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ABSTRACT :

The fast-changing retail environment in India has brought with it an emerging new era of ultra-fast delivery, i.e., Quick Commerce (Q-commerce). The business
model is committed to delivering products within 10-30 minutes and is redefining consumer expectations, behavior, and shopping habits. This study takes the
example of Blinkit, a top Q-commerce platform in India, to examine the effect of quick commerce on urban consumers specifically in terms of the frequency of
use, satisfaction, loyalty, and impulse buying behavior.

A mixed-method research design was followed, incorporating primary data through surveys and interviews with secondary data through industry reports, news
articles, and academic literature. The survey was administered to 18—45-year-old urban users, with a concentration of 18—25-year-olds making up the majority.
Results show that speed, convenience, and user interface are leading drivers of Blinkit's use, while concerns such as delivery reliability and threats from
alternatives like Zepto present grave challenges.

The research also mentions that there is a high percentage of users who are driven to make impulsive purchases, and even though price sensitivity is present, the
majority of users find Blinkit's prices reasonable. Yet, only a minuscule proportion are stickie for Blinkit alone, signifying low brand stickiness in the Q-
commerce segment.

This project finds that though Q-commerce platforms such as Blinkit have been able to successfully leverage the consumer aspiration for instant gratification,
they now need to concentrate on service consistency, customer retention, and ethical delivery practices to drive and scale their business in a highly competitive
and fast-changing environment

INTRODUCTION
1.1 Overview of Chapter

The retail scenario has undergone a radical change over the last 10 years-from traditional store shopping to e-commerce, and now even faster: Quick
Commerce or Q-Commerce. This promises delivery of goods within 30 minutes, thereby modifying the way urban consumers shop.

Going forward, the argument would be that entities such as Blinkit (formerly Grofers) should be moved to being positioned under the instant delivery
superclass. It moved away from traditional online grocery delivery in 2021 into hyper-local instant delivery. The operations are focused on metros and
mainly involve dark stores, or micro-warehouses picked strategically to minimize the delivery time.

The growth of Quick Commerce in India is being driven by several key factors. Rapid urbanization has led to a rise in consumers, particularly in
metropolitan areas, who value convenience due to their time-constrained lifestyles. The widespread adoption of smartphones and increased internet
penetration have further fueled this trend, making it easier for consumers to shop through mobile apps. Additionally, the fast-paced lives of working
professionals and young families have heightened the demand for instant gratification, prompting them to prefer services that offer speed and
efficiency. The COVID-19 pandemic significantly accelerated the shift to online shopping, permanently altering consumer buying habits. Moreover, the
competitive landscape has evolved, with companies now focusing more on delivery speed and service quality rather than just pricing. Blinkit has
effectively capitalized on these trends through its collaboration with Zomato and other partners, offering rapid delivery of over 5,000 products—
including groceries, snacks, stationery, medicines, and tech accessories—often within 10 minutes. This transformation in service delivery has deeply
influenced consumer behavior, highlighting the importance of studying consumer perception in the context of quick commerce
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1.2 Overview of Company

Over the last few years, the retail sector in India has seen a paradigm shift through the introduction of Quick Commerce (Q-commerce) business model,
which focuses on delivering day-to-day essentials and groceries within ultra-short time frames, usually 10 to 30 minutes. One of the major players
leading this revolution is Blinkit, a Gurgaon-based startup that has quickly grown into a quick commerce industry leader. This research concentrates on
Blinkit as a sample case to analyze the effect of rapid commerce on consumer action, satisfaction, and expectation.

Blinkit, launched in 2013 as Grofers by founders Albinder Dhindsa and Saurabh Kumar, started off as a scheduled delivery platform for household
items and grocery. On the standard e-commerce model, the company initially took orders for next-day or scheduled delivery. But with the increasingly
fast-paced lifestyles of consumers and urban shoppers demanding quicker and more convenient services, Grofers knew that it had to reimagine its
business model. In December 2021, it renamed itself Blinkit and shifted its business model to ultra-fast delivery as a way to make its official entry into
the Q-commerce space.

Blinkit's existing model is based on the hyperlocal delivery system, which relies on a dark store network of small, strategically placed fulfillment
centers that carry limited but high-demand inventory. Dark stores are located in close proximity to consumer clusters in urban and semi-urban locations,
allowing deliveries to be finished within 10-20 minutes. This infrastructure is supported by advanced technology, real-time inventory tracking, route
optimization algorithms, and a large fleet of delivery partners. As of 2024, Blinkit operates in over 100 Indian cities and has more than 1,300 dark
stores nationwide, making it one of the most expansive quick-commerce networks in the country.

Blinkit was acquired in June 2022 by Zomato Limited, renamed Eternal Limited, for an all-stock consideration of about $568 million. It was a
milestone moment in the Indian startup ecosystem, with the deal highlighting the expanding relevance of quick commerce within the larger consumer
technology space. With the backing of Zomato, Blinkit's services were extended to cater to a larger product offering, including electronics, stationery,
personal care items, home products, and even fashion accessories. This diversification is also a part of Blinkit's overall strategic vision to become a one-
stop shop for all near-consumer needs.

The customer base of the company is primarily made up of urban millennials and Gen Z shoppers, who prioritize convenience, speed, and digital
interaction. Blinkit meets this need by providing an easy-to-use mobile app interface, friction-free payment systems, real-time tracking of deliveries,
and customer assistance. Its service model embodies a consumer expectation transition from “fast delivery" to “instant delivery," thus shaping not just
what individuals purchase, but how and when they purchase it.

But this aggressive emphasis on velocity also brings with it important operating and managerial concerns, including inventory accuracy, rider safety,
and logistics costs. And concerns over consumer satisfaction, impulse purchasing habits, and long-term brand loyalty continue to be pertinent areas of
discovery. These make Blinkit a perfect candidate to examine the bigger picture regarding fast commerce's impact on consumer psychology and market
forces.

This project intends to explore the ways in which Blinkit's fast commerce model has shaped consumer behavior, preferences, and expectations in urban
cities. Through the study of Blinkit's operations, marketing, and consumer reactions, this research attempts to gain valuable insights into the retail and
consumer interaction of the future in India.

1.3 Background of The Study

The retail industry of India has seen a revolutionary change over the last decade, led primarily by technological development, expansion of digital
platforms, and changing lifestyles of consumers. Among the most revolutionary new innovations in the recent past has been the entry of Quick
Commerce (Q-commerce), a retail model which provides delivery of daily necessities, grocery, and convenience items within a very short time frame,
even as little as 10 to 30 minutes. The transition has been led primarily by urban consumers who are used to instant solutions, with focus on speed,
convenience, and time saved at the cost of traditional consumption patterns.

With smartphone penetration on the rise, internet speeds have caught up, and the urban consumer has become time-starved, the demand for instant-
delivery services has skyrocketed. To meet this, several companies have forayed into quick commerce, with Blinkit being one of the earliest and best-
known companies in India. Previously Grofers, Blinkit rebranded and shifted its business model in 2021 to focus on ultra-fast delivery through a
network of micro-warehouses or dark stores. This shift was a revolutionary change not just in its supply chain and logistics network but also in how
Indian consumers purchase essentials of everyday life.

The evolution of Blinkit is a significant change in the consumption pattern of consumers. The weeks/months long, planned, supermarket shopping that
was the traditional way is being replaced with instant, need-based, app-driven consumption decisions. The products that used to be bought in bulk
previously are being bought on-demand in smaller packets, which is a reflection of the shift towards a more fragmented and impulsive consumption
habit. This is especially common among working professionals, young couples, and nuclear families in urban cities, who care more about speed and
convenience rather than price and brand.

While quick commerce has created historic convenience for the end-consumer, it also raises very important questions from a strategic and management
point of view. Is the quick commerce model sustainable over the long term? How does convenience of this nature affect consumer expectation,
satisfaction, and loyalty? Do consumers pay a premium for convenience, or are we witnessing the consequence of discount and promotion-led offers?
These are important questions that make one appreciate the broader implications of Q-commerce for the retail industry and customer experience.
Moreover, the intense competition within the sector also generates strategic challenges for players like Blinkit. Providing speed, product availability,
operational efficiency, and customer satisfaction is a complex endeavor. With more consumers adopting this model, their expectations continue to
evolve, making it even more complex to require customized experiences, flawless execution, and uniform quality of services. The aim of this research
is to investigate the impact of Q-commerce on consumer behavior, taking Blinkit as a case firm. It attempts to know how consumers perceive and
respond to such services, what influences their decisions, and how this shift is impacting their overall satisfaction, trust and brand interaction. The
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insights that will be formulated through this research will enable us to better understand the Q-commerce business model and assist marketers,
managers, and policymakers to respond appropriately to the evolving desires of digital consumers.

