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ABSTRACT

India is the world's largest producer, consumer, and exporter of spices, and rising urban incomes and
health consciousness have fuelled demand for premium, hygienically packaged, low-unit-cost whole-
spice packs sold through traditional kirana retail outlets. Despite this growing opportunity, the trade-
channel dynamics that shape small retailers' acceptance of new premium spice brands remain poorly un-
derstood, particularly in fast-growing metropolitan corridors such as Hyderabad's West Zone. This study
examines the market-entry prospects of Company X, a low-unit-premium whole-spice brand, among
100 kirana retailers sampled through a multi-stage purposive design across five market clusters -
Kondapur, Kukatpally, KPHB, Miyapur, and Lingampally. Using a structured, pre-tested interview
schedule, the study analyses the competitive landscape of whole spices, retailer preferences for low-unit
premium packaging, and trade-level acceptance of the new brand through an adapted Product
Acceptance Model (PAM), a Technology Acceptance Model (TAM)—derived framework comprising
Perceived Usefulness, Perceived Ease of Use, Attitude Toward Adoption, Behavioural Intention, and
Actual Brand Adoption Behaviour. The analysis used descriptive statistics, Garrett's ranking technique,
Pearson correlation, and multiple linear regression. The findings reveal an unoccupied market position -
no retailer was aware of an existing branded low-unit premium competitor - with price (510 per
pack) and quality/purity emerging as the dominant purchase drivers, and a 50-55 per cent trade margin
identified as the benchmark for retailer acceptance. All four PAM antecedent constructs recorded
favourable mean scores above the scale midpoint, and 47 per cent of retailers expressed intent to place a
trial order within a month. However, correlation and regression analyses revealed a statistically weak
and non-significant relationship between these attitudinal constructs and actual adoption behaviour (R
= 0.031, p = 0.553), indicating that favourable sentiment alone does not reliably predict stocking deci-
sions. Lack of end-consumer brand awareness, cited by 75 per cent of retailers, emerged as the principal
barrier to adoption. The study concludes that Company X's launch success will depend less on product
quality or trade economics alone and more on sustained, field-based retailer engagement combined with
parallel consumer-facing brand-awareness investment. The paper offers a data-validated blueprint for
pricing, trade margin, promotional design, and packaging strategy. It contributes to the limited literature
applying technology-acceptance-derived frameworks to low-involvement, high-frequency FMCG trade-
channel contexts in India.

Keywords: Premium whole spices, Low-unit packaging, Kirana retail, Product Acceptance Model,
Technology Acceptance Model, Garrett ranking, Trade-channel acceptance, Hyderabad, FMCG market

entry

1. Introduction

India occupies a unique and dominant position in the global spice economy, cultivating more than 75 spice
varieties across approximately 4.68 million hectares and producing 11.99 million tonnes annually, account-
ing for nearly 75 per cent of world spice production (Spices Board of India, 2024-25) []. The Indian spice
sector, valued at over USD 4.72 billion in annual exports, supports the livelihoods of millions of farmers,
traders, and processors, and spices remain deeply embedded in the country's cultural, agricultural, and eco-
nomic fabric. India's spice export value grew from USD 3,000 million in 2020-21 to USD 4,723 million in
2024-25, a compound annual growth rate of approximately 12 per cent, with the United States, China, the
UAE, Bangladesh, and Thailand among the leading export destinations.

Alongside this export growth, the domestic premium market for branded spice products has expanded
steadily in urban India, driven by rising disposable incomes, increased health consciousness, and consumer
preference for quality-assured, hygienically packaged food products. Within this context, low-unit-premium
packaging - the sale of branded, quality-certified whole spices in small, affordable pack sizes typically
priced between ¥5 and T30 - has emerged as a significant strategy for reconciling premium positioning with
the price sensitivity of mass urban and semi-urban markets. Low-unit packs are argued to reduce the per
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ceived financial risk of trial purchase and to align naturally with the
small, frequent buying habits of kirana-store customers
(Balasubramanian et al., 2018) [2].

The West Zone of Hyderabad - comprising Kondapur, Kukatpally,
KPHB, Gachibowli, Madhapur, Miyapur, and Lingampally - is one of
the most commercially dynamic fast-moving consumer goods
(FMCQG) trading corridors in the city, combining a dense concentra-
tion of IT and technology-sector employment with a layered demand
structure spanning upper-middle-income professionals, middle-class
families, and budget-conscious households. This socio-economic di-
versity, along with a dense network of traditional kirana retail outlets,
makes the zone a suitable setting to study trade-channel acceptance of
a new premium whole-spice brand.

