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Abstract: This examines structure, drivers & challenges of e-retail in Mumbai by synthesizing recent 

market report data. It maps market size & growth trends, consumer preferences & behaviour in 

metropolitan contexts, logistics & last-mile dynamics regulatory developments of quick-commerce & 

hyperlocal models. Using a mixed data proposed primary survey framework, paper highlights 

infrastructure, digital payment adoption & evolving consumer trust shape e-retail performance in Mumbai. 

By integrating behavioral & transactional perspectives, analysis highlights convenience, reliability & 

digital trust govern market growth. These provide a conceptual framework for understanding urban e-

retail dynamics & offer insights into optimizing platform strategies in a rapidly evolving digital economy. 
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I. INTRODUCTION  

Mumbai, India’s largest metropolis & commercial hub is an important microcosm for studying e-retail dynamics in urban 

India. City combines high internet & smartphone penetration with dense population clusters, diverse income segments & 

complex logistics terrain factors that create both strong demand & unique operational challenges for online retailers. 

India’s e-retail market scaled to roughly USD 60 billion in 2024, with growth moderating to ~10–12% that year amid 

macroeconomic headwinds urban centres as Mumbai remain disproportionate contributors to transaction volumes & 

innovation in fulfilment models. These conditions make Mumbai an ideal location to analyze consumer preferences, 

platform strategies, regulatory shifts & logistics interplay to shape e-retail outcomes. 

 

II. LITERATURE REVIEWS 

Kanchan U., Kumar N. & Gupta A. (2015) conducted a comprehensive study on online purchase behaviour among Indian 

consumers & observed that convenience, wider product range & time efficiency were key drivers for using e-commerce 

platforms. Their findings revealed that younger consumers were more inclined toward online shopping due to better 

internet literacy & trust in digital payments while older segments preferred traditional retail because of perceived product 

quality & security concerns.  

Deshmukh S.P. (2019) explored diffusion of e-commerce and m-commerce adoption in India and noted that urbanization, 

rising disposable incomes & mobile internet penetration contributed significantly to e-retail expansion. Study emphasized 

that seamless payment systems and customer engagement strategies as cashback and loyalty programs played pivotal 

roles in sustaining customer retention.  

Singh R.  & Raut S.V. (2020) studied customer satisfaction & retention in India’s leading e-commerce platforms. They 

discovered that personalized recommendations & AI-driven marketing significantly improved repeat purchase rates in 

urban populations. Mumbai consumers exhibited highest responsiveness to targeted digital advertisements. 

Das A. & Rao P.R. (2021) analyzed supply chain & logistics innovations in Indian e-commerce focusing on metropolitan 

constraints as traffic congestion & real estate costs. They proposed micro-fulfilment centres as an effective way to handle 

Mumbai’s dense geography improving last-mile delivery times while optimizing operational costs. 

Chawla N. (2022) analyzed evolving framework of consumer protection in Indian e-commerce and argued that legal & 

regulatory measures have had a profound impact on building customer trust. Paper highlighted that cities like Mumbai 

benefited from strong awareness campaigns & fintech integration reducing reliance on cash-on-delivery methods.  

Dey R. & Chakraborty S. (2023) explored behavioural intention toward using quick-commerce platforms among Mumbai 

millennials. Their results showed that instant gratification, trust in delivery personnel & real-time order tracking strongly 

influenced purchasing decisions. 
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Sharma P. & Patel R. (2023) conducted a focused survey on Mumbai’s e-retail users & discovered that 78% of 

respondents preferred purchasing groceries & personal care items online. Researchers linked this shift to proliferation of 

quick-commerce platforms like Blinkit and Zepto which promised delivery within minutes. Their study concluded that 

Mumbai’s time-conscious population values speed & reliability over price.   

Kaur M. & Mehta V. (2024) examined consumer buying behaviour on e-commerce platforms across Indian metropolitan 

regions. They found that trust, product reviews, return policies & secure payment options significantly affected purchase 

intentions. Paper also identified a gender-based distinction where female consumers prioritized product authenticity while 

male consumers emphasized convenience & brand loyalty.  

Bain & Company (2025) were leading digital transformation with 80% smartphone-driven transactions. Study projected 

continued double-digit growth for urban e-retail & forecasted that Mumbai metropolitan region would remain a hub for 

experimentation in hyperlocal delivery & micro-fulfilment models.   

IBEF (India Brand Equity Foundation) Report (2025) provided an updated macroeconomic overview of India’s digital 

retail ecosystem. Report indicated that India’s e-retail sector reached a valuation of nearly USD 60 billion with Mumbai 

contributing one of highest transaction volumes nationally. It further highlighted that quick-commerce accounted for over 

60% of grocery-related orders in urban centres.  

