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Article 

Empowering Nanostores for Competitiveness and 
Sustainable Neighbourhoods in Emergent Countries: 
A GenAI Strategy Ideation Process 
David Ernesto Salinas-Navarro *, Eliseo Vilalta-Perdomo and Rosario Michel-Villarreal 

* Correspondence: desalinas@up.edu.mx 

Abstract: This exploratory study investigates the use of Generative Artificial Intelligence (GenAI) tools in 
developing strategy practices for nanostores —i.e., small independent grocery retailers— to enhance their 
competitiveness while contributing to community sustainability. Nanostores, particularly in emerging 
countries, face intense competition and rapidly changing trends. By leveraging their proximity to local 
neighbourhoods, these stores adopt various strategies, such as offering complementary services, integrating 
technology, and adapting business models. While existing literature highlights the broader economic, social, 
and environmental roles of nanostores, there is limited comprehensive research on how they may 
simultaneously contribute to their competitiveness and communities’ sustainability. This study employs a 
'thing ethnography' approach, using GenAI tools —i.e., ChatGPT 3.5 and Microsoft Copilot— to explore 
potential strategy practices for these shops, and reflect on their potential use for strategy ideation and 
implementation. Key findings suggest that prioritising local sourcing, understanding local preferences, flexible 
inventory management, efficient retail operations, in-store sustainable practices, promoting healthy lifestyles, 
and diverse community engagement are crucial for success. However, the study also acknowledges the 
limitations of GenAI tools, including possible bias and the need for result validation. By aligning with these 
evolving requirements, nanostores can decisively promote sustainable communities. 

Keywords: competitiveness, corner shops, emerging countries, generative artificial intelligence, nanostores, 
small independent grocery retailers, strategy, sustainable communities  

 

1. Introduction 

This paper delves into independent small-scale grocery retailers’ competitiveness —i.e. 
nanostores— and their role in promoting sustainable neighbourhoods in emerging countries [1]. 
Anchored in existing literature focusing on nanostores' customer service functions [2,3], this study 
goes beyond their economic significance, with the help of Generative Artificial Intelligence (GenAI), 
to unravel their broader social and environmental impact stemming from intricate interactions with 
community/neighbourhood members and supply chain stakeholders. 

In emergent countries, nanostores play a prominent role in retailing consumer packaged goods 
(CPG) as the largest distribution channel because of their omnipresence, high market density, and 
high growth potential [1,3]. In navigating these complexities, nanostores demonstrate resilience by 
dynamically adjusting their product offerings and services to cater to diverse customer bases in 
diverse socioeconomic levels and geographies [4]. The fierce competition in retail landscapes 
influenced by factors, such as consumer preferences and behaviours, income levels, and contextual 
conditions, underscores their adaptability and responsiveness [5,6]. Proximity to customers, 
affordable pricing, small-scale transactions, empathetic customer engagement, and familiarity of 
shopkeepers enable nanostores to thrive in these environments [7]. This situation necessitates 
strategic and operational responses, leading nanostores to exhibit flexibility and undergo business 
model and retail operations adaptations over various locations [4]. 

Urban settings in emerging countries often host a scattered multitude of nanostores, resulting in 
highly concentrated and dispersed distributions across cities and communities [1]. This condition 
defines a significant supply challenge to consumer-packed goods (CPG) manufacturers, food 
producers, and retail distributors. Moreover, suppliers often seek to improve nanostores’ alignment 
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through supply chain information transparency, and agility by optimising last-mile deliveries and 
promoting enhanced information sharing [3]. The supply distribution to nanostores requires delivery 
optimisation of cost and time, store coverage, product assortment, and inventory management while 
excelling in service level.  

Additionally, nanostores experience fierce competition against markets, supermarkets, 
convenience stores, and other retail formats [5,6]. Competition adaptability is developed by 
expanding value-added services benefiting from nanostores’ dispersed distribution, customer 
proximity and familiarity. For instance, nanostores often provide customer services like home 
deliveries, extended service hours, personal loans, electronic orders and payments, and recently, 
pick-up collection points for e-commerce. In other cases, nanostores change their business models to 
respond to consumption preferences across different socioeconomic levels and consumer preferences 
[3,4]. These changes result in diverse nanostore configurations, involving shop facilities, layouts, 
materials, and equipment.  

Beyond economic functions, nanostores actively contribute to neighbourhood dynamics, 
particularly regarding food accessibility, availability, and affordability [8,9]. Their role in complex 
food supply chains is pivotal, driven by rapid responsiveness to evolving customer demands, 
personal needs, and shifts in consumption patterns. While specialising in CPG small quantity 
presentations, nanostores display versatility by extending their offerings to include fresh produce, 
grains, meat, and frequently non-food consumables, adapting swiftly to changing consumer and 
competition dynamics in their narrow-focused geographies. This operational model enhances 
nanostores’ responsiveness to the local grocery supply needs of neighbourhoods, establishing them 
as agile and effective contributors to the overall retail landscape within their communities. 

Moreover, nanostores are crucial in food environment structures regarding food security and 
nutritious food supply [8–10]. Accordingly, nanostores articulate food supply and demand in local 
areas to define food transportation, delivery times, inventory levels, product quality and assortments, 
service hours, retail point location, and food prices. These aspects affect what, where, when, and how 
to buy food products. Nanostores also influence food consumption patterns in the interaction 
between suppliers’ marketing efforts and consumers’ shopping, affecting, for instance, food 
preferences for nutritious food products and food waste, jeopardising consumers’ well-being and 
food security [11].              

Nanostores also transcend their role as mere retail outlets [12–14]. Serving as more than just 
retail establishments, nanostores operate as platforms for home-based ventures that significantly 
impact communities’ daily survival and opportunities. This is attributed to their retail practices, 
emphasising small presentations, affordability, and the provision of informal credit, catering, for 
instance, to match the limited spatial reach of purchasing capacities within low-income households. 
Furthermore, nanostores operate as quasi-public spaces serving as central meeting or gathering 
points in neighbourhoods, contributing to the social construction of communities. They function as 
nodes within social communication networks, resonating with local agendas, affairs, and 
neighbourly dialogues; for instance, by displaying community news and offers on notice boards. In 
essence, nanostores are intricately intertwined with the livelihood of their residents, thereby 
contributing significantly to social inclusion, cohesion, and equity. 

The environmental impact of nanostores is also highlighted [15], with links to logistical aspects 
of energy consumption, gas emissions, and solid waste generation [16]. The supply of nanostores 
presents an environmental challenge in reducing fossil fuel consumption and carbon footprint, in 
addition to addressing disruptions to vehicle traffic congestion and urban mobility. Solid waste 
generation is particularly pertinent to nanostores, involving materials, such as packaging materials, 
plastic foil, carry bags, cardboard, glass, bottles, and others [17]. Their role in the 3 R’s cycle —i.e., 
reduce, reuse, or recycle—highlights the need for an active environmental stance beyond their 
immediate retailing operational functions [18,19]. 

To address their competition challenges in their retail landscapes, nanostores may improve their 
functional offerings —e.g., merchandise selection, variety, prices and product quality— and customer 
service —e.g., convenience levels and time utility [20]. However, little work exists regarding the 
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impact on community sustainability, involving, for instance, food security, responsible consumption, 
waste generation, and health and well-being [15,21,22]. 