Company X, a sub-brand of Honey Naturals headquartered in
Kondapur, is an emerging manufacturer and distributor of premium
whole spices - principally black pepper, green cardamom, and cloves
- sold in small, affordable, hygienically sealed packs. As the company
plans its market launch in the West Zone, it requires an empirically
grounded understanding of the competitive landscape, retailer prefer-
ences, and trade-level willingness to stock its products. However,
while the premium-branded spice segment in India is growing rapidly,
the specific dynamics of this market at the kirana-retail level - includ-
ing retailers' awareness, stocking behaviour, and psychological readi-
ness to adopt a new brand - remain empirically understudied.
Technology-acceptance-derived frameworks have received limited
academic attention in the Indian spice-retail context for low-involve-
ment FMCG trade-channel decisions.

Against this background, the present study was undertaken with four
specific objectives: (i) to analyse the competitive scenario and market
segmentation of whole spices in the West Zone of Hyderabad; (ii) to
examine kirana retailers' preferences for low-unit premium whole-
spice packs; (iii) to assess retailers' acceptance of stocking Company
X's products using an adapted Product Acceptance Model; and (iv) to
identify effective launch strategies for low-unit whole spices in small
retail outlets. The study is guided by the hypothesis that retailers are
willing to stock the firm's low-unit-premium whole-spice packs (H;),
against the null hypothesis that they are not (Hg).

2. Conceptual framework: the Product Acceptance
Model

The study's assessment of retailer acceptance draws on the Product
Acceptance Model (PAM), an adaptation of Davis's (1989) [3]
Technology Acceptance Model (TAM) to the FMCG trade-channel
context. While TAM was originally developed to explain individual
users' acceptance of information technology systems, its underlying
logic - that a stakeholder's belief in the usefulness and ease of adopt-
ing an innovation shapes attitude, which in turn shapes behavioural
intention and, ultimately, actual adoption behaviour - transfers natu-
rally to a kirana retailer's decision to stock a newly introduced pre-
mium product. The PAM framework used in this study comprises five
sequentially linked constructs, each measured on a five-point Likert
scale (1 = Strongly Disagree, 5 = Strongly Agree) except the final
construct: Perceived Usefulness (PU) - whether stocking the brand is
expected to improve sales and margins; Perceived Ease of Use
(PEOU) - whether stocking and selling the product is expected to be
free of difficulty; Attitude Toward Adoption (ATT) - the retailer's
overall evaluative orientation toward stocking the brand; Behavioural
Intention (BI) - the expressed intention to stock the product in the
near term; and Actual Brand Adoption Behaviour (ABAB) - the con-
crete, categorically measured decision to place or commit to an order.
Within this framework, PU and PEOU are conceptualised as an-
tecedents of ATT; ATT, in turn, predicts BI; and BI is treated as a
proximate - though not deterministic - predictor of ABAB, which also
reflects the influence of external contextual factors such as trade mar-
gin, promotional support, and competitive pressure. This chain of re-
lationships forms the analytical backbone of Section 4.4.
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3. Materials and Methods

3.1 Research design

The study adopted a descriptive research design, appropriate for de-
scribing retailers' existing awareness, preferences, and stocking inten-
tions regarding a newly introduced brand without experimental ma-
nipulation of variables. The design combined primary data collected
directly from retailers with secondary data from official and industry
sources, and supplemented it with PAM-based statistical analysis to
examine the psychological antecedents of trade acceptance.

3.2 Study area and sampling

The study was conducted in the West Zone of Hyderabad, Telangana,
purposively selected because Company X is operationally headquar-
tered in Kondapur within this zone, because the zone represents one
of the highest concentrations of FMCG retail activity in the city, and
because its diverse socio-economic composition supports representa-
tive findings across consumer segments. Data collection took place
from the third week of March 2026 to the third week of June 2026.
The study employed a multi-stage purposive sampling procedure. In
the first stage, five major market clusters within the West Zone -
Kondapur Kukatpally, KPHB, Miyapur and Lingampally - were pur-
posively selected for their concentration of retail outlets and socio-
economic diversity. In the second stage, 20 kirana retailers were se-
lected from each cluster using convenience sampling during active
trading hours, yielding a total sample of 100 retailers. Retailers oper-
ating for less than six months, or not stocking any spice products,
were excluded to ensure response relevance.