1.4 Problem Statement

The swift development of quick commerce in India has revolutionized the urban retail consumption landscape. Businesses such as Blinkit have brought
with them a model that delivers daily essentials in minutes, which has changed consumer expectations in terms of speed, convenience, and accessibility.
Though this phenomenon has taken the masses by storm, it also throws up key questions regarding its influence on consumer behavior, satisfaction, and
long-term loyalty.

Even as usage of Blinkit's services increases, little academic literature explores how this novel form of delivery impacts consumer decision-making
behavior, frequency of purchase, and value perception. It is also unclear if the popularity of fast commerce today is based on true consumer preference
or short-run inducements like promotions, discounting, and novelty.

Moreover, the model of quick commerce poses operational and strategic concerns that could influence service consistency, product offer, and customer
satisfaction. The speediness of the service also requires delivery partners to function with high efficiency, possibly compromising service quality and
brand credibility.

Therefore, the core issue this study aims to tackle is:

"What is the effect of fast commerce, as provided by Blinkit, on consumer behavior, taste, satisfaction, and loyalty in the Indian urban market?"

This study seeks to fill the gap by shedding light on how consumers are reacting to this new retail and what it means for the future of the sector.

1.5 Significance of The Study

The emergence of Quick Commerce (Q-commerce) has revolutionized the way consumers shop for daily necessities, especially in urban areas. As
companies like Blinkit continue to expand their operations and customer base, it becomes increasingly important to understand the real impact of this
business model on consumer behavior. This study holds significance for multiple stakeholders across the business, academic, and public sectors.

For Businesses and Marketers

The insights of this study will enable firms such as Blinkit, Zomato, and other Q-commerce operators to comprehend better the evolving expectations,
levels of satisfaction, and loyalty trends of contemporary buyers. By knowing what influences buyers to opt for quick delivery services—be it
convenience, range of products, prices, or user interface—companies can enhance their marketing strategies, customer engagement practices, and
logistics structures. This will enable them to minimize customer churn and boost repeat buying.

For Retail and E-commerce Professionals

With retail moving increasingly towards a hyperlocal, technology-powered delivery model, the research can become a handy guide for retail planners,
e-commerce experts, and operations managers. Information about the consumer shopping behavior and pain points can guide more informed choices
related to inventory management, warehouse location, delivery time, and service quality enhancements.

For Academicians and Researchers

This study adds to the scarce academic body of knowledge on Q-commerce in the Indian context, specifically consumer psychology, behavioral
changes, and market trends. It can act as a conceptual paper for future studies involving consumer satisfaction, digital retailing, impulse purchases, and
supply chain management within the Q-commerce framework.

For Policymakers and Urban Planners

With the growth of instant delivery services, traffic congestion concerns, the wellbeing of delivery partners, and city sustainability have also increased.
Policymakers can use these findings to understand how the platforms are influencing consumer daily lives and urban infrastructure demands so that
they can make balanced policies that promote innovation while not sacrificing the public good.

For Consumers

Through its examination of consumer attitudes and levels of satisfaction, this research also enables users to consider their own shopping behavior, value

expectations, and dependence on convenience-oriented services. It draws attention to the influence of convenience on decision-making, and whether
rapid commerce is enhancing overall consumer welfare or merely stimulating frequent and impulse purchases.
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For the Researcher

Finally, this research enables the researcher to transfer theoretical concepts into practical business settings. It enhances the skills of critical thinking,
data analysis, and research in students who aim for a business, marketing, or entrepreneurship career.

In short, the study will seek to present an in-depth analysis of the practical and strategic implications of fast commerce for consumer behavior, drawing
on the case of Blinkit. Its outcomes should prove useful to a broad constituency of stakeholders and add valuable depth to both industry practice and
scholarly knowledge.

LITERATURE REVIEW

The quick commerce (Q-commerce) sector is the future phase of e-commerce where delivery of basic products is done in very short periods, normally
in 10-30 minutes. The model has attracted considerable attention from researchers, marketers, and business strategists, among whom people are keen to
know how these services influence the behaviour of customers, satisfaction, loyalty, and buying habits.

Evolution of Quick Commerce

As per KPMG (2022), Q-commerce is a nascent industry that bridges the gap between click-and-mortar e-commerce (with 1-2 day delivery windows)
and physical stores by offering ultra-fast delivery of limited but core product ranges. The industry's growth is being fueled by growing smartphone
penetration, rapid urbanization, and evolving consumer lifestyles that value speed and convenience.

PwC (2021) also points out how consumer expectations are changing at a fast pace, with more and more individuals now expecting same-day or real-
time delivery, particularly in urban cities. This is mainly fulfilled by Q-commerce startups such as Blinkit, Zepto, and Swiggy Instamart, which adopt
hyperlocal fulfilment models and dark stores to cater to local locations.

Consumer Behaviour and Instant Gratification

Some studies highlighted the psychological aspects of Q-commerce. Hoffman & Novak (2018) contend that contemporary consumers are motivated by
instant gratification—a desire to access rewards or products instantly as opposed to later. Q-commerce platforms such as Blinkit capitalize on this trait
by providing near-instant delivery, thus changing conventional purchasing cycles and decision-making patterns.

Bhargava et al. (2021) discovered that consumers are more inclined to do impulse buying if services guarantee quick delivery. The speed and
convenience decrease the cognitive load and deliberation time, and this can result in a higher basket size and order frequency, particularly for low-
involvement products such as snacks, drinks, and cosmetics

Customer Satisfaction and Service Quality

Customer satisfaction for Q-commerce relies greatly on delivery speed, order quality, app ease of use, product quality, and access to real-time tracking
(Kotler & Keller, 2020). According to Mehta and Singh (2022), even slight delays or stock-outs can have adverse effects on customer retention in Q-
commerce, where the expectation is set on immediacy and perfect service execution.

Accenture (2023) study finds that 62% of urban Indian consumers look for delivery time as the key consideration in selecting a Q-commerce platform,
followed by product price and the ease of ordering.

Operational and Strategic Challenges

Though Q-commerce offers speed and efficiency, it also poses numerous managerial challenges. McKinsey & Company (2022) state that ultra-fast
delivery is usually unviable unless there is heavy investment in infrastructure, technology, and labour. Organizations such as Blinkit have to strike a
balance between operational effectiveness and customer delight while being profitable.

lyer & Ghosh (2022) emphasize that Q-commerce players need to innovate supply chain logistics, data analysis, and inventory management in order to
uphold service levels. Further, workforce management (rider welfare, in particular) and environmental sustainability are also arising issues for this
space.

Research Gap
Even though Q-commerce is growing at an unprecedented pace in India, no comprehensive scholarly studies on the impact of platforms such as Blinkit

specifically on consumer behaviour, preference, and loyalty in the Indian urban market are available. Most of the current literature is either related to
the global or Western market or offers sweeping industry reports but not company-specific behavioural information.
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RESEARCH METHODOLOGY
3.1 Overview of Chapter

Research methodology presents the framework for exploring the "IMPACT OF QUICK COMMERCE ON CONSUMER WITH REFERENCE TO
BLINKIT." It defines the hypotheses, research design, data-collecting instruments, analysis methods, and restrictions used in this research. To gain a
balanced perspective, a mixed-method approach was followed—quantitative information was generated through a web-based survey, whereas
qualitative information was collected from exploratory interviews, focus groups, and secondary literature. This mix guarantees both breadth (statistical
validity) and depth (understanding in context).

3.2 Research Hypothesis

Main Hypothesis (H:)

Hi: There exists a significant correlation between quick-commerce attribute perceived value (speed, convenience, reliability) of consumers and their
Blinkit usage frequency.

Supporting Sub-Hypotheses

Haa: 18-30-year-olds have a higher Blinkit usage frequency than elder cohorts due to greater preference for instantaneity and app convenience.