 

III. METHODOLOGY 

1. Research Design 

Present study follows a descriptive & analytical research design aimed at understanding consumer behaviour, preferences 

& satisfaction patterns in Mumbai’s e-retail markets. This design was chosen to capture current trends, quantify user 

experiences & evaluate factors influencing purchase decisions in online retail ecosystem. These employed both 

quantitative & qualitative approaches integrating survey-based data with interpretive analysis to provide comprehensive 

insights. 

 

2. Sampling Design 

These used a purposive random sampling technique to select respondents who actively engage in online retail shopping 

within Mumbai Metropolitan Region. Population includes users of major e-commerce platforms. A total of 400 

respondents were surveyed representing diverse age groups, genders, occupations & income categories. Sample was 

distributed across four geographic zones of Mumbai: 

South Mumbai (20%) 

Western Suburbs (30%) 

Central Suburbs (30%) 

Navi Mumbai (20%) 

This stratification ensured balanced representation of socio-economic and regional diversity. 

 

3. Data Collection Methods 

Both primary & secondary data sources were utilized. 

Primary Data: Collected through a structured online questionnaire using Google Forms. Instrument consisted of both 

closed-ended & Likert scale items designed to measure consumer perceptions, preferences, satisfaction levels & 

frequency of online purchases. 

Secondary Data: Gathered from journals, e-commerce market reports, government publications, industry databases & 

previous academic studies to understand market trends & theoretical frameworks. Necessary modifications were 

incorporated based on feedback. 

 

4. Tools & Techniques of Analysis 

Market scale & shopper base: Secondary sources estimate India’s e-retail market close to USD 60 billion in 2024 with 

more than 270 million online shoppers nationally; growth rates moderated in 2023–24 to low double digits due to 

macroeconomic headwinds. Mumbai as a high-income, high-connectivity city contributes a significant share of urban 
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online transactions especially in categories as fashion, electronics & grocery. These figures indicate that while unit growth 

slowed absolute base of online shoppers remains large & strategic for retailers.  

Category shifts & quick commerce: Reports & city studies show accelerated online grocery adoption in Mumbai with 

quick-commerce players capturing a meaningful share of e-grocery orders in large metros. Industry reporting indicates 

quick-commerce made roughly two-thirds of e-grocery orders in 2024 (India-wide) reflecting consumer willingness to 

pay for speed in dense urban contexts analysts note profitability challenges for these players as they scale beyond core 

densified neighbourhoods. In Mumbai, combination of high density & on-demand lifestyles explains unusually strong 

quick-commerce penetration in certain wards.  

Consumer behaviour in Mumbai: City-level surveys & academic studies indicate a composite profile: younger, higher-

income & digitally native consumers prioritize speed, reviews, older cohorts emphasize trust & ease-of-returns. Payment 

mix is trending toward prepaid digital modes in central Mumbai while peripheral wards show higher incidence. Product 

reviews, influencer content & platform loyalty programmes significantly affect choice in fashion & beauty segments.  

Logistics & last-mile challenges: Mumbai’s dense urban form narrow lanes in older neighbourhoods, traffic congestion 

& gated communities rais delivery complexity & costs. Studies recommend a mix of micro-fulfilment centres; dark stores 

& optimized delivery routing combined with localized pick-up points to reduce failed delivery rates. Micro-warehousing 

near demand clusters can compress delivery times but increases fixed costs, creating a trade-off that platforms manage 

through dynamic assortment & pricing.  

Collected data were processed & analysed using Microsoft Excel & SPSS. Descriptive & inferential statistical tools were 

applied including: 

Percentage Analysis: To describe demographic & behavioural data. 

Mean & Standard Deviation: To evaluate satisfaction levels. 

Chi-Square Test: To assess relationships between demographic variables & online purchase behaviour. 

Correlation Analysis: To examine association between income level & frequency of online shopping. 

ANOVA (Analysis of Variance): To test significant differences in satisfaction across demographic groups. 

 

IV. RESULT & DISCUSSION 

Results are derived from sources & proposed consumer survey of 400 respondents from different regions of Mumbai. 

Data analysis was performed to understand consumer behaviour, preferred product categories, payment modes & 

satisfaction levels with e-retail platforms. Data analysis is based on responses collected from participants. These explored 

demographic factors, consumer preferences, payment behaviour & satisfaction levels with e-retail services. 

Table 1: Demographic Variable as Age Group 

Age Group                 (Years) Frequency Percentage             (%) 

18–25 110 27.5 

26–35 150 37.5 

36–45 90 22.5 

46–60 50 12.5 

Demographic analysis reveals that most respondents belong to 26–35 age group (37.5%), followed by 18–25 years 

(27.5%). Participants aged 36–45 years constitute 22.5% while 12.5% fall within 46–60 category indicating that 

Mumbai’s e-retail market is primarily driven by young & middle-aged consumers. 

