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Abstract

The emerging phenomenon of Quick Commerce (Q-Commerce), characterized

by ultra-fast delivery times typically under 10 to 20 minutes and its transformative

impact on the retail industry, fueled by evolving consumer behaviors, technological

progress and a supportive business climate. The research investigates the drivers

behind the rapid growth of Quick Commerce, its current market landscape, the

factors influencing consumer purchasing behavior towards Quick Commerce. Through

analysis of industry reports, case studies of leading Quick Commerce companies

and this paper explores how this new paradigm is reshaping consumer expectations,

supply chain management and urban logistics. The study also addresses the challenges

and opportunities. Quick Commerce presents for retailers, including last-mile delivery

optimization, inventory management and sustainability concerns. Our findings suggest

that Quick Commerce is not merely a temporary trend but a fundamental reimagining

of retail that will have lasting implications for businesses and consumers alike. Key

results include the projected market growth in India, the crucial role of technological

advancements in enabling the Quick Commerce model and the identification of critical

factors such as perceived usefulness and ease of use influencing consumer adoption.

This research contributes to the understanding of rapidly evolving retail dynamics

and provides insights for industry stakeholders navigating this new commerce

landscape.

Key Words

Quick Commerce, Retail industry, Consumer Purchasing behavior, Urban

logistics.



INTRODUCTION

In recent years, the retail industry has witnessed a seismic shift in

consumer expectations and purchasing behavior, driven by technological

advancements and an ever-increasing demand for convenience. At the

forefront of this transformation is the emergence of Quick Commerce

(Q-Commerce), a novel retail paradigm that promises to deliver products to

consumers in record time, often within 10 to 20 minutes of ordering. This

ultra-fast delivery model represents a significant evolution from traditional

e-commerce and is rapidly reshaping the retail landscape. Quick Commerce,

also known as on-demand or rapid delivery, has gained substantial traction

in urban areas worldwide. It caters to the modern consumer's desire for

instant gratification and seamless shopping experiences. By leveraging a

network of strategically located micro-fulfillment centers, advanced logistics

systems and a fleet of delivery personnel, Quick Commerce players can offer

a curated selection of products with unprecedented speed and efficiency.

The rise of Quick Commerce can be attributed to several factors.

First, the COVID-19 pandemic accelerated the adoption of digital shopping

solutions and heightened consumer awareness of the importance of quick,

contactless delivery options. Second, advancements in mobile technology

and the ubiquity of smartphones have made it easier than ever for consumers

to place orders on the go and track their deliveries in real-time. Third, the

increasing urbanization and busy lifestyles of consumers have created a

demand for time-saving solutions that Quick Commerce readily addresses. As

this new retail model gains momentum, it is fundamentally altering the

competitive landscape of the industry. Traditional retailers and e-commerce

giants alike are being forced to reevaluate their strategies and invest

heavily in last-mile delivery capabilities to remain relevant. Meanwhile, a

new crop of Quick Commerce startups has emerged, securing significant

funding and rapidly expanding their operations across major cities globally.

The impact of Quick Commerce extends beyond just retail operations. It is

reshaping urban logistics, influencing real estate decisions for retail spaces

and raising important questions about sustainability and labor practices.

As cities grapple with increased delivery traffic and the environmental

implications of rapid delivery, the long-term viability and societal impact of

Quick Commerce are subjects of ongoing debate. The rise of on-demand

delivery platforms has revolutionized service delivery, providing users with
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quick access to delivery services at any time and place (Uzir et al., 2021).

Known as quick commerce or on-demand delivery services, this trend has

surged in popularity since the COVID-19 pandemic (Miao et al., 2022). Quick

commerce, or Quick Commerce, is distinguished by its unique business

model, which typically ensures product delivery within 10-30 minutes of

ordering, covering a variety of items from groceries and stationery to over-

the-counter medications (Chawla, 2022).