Hib: Customer perceived reliability of delivery (on-time, right products) has a positive effect on overall customer satisfaction with Blinkit.

Hic: Price sensitivity will mediate the impact of delivery speed on repeat purchase intention; price-sensitive customers use Blinkit mainly when there
are offers.

Hid: Customers who perceive Blinkit as being more eco-friendly (e-bikes, locally sourced) express higher brand loyalty.

Hie: Heavy users (> 3 orders per week) have a higher inclination towards impulse buying than light users (< 1 order per week).

Null Hypothesis (Ho)

Ho: Consumers' perceived value of quick-commerce attributes does not significantly relate to their usage frequency of Blinkit.

3.3 Objectives of The Study

e To quantify consumer perception of Blinkit's major value propositions—speed, convenience, product breadth, and price.
e Toinvestigate how delivery reliability and real-time tracking drive customer satisfaction and loyalty.

e To measure the degree to which fast commerce promotes impulse purchasing and changes intended purchase behavior.
e Todetermine the moderating impact of demographic factors (age, income, profession) on Blinkit usage.

e Tostudy the impact of promotional offers and price perception on repeat purchase intent.

3.4 Research Design

3.4.1 Descriptive Research Design

The descriptive stage methodically profiles Blinkit consumers and non-consumers to obtain: Demographic characteristics and their correlation with
adoption level. Frequency of usage, basket size, and average product categories purchased. Recognition and recall of Blinkit compared to other Q-
commerce brands. Customer satisfaction indicators (delivery time, precision, user-friendliness of the app, price reasonableness). This design measures
the prevailing marketplace fact and positions Blinkit's position in the Q-commerce universe.

3.4.2 Exploratory Research Design

Exploratory work investigates underlying drives and non-response needs that respondent-based surveys might miss. It entails:
o In-depth interviews with 10 regular Blinkit users and 5 delivery partners to uncover experiential insights.

e Mini focus group of 8 non-users to gain insight into barriers for adoption.

e Content analysis of online reviews to gain insights into recurring service pain points.

e  Expert interviews with supply-chain consultants regarding feasibility of sub-15-minute delivery.

e Secondary case reviews of international Q-commerce players (Getir, Gopuff) to gain insights into global best practices.

3.5 Data Collection Method
3.5.1 Primary Data Collection

Google Form Survey (distributed 2 May—7 May 2025 through email, WhatsApp):
Section A: Demographic Information

Age Group:
e Under 18
e 18-25

e 26-35

e 36-45

e Above 45
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Gender:

e Male

e Female

e Other

e  Prefer not to say
Occupation:

e  Student

e Working Professional
e Homemaker

e  Self-employed

e Other:

Monthly Household Income:
e  Below 20,000

e 320,000 —340,000

e 340,001 —%60,000

e 360,001 —%80,000

e Above 80,000

City of Residence:

Section B: Usage Behavior

How often do you use Blinkit?

e Daily

e 2-3timesa week

e  Once a week

e  Occasionally

e Never used

Which of the following products do you usually purchase on Blinkit?
e Groceries

e Snacks and beverages

e  Personal care items

e Household cleaning products

e  Fruitsand vegetables

e Ready-to-eat items

e Others:

What is the main reason you choose Blinkit over other platforms?
o Fast delivery

e Convenience

e Better discounts

e [Easy-to-use app

e  Product variety

e Others:

Section C: Consumer Perception and Satisfaction

On ascale of 1 to 5, how satisfied are you with Blinkit’s delivery speed?
(1 = Very Dissatisfied, 5 = Very Satisfied)

On a scale of 1 to 5, how would you rate the product quality delivered by Blinkit?

Have you ever faced issues with Blinkit’s service (e.g., delays, wrong item, missing item)?
e Yes

e No

o Ifyes, please specify:

Do you consider Blinkit’s prices reasonable compared to local stores or other apps?

e Yes

e No

e  About the same
e Notsure

Do you feel Blinkit encourages you to make more impulse purchases (unplanned buying)?
e Strongly Agree

o Agree

e Neutral
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e Disagree
e Strongly Disagree
Would you be willing to pay extra for even faster delivery (e.g., under 10 minutes)?

o Yes

e No

e Maybe

14. Which other Q-commerce platforms do you use or prefer over Blinkit?
e Zepto

e  Swiggy Instamart

e BigBasket

e Amazon Fresh

e | only use Blinkit

Section D: Loyalty and Recommendations

How likely are you to continue using Blinkit in the future?
(1 =Very Unlikely, 5 = Very Likely)

Would you recommend Blinkit to friends or family?

e Definitely
e Probably
e Not Sure

e Probably Not
e Definitely Not
Any suggestions or feedback to improve Blinkit’s service?

Purpose:

e Quantify usage patterns, satisfaction, and demographic associations. Create data for hypothesis testing through descriptive statistics and correlation
analysis.

3.5.2 Secondary Data Collection

o Company Filings & Investor Presentations

o Blinkit/Zomato (Eternal Ltd.) quarterly reports on user growth, dark-store count, and unit economics.

e Industry Reports

o RedSeer, Bain-Sequoia, and Avendus reports on India's Q-commerce market size, CAGR, and consumer cohorts.

e Academic Journals & Conference Papers

o Research papers on last-mile logistics, impulse purchasing in digital retail, and technology adoption models in emerging markets.
e News Media & Trade Portals

e Economic Times, Mint, and TechCrunch reports on Blinkit's promotional activities, strikes, and competitive retaliation.

e Government & Regulatory Sources

o FSSAI regulations on packaged food delivery; traffic-management alerts impacting gig-economy riders.

e Purpose of Secondary Data:

o  Offer contextual benchmarks for performance by Blinkit. Confirm primary findings against macro-level trends. Determine best practices and
regulatory limitations influencing Q-commerce.

Limitations:

Convenience sampling can restrict generalisability. Self-reported survey data may pose response bias. Dynamically changing Q-commerce environment
may make findings obsolete quickly.

SWOT ANALYSIS OF BLINKIT
S — Strengths

Blinkit has been able to establish itself as a pioneer in the field of quick commerce by serving the needs of today's consumer for instant gratification and
convenience. Its promise of 10-minute delivery is wholly in sync with the current trend wherein speed tends to take priority over price or conventional
modes of shopping. This has been instrumental in creating a robust brand recall with respect to quick delivery among Blinkit, particularly among Indian
urban consumers. The Zomato acquisition has further strengthened Blinkit's footing, giving it strong financial backing, unified technology, and
seamless logistics, all of which give its operations high reliability and credibility as a brand. Additionally, Blinkit's simple app interface presents the
customer experience with seamless steps, a simple navigation, easy payment options, and instant order tracking, which enhances customer satisfaction
and loyalty. With its huge network of dark stores and delivery agents, Blinkit provides high service availability, especially in metro cities, which makes
it an 'go-to’ solution for instant grocery and daily need needs.
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W — Weaknesses

Even with Blinkit's positives, it has a number of limitations that affect its long-term sustainability and growth. One significant disadvantage is its urban
bias, with its services largely restricted to Tier 1 and metro cities, thus leaving large areas of Tier 2 and Tier 3 where the majority of Indians reside. This
restricts its market reach and overall influence. Furthermore, the ultra-fast delivery model is accompanied by slimmer profit margins and an elevated
burn rate, with implications for long-term sustainability on the platform. The urgency of meeting orders in 10 minutes also puts enormous pressure on
delivery staff, which raises ethical questions about treatment of laborers and safety, particularly among socially responsible consumers. Additionally,
Blinkit's limited product category, generally lower than that of hypermarkets or large-scale online grocery stores, hinders consumers from making
bigger or varied orders. Finally, Blinkit has weak emotional brand affinity; the majority of its users only use the platform out of convenience and will
change to competing companies that provide more advantageous offers or quicker service.

O — Opportunities

Blinkit has a number of growth prospects through which it can consolidate its position in the market and establish itself as a sustainable organization in
the long run. The steady increase in urbanization accompanied by a rise in nuclear families and working professionals is fueling demand for instant
grocery and daily items delivery, which Blinkit can capitalize on. By entering new product categories like medicines, pet accessories, electronic spares,
and ready-to-cook food, Blinkit can enhance the average order value as well as frequency. Also, entering Tier 2 and Tier 3 cities with slightly longer
delivery times of 30-45 minutes may enable Blinkit to scale up without affecting service standards, while transitioning to create the necessary
infrastructure and customer base over a period of time. Implementing subscription or rewards programs such as Blinkit Plus or Prime would assist in
enhancing customer retention, providing stable revenue streams, and granting special advantages like free delivery or early access to promotions.
Finally, embracing sustainability practices—such as electric vehicle use and green packaging—can gain commitment from environmentally aware
customers and contribute to a positive public image of the brand.