3.3 Data collection

Primary data on retailer profiles, brand awareness, stocking behav-
iour, and perceptions of the PAM constructs were collected through
personal interviews using a structured, pre-tested interview schedule
administered at respondents' business premises. The schedule com-
prised two sections: a socio-demographic and business-profile sec-
tion, and a section measuring the PAM constructs (PU, PEOU, ATT,
BI, ABAB) on a five-point Likert scale (1 = Strongly Disagree, 5 =
Strongly Agree), together with open-ended items on competitive
brands, expectations of new FMCG brands, and preferred launch
strategies. The instrument was pre-tested on a pilot sample of 10 re-
tailers before finalisation. Secondary data were drawn from Spices
Board of India and Directorate of Arecanut and Spices Development
publications, Ministry of Commerce and Ministry of Agriculture re-
ports, industry and trade sources, Company X records, and peer-re-
viewed literature on agribusiness marketing and consumer behaviour.

3.4 Analytical tools

Descriptive statistics (frequencies, percentages, means, and standard
deviations) were used to characterise respondents’ demographic and
business profiles and the distribution of responses to the PAM con-
structs. Garrett's ranking technique converted retailers' ordinal rank-
ings of brand-choice factors and trade-promotion preferences into
comparable mean scores. Pearson product-moment correlation analy-
sis examined bivariate relationships among the five PAM constructs,
and multiple linear regression was used to test which of the four an-
tecedent constructs - PU, PEOU, ATT, and BI - significantly predicted
retailers' Actual Market Acceptance (AC), specified as:

Y(AC) = Bo + B1(PU) + B2o(PEOU) + B3(ATT) + fy(BI) + &

where Y (AC) is the dependent variable, B is the constant, $;—B4 are
standardised regression coefficients for each predictor, and ¢ is the er-
ror term. All variables were standardised before estimation, and
Actual Market Acceptance was operationalised as an ascending four-
point ordinal composite derived from retailers' trial-order status (No =
1, Undecided = 2, Planning within a month = 3, Already placed an or-
der =4).
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4. Results

4.1 Demographic and business profile of respondent retailers
All 100 respondents were kirana or general-store retailers, equally
distributed across the five sampled market zones (20 each), a bal-
anced design intended to prevent findings from being skewed by any
single locality. Trade experience was fairly evenly spread: 38 per cent
of retailers reported 5-10 years of experience in the FMCG or spice
trade, while 31 per cent each reported 2-5 years and more than 10
years of experience. This mix captures the perspectives of both estab-
lished traders, who can benchmark a new entrant against incumbent
brands, and newer retailers, who may be more receptive to experi-
menting with new product lines.

4.2 Competitive scenario and market segmentation

All 100 sample retailers reported stocking cloves, black pepper, and
cardamom, confirming that these are universally available whole
spices in West Zone kirana outlets. The market included distinct com-
peting brands or packaging types, spanning Grade A, B, and C quality
tiers at the common 10 price point. A clear trade-off between quality
grade and quantity supplied was observed: Grade A brands (e.g., Sri

https://www.extensionjournal.com

Subramanyam, Omni Gold, Manish Brand) offered smaller quantities
of superior quality, while Grade C brands (e.g., Prince, local transpar-
ent packs, Telangana Spices) offered larger quantities at compara-
tively lower quality - for example, Sri Subramanyam supplied 4.0 g of
cloves, 5.0 g of black pepper, and 1.7 g of cardamom per T10 pack,
compared with Prince's 5.5 g, 6.0 g, and 2.5 g respectively. Notably,
none of the eleven identified competitors offers a distinctly branded,
nationally recognisable low-unit premium proposition, pointing to an
unoccupied competitive space.

Customer purchasing behaviour was strongly anchored around small,
affordable pack sizes: 75 per cent of retailers reported that customers
most frequently purchase 3-5 g packs of cloves, and 60 per cent re-
ported the same range for black pepper. In comparison, 70 per cent re-
ported that customers prefer sub-3 g packs of cardamom, reflecting its
comparatively higher unit value. Lower-income families constituted
the largest primary customer segment (47 per cent). Together with
budget-conscious households (18 per cent) and price- and value-sen-
sitive consumers, they accounted for 65 per cent of the customer base.
Consistent with this, 45 per cent of retailers reported the ¥10 price
point as the fastest-selling, and a further 35 per cent reported 5, to-
gether accounting for 80 per cent of fast-moving packs.