A crucial element of Quick Commerce's operational strategy is the

transition from traditional warehouses on city outskirts to micro warehouses

located near delivery points (Kumar, 2022). These micro warehouses function

through a dark store model, where small urban fulfillment centers exclusively

handle online orders. Dark stores are designed for efficient order processing

and delivery, with small teams dedicated to picking and packing orders. This

network of dark stores enhances delivery speed and reliability while optimizing

logistics and reducing costs (Business Standard, 2022). The rapid expansion

of Quick Commerce is reflected in market forecasts, with the current $0.3

billion market projected to grow to $5 billion by 2025 (Bhushan, 2022). This

growth offers substantial benefits for service providers, including a new value

proposition and potential for higher margins. For customers, Quick Commerce

provides faster delivery and 24-hour service (Channel Sight, 2022) ensuring

that this trend will continue to reshape the retail landscape and consumer

expectations in the years to come.

The Evolution of Quick Commerce : From Concept to Retail Revolution

The retail landscape has undergone a significant transformation

over the past few decades, evolving from traditional brick-and-mortar stores

to e-commerce platforms and now to the fast- paced world of Quick

commerce (Q-Commerce). This evolution reflects changing consumer

preferences and technological advancements, reshaping how we shop and

receive goods. The rise of e-commerce marked the next significant shift in

retail. This model maintained a focus on price- sensitive customers from

households of three or more people but moved the shopping experience

online. E-commerce platforms operated from mega warehouses, offering a

vast array of products that could be ordered from the comfort of one's

home. Delivery times ranged from a few days to a week, still relying on

delivery trucks for distribution.

Supreet Kaur et al. / Indian Management Studies Journal 28 (2024) 101-124 103



Quick commerce, or Q-Commerce, represents the latest evolution in

this retail journey. This model caters to a different demographic: single-person

and two-people households who prioritize speed and convenience over price.

Quick commerce operations are typically based in small local stores or micro-

hubs, enabling them to offer delivery within an hour of ordering. This rapid

service is facilitated using two-wheeled vehicles, which can navigate urban

environments more efficiently than traditional delivery trucks. The shift from e-

commerce to Quick Commerce reflects a broader change in consumer

preferences. While e-commerce customers were still primarily concerned with

price and discounts, Quick Commerce targets time-sensitive consumers who

value speed primarily. This shift aligns with the fast-paced lifestyles of urban

dwellers and smaller households, who may prioritize immediate gratification

and convenience over bulk purchases and cost savings. This evolution in

retail demonstrates how the industry has adapted to changing demographics,

technological capabilities and consumer expectations. From the leisurely

browsing of supermarket aisles to the instant gratification of Quick Commerce,

the retail sector continues to innovate to meet the diverse needs of modern

consumers.

Source : https://www.deliveryhero.com/wp-content/HYPERLINK "https://www.deliveryhero.

com/wp-content/uploads/2020/04/Quick-Commerce-Evolution-with-padding-01-

e1594892544959.png
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How does Quick Commerce Work

Quick commerce, or Q-Commerce, effectively merges the benefits of

e-commerce with rapid last- mile delivery, emphasizing efficiency, convenience

and superior customer service (Villa & Monzón, 2021). According to a NielsenIQ

(2021) report and insights from Ranjekar & Roy (2023), Quick Commerce is

characterized by three key features :

• Online or App Ordering : Customer interactions primarily occur

through online platforms or mobile applications, providing a

seamless ordering experience.

• Limited Assortment of High-Demand Products : Quick Commerce

focuses on a curated selection of high-demand items, ensuring

that operations are streamlined and essential goods are delivered

quickly.

• Limited Delivery Area from Centrally Located Stores : The

success of Quick Commerce heavily relies on an optimized delivery

strategy, with a restricted delivery radius centered around

strategically located stores. This minimizes travel distances,

enabling faster deliveries.

Rau et al. (2023) and Samsukha (2022) highlight that this geographical

advantage allows Quick Commerce to reach customers swiftly and smoothly.

Similarly, NielsenIQ (2022) notes that by delivering products from nearby stores,

Quick Commerce meets consumer expectations for prompt service while
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connecting with preferred local vendors. Nierynck (2020) further explains the

Quick Commerce ordering and delivery cycle.

