discounts. For this group, emphasizing the quality of products, the 
convenience of home delivery, and a reliable shopping experience could help 
increase engagement with online grocery platforms. 
 
KESIMPULAN DAN REKOMENDASI 

This study explored the relationship between age and various grocery 
shopping behaviors, particularly focusing on the preference for online versus 
offline shopping platforms. The findings contribute significantly to the 
understanding of consumer behavior in the evolving grocery retail landscape, 
highlighting the influence of age on shopping preferences, trust in online 
platforms, and overall shopping habits. 

The results revealed that younger consumers are more likely to embrace 
online grocery shopping, with a stronger preference for platforms like Blinkit, 
BigBasket, and Amazon. They also tend to have higher levels of trust in these 
platforms. In contrast, older consumers were found to favor traditional shopping 
channels, such as offline supermarkets and local kirana stores, indicating a 
generational divide in grocery shopping behavior. 

The study also found that while age does not significantly impact 
preferences for certain traditional shopping channels, such as supermarkets and 
kirana stores, it does play a key role in shaping preferences for online shopping. 
This highlights the importance of omnichannel strategies for retailers, enabling 
them to meet the needs of both digital natives and more traditional shoppers. 

In terms of practical implications, the findings suggest that marketers and 
retailers need to adopt segmented marketing approaches based on age groups, 
offering tailored experiences for both younger and older consumers.Retailers 
should also embrace omnichannel solutions, ensuring a seamless shopping 
experience across both digital and physical platforms. 
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Overall, this study provides valuable insights into how age shapes 
consumer behavior in the grocery shopping sector. By understanding these age-
related preferences and tailoring strategies accordingly, retailers and online 
platforms can better serve diverse consumer segments, foster loyalty, and drive 
growth in an increasingly competitive and digital marketplace. 
Recommendation 

While this study offers valuable insights into the influence of age on 
grocery shopping behavior, several areas remain underexplored and warrant 
further investigation. The findings open several avenues for future research to 
deepen the understanding of consumer behavior in the grocery retail sector, 
particularly as it pertains to the rapidly evolving landscape of online and offline 
shopping channels. 
1. Exploring Other Demographic Factors Beyond Age 

Future research could expand the scope to include other demographic 
variables such as income, education, gender, and urban versus rural location, as 
these factors may also influence grocery shopping preferences. For example, 
income level may play a significant role in determining whether consumers are 
more likely to purchase premium products online or opt for discounts available 
in-store. Investigating these factors could provide a more nuanced 
understanding of consumer behavior in the grocery sector. 
2. Longitudinal Studies to Track Changing Behaviors 

Since the grocery shopping landscape is undergoing rapid change, 
particularly with the rise of e-commerce, longitudinal studies could provide 
valuable insights into how consumer preferences evolve over time. Research that 
tracks the same individuals or consumer groups over an extended period would 
help identify trends in technology adoption, changes in trust levels, and shifts in 
consumer attitudes towards online and offline shopping. 
3. Psychological and Behavioral Factors in Online Grocery Shopping 

The study primarily focused on demographic factors, but psychological 
and behavioral factors such as perceived risk, convenience, and consumer trust 
in digital platforms could be explored further. Understanding why consumers 
trust or distrust online platforms, and what factors contribute to the perceived 
convenience of online versus offline shopping, could provide actionable insights 
for e-commerce platforms seeking to improve their customer experience. Future 
research could investigate how cognitive biases (e.g., risk aversion, loss aversion) 
influence consumer decisions to choose traditional retail over digital platforms. 
4. Influence of Social Media and Online Reviews on Trust 

Given that younger consumers are particularly active on social media and 
influenced by online reviews, future research could investigate how social 
influence, peer recommendations, and user-generated content (e.g., online 
reviews, ratings, influencers) affect trust in online grocery platforms. Examining 
the role of social proof in shaping consumer trust and purchasing decisions could 
provide valuable insights for marketers looking to increase engagement with 
online grocery platforms, especially for younger demographics who are more 
likely to be influenced by digital word-of-mouth. 
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5. Exploring the Impact of Sustainability and Ethical Consumerism 
As sustainability and ethical consumerism become increasingly important 

to many shoppers, future research could examine how these factors influence 
online grocery shopping behavior, particularly across different age groups. 
Research could explore whether younger consumers are more likely to engage 
with sustainable or ethical brands on online grocery platforms and whether this 
trend is influencing the adoption of online grocery shopping. 
6. Cross-Cultural and Global Studies 

Future research could benefit from cross-cultural studies that explore how 
grocery shopping behaviors differ across countries or regions. For example, 
online grocery shopping adoption rates and preferences can vary widely 
between developed and developing countries due to differences in internet 
penetration, infrastructure, and cultural attitudes toward e-commerce. 
7. Impact of Technological Innovations on Grocery Shopping 

As technology continues to evolve, the grocery shopping experience is 
likely to be shaped by innovations such as AI-powered recommendations, 
augmented reality (AR), voice shopping, and automated delivery systems. 
Future research could explore how these technological advancements affect 
consumer decision-making, especially in the context of age. 
8. Examining the Role of Consumer Satisfaction and Loyalty 

Finally, future studies could explore the link between consumer 
satisfaction and brand loyalty in the context of online grocery shopping. Given 
that online platforms like Blinkit are becoming more prevalent, understanding 
the factors that drive customer satisfaction—such as delivery speed, product 
availability, or personalized shopping experiences—could provide insights into 
how to increase customer retention. 

This study provides a valuable foundation for understanding the role of 
age in shaping consumer grocery shopping behaviors, but it also presents 
multiple opportunities for future research. By exploring additional demographic, 
psychological, and cultural factors, as well as the impact of emerging 
technologies, researchers can gain a deeper understanding of how consumer 
behavior will continue to evolve in the rapidly changing landscape of grocery 
retail. These insights will be crucial for retailers and e-commerce platforms 
seeking to enhance their strategies, improve customer experiences, and stay 
competitive in the dynamic market. 

 
PENELITIAN LANJUTAN 

This research still has limitations, so further research needs to be carried 
out on the topic of Comparative Analysis of Blinkit and Offline Supermarkets in 
order to perfect this research and increase insight for readers. 
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