T — Threats

Even with its favorable growth opportunities, Blinkit has some external challenges that may slow down its growth and profitability. The space for quick
commerce is highly competitive, with established players like Zepto, Swiggy Instamart, BigBasket Now, Dunzo, and JioMart Express having similar or
even quicker services, with competitive pricing models in many cases. This amplifies pressure on Blinkit to keep pace and stay affordable, potentially
triggering a price war that would decimate already lean profit margins and long-term financial solvency. Furthermore, the regulatory environment is a
major source of uncertainty; quick commerce business models are being scrutinized more and more for road safety, labor practices, and urban traffic
issues. Any adverse change in government policy might result in restrictions or even temporary closure. Economic hard times like inflation, layoffs, or
general declines can even cut back on customer spending, as consumers will opt for classic discount stores or bulk buys over high-end convenience
services. Furthermore, technology is a central aspect of the operation of Blinkit, and any disruptions to services, technical mishaps, or shortages in stock
during rush hours can instantly undermine customer trust and result in loss of loyalty.

DATA ANALASIS AND FINDINGS
5.1 Overview of Chapter

This section explains the analysis and major findings obtained from the initial data gathered using a structured questionnaire. The aim of this analysis is
to understand consumer behavior, usage pattern, satisfaction levels, and overall impression of Blinkit, India's prominent quick commerce platform.

Data was collected from a varied pool of respondents across various age groups, occupations, and income brackets to determine the extent to which
Blinkit meets the needs of its users in terms of convenience, speed, affordability, and quality of service. The results seek to bring out the influence of
rapid commerce on consumer behavior and decision-making, particularly among young adults who constitute the largest number of users on such
platforms.

The findings of the survey have been broken down and explained under four major categories: Demographic Information, Usage Behavior, Consumer
Perceptions and Satisfaction, and Loyalty and Recommendations

5.2 Graphical Analysis And Interpretation

Section A: Demographic Information
Fig No. 5.2.1 What is your age group?
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Age Group:

42 responses

® Under 18
® 13-25
® 26-35
® 36-45
® Above 45

Breakdown (42 responses)

18-25 81% 34 Dominant user base
26-35 9.50% 4 Emerging segment
Under 18 7.10% & Niche, study-age shoppers
36-45 2.40% 1 Minimal presence
Above 45 0% 0 Virtually absent

Key Insights

e GenZ & young Millennials (18-25) are Blinkit’s core audience, accounting for four-fifths of all users.
e Working professionals and new parents (26—35) form a small but valuable secondary segment that could drive basket-value growth.
e Older cohorts (>35) are largely untapped, suggesting either low awareness or limited perceived need for ultra-fast grocery delivery.

Recommendations

Blinkit can boost growth by adopting an age-segmented approach. For youth, it should focus on Instagram Reels, YouTube Shorts, and student
influencers while promoting snacks and late-night essentials. For the 2635 age group, it can push family packs, baby-care items, and offer subscription
plans for busy professionals. To reach users aged 36 and above, Blinkit should run trust-focused ads on Facebook and OTT platforms, highlighting
quality and reliability over speed.

Fig No. 5.2.2 What is your occupation?

Occupation

42 responses

@ Student

@ Working Professional
© Homemaker

@ Self-employed

@ Other:

Student
30 (71.4%) |

Breakdown (42 responses)
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Student 71.40% 30 [J Primary user base
Working Professional 19% 8 [J Secondary user group
Homemaker ~5% 2 [ Niche segment
Self-employed ~5% 2 [} Small entrepreneurial group
Other 0% 0 O No data

Key Insights

e Students dominate Blinkit's customer base (71%), aligning with the younger age demographics seen earlier.

e Working professionals form a significant secondary group—possibly valuing convenience during busy work schedules.

e Minimal representation from homemakers and self-employed users suggests either a gap in targeting or product relevance.
e Noresponses in the 'Other’ category, indicating the predefined options were adequate.

Recommendations

Blinkit can drive deeper engagement by tailoring strategies to specific user groups. For students, it should continue targeted marketing through bundle
offers like noodles, drinks, and snacks, along with referral programs or campus ambassador initiatives. Working professionals can benefit from quick
solutions like “Office Hour Packs” or 5-minute meal kits, with partnerships for office delivery discounts. To reach homemakers, Blinkit should
emphasize reliability in fresh groceries and household essentials, while promoting weekly stock-up features for self-employed users. Personalized,
segment-based push notifications can further enhance relevance by offering timely and occupation-specific product suggestions.

Monthly Household Income:

41 responses

Breakdown (41 responses)

Fig No. 5.2.3 Monthly Household Income?

@ Below 320,000

@ 320,000 — 40,000
340,001 — T60,000

® <60,001 — 80,000

@ Above 80,000

Below 20,000 41.50% 17 [J Budget-conscious majority
%20,000 — %40,000 22% 9 [J Lower-middle income group
40,001 —%60,000 14.60% 6 [ Mid-tier segment
60,001 — X80,000 7.30% 3 [ Upper-middle group
Above 80,000 14.60% 6 [ Affluent consumers

Key Insights

e Majority of Blinkit users come from lower income brackets, with 63.5% earning below 340,000/month.

e Only 14.6% belong to the high-income bracket (above 280,000), indicating Blinkit is more popular among budget-conscious consumers.

e There'sa notable dip in representation in the Z60k—X80k bracket, suggesting a potential untapped or uninterested segment.
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Recommendations

To cater to a diverse income base, Blinkit should implement targeted pricing strategies. For the price-sensitive segment (under ¥40,000/month), value
packs, combo deals, and flash discounts can boost affordability and usage. Introducing “Smart Saver Plans” as subscription models can drive loyalty
among frequent low-income users. For high-income customers (¥80k+), Blinkit can activate the premium segment by promoting gourmet, organic, and
imported items, supported by loyalty programs offering luxury benefits. Additionally, localized, income-targeted promotions in student hubs or PG
clusters can help attract and retain budget-conscious shoppers more effectively.

Section B: Usage Behavior
Fig No. 5.2.4 How often do you use Blinkit?

How often do you use Blinkit?

42 responses

@ Daily

@ 2-3times a week
Once a week

@ Occasionally

@ Never used

Breakdown (42 Responses)

2-3 times a week 35.70% 15 [] Frequent users
Occasionally 26.20% 11 [J Casual users
Daily 19% 8 [ Power users
Once a week 14.30% 6 [1 Weekly shoppers
Never used 4.80% 2 X Non-users

Key Insights

e Majority of users (55%) use Blinkit frequently (daily or 2—3 times a week), indicating strong platform engagement.
e 26.2% use it occasionally, showing potential for conversion to higher usage with the right incentives.

e Only 4.8% have never used Blinkit, suggesting high brand awareness and trial penetration.

o Daily users (19%) represent loyal, high-frequency buyers, likely driving recurring revenue.

Recommendations

To improve user retention and order frequency, Blinkit should focus on behavioral-based strategies. Frequent users (ordering 2—3 times a week or daily)
can be retained with loyalty points, express delivery perks, or exclusive subscription plans. Occasional users can be converted into regulars through
limited-time deals, personalized product suggestions, and “buy more, save more” incentives. For the 4.8% non-users, Blinkit should identify barriers
like pricing, availability, or lack of awareness and address them through targeted campaigns or service enhancements. Additionally, leveraging
shopping habits by promoting “Sunday basket” and “mid-week restock” offers can create consistent weekly purchase patterns.