Table 1. Garrett Ranking of Factors Driving Customers' Brand Choice (n = 100)

Factor Mean Garrett Score Rank
Price 75.13 I
Quality/purity 65.33 I
Brand reputation 48.34 1
Availability and consistency of supply 47.22 v
Promotional offers/discounts 41.77 v
Packaging attractiveness 37.62 VI
Origin/grade labelling 34.60 VIl

Source: Primary data, 2026.

Price emerged as the dominant driver of consumer brand choice
(Garrett score 75.13), followed closely by quality/purity (65.33). At
the same time, packaging attractiveness and origin/grade labelling
ranked lowest, indicating that end-consumers in this segment respond
most strongly to price and quality fundamentals rather than promo-
tional or aesthetic cues.

4.3 Retailer preferences for low-unit premium whole-spice
packs

A striking finding was that none of the 100 sample retailers (0 per
cent) reported awareness of any existing premium whole-spice brand
already offering low-unit packs in their market area - indicating that
this specific positioning is presently unoccupied, a clear white-space
opportunity, though one that will require retailer and consumer educa-
tion given the absence of a reference brand.

Retailers expressed relatively high trade-margin expectations for a
new premium brand: 40 per cent required a 55 per cent margin, 35 per
cent required 50 per cent, and 25 per cent required 40 per cent, with
none willing to stock at margins of 30 per cent or below. This closely
mirrors the 45-55 per cent margin range currently offered by estab-
lished brands, indicating that retailers benchmark a new entrant's offer
against prevailing trade economics rather than demanding an unusual
premium.

On preferred pack price, 45 per cent of retailers favoured 10 and 35
per cent favoured 5, jointly accounting for 80 per cent of preference
- closely mirroring the fastest-selling price bands reported in Section
4.2 and validating the ¥5-¥10 range as the appropriate entry-price
band. Among pack-level features, compact size for shelf display,
purity/quality certification, tamper-proof/sealed packaging, and
printed shelf-life/expiry date were all rated highest (mean = 4.51 on a
S-point scale), ahead of clear origin/grade labelling (4.47). In contrast,
retailers rated attractive/branded design lowest (4.08), indicating they
value functional trust cues far more than decorative packaging.
Regarding shelf velocity, 55 per cent of retailers reported that low-
unit packs currently sell within a month and 45 per cent within a
week, confirming healthy underlying sales velocity for the format
even without a branded premium player.

4.4 Retailer acceptance of Company X - PAM analysis

All four PAM antecedent constructs recorded mean scores comfort-
ably above the scale midpoint of 3, indicating a generally favourable
disposition among retailers toward Company X. Perceived Ease of
Use recorded the highest composite mean (4.01), followed by
Perceived Usefulness (3.96), Attitude Toward Adoption (3.96), and
Behavioural Intention (3.96).

Table 2. Summary of PAM Construct Mean Scores (n = 100)

PAM Construct Mean S.D. Scale Midpoint
Perceived Usefulness (PU) 3.96 0.38 3.00
Perceived Ease of Use (PEOU) 4.01 0.42 3.00
Attitude Toward Adoption (ATT) 3.96 0.60 3.00
Behavioural Intention (BI) 3.96 0.59 3.00
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Source: Primary data, 2026.

Within PU, the low-unit price point was rated highest for its ability to
attract new customer segments (mean = 4.16); within PEOU, ease of
ordering and replenishment scored highest (mean = 4.09). On Actual
Brand Adoption Behaviour, 47 per cent of retailers reported planning
to place a trial order within a month, 24 per cent remained undecided,
and 29 per cent indicated they would not order. Among the 47 willing
retailers, 46.8 per cent intended to commit initially to 1-3 SKUs, 31.9

https://www.extensionjournal.com

per cent to 3-6 SKUSs, and 21.3 per cent to more than 6 SKUs, indicat-
ing a preference for cautious, low-risk trial adoption.

However, Pearson correlation analysis revealed that all inter-construct
correlations among PU, PEOU, ATT, BI, and Actual Market
Acceptance (AC) were weak in magnitude (|r] < 0.15) and statistically
non-significant at the 5 per cent level (all p > 0.15), with the strongest
- still weak - association observed between PEOU and AC (r = 0.142,
p=0.159).