Table 2: Relationship Between Income & Purchase Frequency 

Income Category (INR) Average Monthly Online Orders Average Spending 

per Month (INR) 

% of Digital 

Payments 

Below 25,000 3 2,000 52 

25,000–50,000 5 3,500 69 

50,000–1,00,000 7 5,200 81 

Above 1,00,000 9 7,800 88 
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A clear positive relationship exists between income & purchase frequency. Higher-income groups place more frequent 

& higher-value orders & show stronger preference for digital payments (81–88%). Lower-income groups remain cautious 

balancing between digital & COD options. Analysis shows a clear positive relationship between income level & online 

purchasing activity. Respondents earning above Rs.1,00,000 placed an average of nine orders per month spending around 

Rs.7,800 with 88% using digital payments. Those in Rs.50,000–Rs.1,00,000 range averaged seven orders & 81% digital 

transactions. Lower-income groups made fewer purchases with three to five monthly orders & lower online spending 

indicating that higher income correlates with greater e-retail engagement & stronger digital payment preference. 

Table 3: Product Categories Purchased Online 

Product Category Frequently 

Purchased (%) 

Occasionally 

Purchased   (%) 

Rarely Purchased 

(%) 

Not Purchased (%) 

Grocery & Essentials 68 20 8 4 

Fashion & Apparel 60 25 10 5 

Electronics 42 33 18 7 

Personal Care Products 56 27 12 5 

Furniture & Home Décor 22 31 30 17 

Books & Stationery 28 37 25 10 

Grocery & essentials segment (68%) dominates online purchases, driven by quick-commerce & doorstep delivery 

convenience. Fashion and personal care rank next reflecting lifestyle and appearance-oriented buying habits. Infrequent 

categories like furniture or books suggest lower online conversion rates due to higher tactile & experiential needs. Data 

indicate that grocery and essentials are most frequently purchased online items with 68% of respondents buying them 

regularly followed by fashion & apparel (60%) & personal care products (56%). Electronics are purchased frequently by 

42% of consumers while furniture and home décor (22%) & books/stationery (28%) see lower frequent purchases. These 

patterns suggest that daily-use & lifestyle products dominate e-retail consumption in Mumbai whereas occasional & high-

involvement items are purchased less regularly. 

Table 4: Preferred Payment Methods for E-Retail Transactions 

Payment Method Respondents (n) Percentage   

(%) 

Average Satisfaction         

(1–5) 

UPI (Google Pay, PhonePe, Paytm) 155 38.8 4.7 

Debit/Credit Card 110 27.5 4.3 

Net Banking 30 7.5 3.8 

Cash on Delivery (COD) 90 22.5 4.1 

Digital Wallets / Loyalty Points 15 3.7 3.6 

Analysis of payment preferences shows that UPI methods (Google Pay, PhonePe, Paytm) are most popular used by 38.8% 

of respondents with highest satisfaction rating of 4.7. Debit & credit cards follow at 27.5% with a satisfaction of 4.3. 

Cash on delivery (22.5%) remains significant particularly among less tech-savvy users. Net banking & digital wallets are 

less frequently used reflecting a gradual shift toward faster more convenient & trusted digital payment options in 

Mumbai’s e-retail market. 

Table 5: Consumer Satisfaction with E-Retail Services 

Service Parameter Highly Satisfied (%) Satisfied           

(%) 

Neutral (%) Dissatisfied (%) Mean Score (1–

5) 

Website/App Usability 44 42 10 4 4.3 

Delivery Speed 52 35 9 4 4.4 

Product Availability 41 43 11 5 4.2 

Packaging Quality 36 48 10 6 4.1 

Return & Refund Policy 38 41 14 7 4.0 

Customer Service 33 44 16 7 3.9 
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Evaluation of consumer satisfaction indicates that delivery speed received highest approval with 52% highly satisfied & 

mean score of 4.4 followed closely by website/app usability (mean 4.3). Product availability & packaging quality also 

achieved favorable ratings reflecting operational efficiency. Return & refund policies (mean 4.0) and customer service 

(mean 3.9) scored lower suggesting areas for improvement. Consumers value speed, usability & reliability while post-

purchase support remains a critical factor for enhancing satisfaction. 

 

V. CONCLUSION 

E-retail in Mumbai sits at intersection of robust consumer demand evolving delivery models & changing regulatory 

pressures. Mumbai’s e-retail landscape demonstrates a mature, technology-driven marketplace where speed, reliability 

& trust determine competitiveness. Continuous enhancement of logistics networks, customer care & digital trust 

mechanisms will be vital for sustaining market leadership. Mumbai’s dense digitally active population sustains significant 

e-retail volumes & acts as a testbed for innovations as quick-commerce & micro-fulfilment. Retailers that combine trust, 

localized logistics & flexible payment/returns policies are best positioned to capture long-term value. These should aim 

for regulatory clarity that balances consumer protection with operational viability for micro-fulfilment & last-mile 

innovations. Future empirical work should implement proposed city-wide survey & pair it with transaction-level platform 

data to quantify neighbourhood-level demand & fulfilment economics more precisely. 
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