Fig No. 5.2.5 What types of products do you usually purchase on Blinkit?
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Which of the following products do you usually purchase on Blinkit? ID Copy chart

41 responses

Groceries 31 (75.6%)
Snacks and beverages 28 (68.3%)
Personal care items 14 (34.1%)
Household cleaning products 15 (36.6%)
Fruits and vegetables —16 (39%)
Ready-to-eat items 11 (26.8%)
0 10 20 30 40
Breakdown
Groceries 75.60% 31 [ Core necessity
Snacks and beverages 68.30% 28 [) Popular add-ons
Fruits and vegetables 39% 16 [] Fresh produce
Household cleaning products 36.60% 15 [ Daily utility
Personal care items 34.10% 14 [ Self-care
Ready-to-eat items 26.80% 11 [J Convenience food

Key Insights

e  Groceries and snacks/beverages dominate purchases, showing Blinkit is viewed as a go-to for daily essentials and quick cravings.
e  Fruits & vegetables and household items have moderate traction — likely influenced by trust in quality and delivery timing.
e  Personal care and ready-to-eat items have lower engagement, possibly due to availability or preference for offline stores.

Recommendations

To enhance customer engagement and order value, Blinkit should focus on strengthening its core categories by ensuring fast, reliable delivery of
groceries and snacks, supported by bundle deals and loyalty points. It should boost visibility of underserved categories like personal care and ready-to-
eat items through in-app promotions, combos, and influencer marketing. To build trust in fresh produce, Blinkit must highlight quality checks,
freshness guarantees, and easy return policies. Additionally, introducing subscription or auto-refill options for cleaning and personal care products
based on user behavior can encourage consistent, repeat purchases.

Fig No. 5.2.6 What is the main reason you choose Blinkit over other platforms?

What is the main reason you choose Blinkit over other platforms?

41 responses

@ Fast delivery
@ Convenience

Better discounts
@ Easy-to-use app
@ Product variety
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Breakdown
Fast delivery 61% % Blinkit’s core strength
Convenience 22% [ Hassle-free experience
Easy-to-use app 12.20% [1 User-friendly Ul
Better discounts ~2.5% (approx.) [ Not a major factor
Product variety 0% X No responses

Key Insights

e Fast delivery is Blinkit's USP — cited by over 60% of users. This highlights how speed consistently drives customer preference.
e Convenience and user experience also contribute significantly, with one-third of users valuing ease of use and overall simplicity.
e Discounts and variety aren't key differentiators, suggesting users prioritize immediacy over price or range.

Recommendations

To strengthen its market position, Blinkit should double down on its core promise of speed by consistently promoting the “delivery within 10 minutes”
message across all marketing and notifications. Simultaneously, enhancing the app experience with features like personalized carts, quick reorders, and
smart search can improve usability and retention. Instead of broadly offering discounts, Blinkit should adopt a smarter approach—using targeted deals
for upselling or cross-selling, as discounts aren't the main driver for most users. Lastly, quietly expanding product variety in the background can help
retain users seeking niche or occasional items without shifting focus from the brand’s core value.

Section C: Consumer Perception and Satisfaction
Fig No. 5.2.7 On a scale of 1 to 5, how satisfied are you with Blinkit’s delivery speed?

Average rating (4.10)

17 (40.5%)

16 (38.1%)

7 (16.7%)

- 0 (0%)
. i

1 2 3 4 5

Breakdown of Ratings

5) 40.50% 17 * Extremely satisfied
4 38.10% 16 [ Very satisfied

3 16.70% 7 [1 Neutral

2 0% 0 X No dissatisfaction
1 4.80% 2 [ Very dissatisfied

Key Insights

e Overall Satisfaction is High
With an average rating of 4.10, most users are pleased with Blinkit’s service. Over 78% rated 4 or 5.
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e Very Few Negative Experiences
Only 4.8% rated it 1, and no users rated 2 — indicating minimal dissatisfaction.
e Neutral Users (3-star)
About 17% are on the fence. This segment is crucial for improvement efforts — they’re not unhappy, but not delighted either.

Recommendations

e To strengthen customer satisfaction and trust, Blinkit should focus on user sentiment management. Loyal users (4-5 star ratings) should be
rewarded with perks like early access to offers and referral incentives to keep them engaged. For neutral users (3 stars), collecting feedback on gaps—
whether in product variety, pricing, or service—can help fine-tune offerings. Negative feedback (1-star reviews) must be addressed quickly to prevent
damage to brand reputation. Additionally, showcasing positive customer ratings (e.g., “Rated 4.1 by customers”) in marketing campaigns can build
credibility and attract new users.

Fig No. 5.2.8 On a scale of 1 to 5, how would you rate the product quality delivered by Blinkit?

Average rating (4.40)

1 2 3 4 5

30

23 (54.8%)

20

15 (35.7%)

Breakdown of Ratings

5 54.80% 23 [ Extremely satisfied

4 35.70% 15 [1 Very satisfied

3 7.10% 3 [ Neutral

2 0% 0 X No dissatisfaction

1 2.40% 1 [ Very dissatisfied
Key Insights

e Strong Customer Delight

A majority (over 90%) gave either 4 or 5 stars — showing excellent customer approval of Blinkit’s overall service.
o Negligible Negative Feedback

Only one respondent (2.4%o) rated it 1, and no one gave a 2 — indicating very low dissatisfaction.
e Neutral Zone Is Minimal

Just 3 users (7.1%) rated 3, showing that most customers have a clear opinion (positive or negative).

Recommendations

Blinkit can enhance user trust and retention by actively leveraging its customer ratings. Publicly showcasing its strong 4.4 rating in ads and app-store
listings can boost credibility and attract new users. To retain loyal customers, rewarding 5-star users with occasional coupons or priority support helps
maintain high satisfaction. For 3-star users, gathering detailed feedback can reveal minor service gaps and guide improvements. Additionally, even
though 1-star reviews are few, addressing them promptly and personally is crucial to prevent dissatisfaction from spreading and to show Blinkit's
commitment to quality service.
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Fig No. 5.2.9 Have you ever faced issues with Blinkit’s service (e.g., delays, wrong item, missing item)?

Have you ever faced issues with Blinkit's service (e.g., delays, wrong item,
missing item)?

42 responses

® Yes
@® No
o @ Maybe
Maybe
8 (19%)
Breakdown of Ratings
* 5 54.80% 23 Extremely satisfied
* 4 35.70% 15 Very satisfied
* 3 7.10% 8 Neutral
* 2 0% 0 No dissatisfaction reported
* 1 2.40% 1 Very dissatisfied

Key Insights

e Strong Customer Delight

e Over 90% of respondents rated Blinkit 4 or 5 stars, indicating high customer satisfaction and approval.

e Negligible Negative Feedback

e Only 1 person (2.4%) gave a 1-star rating.

e No 2-star ratings were recorded — showing very low dissatisfaction.

e Neutral Zone Is Minimal

e Just 3 users (7.1%) rated 3 stars, suggesting that most customers have a clear and strong opinion, predominantly positive.

Recommendations

Blinkit should actively leverage its strong 4.4 average rating to build trust by promoting it across app-store listings, advertisements, and marketing
campaigns. High-rating users (5-star reviewers) can be nurtured through exclusive coupons, loyalty rewards, and priority support to encourage
continued engagement. For the neutral 3-star segment, personalized outreach to collect feedback can help identify and fix minor service issues,
improving satisfaction. Additionally, proactive handling of 1-star reviews through direct follow-ups and genuine resolution efforts can prevent negative
sentiment from spreading and reinforce the brand's commitment to customer care.

Fig No. 5.2.10 Do you consider Blinkit’s prices reasonable compared to local stores or other apps?
Do you consider Blinkit's prices reasonable compared to local stores or other

apps?

42 responses

@ Yes

@® No

@ About the same
@ Not sure

No

5(11.9%) |
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Breakdown
Yes 45.20% 19
No 11.90% 5
About the 26.20% 1
same
Not sure 16.70% 7

Key Insights

e  Strong Perception of Value

e Nearly half (45.2%) of respondents feel Blinkit’s prices are reasonable compared to other options.

e  Competitive Benchmarking

e 26.2% believe prices are about the same as local stores or other apps — indicating Blinkit is perceived to be on par with competitors in pricing.
e Low Price Sensitivity Concern

e Only 11.9% said prices are not reasonable, suggesting minimal dissatisfaction with pricing.

e  Uncertainty Exists

e 16.7% are unsure, indicating a segment that may not be closely tracking or comparing prices.