Recognising the relevance of enhancing nanostores' competitiveness and sustainability impact 
on communities [2,3,23], this study identifies a critical gap, the nonexistence of an integrated 
perspective to guide their efforts. Existing works on nanostores, especially from a supply chain and 
retail operations perspective, lack comprehensive strategic and operational guidance to articulate 
their competitiveness and sustainability impact on communities. In response to this void, a research 
question (RQ) is formulated to shape the trajectory of this research endeavour. 

RQ: What strategies can nanostores use to enhance their economic competitiveness in retail landscapes 
while implementing sustainable practices that positively impact their local communities in emerging countries? 

This research question sets the stage for strategy ideation and exploring real-world challenges, 
context-specific solutions, alignment with sustainable development requirements, a practical 
orientation emphasising actionable strategies, an interdisciplinary lens, and the potential for 
innovative solutions reshaping nanostores' role in retail landscapes and community sustainability. 

To address the research question, this study unfolds across five sections. Section 2 conducts a 
literature review on nanostores' competitiveness and sustainability impact in emerging countries. 
Section 3 outlines the methodological approach, integrating thing ethnography and GenAI tools 
(namely ChatGPT 3.5 and Microsoft Copilot) for ideation on nanostore strategizing. Section 4 
presents research results from interviewing GenAI tools, while Section 5 discusses findings, 
limitations, and future avenues. Finally, Section 6 delivers concluding remarks, emphasising 
nanostores' significance in sustainable communities. 

2. Background 

2.Nanostores’ Strategies 

Addressing the research question begins with clarifying the concepts of nanostore 
competitiveness and retail sustainability. Competitiveness involves adopting value-creation 
strategies distinct from competitors and sustainable over time, often rooted in factors like identity, 
context-specific reputation, business model uniqueness, and adaptability to environmental changes 
[24]. The inimitability of competitiveness in small, informally organised nanostores, and small 
businesses, arises from the socially complex nature of these strategies within informal contexts [25]. 

On the other hand, retail sustainability entails minimising harm to both the environment and 
individuals while contributing to long-term environmental and societal benefits [18,26]. This 
comprehensive approach considers the entire business lifecycle, from product acquisition to disposal, 
reuse, or recycling. It also involves ensuring the safety and well-being of staff and society throughout 
the business processes [18]. 

The current literature on nanostore strategies to enhance competitiveness and retail 
sustainability impact in emerging countries predominantly focuses on improving shop operations, 
supply chain management, and strengthening stakeholder relationships. A summary of proposed 
strategies in the literature is presented in Table 1. 

Table 1. Nanostores’ Strategies for Competitiveness and Sustainability 

Category Nanostore Strategies Source 

Operations 

 Ensure stock availability; [27] 
 Develop a flexible organisational structure for market 

responsiveness; 
[28] 

 Form informal cartels based on personal relationships; [29] 
 Collaborate through franchising or buying groups. [30] 

Suppliers 

 Utilise suppliers' credit for households and customer credit; [29,31] 
 Select suppliers based on personal relationships; [29] 
 Promote community memberships in supplier choices; [29] 
 Patronise companies for shop enhancement; [29] 
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 Form vertical alliances with wholesalers; [30] 
 Optimise distribution, transportation, and reverse logistics; [32] 
 Improve suppliers' location and relationships; [27] 
 Implement community group buying. [33] 

Customers 

 Enhance functional literacy and product information; [29] 
 Foster personal relationships with customers; [29,31] 
 Emphasize 'support for the local economy' and functional 

benefits; [20] 

 Improve technology for consumer satisfaction; [30] 
 Maintain accessible hours and friendly service; [30] 
 Prioritize customer service, free home delivery service, 

better prices, better display of products, and promotions; [27,31] 

 Offer better customer service, lower prices, and promotions 
(than large competitors); 

[27] 

 Offer healthy products for nutritious food access and 
availability. 

[34–36] 

Community 

 Foster social embeddedness through customer and supplier 
relationships, community-based preferences, and desire for 
social recognition; 

[12,29] 

 Become healthy retailers through community engagement 
and cross-sector partnerships. [36] 

Government  Provide financial support for enhanced store resilience. [37] 
In the context of small retailers, adopting strategies that differentiate them from competitors 

becomes crucial. The table's strategy approach and scope offer a well-rounded perspective, covering 
operational efficiency, supplier relations, customer engagement, collaboration, and neighbourhood 
involvement. However, sustainability —impact— is weakly covered in the literature and does not 
explicitly point to sustainable development aspects or community impact [38]. Therefore, these 
dimensions’ integration reflects a holistic but limited approach that addresses the multifaceted 
challenges and opportunities faced by nanostores as small retailers in emerging markets. 

2.2. Strategizing in Nanostores 

The nanostores’ strategies in the literature are grounded on their operations and stakeholder 
relationships, which can be seen as a platform to strengthen business results, competitiveness, and 
sustainability impact [39]. Small businesses often lack the needed resources, foresight and formalised 
decision-making structures; hence, their strategies combine planned and emergent actions jointly 
formed within their stakeholder interactions [40]. The focus is on strategy-making rather than just 
formal declarations of intentions or aspirations. A particular approach to understanding nanostore 
strategies' scope and limitations is looking at the strategizing process taking place in their informal 
small business settings [41]. Strategizing in this context, as strategy practice, equips businesses with 
profound and enduring sources of survival, growth, and competitive advantage. The concept of 
‘strategy as practice’ views strategy as a situated, socially accomplished activity [41,42]. This 
perspective encompasses the multiple actors' actions, interactions, and negotiations alongside the 
situated practices they employ to achieve their strategic goals in small firms. Unlike traditional 
approaches that focus on organisational strategy from a macro perspective, 'strategy as practice' 
concentrates on the specific activities of individuals engaged in strategizing within small firms. 

From this view, business performance and —sustainability— impact result from the myriad of 
interactions and practices firms (e.g., nanostores) sustain with others in/within their environments 
(e.g., communities and neighbourhoods). Through their interactions and practices, firms define their 
interests, take resources, deposit waste or emissions, produce and interchange products and services, 
co-participate with stakeholders in activities, and establish conversations and collaborations [43]. In 
this way, firms operationalise, improve, and build their business performance, citizenship, and 
economic, environmental and social contributions. 
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In small firms such as nanostores, the strategizing distinctiveness stems from the organisational 
and stakeholder contexts and the predominant influence of owners'/managers’ roles. Kearney et al. 
[42] assert that strategizing in micro firms evolves from the owner/manager's perceptions of the firm's 
internal and external environments. This strategizing process mirrors the inherent owner/manager's 
entrepreneurial motivation and capabilities. 

Nanostore business practices involve retail operations such as merchandising, product selection 
and sourcing, pricing, inventory management, customer treatment and service, selling and 
marketing, and resupply, determining their products’ accessibility, availability, and affordability [9]. 
Stakeholders’ interactions amongst nanostore staff, CPG suppliers, customers, convenience stores, 
supermarkets, and neighbours, make up the social contexts in which nanostores —owners or 
shopkeepers— obtain their products, deliver their services, provide support, and act as community 
members, creating economic, social and environmental value. As nanostores can positively impact 
their surroundings through proximity, familiarity, affordable pricing, small-scale transactions, and 
empathetic customer engagement, their retail business role, community citizenship, and 
sustainability (i.e. economic, social, and environmental) impact are strengthened. From this view, 
nanostores —as small businesses— form a strategic sustainability orientation through collective 
agency and a human-centred perspective [40].  Figure 1 presents a framework that integrates (i)  
enacted nanostore practices in a context to meet their customer and neighbourhood requirements, 
and build self-reinforcing social exchange relationships; (ii) nanostores’ roles as retail business 
providers, community members and expert community advisors; and (iii) symbiotic reciprocity and 
trust building relations with stakeholders.   