Table 3. Pearson Correlation Matrix Among PAM Constructs (n = 100)

Construct PU PEOU ATT BI AC
PU 1.000 0.066 -0.082 0.030 0.071
PEOU 0.066 1.000 0.122 0.099 0.142
ATT -0.082 0.122 1.000 -0.070 -0.023
BI 0.030 0.099 -0.070 1.000 0.094
AC 0.071 0.142 -0.023 0.094 1.000

Source: Primary data, 2026, computed using Pearson's correlation coefficient.

Multiple regression analysis confirmed this pattern of weak associa-
tion. The overall model was not statistically significant (F (4, 95) =
0.762, p = 0.553), explaining only 3.1 per cent of the variance in

Actual Market Acceptance (R% = 0.031; Adjusted RZ = —0.010), and
none of the four predictors was statistically significant.

Table 4. Multiple Regression Results for Actual Market Acceptance (n = 100)

Predictor Standardised p Std. Error t Sig. (p)
(Constant) 0.000 0.100 0.000 1.000
Perceived Usefulness (PU) 0.058 0.102 0.568 0.572
Perceived Ease of Use (PEOU) 0.134 0.103 1.306 0.195
Attitude Toward Adoption (ATT) -0.030 0.103 -0.289 0.773
Behavioural Intention (BI) 0.077 0.102 0.757 0.451

Source: Primary data, 2026; computed using ordinary least-squares regression. Model summary: R = 0.176, R* = 0.031, Adjusted R? = -0.010, F (4, 95)

=0.762, p = 0.553.

This result is an important, if cautionary, finding for Company X: it
indicates that favourable attitudinal and intentional scores on the
PAM constructs did not, within this sample, statistically translate into
differences in actual or planned trial-ordering behaviour. Factors not
directly captured within the PAM constructs — such as margin cer-
tainty, end-consumer brand awareness, and direct trade-promotion in-
centives — appear likely to play a more decisive role in converting
retailer sentiment into firm stocking decisions.

4.5 Effective launch strategies for small retail outlets

Retailers' ranked preferences for trade promotions, converted into
Garrett scores, placed higher margin per unit clearly first (mean score
72.64), followed by free product samples for trial display (63.35) and
buy-X-get-Y schemes (60.33); credit terms/deferred payment (37.25),
return/buyback policy on unsold stock (35.40), and point-of-sale dis-
play material (31.03) ranked lowest as standalone incentives.

Table 5. Garrett Ranking of Preferred Trade Promotions (n = 100)

Type of Trade Promotion Mean Garrett Score Rank
Higher margin per unit 72.64 I
Free product samples for trial display 63.35 1T
Buy-X-get-Y scheme 60.33 I
Credit terms / deferred payment facility 37.25 v
Return/buyback policy on unsold stock 35.40 v
Point-of-sale display material 31.03 VI

Source: Primary data, 2026.

Among five company support measures rated on a five-point scale,
free POS/branding material provided at no cost ranked first (mean =
4.55), closely followed by regular sales-representative visits (4.52)
and introductory first-order discounts (4.50); consumer advertising in
the locality (4.39) and prompt/consistent delivery (3.97) were rated
lower, though still positively. Strikingly, lack of end-consumer brand
awareness was retailers' biggest concern about stocking Company X,
cited by 75 per cent of respondents - far ahead of insufficient margin
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(9 per cent), uncertain consumer demand (8 per cent), and slow inven-
tory turnover (8 per cent).

Consistent with this concern profile, an in-person visit from a sales
representative was overwhelmingly the preferred channel for learning
about a new brand (77 per cent), ahead of digital catalogues (15 per
cent) and in-store leaflets (8 per cent). On delivery, 65 per cent of re-
tailers preferred flexible, on-demand/as-needed replenishment over
fixed weekly (15 per cent) or monthly (20 per cent) schedules. Open-
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ended responses converged with these structured findings: brand
awareness and quality (28 per cent), availability and freshness (27 per
cent), and retail margin and customer demand (26 per cent) were the
most frequently cited success factors, while attractive introductory
margins (24 per cent), regular retailer visits (23 per cent), and product
samples/retailer schemes (20 per cent) were the most common sug-
gestions offered by retailers.