Recommendations

To strengthen its price positioning, Blinkit should highlight its competitive pricing in marketing campaigns, reinforcing the positive perception already
held by 45% of users. For the “not sure” segment, introducing price transparency tools like savings comparisons or in-app banners can help clarify
Blinkit’s value over local alternatives. While the 11.9% of users with negative price feedback is small, their concerns should be monitored closely
through qualitative insights to uncover any underlying issues. Meanwhile, the neutral “about the same” group offers a key opportunity—Blinkit can
shift their perception by emphasizing added benefits like delivery speed, convenience, and product quality.

Do you feel Blinkit encourages you to make more impulse purchases
(unplanned buying)?

42 responses

@ Strongly Agree
® Agree
Neutral
® Disagree
@ Strongly Disagree

Agree
13 (31%)

Fig No. 5.2.11 Do you feel Blinkit
encourages you to make more impulse purchases (unplanned buying)?

Impact of Blinkit on Impulse Buying
Total Responses: 42

Strongly Agree 31% 13
Agree 31% 13
Neutral 23.80% 10
Disagree 14.30% 6
Strongly Disagree 0% 0
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Key Insights

e High Impulse Purchase Influence

e 62% (26 respondents) either Agree or Strongly Agree that Blinkit encourages impulse buying — a clear indication that the platform's design or
promotions are highly effective in driving unplanned purchases.

e  Moderate Neutrality

e Nearly 24% are Neutral, suggesting some users may occasionally be influenced, but don’t consistently perceive Blinkit as a driver of impulse
purchases.

e Very Low Rejection

e Only 14.3% (6 respondents) Disagree and none strongly disagree — indicating very limited resistance to Blinkit’s influence on purchase behavior.

Recommendations

e Blinkit should continue leveraging impulse-driven design by promoting trending items, limited-time deals, and smart add-ons, tapping into the 62%
of users prone to spontaneous purchases. However, it's crucial to maintain an ethical balance—strategies should feel helpful, not manipulative, to
preserve customer trust. The neutral 24% presents an opportunity for insight; understanding why they aren't swayed by impulse tactics could reveal
areas for better personalization or UX enhancements. Additionally, the low 14.3% disagreement rate signals a strong behavioral influence, which
Blinkit can use strategically for marketing, upselling, and more precise inventory planning.

Fig No. 5.2.12 Would you be willing to pay extra for even faster delivery (e.g., under 10 minutes)?

Would you be willing to pay extra for even faster delivery (e.g., under 10
minutes)?

42 responses

® ves
® No
Maybe

Willingness to Pay Extra for Ultra-Fast Delivery
Total Responses: 42

Yes 11.90% 5
No 66.70% 28
Maybe 21.40% 9

Key Insights

Low Demand for Paid Ultra-Fast Delivery

e Aclear majority (66.7%) are not willing to pay extra for delivery under 10 minutes, indicating that most users are content with the current speed
or unwilling to bear additional costs.

e Limited Willingness

e Only 11.9% are definitely willing to pay for faster delivery, representing a niche segment that values ultra-speed above cost.

e Considerable Uncertainty

o 21.4% (9 respondents) selected Maybe, suggesting that interest could increase depending on context (e.g., emergency needs, low cost, or
premium product category).
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Recommendations

To retain customer satisfaction without increasing costs, Blinkit should focus on offering faster delivery as a built-in benefit through loyalty programs,
subscriptions, or limited-time promos rather than charging extra. For the “Maybe” segment, educational campaigns can help demonstrate the real value
of speed in urgent scenarios. Paid ultra-fast delivery should be reserved for peak times or high-urgency items, keeping it optional and non-intrusive.
Overall, with most users unwilling to pay more, Blinkit must focus on optimizing its current delivery standards to maintain trust and strengthen its
competitive edge.

Fig No. 5.2.13 Which other Q-commerce platforms do you use or prefer over Blinkit?
Which other Q-commerce platforms do you use or prefer over Blinkit? LD Copy cl

42 responses

Zepto 27 (64.3%)

Swiggy Instamart 13 (31%)
BigBasket

Amazon Fresh

| only use Blinkit

Preferred or Alternative Q-Commerce Platforms to Blinkit
Total Responses: 42

Zepto 64.30% 27
Swiggy Instamart 31% 13
BigBasket 11.90% 5
Amazon Fresh 7.10% 3
1 only use Blinkit 19% 8

Key Insights

Zepto Is the Leading Competitor

® Nearly two-thirds (64.3%) of respondents use or prefer Zepto over Blinkit — indicating strong competition and possible perception of better
offerings (e.g., speed, availability, pricing, or UX).

Swiggy Instamart Also Popular

®  319% use or prefer Swiggy Instamart, showing it as another key rival in this segment.

Limited Overlap with BigBasket and Amazon Fresh

® These platforms are used by a smaller share (11.9% and 7.1%, respectively), suggesting they are not primary competitors for fast or frequent
deliveries.

Exclusive Blinkit Users Exist

® 199 (8 respondents) use only Blinkit, indicating a loyal customer base that may be more easily retained and nurtured.

Recommendations

To stay competitive, Blinkit should benchmark against Zepto by analyzing key advantages like delivery speed, user interface, product variety, and
promotions, and work to match or exceed them. Simultaneously, Blinkit must highlight its own strengths—such as faster delivery slots, exclusive
products, or superior customer support—to differentiate itself for users who also use Swiggy Instamart or others. Loyal customers should be rewarded
with referral incentives or VIP perks to turn their loyalty into active brand advocacy. To reduce churn risk, Blinkit can use targeted re-engagement
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tactics like personalized app notifications, discount offers, and behavior-based promotions.

30

20

Fig No. 5.2.14 How likely are you to continue using Blinkit in the future?

1(2.4%)

Average rating (4.14)

3 <4 5

22 (52.4%)

14 (33.3%)

5 (11.9%)

3 4 5

Likelihood to Continue Using Blinkit

Total Responses: 42
Average Rating: 4.14 /5

5 33.30% 14 Extremely likely

4 52.40% 22 Very likely

3 11.90% 5 Neutral/Undecided

2 0% 0 No dissatisfaction shown
1 2.40% 1 Very unlikely

Key Insights

Strong Future Retention Potential
® 85.7% (36 respondents) rated 4 or 5, showing high intention to continue using Blinkit.

Minimal Negative Sentiment

® Only 1 respondent (2.4%) expressed clear intent to stop using Blinkit (rating 1).

® No one rated it 2, suggesting low dissatisfaction.

Room for Reinforcement

® 5users (11.9%) are neutral (rating 3), representing a small but important segment that could tilt either way based on upcoming experiences.

Recommendations

Blinkit should reinforce loyalty among its high-rating users (4 and 5 stars) by offering loyalty points, exclusive deals, and early access to new features,
keeping their engagement strong. For neutral users (3 stars), short, targeted surveys can uncover what’s missing and help convert them into promoters.
It’s also crucial to proactively address the concerns behind any 1-star rating by reaching out directly, identifying the issue, and showing a clear
commitment to improvement—turning dissatisfaction into trust.

Fig No. 5.2.15 Would you recommend Blinkit to friends or family?
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Would you recommend Blinkit to friends or family?

42 responses

® Yes

® No

@ Maybe

Recommendation Likelihood
Total Responses: 42

Yes 81% 34 Strong positive advocacy
Maybe 14.30% 6 On the fence; open to persuasion
No 4.80% 2 Low detractor presence

Key Insights

High Brand Advocacy

® A vast majority (81%) are willing to recommend Blinkit, which is a strong indicator of satisfaction and trust.

Minimal Negative Sentiment

®  Only 2 respondents (4.8%) said they wouldn’t recommend, indicating low risk of negative word-of-mouth.

Opportunity to Convert the Fence-Sitters

® 14.3% are undecided, making them a good target for targeted communication, testimonials, or small service enhancements.

Recommendations

Blinkit should capitalize on its satisfied user base by launching a “Refer & Earn” program, turning loyal customers into brand advocates. For the
undecided “Maybe” segment, sharing positive user stories, testimonials, or targeted incentives can help shift their sentiment toward a clear “Yes.”
Meanwhile, it’s important to directly engage with the two users who responded “No,” gather their feedback, and resolve their concerns to prevent
potential negative word-of-mouth and improve overall satisfaction.

Fig No. 5.2.16 Do you have any suggestions or feedback to improve Blinkit’s service?

