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Abstract  

Road transport infrastructure plays a pivotal role in shaping the economic landscape of any country by 

enhancing connectivity, facilitating trade, and promoting regional development. In India, the evolution of 

road networks since the economic reforms of 1991 has significantly contributed to the nation’s growth 

trajectory. This study examines the extensive expansion of India’s road transport infrastructure over the 

period 1991 to 2024, highlighting its impact on macroeconomic development, rural connectivity, and 

regional integration. Given the scale and diversity of India’s economy, understanding the relationship 

between road infrastructure and economic growth is crucial for framing effective public policies aimed at 

sustainable development. 

The primary objectives of this research are to analyze the historical development and current status of 

India’s road transport infrastructure, assess its contribution to economic growth and employment 

generation, examine regional disparities in infrastructure development, and identify the challenges and 

opportunities for future expansion. The study utilizes secondary data sourced from government reports, 

budget documents, and official statistics. Quantitative analysis, supported by descriptive statistics and trend 

evaluation, forms the core methodology, enabling a comprehensive understanding of infrastructure growth 

patterns and their socio-economic implications. The study also reviews policy frameworks and institutional 

mechanisms that have influenced road infrastructure development over the last three decades. 

The findings reveal that India’s strategic investments in road infrastructure, including flagship initiatives 

like the National Highways Development Project and Bharatmala Pariyojana, have substantially enhanced 

connectivity and contributed to economic growth. However, regional disparities persist, and challenges 

related to funding, maintenance, and environmental sustainability remain. The study concludes that while 

road transport infrastructure has been a catalyst for growth, an integrated approach combining 

technological innovation, environmental stewardship, and inclusive policy measures is essential to 

maximize future benefits. As aptly stated by the Indian economist Amartya Sen, “Infrastructure is not 

merely an economic necessity; it is a social good that underpins development and equality.” 

 

Keywords: Road, Infrastructure, Development, India, Rural, Urban, Economy etc. 

Introduction  

Retail Store 

The process of selling modest quantities of goods 

directly to customers from a fixed location, such as a 

retail store, is known as retailing. These customers could 

be a group or a person. A retailer buys products from a 

manufacturer or wholesaler and then makes a profit by 

selling them to the final customer in tiny amounts. Retail 

establishments can be found in contemporary retail 

malls, residential neighbourhoods, colony streets, and 

community centers. The simplest type of business is 

retail, which has existed for as long as civilization. Its 

history extends back to antiquity, making it extremely 

old. Itinerant sellers were among the first merchants. 

They continue to move their items from street to street in 

an attempt to find customers. Retail stores evolved over 
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the ages from being little more than "rude booths" to the 

opulent modern shopping centres.  

Typical Retail Store Types include: 

Departmental Stores: A department stores are those 

retail store which offers wide range of products from 

low price items to very expensive goods under one roof. 

In department store, consumer can get almost all the 

products they aspire to shop at one place only. 

Discount stores: Discount Stores are those retail stores 

which offer discount on less fashionable brands by 

taking it from the suppliers and resell the product till end 

of line and return the left products at the discounted 

price to the supplier. 

Malls: A Mall is an indoor shopping complex where 

stores of various goods and services are available in one 

building itself. People can walk from store to store 

through inter-connected walkways to purchase various 

products.   

Mom and Pop Stores: Mom and Pop store are the small 

stores also called kirana store in India, run by 

individuals in the nearby locality to cater to daily needs 

of the consumers staying in the vicinity. 

Speciality shops: The speciality shops specialize in the 

sale of a specific line of products such as children’s 

garments, ladies’ shoes, electronic goods etc. They are 

generally located at central place where a large number 

of customers can be attracted.  

Supermarket: A Supermarket is a big self- service 

retail store which generally sells food products and 

household items. It can be a larger version of a grocery 

store. 

Second–hand Goods shops: These shops deal in second 

hand or used goods of different kinds like furniture, 

books and other household items which are sold at lower 

prices. 

Online Shopping 

Online shopping means shopping through internet. It is a 

form of e-commerce which allows consumers to directly 

buy anything from all over the world through internet. It 

provides all types of goods to the consumer for 24x7 just 

by a click. Some of the leading online shopping 

platforms currently in India are Amazon, Flipkart, 

Snapdeal, Homeshop18, Myntra etc. 