5. Discussion

Together, the findings describe a market opportunity that is both gen-
uine and conditional. On the demand side, the study confirms that
Hyderabad's West Zone kirana channel is a price-anchored, value-
sensitive environment in which the ¥5-10 pack-price band and
quality/purity credentials dominate both consumer brand choice
(Table 1) and retailer stocking preference (Section 4.3). The complete
absence of retailer awareness of an existing branded low-unit pre-
mium competitor (Section 4.3) is a rare and valuable finding for a
new entrant: it indicates that Company X would not be displacing an
incumbent but rather defining a new category within an already-
proven pack format, since generic low-unit packs already demonstrate
healthy shelf velocity (Section 4.3).

On the trade-acceptance side, the PAM analysis offers a more nu-
anced picture than descriptive statistics alone. Taken at face value, the
uniformly favourable mean scores across PU, PEOU, ATT, and BI
(Table 2), together with the 47 per cent of retailers already planning a
trial order, would appear to offer strong support for the study's alter-
nate hypothesis that retailers are willing to stock the brand. Yet the
weak, statistically non-significant correlation (Table 3) and regression
results (Table 4) complicate this interpretation considerably. Within
this sample, retailers' stated perceptions of usefulness and ease of use
did not function as a reliable predictor of their actual or intended or-
dering behaviour - a pattern that echoes a broader stream of technol-
ogy- and innovation-acceptance literature noting that attitude-behav-
iour gaps are common in low-involvement, high-frequency, habitual
purchase and stocking contexts, where situational and relational fac-
tors can override generalised attitudinal dispositions.

This attitude—behaviour gap is consistent with - and partially ex-
plained by - the study's other findings. Retailers' overwhelming iden-
tification of end-consumer brand-awareness deficits (75 per cent) as
their principal concern (Section 4.5), combined with their strong pref-
erence for tangible, relationship-based trade support - margin, sam-
pling, POS material, and in-person sales visits (Table 5) - over softer
or more passive forms of engagement, suggests that positive senti-
ment toward a new brand is necessary but not sufficient for conver-
sion into firm orders. In practical terms, retailers appear to be sig-
nalling that their favourable disposition is conditional on Company X
actively reducing two forms of perceived risk that the PAM does not
fully capture as measured constructs: the risk that end-consumers will
not recognise or pull the brand off the shelf, and the risk that trade
economics will not remain competitive with the 45-55 per cent mar-
gin already commanded by established players.

These findings have a specific implication for applying TAM-derived
frameworks to FMCG trade-channel research. While PAM proved
useful descriptively - cleanly separating usefulness, ease of use, atti-
tude, and intention as distinct, individually interpretable dimensions
of retailer perception-its predictive power for actual adoption behav-
iour in this setting was limited. This suggests that future applications
of acceptance models in comparable trade-channel contexts may ben-
efit from incorporating explicit margin-certainty and consumer-pull
variables as additional predictors, rather than relying on the core
TAM constructs alone.

6. Conclusion and strategic recommendations

6.1 Conclusion on the hypothesis

The evidence gathered provides mixed but broadly encouraging sup-
port for the study's alternative hypothesis (H;). Mean scores for all
four PAM antecedent constructs were comfortably above the scale
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midpoint, and 47 per cent of retailers expressed a firm intention to
place a trial order within a month, together indicating a general will-
ingness among retailers to stock low-unit-premium whole-spice
packs. At the same time, the weak and statistically non-significant
correlation and regression results show that this favourable sentiment
did not translate into a measurable, predictable pattern of actual adop-
tion behaviour within the sample. The null hypothesis (Hg) is there-
fore not fully supported - retailers do show willingness in aggregate-
but the meaningful gap between attitude and firm commitment (24
per cent undecided, 29 per cent unwilling) confirms that willingness
alone will not be sufficient without targeted trade-level intervention.

6.2 Conclusions

The study establishes that the West Zone of Hyderabad presents a
genuine, currently unoccupied market opportunity for a low-unit-pre-
mium whole-spice brand. Price and quality remain the twin pillars of
both consumer brand choice and retailer stocking decisions, with the
¥5-%10 pack-price band and a 50-55 per cent trade margin emerging
as clear benchmarks for market entry. Retailers value functional pack-
aging cues-purity certification, tamper-evidence, shelf-life informa-
tion, and compact sizing-far more than decorative branding, and they
overwhelmingly prefer field-based, relationship-driven trade engage-
ment over passive or digital communication. At the same time, the
study highlights an important caution: positive retailer attitudes and
intentions did not show a statistically significant relationship with ac-
tual or planned adoption behaviour, suggesting that attitudinal readi-
ness is a necessary but not sufficient condition for market success,
and that Company X's launch will depend critically on execution-
level factors -consumer-facing brand-awareness generation, assured
trade margins, and consistent field-force engagement - that lie outside
retailers' initial perceptions alone.