Any suggestions or feedback to improve Blinkit's service? |_D Copy chart

20 responses

6
5 (25%)
4
2 (10%)
1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%) 1(5%)
0
you are good there is no nee. .. Good No suggestions Will surely recommend to ad. ..

After adding item it take <30-... | think the delivery person sh... There is no Blinkit service in... nothi...

Positive Feedback (Appreciation & Satisfaction)
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. Multiple users expressed satisfaction:

. “Best app”

. “Very fast delivery”

e “Good service” (mentioned 3 times)

e “Youare good, there is no need to change anything”

. Insight: A notable portion of users are happy with the current service experience.

To enhance user satisfaction and remain competitive, Blinkit should address key pain points voiced by users, especially students. Many are discouraged
by dynamic delivery fees ranging from ¥30-%40, so Blinkit should reduce these charges or ensure complete transparency to avoid surprises. Introducing
free delivery on low cart values can also help retain price-sensitive customers. Since Zepto is seen as offering better value through cashback and
discounts, Blinkit should launch a competitive loyalty program with rewards like referral bonuses and “Blinkit Cash.” Additionally, improving payment
experiences—such as ensuring delivery partners carry change for cash payments and strengthening UPI retry options—can reduce friction at checkout.
Expanding the product range, particularly in snacks, personal care, and household items, will meet user expectations for variety and keep them from
switching to competitors.

5.3 Key Observations From Survey Findings On Blinkit

Reliability of Service

34.5% of the respondents have experienced problems (e.g., delays, missing/wrong items). Yet, 44.8% have no problems, which shows a generally
reliable service.

Interpretation: Most users are happy, but a substantial number have experienced service issues, which Blinkit must rectify to increase trust among
customers.

Perceived Price

48.3% view Blinkit prices as reasonable relative to local shops or alternative apps. 27.6% reported prices as being around the same, and only 13.8%
found them too unreasonable.

Interpretation: Pricing is perceived positively overall, making Blinkit competitive in the quick commerce sector.

Impulse Purchases

34.5% strongly agree and 34.5% agree that Blinkit promotes impulse purchases.

Interpretation: More than two-thirds of users confess to making spontaneous buys, indicating Blinkit's strong influence on purchasing behavior, perhaps
through UX design or promotion.

Willingness to Pay for Faster Delivery

55.2% unwilling to pay more for <10-minute delivery. Only 17.2% replied Yes, and 27.6% are undecided.

Interpretation: Customers value price over super-fast delivery, and hence Blinkit should continue to have a free or low-cost delivery option.
Competitor Preference

72.4% of the people also use Zepto, followed by Swiggy Instamart (24.1%) and BigBasket (17.2%). Only 13.8% use Blinkit alone.

Interpretation: Blinkit has strong competition, particularly from Zepto, and must stand out more.

Future Usage Intent

Average chance of continued usage of Blinkit is 4.03/5. 48.3% provided a 4-star rating, and 31% provided 5 stars.

Interpretation: High intent to keep using, with potential for improvement to enhance 5-star loyalty.

Willingness to Recommend

An enormous 79.3% would recommend Blinkit to friends or family. Just 1 person said no.

Interpretation: Healthy word-of-mouth potential, reflecting brand satisfaction and trust.

Overall Summary:

Blinkit enjoys strong user appreciation for its pricing and convenience, which positions it well in the quick commerce space. However, challenges
remain in maintaining consistent service quality and clearly communicating the value of ultra-fast delivery, especially as some users question its
necessity. The high level of impulse buying among users is a major advantage, driving up average order value, and should be leveraged through smart
product placements and time-limited deals. With Zepto emerging as a major competitor, Blinkit must focus on building stronger brand differentiation
and launching loyalty initiatives—Ilike Blinkit Plus or personalized rewards—to deepen user retention and stand out in a crowded market.

5.4 Based On The Survey Findings, Several Future Implications Emerge For Blinkit

Emphasize Increasing Service Reliability

As more than one-third of users have complained about delivery problems (delays, missing/wrong products), Blinkit must invest in improved logistics,
quality checks, and customer care.

Future Implication: Enhancing service reliability will enhance customer confidence and lower churn, particularly in a competitive environment.
Capitalize on Impulse Purchasing Behavior

Most users confess to buying products without planning to do so on Blinkit.

Future Implication: Blinkit can leverage this by: Emphasizing limited-period offers, combo offers, and "frequently bought together" recommendations.
Leveraging user-behavior-based personalized recommendations.

Ensure Reasonable Pricing Strategy
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With almost half of the respondents considering prices reasonable and a quarter considering them comparable to others, Blinkit should not charge
premium prices.

Future Implication: It is important to maintain competitive pricing to keep price-sensitive customers, particularly at a time when users are also checking
out alternatives like Zepto.

Reconsider the Push for Ultra-Fast Delivery

Most consumers (55.2%) don't want to pay extra for quicker delivery (<10 minutes).

Future Implication: Instead of speed at a premium, Blinkit has to emphasize consistency and affordability in delivery.

Address Competitive Threats (Particularly Zepto)

Zepto is the strongest substitute, with 72.4% of consumers also using it.

Future Implication: Blinkit has to: Distinguish through unique offerings, rewards for loyalty, or improved service. Learn from Zepto's strengths and
borrow successful strategies without compromising its individuality.

Leverage High Word-of-Mouth Potential

79.3% are likely to recommend Blinkit to others.

Future Implication: Develop or intensify a referral program and user reviews, converting happy customers into brand champions.

Leverage High Retention Intent

With a future usage rating averaging 4.03, Blinkit has high user interest.

Future Ramification: Implementing loyalty programs, gamified experiences, or special member offers can drive lifetime value and retain users long-
term.

Strategic Takeaway:

In order to stay competitive and expand, Blinkit must focus on maintaining consistent service quality across locations to build trust and reduce user
churn. It should also optimize pricing smartly, ensuring affordability without compromising margins. By leveraging impulse buying behavior through
smart product placement and exclusive deals, and introducing loyalty programs, Blinkit can drive higher order value and retention. To counter Zepto’s
rising appeal, Blinkit needs stronger differentiation—such as unique offerings, faster support, or sustainability initiatives. Lastly, it should harness the
power of satisfied users through referral programs and user-generated content to drive organic growth.

CHALLENGES AND FUTURE TRENDS

6.1 Challenges in Quick Commerce (with Reference to Blinkit)

Service Consistency and Operational Reliability

Over 34% of customers have faced issues such as delays or missing items, highlighting inconsistencies in Blinkit's service delivery. These challenges
stem from the complexities of managing hyperlocal logistics, real-time inventory updates, and a large network of delivery partners, making consistent
high performance at scale difficult to maintain. Addressing these gaps is crucial to improving reliability and customer trust.

High Burn Rate and Thin Profit Margins

Blinkit's super-fast delivery model demands significant investment in dark stores, manpower, and logistics infrastructure, creating financial strain and
raising concerns about long-term profitability. Additionally, intense price wars with competitors like Zepto and Instamart further tighten profit margins,
making it challenging to sustain aggressive growth without compromising financial health.

Welfare and Ethical Issues among Delivery Partners

Blinkit's 10-minute delivery promise places immense pressure on delivery staff, raising serious concerns about their safety, fair compensation, and
work-life balance. This high-speed model not only risks burnout among workers but also draws growing regulatory scrutiny, particularly around gig
worker rights and traffic rule violations. Addressing these ethical and legal challenges is essential for Blinkit's sustainable growth and public image.

Urban-Centric Reach and Limited Scalability

Blinkit is largely present in Tier-1 cities. The hyperlocal model finds it difficult to scale to Tier-2 and Tier-3 towns where delivery infrastructure and
density of demand are lower.

Consumer Loyalty and Platform Switching

Just 13.8% of users surveyed are single-platform Blinkit users. Most use multiple Q-commerce platforms, reflecting low brand loyalty and high
switching behavior.
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Sustainability and Environmental Concerns

Rapid deliveries often result in increased emissions, excessive packaging, and higher energy consumption, contributing to environmental degradation.
Despite this, Blinkit and similar platforms currently lack widespread green delivery initiatives or efforts to educate customers about the ecological
impact of ultra-fast commerce. Incorporating sustainable practices and raising awareness could help align the business with growing consumer demand
for environmentally responsible services.