Most Commonly used online shopping platforms for 

different products in India: 

Products Online shopping platforms 

Books Ebay, Crossword, India bookstore 

Clothing and 

Footwear 

Myntra, Jabong, Meesho, Flipkart 

Electronic items Reliance digital, Amazon, Moglix 

Grocery items Bigbasket, Grofers, JioMart 

Health and 

Beauty products 

Nykaa, Purplle, The skinstore 

Home Furniture 

and Household 

Urban ladder, Pepperfry, 

Fabfurnish 

goods 

Leisure and 

Personal goods 

Amazon, Alibaba, Paytm mall 

Medicines Netmeds, Medlife, Apollo 

Pharmacy 

Impact of Online Shopping Platform on Retail Stores 

Online shopping platform is adversely affecting retail 

stores in following ways: 

Reduction in Turnover: Due to Online shopping 

platform, the turnover of retail stores has reduced which 

is a warning signal for the enterprises. 

Increased Competition: Online shopping platforms has 

also allowed consumers to compare prices and products 

easily which leads to increase competition and pressure 

on retail stores to offer better value for money. 

Decrease in Profit Margin: Due to arrival of online 

shopping platforms, Retailers have to sell product in low 

prices to survive in the market. It covers only 

operational costs and they do not get any profit margin. 

Heavy discount: Retail stores sell their products at 

discounted rates because online shopping platforms offer 

heavy discount to the consumers and to stay in the 

market and to attract the consumers they have to sell the 

products at discounts. 

Maintain Variety of stocks: Online stores keep a wide 

variety of stocks but retail stores cannot keep a large 

inventory because that leftover stock at the end of the 

year can be quite costly and result in huge loss for the 

retailer. 

Customer services: Retail stores have to do home 

delivery services or after-sale services like online 

shopping platforms. They are doing everything from 

installation and insurance and insurance to repair and 

maintenance. 

Window shopping: Low prices offered by online 

shopping platforms leads to window shopping by 

customers at physical stores and they buy product 

online. Due to which they have prospective customer 

more than actual customers. 

Advertisement: In order to boost their sales and attract 

customers, retail stores are now more involved in 

advertising campaigns than ever before. Retailers seize 

every opportunity to promote their business by 

benefiting from the circumstances. 

2. Literature Review  

Agarwal H., et al. (2020) discussed the problems of the 

local retailers. Retailers are facing cut throat competition 

in the market because people are highly influenced by 

online shopping due to various reasons. The objective of 

this study is to find out the perception regarding in 

future and what kind of remedies are taken by them to 

face the situation. 

Arumugam D. (2022) gave attention on the troubles or 

consequences faced by the traditional offline retailers 

due to the arrival of online shopping like decrease sales, 

and volume, maintained variety of stocks, lack of 

employment opportunity etc. This study recommended 

that the traditional shopping is very useful for urgent 
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need of daily product in easy way and also suggested 

how ratified the problem to improve the traditional retail 

business. 

Joshi R. et al. (2022) stated that the e-commerce 

industry in India is quickly growing which has many 

disadvantages for medium sized retail shops. The study 

revealed that the average sales and the profit margin are 

continuously decreasing due to the recent growth of 

online shopping. As a result, they’ve started to provide a 

greater choice of items in their store these days and also 

offer individualised after-sales services like return and 

replacement or home delivery of their numerous items. 

Kamalesh S (2023) provides a comprehensive 

description about giving intense competition and 

creating great obstacles in the ways of traditional 

business and unorganized sectors of India by e-

commerce. This study makes an earnest attempt to 

describe specific strategies that must be followed to 

increase sales in offline stores and accelerates economic 

growth. 

3. Objectives 

1.To study the impact of online shopping platforms on 

retail stores. 

2. To examine the changing pricing patterns of retail 

store to face the competition from online shopping 

platforms. 

3.To analyse the changes in business pattern to achieve 

customer satisfaction 

4. Research Methodology  

This study used different methods to collect and analyze 

data. Both primary and secondary data were used 

equally. 

Sources of Data 
Primary data was collected by directly talking to the 

owners of various retail stores through personal 

interviews. Secondary data was collected from books, 

reports, and online sources. 

Sample Size and Method 
A total of 100 retailers were chosen for the study. The 

sample was selected based on convenience, covering 

different types of retailers and products. 

Data Collection Method 
The data was gathered using face-to-face interviews 

with a set of prepared questions. After collection, the 

data was organized in tables for analysis. 

5. Statistical techniques and econometric models  

At the core of research is data analysis. After allocating 

the gathered data, it presents the study's conclusions and 

findings. SPSS software was used to analyze the data 

that was gathered. The study's outcome is determined 

using the following test (Factor analysis). 

Demographic summary of the Respondents 

Table 1.1 

1. What is the type 

of your retail store?  

No of 

Respond

ents 

Percen

tage % 

Cumulative 

Percentage 

Grocery 26 26 26 

Clothing 17 17 43 

Electronics 17 17 60 

Mobile & 

Accessories 

18 18 78 

Medical 22 22 100 

Total 100 100 100 

Table 1.1 shows that the majority of respondents (26%) 

run grocery stores, followed by medical stores (22%). 