6.3 Strategic recommendations

1. Pricing and margin strategy: Anchor the initial product range
around ¥10 packs, supported by a I5 entry-level option, and of-
fer a trade margin at the upper end of the prevailing 50-55 per
cent band to match retailer expectations and remain competitive
with established brands.

2. Trade promotion design: Lead the launch trade scheme with a
competitive per-unit margin and free trial samples for in-store
display - the two highest Garrett-ranked promotion types - sup-
plemented by buy-X-get-Y offers as a secondary lever, while
treating credit terms, buyback policies, and POS material as sup-
porting incentives.

3. Consumer awareness building: Invest in localised consumer-fac-
ing awareness activities - in-store demonstrations, local adver-
tising, and sampling - in parallel with trade-focused efforts,
since lack of end-consumer brand awareness is retailers' single
biggest concern.

4. Retailer engagement model: Prioritise a field-force-led go-to-
market approach built around regular, in-person sales-represen-
tative visits, supplemented by free POS/branding material and
introductory first-order discounts.

5. Packaging and product design: Emphasise functional trust cues -
visible purity/quality certification, tamper-proof sealing, printed
shelf-life dates, and compact, shelf-friendly sizing - over purely
decorative packaging design.

6. Distribution and delivery: Adopt a demand-responsive, on-de-
mand delivery model as the default, while offering optional
weekly service to faster-turnover outlets and monthly service to
slower-moving ones.

7. SKU and trial strategy: Launch with a compact initial SKU as-
sortment of one to three core products, aligning with the cau-
tious trial behaviour observed among willing retailers, and ex-
pand only after initial sell-through is demonstrated.
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8. Conversion of undecided retailers: Design a targeted follow-up
and in-store demonstration programme aimed at the 24 per cent
of retailers who remained undecided, as this segment represents
the most readily convertible swing group.

Taken together, the demographic, competitive, preference, accep-
tance, and launch-strategy findings converge on a consistent narra-
tive: Company X is entering a market with genuine unmet demand for
a credible low-unit premium whole-spice brand and favourable under-
lying retailer sentiment, but success will depend on translating that
sentiment into firm stocking commitments through sustained, field-
based trade engagement and parallel consumer-awareness investment,
rather than on product quality or trade economics alone.

7. Limitations and scope for further research

The study has several limitations to consider when interpreting and
applying its findings. Geographically, it is confined to five market
clusters within the West Zone of Hyderabad and may not fully capture
the retail dynamics of other zones or of Hyderabad's broader metro-
politan area. The sample of 100 retailers, while adequate for the de-
scriptive and PAM-based analytical objectives, may not fully repre-
sent the heterogeneity of all kirana retailers, particularly smaller or in-
formally operated outlets not captured through convenience sampling.
The findings reflect market conditions observed during March—June
2026 and may evolve as the competitive landscape and consumer
preferences change. Responses on stocking behaviour and margin ex-
pectations are self-reported rather than verified through transaction
records and may be subject to recall or social-desirability bias.
Finally, the study was undertaken within the time, budget, and re-
source constraints typical of an academic dissertation, precluding a
larger-scale or longitudinal design.

Building on these limitations, the study suggests several directions for
future research. The study could be extended geographically to other
zones of Hyderabad and to comparable FMCG-intensive urban mar-
kets in South India to test the generalisability of the pricing, margin,
and promotional findings reported here. A longitudinal follow-up
tracking actual post-launch sell-through, repeat-order rates, and re-
tailer retention against the baseline PAM scores collected in this study
would allow direct empirical validation of the attitude—behaviour gap
identified in Section 4.4. It would help determine whether the weak
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PAM-to-adoption relationship observed here is specific to the pre-
launch survey context or a more durable feature of kirana-channel
adoption behaviour. Since the present study examined the trade chan-
nel exclusively, a complementary demand-side study directly survey-
ing end-consumers on their awareness, willingness to pay, and pur-
chase behaviour for low-unit premium whole spices would provide a
fuller, two-sided picture of the market opportunity. Finally, future
studies could examine the relative effectiveness of specific trade-pro-
motion instruments — such as sampling programmes versus margin
enhancements — through controlled pilot launches across matched
retailer groups, generating more definitive causal evidence than the
cross-sectional design employed here.
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