Accordingly, nanostore strategy-making might refer to the dynamic interaction of practices, 
roles, and interactions in which specific undertakings and arrangements are crafted (see Figure 1). 
Hence, suitable strategies, supported by the strategizing-making structure, are required to enhance 
nanostore competitiveness and their impact on community/neighbourhood sustainability. This 
proposition links to the RQ by describing how strategies are (re-)created and supported in small 
firms, leading to their definition in specific aspects of competitiveness and sustainability. The 
framework will later help in this work to discuss and make sense of any proposed strategies and their 
contribution to enhancing nanostores’ results and contributions.     

 
Figure 1. Nanostore Strategizing Framework (authors’ elaboration adapted from [25,41]) 

3. Methodology 

Preprints.org (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 17 October 2024 doi:10.20944/preprints202410.1363.v1

https://doi.org/10.20944/preprints202410.1363.v1


 6 

 

This research undertakes a distinctive ethnographic approach by using GenAI tools, specifically 
ChatGPT 3.5 and Microsoft Copilot, as research tools to ideate alternative nanostores’ strategies that 
enhance their competitiveness and sustainability impact [44]. GenAI tools can help to perform basic 
level activities like providing outlines, language correction and proofreading, and routinary text 
generation. However, they also can assist with idea generation, providing diverse perspectives and 
checking facts [45]. Recognising their unique capacity to process vast databases, generate human-like 
responses, and engage in seamless conversations with humans, this study applies a methodological 
framework termed ‘thing ethnography’ [46].  

Employing GenAI tools as active participants in daily practices with users influences their 
interactions, enabling engagement and conversation [47]. As humans shape objects, these objects, in 
turn, shape and transform our practices reciprocally. Recognising this dynamic interplay between 
people and objects necessitates approaches that assign meaningful roles to both in human activities, 
fostering new methods for collectively defining and solving problems. In this context, GenAI tools 
are viewed as active participants in daily practices, challenging anthropocentric perspectives and 
providing novel insights into their impact on human interactions [46,48]. 

Hence, thing ethnography explores GenAI's interaction and participation in human activities, 
considering the tools' perspective [46,47]. Ethnographic research applies a cultural lens to study 
subjects’ views and perspectives in context by understanding their meanings and reports. 
Ethnography emphasises interpretation, understanding, and representation, adhering to a social 
constructionist approach where multiple descriptions or versions of ‘reality’ provide an authentic 
world portrayal [49]. The ethnographic process involves collecting data from diverse perspectives, 
representing participants on their own terms, and conducting thorough analysis and interpretation. 

Thing ethnography involves gathering and interpreting perspectives from objects, using 
everyday data and the trajectories they reveal. This approach allows humans to conduct theory-based 
analyses to identify patterns and gain new insights into their socio-material interactions [46,48]. 
Accordingly, it involves stepping into the shoes of things, in this case, GenAI tools, to comprehend 
their attributes and experiences. 

Previous interventions in thing ethnography have employed various objects and sensors to 
capture the perspectives of things [46–48,50]. Tools like cameras, microphones, and sensors are 
commonly used for thing-centred data collection, although ‘thing interviewing’ can also serve this 
purpose. Given the unique text-generation capabilities of chatbots, this study conducts interviews 
with GenAI tools through written conversations. Ethnographic interviews are typically conducted in 
specific social contexts, capturing experiences through interactions and declarative content. In thing 
ethnography, interviewing objects can uncover and illustrate their unique perspectives and agency 
by examining the specific qualities and contexts of their experiences [51]. These interviews prioritise 
the depth of insights and inspiration generated over the reliability and representativeness of the 
results. 

The study specifically employs written conversations to interview ChatGPT 3.5 and Microsoft 
Copilot, due to its widespread use and accessibility, despite acknowledged limitations such as 
hallucinations and restricted access to internet databases [52]. In this work, GenAI tools are regarded 
as sources of ideation and conceptualisation for human inquiry and practice [53–55]. Previous studies 
in artificial intelligence (AI) demonstrate the potential of using ChatGPT and Microsoft Copilot for 
information elicitation and gaining insights into varied research topics [44,56–59]. 

  The threefold process of interviewing the GenAI tools encompassed data collection through 
semi-structured interviews, incremental prompting to encourage engagement, and guiding outputs 
toward desired responses [51,60,61]. This iterative refinement process helped the GenAI tool 
understand nuanced subject matters, ensuring a focus on complex topics requiring deeper 
understanding, accuracy, and comprehensiveness in responses [53,59]. The interview process 
progressed through stages of conceptual clarification on nanostores and incremental prompts about 
strategies to enhance their competitiveness and sustainability impact on their communities in 
emergent countries, with an iterative refinement prompt if necessary for response clarification. The 
categories provided in Table 1 guided the interviewing process. 
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The subsequent stages involve data organisation and analysis, employing a deductive thematic 
analysis aligned with the study's theoretical approach to nanostores presented in Table 1 categories 
[62]. The final stage involves the interpretation of responses in the context of nanostores’ strategy, 
competitiveness, and sustainability impact literature to answer the research question, shedding light 
on how GenAI tools can help identify strategy alternatives [47]. 

The experimental setting, regarding data collection through thing interviewing and incremental 
prompting of ChatGPT 3.5 and Microsoft Copilot, considered the following steps. 

i. Input an initial prompt concerning conceptual clarification on nanostores as independent small 
grocery retailers in emerging countries to outline the general context and study topic; 

ii. Input an incremental prompt about nanostores’ strategy practices and ideation to enhance their 
competitiveness while positively impacting the sustainability of their communities in emerging 
countries. Gradually provide additional information and guidance to ChatGPT 3.5, if necessary. 
This stepwise input provided further background information or context; 

iii. Input an iterative refinement prompt based on the generated content to explore alternatives to 
nanostores’ strategies; 

iv. Obtain a comprehensive and contextualised final output by combining the incremental steps; 
v. Incorporate user feedback to refine the obtained responses for reporting, further exploration, 

clarification, or exemplification.     
The animistic nature of GenAI tools is considered and interview results are compared with 

existing literature to address validity concerns [63]. Reliability is ensured through a step-by-step 
methodology for consistent data collection and reporting. However, the study acknowledges 
limitations in transferability, recognising that GenAI tools' views may not generalise to other contexts 
or subjects, necessitating further data collection and validation in diverse nanostore investigations 
[64]. 

4. Results 

The results of the ChatGPT 3.5 and Microsoft Copilot interviewing process involved the 
following set of questions: 

i. Conceptual clarification. Confirm the GenAI tool understands the topic being discussed. 
a. In the context of grocery retail, what are nanostores? 
b. What is the meaning of nanostores' economic competitiveness in grocery retail landscapes? 
c. Referring to nanostores, what are sustainable practices in their local communities? 
d. What is an emerging country? 

ii. Research question. 
a. What strategies can nanostores use to enhance their economic competitiveness in retail 

landscapes while implementing sustainable practices that positively impact their local 
communities in emerging countries? 

b. Incremental questions regarding exemplifications. 
iii. Reflective use of GenAI tools 

a. What is the contribution of GenAI tools to strategy ideation and implementation for 
nanostores’ competitiveness and sustainability impact?     