REVIEW OF LITERATURE

Kumar et al. (2022) examines customer sentiments related to quick

commerce platforms through sentiment analysis of reviews from the Google Play

Store. Quick commerce, or q-commerce, provides faster delivery than traditional

e-commerce. The study identifies six key sentiments expressed by customers:

constraining, litigious, negative, positive, superfluous and uncertain. By

examining 3,027 reviews, the research underscores the importance of sentiment

analysis in deriving valuable business insights and gaining a competitive edge,

illustrating how customer feedback can drive improvements in service and

strategy.

Fornari et al. (2022) analyze how quick commerce (Q-Commerce) is

reshaping the retail landscape with its promise of delivering goods in under 30

minutes, thereby altering traditional e- commerce practices. The paper defines

Q-Commerce and discusses the challenges faced by ultrafast delivery services in

advancing retail while navigating necessary compromises in the retail mix. It

highlights how new digital-native companies are driving innovation in retail and

setting future trends, while also addressing the complexities and trade-offs

associated with rapid advancements.

Ahmed and Shafighi's (2022) study explore the expansion of the quick

commerce (Q-commerce) industry in South Asia, analyzing its opportunities and

challenges. It finds that while Q-commerce is favored for its rapid delivery and

convenience, customers face issues, especially with security and pricing. The

study, which uses quantitative methods and customer surveys, reveals that

pricing, convenience and security all significantly influence consumer choices.

Despite security concerns and slightly higher costs, customers prefer Q-

commerce for the time it saves.

Kapoor and Goel (2023) investigate the links between quick commerce

service experience (QCSX) and customer loyalty using a moderated mediated

framework. Applying the stimulus-organism-response (S-O-R) theory, they analyze

survey data from 359 users and find that app design, security assurance and

fulfillment positively affect loyalty, whereas service support does not. Trust

mediates these effects, except for service support. Electronic word of mouth

(e-WOM) moderates the mediated effects of app design, security assurance and

fulfillment on loyalty through trust. Fuzzy set qualitative comparative analysis
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(fsQCA) identifies nine conditions for high and low loyalty, offering insights for

improving market share and customer retention.

Rau and Ghezzi (2023) explore the quick commerce business model's

role in enhancing convenience in online grocery retailing and its market

disruption. Building on Haas' generic retail business model, the paper highlights

that quick commerce prioritizes consumer convenience beyond rapid delivery.

This focus contrasts with McNair's (1958) traditional retail model, showing that

in quick commerce, convenience, rather than price, serves as the primary

competitive advantage.

Mukhopadhyay (2023) study explores the factors driving Quick

Commerce (QC) and its effect on consumer behavior, distinguishing it from

traditional Electronic Commerce (EC). Using Fuzzy Cognitive Mapping (FCM),

the research identifies key drivers such as efficiency, ease of use and features

like Cash on Delivery and return policies, as well as the roles of conformity and

personal experience. It reveals that switching intention is influenced by these

factors but moderated by the dark store model. The study provides insights for

e-Commerce managers and highlights shifts in consumer behavior, though it notes

limitations in tracking changes over time.

Ganapathy and Gupta (2023) explore the essential success factors for

on-demand grocery delivery in India, a field that has surged in popularity

following the Covid-19 pandemic due to its convenience and rapid delivery. The

study emphasizes the need for securing investment, controlling costs and

effectively managing financial resources for business viability. Unlike earlier

approaches that prioritized expansion over profitability, achieving profit is now

vital, leading to greater market consolidation. The paper identifies key elements

crucial for the sustainable success of quick commerce and provides

recommendations to enhance profitability in this evolving market.

Schorung (2024) investigates how quick commerce is reshaping the food

retail industry through advancements in technology, new market entrants and

innovative logistics such as dark stores and micro-hubs. The research details

the quick commerce supply chain, focusing on logistics micro- hubs,

collaborations with major distributors, third-party logistics and last-mile delivery.