.6.2 Future Trends in Quick Commerce

Personalized Marketing and Al Integration

Companies like Blinkit are most likely to use more sophisticated Al algorithms to influence personalized suggestions, targeted offers, and dynamic
pricing as a function of user actions. This can enhance basket size and customer retention via more intelligent user journeys.Tier-2 and Tier-3 City
Expansion (with Altered Delivery Timeframes) Though ultra-fast (10-15 minute) delivery is not possible, 30—45 minute deliveries are possible for
smaller cities where there is increasing demand for convenience. This also exposes new customer bases and untapped markets.

Loyalty and Subscription Programs

Introduction of services such as "Blinkit Prime" might include free delivery, special discounts, or pre-access to deals. This assists in converting casual
users into loyalists and builds a recurring revenue model.

Green Delivery Initiatives

Higher use of electric vehicles (e-bikes), eco-friendly packaging, and carbon offsetting programs are anticipated to define the future of sustainable Q-
commerce. Sustainability will be a differentiator as consumers become increasingly eco-conscious.

Regulatory Evolution

Governments can bring in stricter regulations on delivery workers' rights, traffic adherence, and consumer safety. Q-commerce platforms will have to
transform operationally and legally to remain compliant and not compromise on service levels.

Product Line Diversification

Subsequent offerings will encompass more than just groceries, including medicines, electronics, cosmetics, and ready-to-cook, to establish Blinkit as a
comprehensive convenience platform.

Data-Driven Experience Optimization

Real-time analytics of data will drive choices from inventory distribution in dark stores to local product demand, optimizing delivery speed and
customer satisfaction.

RECOMMENDATIONS

Improve Service Reliability and Quality Control

Why: 34.5% of respondents reported facing service issues like delays and wrong/missing items.

Recommendation: Invest in automated inventory checks, Al-driven order accuracy systems, and better delivery partner training. Implement a “last-mile
quality audit” process to catch recurring errors.

Balance Speed with Safety and Rider Welfare

Why: The 10-minute delivery model raises ethical concerns and could compromise delivery partner safety.

Recommendation: Reimagine delivery expectations to a more realistic 15—-20 minutes. Implement safety bonuses, accident insurance, and cap the
number of deliveries per hour to alleviate stress.

Introduce a Tiered Loyalty Program

Why: A mere 13.8% of users are loyal Blinkit customers alone; most change to alternatives.

Recommendation: Blinkit Plus is a premium membership offering free or discounted delivery, early access to exclusive deals, priority customer
support, and reward points on every purchase. It’s designed to enhance convenience, save money, and reward loyal customers.

Improved Personalization and UX for Impulse Buying

Why: 69% of users confessed to impulse purchases; it can be a growth driver.

Recommendation: Leverage Al to display "Frequently Bought Together,” "Limited-Time Offers,” or "You May Be Interested In" product
recommendations on the basis of customer history. Add gamification such as flash deals or spin-wheel offers.

Price Competitiveness Without Heavy Discount Dependence

Why: 75.9% consider prices reasonable or similar; discounts are the priority for only 8%.

Recommendation: Maintain base prices constant and competitive. Prioritize value bundles (e.g., family packs,) over blanket discounts to retain margins
and provide value.

Strategically Expand to Tier-2 & Tier-3 Cities

Why: Blinkit is heavily urban-biased; there is untapped growth in smaller cities.

Recommendation: Launch a 30-45 minute delivery model in high-potential Tier-2 cities with localized inventory and local partnerships. Begin with
pilot initiatives before scaling.

Distinguish from Competitors such as Zepto

Why: 72.4% of customers also use Zepto.
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Recommendation: Blinkit can stand out by emphasizing sustainability, using electric vehicle (EV) deliveries and biodegradable packaging to appeal to
eco-conscious consumers. It can also offer local or region-specific products, catering to diverse tastes and increasing relevance in different markets.
Additionally, providing stronger post-delivery support—Ilike hassle-free returns and instant chat assistance—can enhance trust and overall customer
satisfaction.

Enhance Referral and Advocacy Programs

Why: 79.3% are likely to recommend Blinkit.

Recommendation: Develop a strong referral program with two-sided benefits (e.g., 50 discount for both referrer and referee). Showcase user reviews
and positive word of mouth on app and social media to leverage organic growth.

Track Consumer Behavior Trends Ongoing

Why: Quicker changes in urban living and digital behavior call for responsiveness.

Recommendation: Conduct consumer pulse surveys, monitor behavioral analytics, and test new features via A/B testing regularly to be in front of
changing expectations.

CONCLUSION

The emergence of Quick Commerce (Q-commerce) has radically reorganized the Indian urban retail space. The likes of Blinkit have led this revolution
by tapping into hyperlocal delivery networks and technology to deliver products in 10—20 minutes, not only changing the way people consume but also
when, why, and what they consume.

This research investigated how Blinkit's quick-commerce model influences consumer behavior, satisfaction, and loyalty. The results show that
convenience and speed are most important to consumers, particularly young adults between 18 and 25 years old. Blinkit has been able to catch this age
group with convenient service and an intuitive app. Key issues—ranging from a lack of consistent delivery reliability, pressure on riders, limited
loyalty, and intense competition (mainly from Zepto)—mean the future demands more than just quicker delivery.

While customers tend to find Blinkit's prices affordable and indicate high willingness to recommend the service, the company needs to deal with
operational challenges and streamline its strategy to increase long-term retention. Significantly, the study did find high rates of impulse buying,
implying that Q-commerce not only fulfills latent demand—it also influences new, frequently spontaneous consumption patterns.

In summary, Q-commerce is an opportunity and a responsibility. If Blinkit wants to continue and expand its leadership, it has to keep the focus on
reliable service, ethical logistics, strategic differentiation, and deeper consumer understanding. The future of urban retail is not merely in speed, but in
building smart, responsible, and value-driven customer experiences

APPENDIX

This section includes the survey questionnaires used in the research and the summarized findings based on responses from general people.
Appendix 1.1: Survey Questionnaire

TITLE: IMPACT OF QUICK COMMERCE ON CONSUMER WITH REFERENCE OF BLINKIT

Section A: Demographic Information

. Age Group:
. Under 18

. 18-25

. 26-35

. 36-45

. Above 45

. Gender:

. Male

. Female

. Other

. Prefer not to say

. Occupation:

. Student

e Working Professional
. Homemaker

. Self-employed

. Other:

Monthly Household Income:
. Below 320,000
e 320,000 — 340,000
e 340,001 360,000
e 360,001 —380,000
. Above 280,000
. City of Residence:
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e  Section B: Usage Behavior
. How often do you use Blinkit?
. Daily
. 2-3 times a week
. Once a week
e Occasionally
. Never used
Which of the following products do you usually purchase on Blinkit?
e  Groceries
. Snacks and beverages
e Personal care items
e  Household cleaning products
. Fruits and vegetables
. Ready-to-eat items
. Others:
What is the main reason you choose Blinkit over other platforms?
. Fast delivery
e  Convenience
. Better discounts
. Easy-to-use app
. Product variety
. Others:
Section C: Consumer Perception and Satisfaction

On a scale of 1 to 5, how satisfied are you with Blinkit’s delivery speed?
(1 = Very Dissatisfied, 5 = Very Satisfied)
e  Onascale of 1to 5, how would you rate the product quality delivered by Blinkit?
e Have you ever faced issues with Blinkit’s service (e.g., delays, wrong item, missing item)?
e Yes
. No
. If yes, please specify:
Do you consider Blinkit’s prices reasonable compared to local stores or other apps?

. Yes

. No

. About the same
. Not sure

Do you feel Blinkit encourages you to make more impulse purchases (unplanned buying)?
. Strongly Agree
. Agree
. Neutral
. Disagree
. Strongly Disagree
Would you be willing to pay extra for even faster delivery (e.g., under 10 minutes)?

. Yes
. No
. Maybe
16. Which other Q-commerce platforms do you use or prefer over Blinkit?
. Zepto
. Swiggy Instamart
. BigBasket
e Amazon Fresh
. I only use Blinkit

e  Section D: Loyalty and Recommendations
. 17. How likely are you to continue using Blinkit in the future?
. (1 = Very Unlikely, 5 = Very Likely)
Would you recommend Blinkit to friends or family?
. Definitely
. Probably
. Not Sure
. Probably Not
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Definitely Not

Any suggestions or feedback to improve Blinkit’s service?
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