ChatGPT 3.5 and Microsoft Copilot answers are summarised in Table 2 and Table 3, which 
describe nanostore strategy categories and examples (see full datasets for detailed descriptions 
[65,66]). Additionally, Table 4 presents GenAI tools’ answers on their contribution to strategy 
ideation and implementation as part of a reflective process to identify posibilities and limitations.       
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Table 2. ChatGPT 3.5 nanostore strategy practices for competitiveness and sustainable impact. 

Strategy 
Category Nanostore strategy practices Examples 

Operations 

Energy efficiency and resource 
conservation: “Invest in energy-
efficient appliances, lighting, and 
refrigeration systems to reduce energy 
consumption and lower operating 
costs. Implement water-saving 
measures and waste reduction 
strategies to minimize environmental 
impact.” 

Energy-efficient lighting and appliances, 
insulation and sealing, energy-
monitoring and management systems, 
renewable energy sources, water 
conservation measures, waste reductions 
and recycling, and reusable packaging 
and bagging. 

Suppliers 

Local sourcing and partnerships: 
“Source products locally from small-
scale producers, farmers, and artisans 
to support the local economy and 
reduce transportation emissions. 
Establish partnerships with local 
suppliers to ensure a steady supply of 
high-quality goods.” 

Partnerships with farmers' cooperatives, 
artisanal producers, community and 
school gardens, social enterprises, local 
breweries and wineries, and 
cultural/ethnic communities. 

Customers 
 

Diverse product offerings: “Offer a 
diverse range of products tailored to 
local preferences and needs, including 
staple foods, fresh produce, household 
essentials, and culturally relevant 
items. This enhances customer 
satisfaction and loyalty while 
promoting economic diversity.” 

Fresh produce, staple foods, dairy and 
eggs, bakery and bread, meat and 
poultry, packed goods, snacks and 
beverages, household essentials, 
environmental-friendly products, 
cultural and ethnic foods, and seasonal 
and holiday items.  

Affordable pricing and value 
proposition: “Maintain competitive 
pricing to attract customers from all 
socio-economic backgrounds. 
Emphasize the value proposition of 
nanostores, such as convenience, 
personalized service, and support for 
local communities, to differentiate from 
larger retailers.” 

Basic essential bundles, daily deals and 
special offers, affordable meal kits, 
affordable private label brands, customer 
loyalty programs, convenient payment 
options, and free or discounted delivery 
services. 

Community 

Community engagement and 
empowerment: “Engage with the local 
community through educational 
initiatives, workshops, and events 
focused on sustainability, health, and 
entrepreneurship. Empower residents 
by offering training programs, 
employment opportunities, and 
support for small businesses.” 

Educational workshops and events, 
community garden sponsorships, youth 
employment programs, cultural 
celebrations, health and wellness 
programs, financial literacy programs, 
environmental clean-up and 
conservation efforts, and community 
outreach and advocacy.   

Operations, 
customers, 

and 
suppliers 

Technology integration: “Embrace 
technology to streamline operations, 
improve efficiency, and enhance 
customer experience. Implement digital 
payment systems, inventory 
management software, and online 

Point-of-sale systems, barcode scanners 
and inventory management software, 
digital payment solutions, online 
ordering platforms, automated 
reordering systems, digital marketing, 
customer feedback and reviews 
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ordering platforms to increase 
convenience and accessibility.” 

platforms, and remote monitoring 
systems. 

Customers, 
suppliers, 

and 
community 

Healthy lifestyle promotion: “Promote 
healthy eating habits and lifestyles by 
offering a variety of nutritious foods, 
promoting local produce, and 
providing information on healthy 
cooking and eating. Collaborate with 
healthcare providers and community 
organizations to raise awareness of 
health-related issues.” 

Nutrition education workshops, healthy 
recipe demonstrations, fresh produce 
promotions, healthy snack options, 
labelling and signage, partnerships with 
health and wellness brands, and support 
for healthy habits. 

Operations, 
customers, 

and 
suppliers 

Waste reduction and recycling 
programs: “Implement recycling 
programs for packaging materials and 
encourage customers to bring their 
reusable bags and containers. Minimize 
food waste through smart inventory 
management, portion control, and 
donations to local charities.” 

Comprehensive recycling stations, 
reusable packaging and bagging 
programs, food waste reduction 
strategies, composting initiatives, 
packaging material recycling, refill and 
reuse programs, electronics and battery 
recycling, and supplier packing 
reduction requests. 

Customers, 
suppliers, 

and 
community 

Social responsibility and ethical 
practices: “Operate ethically and 
transparently, adhering to fair labour 
practices, and supporting social causes 
that benefit the local community. 
Communicate values of social 
responsibility and environmental 
stewardship to customers and 
stakeholders.” 

Fair labour practices, product quality and 
safety, ethical sourcing, and supply chain 
management, cultural sensitivity and 
inclusivity, transparency, and 
accountability, customer privacy and 
data protection, and promotion of social 
causes. 

Operations, 
customers, 

and 
suppliers. 

Adaptability and innovation: “Stay 
agile and responsive to changing 
market dynamics and consumer 
preferences. Innovate with new 
product offerings, services, or business 
models that align with sustainability 
goals and address emerging needs in 
the community.” 

Agile pricing strategies, delivery and 
distribution innovation, product 
innovation and differentiation, 
continuous improvement, customer 
engagement and personalisation, 
adaptive store layout and design, and 
digital transformation and online 
presence. 

Table 3. Microsoft Copilot nanostore strategy practices for competitiveness and sustainable impact. 

Strategy 
Category 

Nanostore strategy practices Examples 

Operations 

“Optimize Store Layout: Efficient use of 
space and attractive product displays 
can enhance the shopping experience 
and increase sales. Regularly updating 
the store layout based on customer 
preferences can keep the store 
appealing.” 

Clear entrance and pathways, strategic 
product placement, eye-level displays, 
themed sections, end-cap promotions 
and featured presentations, checkout 
area optimisation, clear signage and 
labels, pleasant lighting and ambience, 
flexible shelving usage, customer flow 
analysis, and interactive displays.  

“Energy Efficiency: Using energy-
efficient lighting and appliances, and 
considering renewable energy sources 

Led lighting, energy-saving appliances, 
smart thermostats, motion-sensor 
lighting, natural lighting, insulation and 
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like solar panels, can reduce energy 
consumption and costs.” 

weatherproofing, solar panels, and 
window and door insulation.    

“Water Conservation: Installing water-
saving fixtures and promoting water 
conservation practices can reduce water 
usage. Collecting rainwater for non-
potable uses can also be beneficial.” 

Low-flow fixtures, rain harvesting, 
water-efficient appliances, grey-water 
recycling, smart water meters, and water-
saving landscaping. 

Suppliers 

“Collaborate with Suppliers: 
Establishing strong relationships with 
suppliers can lead to better pricing, 
exclusive deals, and timely deliveries. 
Group purchasing with other 
nanostores can also help in negotiating 
better terms.” 