It also underscores the high transport demands of dark stores, including their

effects on vehicle traffic and delivery patterns in urban settings.

Datta & Bose's (2024) investigates the potential growth of quick

commerce (Q-commerce) and its impact on the current e-commerce industry in

India. The study highlights the essential connection between e-commerce and

delivery services, focusing on the necessity for swift and efficient deliveries to
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ensure customer satisfaction, particularly for perishable items like food and

medicine. The research, which combines quantitative and qualitative methods,

shows that consumer satisfaction with e-commerce saw a modest increase during

the COVID-19 pandemic, even with limited e-commerce services in some regions.

It also points out a trend of consumers increasingly preferring online shopping

for both essential and non-essential goods, as noted by the CII in 2016, well

before the pandemic. The study emphasizes the growing significance of e-

commerce, its role in enhancing consumer satisfaction and the potential for

integrating sustainable practices in online business operations. This shift can

support various sectors, including food delivery and small and medium-sized

enterprises (SMEs), by leveraging technological advancements.

Harter et al. (2024) examine the effects of deviations from promised

delivery times on customer repurchase behavior in the realm of quick commerce,

where products are delivered within minutes. By analyzing a substantial

transaction dataset from a Western European food delivery service and

conducting a controlled online experiment, the researchers discover that late

deliveries lead to longer intervals between purchases, while early deliveries

shorten these intervals, although both effects lessen with larger deviations.

Significantly, late deliveries have a more pronounced negative impact on

repurchase behavior compared to early deliveries of the same magnitude. The

controlled experiment highlights customer satisfaction as the key psychological

mechanism driving these effects. These findings are instrumental for optimizing

delivery algorithms, operations and service recovery strategies, thereby

enriching the understanding of quick commerce and its influence on customer

behavior.

Bharathithasan and Srinivasan (2024) explores the success factors of

quick commerce in India, focusing on the impact of rapid delivery and product

uniqueness. Utilizing the unified theory of acceptance and use of technology

(UTAUT), they conducted a cross-sectional, quantitative study analyzed with

PLS 3.0 software to understand consumer behavior intentions. The study finds

significant connections between product quality, convenience and the

effectiveness of quick commerce services. These findings offer valuable insights

for managers and business owners in this rapidly expanding market and lay the

groundwork for future research in developing countries.

Schorung (2024) explores the progression of food e-commerce facilitated

by technological advancements, new market entrants and enhanced logistics such

as dark stores and micro-hubs. Quick commerce signifies a major advancement

in instant delivery for food and online shopping. The research delves into the
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quick commerce supply chain, focusing on logistics hubs, large-scale distributor

partnerships, third-party logistics and last-mile delivery. It also underscores the

significant transportation demands of dark stores. The placement of these stores

in densely populated cities has led to disputes with local officials over issues

like noise, congestion, pollution, waste, urban planning violations and the

adverse effects on local commerce and urban living.

Luhukay et al. (2024) investigate the impact of system, information and

service quality on customer satisfaction in quick commerce applications in

Indonesia. Using data from 112 respondents and the SmartPLS method, the study

reveals that system and service quality significantly influence users' intention to

use the applications, which subsequently affects their satisfaction. However, the

study finds no significant link between information quality, intention to use and

user satisfaction. The authors recommend enhancing system and service quality

to improve user experiences and satisfaction. They also suggest future research

should focus on specific populations using clustering sampling and a detailed

analysis of each factor's indicators.

Chawla et al. (2024) tackle the challenge of recommending products to

inexperienced users in quick-commerce (Q-commerce) grocery services, where

traditional systems struggle due to limited data. They propose a solution that

utilizes data from the more mature online food delivery sector to enhance

recommendations for new grocery delivery users. Their approach employs a

neural network-based hierarchical cross-domain mapper to address regional and

cultural variations. This model improves upon existing methods, showing a 30%

increase in recommendation quality (measured by NDCG) and a 4% boost in

conversion rates in online trials.