Mobile & accessories (18%), electronics (17%), and 

clothing stores (17%) make up the rest. This indicates 

that essential goods and tech-related stores dominate the 

retail sector in the area. 

Table 1.2 

2.  How long have 

you been running 

your store?   

No of 

Respon

dents 

Percent

age% 

Cumulati

ve 

Percentag

e 

Less than 1 year 13 13 13 

1–5 years 20 20 33 

6–10 years 40 40 73 

More than 10 years 27 27 100 

Total 100 100 100 

Table 1.2 reveals that most respondents (40%) have 

been running their stores for 6–10 years, showing stable 

business experience. 27% have operated for more than 

10 years, indicating long-term establishment. 

Meanwhile, 20% have 1–5 years of experience, and 

13% are new, operating for less than a year. This 

suggests that a majority of retailers have substantial 

experience in the market. 

Impact of online shopping on retail stores 

Table 2.1 

3.  Online shopping 

has reduced the 

number of customers 

coming to my shop. 

No of 

Respo

ndents 

Percent

age% 

Cumulati

ve 

Percentag

e 

Strongly Disagree 8 8 8 

Disagree 21 21 29 

Neutral 16 16 45 

Agree 28 28 73 

Strongly Agree 27 27 100 

Total 100 100 100 

Table 2.1 shows that 55% of respondents (28% agree, 

27% strongly agree) believe online shopping has 

reduced customer visits to their shops. 29% disagree or 

strongly disagree, while 16% remain neutral. This 

indicates that more than half of the retailers feel a 

noticeable impact of online shopping on their business. 
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Table 2.2 

4. My sales have 

decreased after the 

rise of online 

shopping.   

No of 

Respo

ndents 

Percent

age% 

Cumulati

ve 

Percentag

e 

Strongly Disagree 8 8 8 

Disagree 24 24 32 

Neutral 11 11 43 

Agree 25 25 68 

Strongly Agree 32 32 100 

Total 100 100 100 

Table 2.2 indicates that 57% of respondents (25% agree, 

32% strongly agree) feel their sales have decreased due 

to the rise of online shopping. 32% disagree or strongly 

disagree, and 11% are neutral. This shows that a 

majority of retailers perceive a negative impact of online 

shopping on their sales. 

Changing pricing pattern to face online competition 

Table 3.1 

5.  I have lowered my 

prices to compete with 

online shopping 

platforms.  

No of 

Respo

ndents 

Percent

age% 

Cumulati

ve 

Percentag

e 

Strongly Disagree 13 13 13 

Disagree 22 22 35 

Neutral 16 16 51 

Agree 25 25 76 

Strongly Agree 24 24 100 

Total 100 100 100 

Table 3.1 shows that 49% of respondents (25% agree, 

24% strongly agree) have lowered their prices to 

compete with online shopping platforms. 35% disagree 

or strongly disagree, while 16% remain neutral. This 

suggests that nearly half of the retailers are adjusting 

prices to stay competitive in the digital marketplace. 

Table 3.2 

6.  I offer more 

discounts now than I 

did earlier. 

No of 

Respon

dents 

Perce

ntage 

Cumulativ

e 

Percentage 

Strongly Disagree 14 14 14 

Disagree 19 19 33 

Neutral 18 18 51 

Agree 30 30 81 

Strongly Agree 19 19 100 

Total 100 100 100 

Table 3.2 reveals that 49% of respondents (30% agree, 

19% strongly agree) now offer more discounts than 

before, indicating efforts to attract and retain customers 

amid online competition. 33% disagree or strongly 

disagree, while 18% remain neutral. This shows that 

nearly half of the retailers are using discounts as a 

competitive strategy. 

Business changes to keep customers satisfied 

Table 4.1 

7.  I have made 

changes in my 

business to keep 

customers happy. 

No of 

Respon

dents 

Perce

ntage 

Cumulativ

e 

Percentage 

Strongly Disagree 15 15 15 

Disagree 15 15 30 

Neutral 17 17 47 

Agree 29 29 76 

Strongly Agree 24 24 100 

Total 100 100 100 

Table 4.1 shows that 53% of respondents (29% agree, 

24% strongly agree) have made changes in their 

business to keep customers happy. 30% disagree or 

strongly disagree, and 17% are neutral. This suggests 

that more than half of the retailers are actively adapting 

their business strategies to meet customer needs. 

Table 4.2 

8. I now provide 

services like online 

order or home 

delivery. 

No of 

Respon

dents 

Perce

ntage 

Cumulativ

e 

Percentage 

Strongly Disagree 13 13 13 

Disagree 18 18 31 

Neutral 18 18 49 

Agree 26 26 75 

Strongly Agree 25 25 100 

Total 100 100 100 

Table 4.2 indicates that 51% of respondents (26% agree, 

25% strongly agree) now offer services like online 

orders or home delivery. 31% disagree or strongly 

disagree, while 18% are neutral. This reflects a shift 

among over half of the retailers toward adopting modern 

service methods to meet changing consumer 

expectations. 