Bulk purchasing agreements, exclusive 
product deals, joint promotions, 
consignment arrangements, shop 
training and support, shared logistics, 
feedback and product development, 
vendor inventory management, 
favourable credit terms, and waste 
reduction initiatives. 

“Local Sourcing: Purchasing products 
from local farmers and producers can 
reduce transportation emissions and 
support the local economy. This also 
ensures fresher products for 
customers.” 

Fresh produce, dairy products, baked 
goods, meat and poultry, craft beverages, 
hand-made goods, ham and honey, 
spices and condiments, eco-friendly 
products, cultural and traditional 
products, and flowers and plants. 

Customers 

“Diversify Product Offerings: 
Expanding the range of products to 
include high-demand items and local 
specialties can attract more customers. 
Offering unique products that are not 
available in larger stores can create a 
niche market.” 

Local and organic products, speciality 
foods, household essentials, seasonal 
products, prepared foods, health and 
wellness products, pet supplies, 
stationery and school supplies, eco-
friendly products, cultural and religious 
items, technology accessories, and DIY 
and craft supplies. 

“Enhance Customer Experience: 
Providing personalized service, loyalty 
programs, and community engagement 
activities can build strong customer 
loyalty. Understanding and catering to 
the specific needs of the local 
community is crucial.” 

Personalised services, loyalty 
programmes, cleaned and organised 
store layout, customer feedback, 
convenient payment options, community 
events, online presence, home delivery 
services, special promotions and 
discounts, customer appreciation days, 
training staff, and a comfortable 
shopping environment.  

Community 

“Community Engagement: 
Participating in or sponsoring local 
environmental initiatives, such as tree 
planting or clean-up drives, can 
strengthen community ties and 
promote sustainability.” 

Local event support, workshops and 
classes, community boards, charity 
drives, school partnerships, health and 
wellbeing programmes, holiday 
celebrations, and support of local causes.  

Operations 
and 

Community 

“Waste Management: Implementing 
proper waste segregation and 
composting organic waste can 
minimize environmental impact. 
Partnering with local waste 
management services can enhance 
these efforts.” 

Recycling, reuse, composting, waste 
source reduction, zero-waste initiatives, 
and support for waste-reduction 
community events. 
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Community 
and 

customers 

“Promote Recycling and Reuse: 
Encouraging customers to bring their 
bags and containers, and reusing 
packaging materials can reduce waste. 
Setting up recycling bins for customers 
can also promote environmental 
responsibility.” 

Reusable bags, recycling bins, packaging 
reuse, bottle returns, composting 
promotion, upcycling workshops, refill 
stations, customer environmental 
education, incentive programmes, and 
second-hand sales.  

Operations 
and 

customers 

“Leverage Technology: Implementing 
digital tools for inventory management, 
sales tracking, and customer 
relationship management can 
streamline operations and improve 
efficiency. Mobile payment systems can 
also enhance customer convenience.” 

Point of sale systems, mobile payment 
solutions, inventory management 
software, customer relationship 
management tools, e-commerce 
platforms, social media marketing, 
digital loyalty programs, data analytics, 
cloud-based accounting software, and 
delivery and logistics apps. 

Referring to operations, ChatGPT 3.5 underscores technology integration for streamlining 
operations and improving efficiency. It also highlights energy efficiency and waste reduction to lower 
operating costs and environmental impact. Nanostore operations should also encompass innovating 
service delivery and distribution methods, as well as optimising store layout and design. These 
efforts aim to maintain agility in response to evolving market dynamics and consumer preferences. 
Therefore, these strategic alternatives build on top of ensuring stock availability and developing 
customer responsiveness as indicated in existing research works [27–30,32]. 

In the case of Microsoft Copilot, nanostore strategy practices regarding operations are suggested 
to focus on store layout optimisation to make efficient use of the shopfloor and provide customers 
with a satisfactory shopping experience. In addition, adopting digital tools might enhance inventory 
management efficacy and effectiveness in keeping up with customer demand and service levels, 
promoting product availability. Strategy practices are also suggested for sustainable operations by 
implementing water conservation, waste reduction/management, and energy-saving initiatives with 
a comprehensive environmental perspective according to responsible consumption and production 
in business activities [67–69].   

ChatGPT 3.5 recommends that nanostores prioritise local sourcing and partnerships with 
suppliers to ensure a steady supply of high-quality goods, supporting the local economy and 
reducing environmental impact. Long-term relationships based on trust and mutual benefit can foster 
collaboration to optimise supply chain efficiency and ensure product availability. Nanostores should 
also partner with suppliers adhering to fair trade and ethical sourcing standards, promoting 
responsible practices. Collaborating with suppliers can also involve developing innovative solutions 
and services that meet customer needs and enhance competitiveness. Another option is engaging in 
suppliers' initiatives for energy and waste reduction. These options bolster nanostores' supply chain 
relationships, complementing supply optimisation, inventory management, personal relationships, 
and vertical integration, as outlined in the literature [69,70].   

Similarly, Microsoft Copilot proposes enhancing nanostore-supplier relationships through 
collaborative efforts and local sourcing, which can significantly improve operations and customer 
satisfaction. By forming bulk purchasing agreements, securing exclusive product deals, collaborating 
on joint promotions, and utilising consignment arrangements, nanostores can reduce costs and 
differentiate themselves from competitors. Suppliers’ provision of staff training, shared logistics, and 
favourable credit terms further support these relationships, while feedback and vendor inventory 
management optimise stock levels. Additionally, local sourcing of fresh produce, dairy products, 
baked goods, meat, poultry, craft beverages, handmade goods, honey, spices, eco-friendly products, 
cultural items, and plants ensures fresher products and supports the local economy. These strategies 
enhance operational efficiency and customer appeal, and foster neighbourhood support and 
sustainability, helping nanostores thrive in a competitive market.  
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ChatGPT 3.5 recommends strategy options for small local shops, such as building strong 
customer relationships, offering products tailored to the community's needs, and ensuring 
accessibility and convenience for all community members. Personalised service can build trust and 
loyalty while technology integration can enhance the customer experience. Sustainability practices 
include promoting healthy options and habits, recycling and reusing materials, cultural inclusivity, 
and fair labour practices. These recommendations address gaps in existing literature, particularly 
regarding environmental stewardship and customer-focused strategies [14,34,36]. 

Microsoft Copilot highlights strengthening customer-nanostore relationships by diversifying 
product offerings and enhancing the overall customer experience. Expanding the range of products 
to include high-demand items and local specialities can draw in more customers and create a unique 
niche market. Offering a wide range of specialities, supplies, and products can set nanostores apart 
from larger competitors. Simultaneously, enhancing the customer experience is vital for building 
strong customer loyalty. Personalised service and convenience tailored to individual needs and 
preferences can make customers feel valued and satisfied, and encourage ongoing patronage. By 
combining diversified product offerings with a focus on custom-made, community-centred service, 
nanostores can cultivate a loyal customer base and thrive in a competitive market. 

ChatGPT 3.5 proposes that nanostores can build strong relationships with local communities, 
create shared value, and position themselves as trusted and socially responsible businesses. 
Nanostores can take proactive measures such as waste reduction programs and recycling initiatives 
to benefit the community/neighbourhood and the ecosystem. Additionally, they can highlight local 
heritage, invest in development projects, and collaborate with community groups to address social 
and environmental challenges. By listening to and responding to community needs, nanostores can 
ensure relevance and meet customer expectations. These practices align with existing literature on 
fostering social interactions and incentivising healthy practices [10,14].  