Al-Muani et al. (2024) explore how logistics and policy service quality

affect customer trust, satisfaction and loyalty in quick commerce, with a focus

on differences between Generation Y (Gen Y) and Generation Z (Gen Z) users in

Jordan. Analyzing data from 719 quick commerce users, the study reveals those

aspects of logistics service quality—such as personal contact, shipment

condition, product availability, timely delivery and order accuracy—are crucial

for customer satisfaction, with order accuracy being the most significant. Both

cash on delivery and how order discrepancies are managed impact customer

trust. While customer satisfaction and trust are important for loyalty, their

significance differs between generations. Gen Z prioritizes delivery speed and

less personal contact, whereas Gen Y values product availability and cash on

delivery more. These findings offer guidance for quick commerce platforms to

customize their strategies based on generational preferences, thereby improving
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customer trust, satisfaction and loyalty.

Vadra (2024) examines Zepto, a startup based in Mumbai founded by

Aadit Palicha and Kaivalya Vohra in 2021. Zepto is renowned for its ten-minute

grocery delivery service, utilizing dark stores—large retail spaces closed to the

public but dedicated to quick order fulfillment. By the end of 2021, Zepto had

collaborated with over 86 dark store owners across 13 regions, completing over

1 million deliveries. The case study encourages students to propose strategies

for sustaining and expanding Zepto's business while conducting SWOT and

Porter's Five Forces analyses to evaluate its competitive stance. It serves as a

platform for exploring strategic growth and competitive challenges in the quick-

commerce industry.

Chakraborty and Biswal's (2024) explores Swiggy's strategic responses

during the COVID-19 pandemic to maintain its business operations. The pandemic

hit Swiggy hard due to restaurant closures and customers' fears of virus

transmission through food orders. To counteract these challenges, Swiggy

enhanced food safety measures, supported its partners and ventured into online

grocery delivery. Although, food orders eventually returned to pre-pandemic

levels, Swiggy had to tackle rising competition, changing consumer behavior

and efforts to regain customer trust and revenue. Instamart, Swiggy's quick

commerce service, was instrumental in overcoming these difficulties.

CURRENT SCENARIO

Quick Commerce Market in India Size & Share Analysis – Growth Trends &

Forecasts (2024-2029)

The quick commerce market in India has witnessed explosive growth in

recent years, revolutionizing how urban consumers shop for groceries and

essentials. This report examines the current landscape, key drivers and future

projections for this rapidly evolving sector. As smartphone penetration and digital

payments continue to surge across India, the quick commerce industry is poised

for significant expansion. Particularly notable is the dramatic year-over-year

growth between 2021 and 2022, where the GMV jumped from $0.2 billion to $1.6

billion, marking a 700% increase. The growth trend continues to be strong, with

a projected 75% increase from 2022 to 2023. Comparing Quick Commerce to the

broader E-commerce sector, the image shows that Quick Commerce is growing at

a much faster rate. While E-commerce is seeing a respectable 14-15% year-over-

year growth from 2022 to 2023, Quick Commerce is outpacing it significantly

with a 77% growth rate in the same period. This indicates that Quick Commerce

is growing over 5 times faster than traditional E-commerce.

Supreet Kaur et al. / Indian Management Studies Journal 28 (2024) 101-124110



The Quick Commerce sector in India is set for significant growth, with

projections indicating an increase in market size from USD 3.34 billion in 2024 to

USD 9.95 billion by 2029, marking a CAGR of over 4.5%. This growth is driven

by several factors, including rapid urbanization, changing consumer lifestyles,

increased smartphone penetration and shifting preferences towards instant

gratification and time-saving solutions. The COVID-19 pandemic has further

accelerated the adoption of online shopping and delivery services, creating a

lasting impact on consumer habits.