Factor Analysis 

Table 6.1 

 

ANOVA 

COMPARE FACTOR 

Type of Retail 

Store 

Store Duration 

Mean 

Square 

F Sig. Mean 

Square 

F Sig. 

Q. 3.   
Between 

Groups 
2.993 1.814 .133 4.045 2.442 .092 
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Within 

Groups 
1.650 

  
1.656 

  

Q. 4.  

Between 

Groups 
3.842 2.152 .080 .262 .138 .871 

Within 

Groups 
1.785 

  
1.902 

  

Q. 5.   

Between 

Groups 
3.664 2.000 .101 2.110 1.109 .334 

Within 

Groups 
1.833 

  
1.902 

  

Q. 6.   

Between 

Groups 
2.617 1.497 .209 .752 .417 .660 

Within 

Groups 
1.749 

  
1.805 

  

Q. 7.   

Between 

Groups 
3.736 2.030 .096 .759 .391 .677 

Within 

Groups 
1.840 

  
1.941 

  

Q. 8.   

Between 

Groups 
.645 .334 .854 1.295 .686 .506 

Within 

Groups 
1.928 

 
 1.888 

  

 

Interpretation: Table (ANOVA Analysis) 

The ANOVA results presented in the table compare how 

different types of retail stores perceive various 

challenges caused by the rise of online shopping 

(Questions 3 to 8). The significance values (Sig.) for all 

questions are above 0.05, indicating that there are no 

statistically significant differences in responses among 

different store types. 

This means that retailers across all categories—whether 

grocery, clothing, electronics, mobile, or medical—face 

similar challenges such as reduced customer footfall 

(Q3), decline in sales (Q4), need to lower prices (Q5), 

offering more discounts (Q6), making business changes 

(Q7), and adopting services like home delivery (Q8). 

Results and Discussion  

The present study provides an in-depth analysis of the 

challenges faced by traditional retail stores in the context 

of the rapidly growing influence of online shopping, 

drawing on responses from 100 retailers across various 

sectors. The data reveals that grocery stores (26%) and 

medical stores (22%) constitute the largest portion of the 

retail landscape, followed by mobile accessories (18%), 

electronics (17%), and clothing stores (17%), indicating 

that essential goods and technology-related products 

dominate the market. Most retailers (67%) have been in 

business for over six years, reflecting a well-established 

presence and considerable experience within their 

communities. The findings underscore significant 

impacts from the rise of online shopping, with 55% of 

respondents reporting a noticeable decline in customer 

footfall and 57% acknowledging a reduction in sales, 

clearly demonstrating how digital platforms are 

diverting traffic and revenue away from traditional 

stores. In response to this competition, nearly half of the 

retailers have resorted to lowering prices and offering 

more frequent discounts to retain their customer base, 

highlighting the pricing pressures imposed by online 

competitors. Furthermore, a substantial number of 

retailers (53%) have proactively made business 

adjustments, while 51% have introduced new services 

such as home delivery and online ordering, reflecting a 

strategic shift towards modern retail practices aimed at 

bridging the gap created by e-commerce. The ANOVA 

analysis further confirms that these challenges are 

pervasive across different store types, with no significant 

variation in perceptions, indicating that grocery, 

clothing, electronics, mobile, and medical retailers alike 

are uniformly affected by the digital retail revolution. 

These findings collectively illustrate that traditional 

retailers are confronting a multifaceted crisis involving 

decreased sales volumes, reduced physical customer 

visits, and an urgent need to adapt pricing, discounting, 

and service offerings. This widespread impact 

underscores the critical necessity for traditional retail 

businesses to evolve their operational models by 

embracing digital integration and innovative customer 

engagement strategies if they are to remain competitive 

and sustainable in an increasingly technology-driven 

marketplace                                                                                                                                                                                                                                                                                                            

Discussion and Future implication 

The study highlights that traditional retail store are 

facing significant challenges due to the rise of online 

shopping, including reduced customer footfall, declining 

sales, and pressure to lower prices and offer more 

discounts. Despite these difficulties, many retailers have 

begun adapting by implementing services like home 

delivery and online ordering. The ANOVA results 

confirm that these challenges are consistent across 

different types of stores. Looking ahead, traditional 

retailers must adopt digital tools, embrace hybrid 

business models, and focus on personalized customer 

service to stay competitive. Future efforts should include 

government support, technology training, and 

collaboration with digital platforms to help offline stores 

evolve and thrive in the changing retail landscape 
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