To enhance nanostore-community relationships, Microsoft Copilot suggests engaging actively 
with the local community through various initiatives. Participating in or sponsoring local 
environmental initiatives can foster a sense of unity and demonstrate a commitment to sustainability. 
These efforts benefit the community and create a supportive network to increase trust, commitment,  
unity, loyalty, and patronage. Through consistent and meaningful engagement, nanostores can 
establish themselves as community pillars, promoting social investment and a sense of togetherness 
and mutual support, becoming integral to their communities [14]. 

Table 4. GenAI tools’ contribution to strategy ideation and implementation. 

ChatGPT 3.5 Microsoft Copilot 
“Strategy Ideation 

1. Market and Consumer Insights: 
 Trend Analysis: GenAI can 

[assist to] analyze vast amounts 
of market data to identify 
current and emerging trends, 
helping nanostores stay ahead 
of the competition. 

 Customer Behavior: By 
examining customer 
purchasing patterns and 
preferences, GenAI can offer 
insights into what products are 
likely to be in demand. 

2. Innovative Ideas: 
 Product Development: GenAI 

can suggest new product ideas 
based on gaps in the market and 

1. “Enhanced Data Analysis: GenAI 
tools can analyze vast amounts of data 
from various sources, providing 
insights into customer preferences, 
purchasing patterns, and market 
trends. This helps nanostores tailor 
their inventory and marketing 
strategies to better meet customer 
needs. 

2. Personalized Marketing: By 
leveraging GenAI, nanostores can 
create personalized marketing 
campaigns. These tools can generate 
targeted promotions and 
recommendations, increasing 
customer engagement and loyalty. 

3. Operational Efficiency: GenAI can 
optimize supply chain management by 
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customer needs, fostering 
innovation. 

 Business Model Innovation: It 
can propose novel business 
models or modifications to 
existing ones that could 
improve revenue streams and 
customer engagement. 

3. Sustainability Strategies: 
 Eco-Friendly Practices: GenAI 

can recommend sustainable 
practices such as zero-waste 
packaging, energy-efficient 
operations, and sourcing from 
eco-friendly suppliers. 

 Circular Economy: It can assist 
in developing strategies for 
implementing circular economy 
principles, such as recycling and 
upcycling products. 

 
Strategy Implementation 

1. Operational Efficiency: 
 Process Optimization: GenAI 

can [help] analyze and optimize 
various operational processes, 
reducing waste and improving 
efficiency. 

 Inventory Management: It can 
[help] predict demand and 
suggest optimal inventory 
levels, reducing overstock and 
stockouts. 

2. Marketing and Customer Engagement: 
 Personalized Marketing: 

GenAI can create personalized 
marketing campaigns based on 
customer data, increasing 
engagement and sales. 

 Customer Interaction: AI-
powered chatbots can provide 
24/7 customer service, handle 
inquiries, and gather feedback, 
enhancing the customer 
experience. 

3. Financial Management: 
 Cost Control: GenAI can 

identify cost-saving 
opportunities and suggest 
strategies to improve financial 
management. 

predicting demand, managing stock 
levels, and reducing waste. This leads 
to cost savings and more efficient 
operations. 

4. Sustainability Initiatives: GenAI tools 
can help nanostores implement 
sustainable practices by identifying 
eco-friendly products, optimizing 
energy use, and reducing carbon 
footprints. This not only benefits the 
environment but also appeals to 
increasingly eco-conscious consumers. 

5. Strategic Planning: GenAI assists in 
strategic planning by simulating 
different business scenarios and 
outcomes. This allows nanostores to 
make informed decisions about 
expansion, pricing, and partnerships. 

6. Customer Experience: By using GenAI 
to enhance customer service, 
nanostores can offer features like 
chatbots for instant support and 
personalized shopping experiences, 
improving overall customer 
satisfaction.” 

 
Practical Examples: 
1. “Enhanced Data Analysis: 

 A nanostore in Mexico City 
uses a GenAI tool to analyze 
sales data and customer 
feedback. The tool identifies 
that customers prefer organic 
products and suggests 
stocking more organic fruits 
and vegetables. As a result, the 
store sees a 15% increase in 
sales of these items.” 

2. “Personalized Marketing: 
 A nanostore in Mumbai uses 

GenAI to create personalized 
promotions. The tool 
generates discount coupons 
for frequently purchased items 
based on individual customer 
purchase history. This leads to 
a 20% increase in customer 
retention and repeat 
purchases.” 

3. “Operational Efficiency: 
 A nanostore in Nairobi uses 

GenAI to predict demand for 
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 Budgeting and Forecasting: It 
can create accurate financial 
forecasts and help with budget 
planning to ensure financial 
stability. 

4. Sustainability Implementation: 
 Energy Efficiency: GenAI can 

[help] analyze energy 
consumption patterns and 
suggest measures to reduce 
energy use, lowering 
operational costs and 
environmental impact. 

 Sustainable Sourcing: It can 
identify and recommend 
sustainable suppliers and 
materials, aligning the 
nanostore's operations with 
sustainability goals. 

 
Practical Examples 

1. Sustainable Product 
Recommendations: A nanostore could 
use GenAI to identify products that are 
both popular with consumers and have 
a lower environmental impact, helping 
to balance profitability with 
sustainability. 

2. Optimized Logistics: GenAI can 
streamline logistics by suggesting the 
most efficient routes and methods for 
product delivery, reducing fuel 
consumption and emissions. 

3. Customer Feedback Integration: By 
analyzing customer feedback, GenAI 
can suggest improvements to products 
and services that enhance customer 
satisfaction and loyalty, contributing to 
long-term competitiveness. 

4. Waste Reduction Programs: GenAI can 
develop programs to minimize waste 
through efficient inventory 
management and by identifying 
opportunities for recycling and reusing 
materials.” 

various products. The tool 
helps the store maintain 
optimal stock levels, reducing 
both overstock and stockouts. 
This results in a 10% reduction 
in inventory costs and a 5% 
increase in sales due to better 
product availability.” 

4. “Sustainability Initiatives: 
 A nanostore in São Paulo uses 

GenAI to identify suppliers of 
eco-friendly products and 
optimize energy usage in the 
store. The tool suggests 
switching to LED lighting and 
energy-efficient refrigeration. 
These changes reduce the 
store’s carbon footprint by 
25% and attract 
environmentally conscious 
customers.” 

5. Strategic Planning: 
 “A nanostore in Jakarta uses 

GenAI to simulate different 
business scenarios. The tool 
helps the store owner decide 
whether to expand to a new 
location by analyzing [the] 
potential customer base, 
competition, and financial 
projections. The decision to 
expand leads to a 30% increase 
in overall revenue.” 

6. Customer Experience: 
 “A nanostore in Lagos 

implements a GenAI-powered 
chatbot to assist customers 
with inquiries and product 
recommendations. The 
chatbot provides instant 
support, improving customer 
satisfaction and freeing up 
staff to focus on other tasks. 
This enhances the overall 
shopping experience and 
boosts customer loyalty.” 