The sector's explosive growth is evident in the Quick Commerce GMV

(Gross Merchandise Value) figures, which sky rocketed from a mere USD 0.04

billion in 2019 to USD 2.8 billion in 2023 – an astounding 6900% increase over

just four years. This rapid expansion is further highlighted by the impressive

77% year-over-year growth rate between 2022 and 2023, significantly outpacing

the broader e-commerce sector's 14-15% growth during the same period. In fact,

Quick Commerce is growing over 5 times faster than traditional e-commerce,

indicating its emergence as a distinct and rapidly evolving category within the

retail landscape.

This phenomenal growth trajectory suggests that Quick Commerce has

moved beyond the early adoption phase and gaining widespread acceptance

among Indian consumers. The sector's development is supported by ongoing

investments in logistics infrastructure, last-mile delivery capabilities and the

expansion of product categories beyond groceries to include electronics,

pharmaceuticals and other daily essentials. Additionally, technological

advancements in AI and machine learning are enabling more personalized and

efficient services, further driving the sector's growth. If this trend continues,

Source : https://redseer.com/wp-content/uploads/2024/03/Graphs_1-1024x583.jpg
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Quick Commerce could potentially reshape the retail landscape in India,

challenging traditional retail and e-commerce models with its emphasis on speed

and convenience.

Source : https://www.mordorintelligence.com/industry-reports/q-commerce-industry-in-

india"ndustry-reports/q-commerce-industry-in-india

This expansion is driven by the increasing demand for quicker shopping

experiences and the convenience of fast delivery services, propelled by growing

urbanization and online shopping trends. The COVID-19 pandemic accelerated

the rise of quick commerce, integrating well with the fast-paced lifestyles of

consumers. Even after the pandemic, the demand remains robust, especially in

the food and retail sectors, due to the appeal of on-demand delivery. Major

players such as Roofers, Zepto, Zomato, Swiggy and Big Basket have embraced

quick commerce models to leverage this trend. The growth is most notable in

metropolitan and Tier I cities, where the demand for rapid delivery of groceries

and other products is strong. Companies are using geographic mapping

technologies to enhance delivery efficiency, often fulfilling orders within 40

minutes via dark stores.

Top Players of Quick Commerce in India

The quick commerce market in India is highly competitive, with several

key players vying for market share. These companies are distinguished by their

promised delivery times :
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• Dunzo: Promises delivery within 19 minutes

• Zepto: Offers 10-minute delivery

• Ola Dash: Also provides 10-minute delivery service

• Blinkit: Matches the 10-minute delivery promise

• Swiggy Instamart: Delivers within a 15–30-minute window

• Zomato: Offers 10-minute delivery

• Flipkart Quick: Provides delivery within 45 minutes

Most of these players are focusing on ultra-fast delivery times of

10-19 minutes, with Zepto, Ola Dash, Blinkit and Zomato all promising 10-

minute deliveries. This indicates an intense competition in the quick commerce

space, with companies striving to offer the fastest possible service to attract

and retain customers. Swiggy Instamart offers a slightly wider delivery window

of 15-30 minutes, which may allow for more flexibility in operations while still

providing rapid service. Interestingly, Flipkart Quick, despite being part of one

of India's largest e-commerce platforms, has a longer delivery time of 45 minutes

compared to its competitors. This could suggest a different operational model

or target market strategy. However, Blinkit led the quick commerce race in

2023, as between January 1st and November 22nd, 2023, Blinkit led in app

downloads with over 14 million, according to an analysis by Inc42-AppTweak.

It was followed by Zepto with over 11 million downloads and Dunzo with more

than 3.4 million downloads.

Source : https://supersfmk.best/product_details/46709582.html
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OBJECTIVES OF STUDY

• To examine the factors driving the growth of the Quick Commerce

model.

• To identify the factors influencing consumer behavioral intention

towards adopting Quick Commerce.

• To assess the role of logistics and supply chain innovations in

supporting Quick Commerce.

• To study the challenges encountered by retailers operating within

the Quick Commerce model.