Finally, regarding the GenAI tools’ contribution to strategy ideation and implementation, the 
tools recognise different scopes and possibilities. ChatGPT 3.5 identifies differentiated contributions 
between ideation and implementation. For strategy ideation, the contributions point to the 
examination, analysis, and suggestion/recommendation of diverse courses of action for market and 
consumer insights (i.e., trend analysis and consumer behaviour), innovations (i.e., product 
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development and business model innovation) and sustainability practices (i.e., eco-friendly practices 
and circular economy). Concerning strategy implementation, ChatGPT 3.5 focuses on the 
optimisation of operational efficiency (i.e., process flow and inventory management), alternatives for 
marketing and customer engagement (i.e., personalised marketing and customer interaction), 
financial management (i.e., cost control and budgeting and forecasting), and sustainability 
implementation (i.e., energy saving and sustainable sourcing). Moreover, ChatGPT 3.5 provides 
examples to illustrate these propositions, which provide further practical details. 

Microsoft Copilot provides reduced descriptions for strategy ideation and implementation, 
involving enhanced data analysis, personalised marketing, operational efficiency, sustainability 
initiatives, strategic planning, and customer experience. Examples are provided for each strategy 
proposition referring to specific cities of emergent countries. In both cases, the Chat GPT 3.5 and 
Microsoft Copilot tools’ results align with their proposed strategy practice categories presented in 
Tables 2 and 3. However, the emphasis here is on management functions rather than operations and 
stakeholders. 

5. Discussion 

Results indicate a contrast between the suggested nanostore strategy practices concerning 
competitiveness and sustainability impact and those in the literature [1–4,26,38,71]. Table 5 outlines 
the distinctions between the current literature and the results obtained from GenAI tools. 

 Table 5. Nanostores’ Strategies Comparison. 

Category 
Summarised literature-based 

strategies 
Summarised GenAI strategies 

Operations 

 Ensure stock availability; 
 Innovate service delivery and 

distribution methods; 
 Develop a flexible 

organisational structure for 
market responsiveness; 

 Implement layout improvement 
to enhance customer 
experience; 

 Form informal cartels based on 
personal relationships; 

 Develop technological adoption 
to streamline operations and 
improve inventory 
management efficiency; 

 Collaborate through franchising 
or buying groups. 

 Adopt in-store sustainable 
practices.  

Suppliers 

 Utilise suppliers' credit for 
households and customer 
credit; 

 Promote local sourcing to 
ensure a steady product flow 
that supports the local economy 
and reduces environmental 
impact;   

 Select suppliers based on 
personal relationships; 

 Develop partnerships with 
suppliers for supply chain 
optimisation, commercial 
agreements, responsible 
practices, and innovative 
solutions.  

 Promote community 
memberships in supplier 
choices; 

 

 Patronise companies for shop 
enhancement; 

 

 Form vertical alliances with 
wholesalers; 
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 Optimize transportation and 
reverse logistics;  

 Improve suppliers' location and 
relationships; 

 

 Implement community group 
buying.  

Customers 

 Enhance functional literacy and 
product information; 

 Diversify product offerings 
tailored to the customers’ needs; 

 Foster personal relationships 
with customers; 

 Offer personalised service and 
convenience for a community-
centred experience;  

 Emphasise 'support for local 
economy' and functional 
benefits; 

 Adopt sustainability practices 
to promote socially and 
environmentally friendly 
lifestyles in customers; 

 Improve technology for 
consumer satisfaction; 

 Promote healthy lifestyles by 
offering nutritious products;  

 Maintain accessible hours and 
friendly service; 

 Leverage digital technologies in 
customer relationships and 
transactions. 

 Prioritize customer service, free 
home delivery service, better 
prices, better display of 
products, and promotions; 

 

 Offer better customer service, 
lower prices, and promotions 
(than large competitors); 

 

 Offer healthy products for 
nutritious food access and 
availability. 

 

Community 

 Foster social embeddedness 
through customer and supplier 
relationships, community-
based preferences, and desire 
for social recognition;  

 Engage communities to support 
local agendas and promote 
healthy and responsible 
lifestyles. 

 Become healthy retailers 
through community 
engagement and cross-sector 
partnerships.  

 Collaborate with local groups to 
address local community 
challenges, support 
development projects, and 
promote cultural heritage. 

Government 
 Provide financial support for 

enhanced shop resilience. 
 None 

GenAI-ideated strategy practices for nanostores provide useful insights into business 
functioning considering an integrated perspective. These practices expand those already proposed in 
the literature (see Table 1) with broadly detailed practical examples to enrich their community roles 
and strengthen stakeholder relationships. Referring to the nanostore strategizing framework in 
Figure 1, we can identify enacted, responsive and responsible strategy practices as follows: 
 Efficient and sustainable operations. The GenAI tools suggest shop floor optimisation, inventory 

management, and digital technology integration. However, shop floor optimisation and 
technological adoption are topics little explored in the nanostore literature, which requires 
further investigation to maximise operations’ efficiency, product visibility and consumer 
experience [30,72–74]. In contrast, the literature focuses on inventory availability, strengthening 
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personal relationships and supply collaboration in the community [27–30]. The tools also 
highlight sustainable practices such as energy saving, water conservation, and waste 
management. Nevertheless, little work exists in nanostores [15].    

 Supplier collaboration, agreements, and local sourcing. This proposition, specifically local 
sourcing, requires further investigation as it is limitedly explored in the nanostore literature. 
There is a need to evaluate possible impacts on product prices and availability as local small 
producers may have uncompetitive production capabilities and cost structures [70]. 
Nevertheless, supply strategies provide the most numerous alternatives in the supply chain 
management and logistics literature regarding sourcing, distribution, transportation and 
supplier relationships [27,29–32]. 

 Customer engagement and experience. Offering personalised service and convenience, and 
promoting nutritious food consumption, healthy lifestyles and responsible consumption. These 
strategies align with the literature, providing similar alternatives and scope [20,27,29–31,75].  

 Community engagement. Building trust, social contributions and promoting local development, 
in which nanostores can become active members of communities. Literature in the field proposes 
similar alternatives to improve community connections and resilience and create a positive 
impact, making nanostores an integral part of their communities [13,29,36,76]. 

 Finally, regarding government-related strategies, the GenAI tools did not provide any 
suggestions in their answers.  
Continuing with the nanostores strategising framework, these practices involve nanostore 

stakeholders such as shopkeepers/staff, customers, suppliers, and community members performing 
transactional grocery supply, retail and consumption roles in a collective community effort. From 
this view, stakeholders take a participatory, collaborative, trust-building, and sustainability-driven 
perspective of mutual interdependency to benefit each other in the long term [40]. These interactions 
aim to competitively position nanostores in their retail landscapes against other retail formats while 
positively impacting environmental conservation and social development through grocery retailing. 
The strategy proposals consider inclusive and resilient neighbourhoods, food safety, circular 
economy, energy and water efficiency, and gas emission reduction in line with the Sustainable 
Development Goals (SDGs) [38,76,77]. However, further elaboration is required through specific real-
world implementations to identify strengths, weaknesses, challenges and opportunities with 
particular stakeholders, roles, and in-context interactions. 

The contribution of GenAI tools to strategy ideation and implementation in nanostores is 
multifaceted and recognizes various scopes and possibilities. Specifically, ChatGPT 3.5 delineates 
clear distinctions between its contributions to ideation and implementation. ChatGPT 3.5 and 
Microsoft Copilot provide differentiated and complementary insights across various strategic 
dimensions. The tools’ reflection on their contribution to strategy ideation and implementation 
emphasises the possibility of enhancing creativity, providing data-driven insights, improving 
operational efficiency, supporting sustainability practices, enabling contextual adaptation, and 
fostering long-term strategic thinking. There is also a possibility for complementary use of ChatGPT 
3.5 and Microsoft Copilot.  While ChatGPT provides creative insights and qualitative assessments, 
Microsoft Copilot can enhance data analysis and operational efficiency by using Microsoft software 
applications such as Excel. Data can be transferred, cleaned, and analysed to identify trends and 
patterns, produce reports, make automated calculations, undertake natural language queries, and 
generate recommendations. Together, they can equip nanostore owners/shopkeepers with the tools 
necessary for innovative thinking and practical execution. 

Accordingly, the primary contribution of this work is a comprehensive perspective on the 
strategic practices of nanostores, illustrated by specific instances created by GenAI tools that advance 
answering this work’s RQ. Nanostores’ strategic practices can cover diverse aspects of their retail 
operations and stakeholder relationships. From this view, nanostores’ strategy practices, deployed 
through their enacted stakeholder interactions and enriched roles in their communities, can shape 
their retail profile, leveraging their competitiveness against other retail formats. For example, 
enhancing product accessibility, affordability, and availability, and improving customer service and 
experience [3,4,7]. Furthermore, nanostores can assess and contribute to community sustainability 
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through retail functions and connections with their surroundings, promoting social development and 
environmental conservation beyond their fundamental economic business activities. This case 
involves initiatives that align with sustainable consumption and production [15]. 

5.1. Limitations and Future Work 

However, limitations exist regarding these strategic propositions. First, they lack real-world 
validation, as they are based on GenAI ideation and synthesised information, and may lack empirical 
evidence of their effectiveness. For instance, the suggested novel strategies such as local sourcing, 
shop floor optimisation and technological adoptions to enhance operations, customer experience, 
community engagement and sustainability require further investigation on their applicability and 
feasibility validation as little work exists in the nanostore field. Second, biases in the training data or 
the model itself may influence these propositions, rendering them unsuitable for all nanostores and 
communities. As we address nanostores in emerging countries, limited work exists to derive further 
insights into the field. Third, limited contextual and practical understanding could lead to 
oversimplified, impractical, or overreaching suggestions that escape nanostores’ capabilities and 
restrictions. The provided GenAI strategies are generic and with no particular focus on emerging 
countries, leaving aside their contextual requirements, peculiarities, barriers and limitations [1,4,78]. 
Fourth, implementation challenges, such as resource constraints or cultural barriers in emerging 
countries, are not adequately considered, hindering their application. Fifth, reliance on AI-generated 
recommendations poses ethical and social implications, necessitating testing and validation in real 
contexts. Sixth, technology-driven practices and adoption require significant investments and effort, 
which may not be feasible or affordable for many nanostores—including owners/shopkeepers— in 
emerging countries. Finally, the focus on specific aspects may overlook other critical areas of 
nanostore management, such as regulatory compliance and financial characteristics, or stakeholders’ 
behavioural limitations and decision-making. 

Concerning the RQ, the results provide strategy practices’ alternatives that coincide with those 
roles and expected contributions that nanostores play as service providers and community members. 
Furthermore, the suggested strategy practices relate to those identified categories in the literature 
pointing to nanostores’ operations and stakeholder relationships. The results extend the existing 
strategy practices, going beyond prevailing perspectives on their economic functioning. Therefore, 
the main contribution of this work underscores the strategy practices suggested by ChatGPT 3.5 and 
Microsoft Copilot, taking nanostores as the central study object, to enhance their competitiveness and 
sustainability impact on communities in emerging countries. This is a promising step forward in 
answering the RQ as no other comprehensive approach of this type exists in the literature. 

Additionally, while GenAI tools present numerous opportunities for supporting strategy 
ideation and implementation, it is essential to recognize their limitations. By addressing data quality 
issues, contextual understanding, integration challenges, cost considerations, and ethical concerns, 
nanostores can better incorporate GenAI into their strategy practices. Balancing the use of technology 
with human insights and traditional business practices is crucial for maximizing strategy ideation 
and implementation. There is also a limitation in terms of GenAI tool adoption as a part of a formal 
strategy practice in nanostores. GenAI tools require an enactment as part of regular strategy practices, 
which poses an additional incorporation challenge.     

Future work is required concerning further explorations with different GenAI tools, overcoming 
the limitations of this work, and assuring the responsible use of AI-generated content for strategy 
ideation, implementation, and the implications of nanostore competitiveness and sustainability 
impact. Accordingly, GenAI tools such as Google Gemini or Claude might be used to crosscheck and 
compare results. A research agenda might also identify possibilities and limitations to test and 
validate the proposed strategy practices in real-world settings, involving their suitability, feasibility, 
ethical and social implications, and technological barriers. Moreover, further work is required 
concerning the effectiveness, adoption, and use of GenAI tools for strategy adoption and 
implementation. Finally, other aspects of nanostores’ management might be considered to enrich 
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their strategy definition and GenAI tool usage such as nanostore shopkeepers' motivations, purposes, 
digital literacy, store organisation, and operational decision-making.     

6. Conclusions 

GenAI tools usage for nanostores’ strategy ideation can result in valuable alternatives to face 
their competitiveness and sustainability challenges while navigating the complexities of retail 
landscapes in communities of emerging countries. Specifically, ChatGPT 3.5 and Microsoft Copilot 
provide the possibility of conceptual clarification and step-by-step prompting to obtain strategy 
practices, comprising the nanostores’ multi-stakeholder relationships and their dual role as service 
providers and community/neighbourhood members, favouring neighbourhood sustainability. These 
strategic alternatives, emerging from their unique interactions, roles, and practices, underpin their 
competitiveness against other retailers, and drive their economic, social, and environmental impact 
on their communities. Accordingly, this work offers a comprehensive perspective on nanostores’ 
strategy practices, beyond efficiency-based alternatives commonly found in the nanostore literature. 

Furthermore, the use of thing ethnography provides the opportunity to support a reciprocal 
interaction between humans and AI to process and analyse large datasets that can be used for 
intelligent human decision-making and problem-solving. In this sense, decision-makers, academics, 
and practitioners can reflect on the potential of this technology to enhance diverse aspects of 
nanostores’ strategic and operational aspects. Accordingly, the methodology provides an alternative 
to engage with GenAI tools that address their perspective, possibilities, and limitations for offering 
strategy practices for nanostores’ competitiveness and positive sustainability impact.  

While this work has laid the groundwork for comprehending the promise of GenAI tools in 
nanostores’ strategy ideation, we recognise the necessity of further practical implementation and real-
world application to validate their validity and contributions. Nonetheless, it is essential to identify 
the utmost importance of the responsible use of GenAI tools. We must acknowledge the significance 
of adopting and employing GenAI effectively, asking precise questions to avert AI-generated 
inaccuracies and misinformation. Furthermore, we must conscientiously address the ethical 
considerations and potential risks associated with GenAI tools, ensuring that human agency remains 
at the forefront. 
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