KEY DRIVERS OF QUICK COMMERCE GROWTH

Changing Consumer Expectations

In recent years, there has been a significant shift in what consumers

expect from retail and delivery services. This change is primarily characterized

by two main factors: the demand for instant gratification and the desire for

convenience and time-saving options. The demand for instant gratification has

been fueled by the digital age, where information and services are often available

at the click of a button. Consumers have become accustomed to getting what

they want quickly, whether it is streaming a movie, downloading a book, or

accessing information. This mindset has naturally extended to physical goods as

well. People increasingly expect to receive products soon after ordering them,

sometimes within hours or even minutes. This expectation has created a market

opportunity for Quick Commerce businesses that can deliver goods rapidly.

Simultaneously, there is a growing desire for convenience and time-saving

options. In our fast- paced society, many people feel pressed for time and value

services that can help them save even lesser amounts of it. Quick Commerce

caters to this need by eliminating the time it takes to go to a store, browse

aisles, wait in line and travel back home. Instead, consumers can quickly order

what they need from their smartphones or computers and have it delivered to

their doorstep in a matter of minutes or hours. This level of convenience is

particularly appealing for busy professionals, parents, or anyone who values

their time highly. These changing expectations have created a fertile ground for

Quick Commerce to thrive. By meeting the demand for rapid delivery and extreme

convenience, Quick Commerce companies are tapping into a growing consumer

preference, driving the expansion of this business model.

Technological Factor

The rapid growth of Quick Commerce has been significantly facilitated
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by various technological advancements, particularly in mobile technology, user

experience design and logistics software.

Widespread adoption of smartphones and mobile apps has been a

crucial factor. As smartphones have become ubiquitous, they have put a portable

shopping device in everyone's pocket. This widespread adoption has created a

vast potential customer base for Quick Commerce services. Mobile apps allow

customers to browse products, place orders and track deliveries from anywhere

at any time, making impulse purchases and last-minute orders much more feasible.

Improved user interfaces and seamless ordering experiences have also played a

vital role. Quick Commerce companies have invested heavily in creating user-

friendly apps and websites that make the ordering process quick and intuitive.

These interfaces often feature easy-to-navigate product categories, smart search

functions and one-click ordering options. The goal is to minimize the time and

effort required to place an order, aligning with the Quick Commerce promise of

speed and convenience. Enhanced logistics and route optimization software has

been crucial in making rapid deliveries possible and cost-effective. These

sophisticated systems use algorithms to determine the most efficient delivery

routes, considering factors like traffic patterns, delivery locations and driver

availability. They can dynamically adjust routes in real-time based on new orders

or changing conditions. This technology allows Quick Commerce companies to

maximize the number of deliveries a single driver can make in a fleeting time,

which is essential for the economics of the quick delivery model to work. These

technological advancements work together to create a seamless, efficient system

that can meet the demanding expectations of Quick Commerce customers. They

enable companies to take orders quickly, process them efficiently and deliver

them rapidly, all while providing a smooth and satisfying customer experience.

Rapid Urbanization and Delivery Dynamics

Urbanization has played a significant role in the growth of Quick

Commerce, fundamentally altering the landscape of delivery services. As more

people move into cities, population density increases, creating a concentrated

customer base for Quick Commerce companies. This density is crucial for the

quick commerce model to work effectively. In urban areas, there are more

potential customers within a smaller geographic area, which means delivery routes

can be shorter and more efficient. This concentration of demand makes it

economically viable for companies to set up micro-fulfillment centers or dark

stores in strategic urban locations, allowing them to store inventory closer to

customers and reduce delivery times dramatically. Furthermore, the proximity of
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customers to each other enables delivery personnel to complete multiple orders

in a single trip, increasing efficiency and reducing costs. Urban infrastructure,

such as a network of roads and addresses, also facilitates quicker and more

accurate deliveries. Additionally, city dwellers often face challenges like limited

storage space, lack of personal transportation and busy lifestyles, making them

more likely to value the convenience of rapid delivery services. All these factors

combine to create an environment where Quick Commerce can thrive, turning

dense urban areas into hotspots for ultra-fast delivery services.

Role of Data and Personalization

Data-driven insights are essential to Quick Commerce success,

leveraging vast customer interaction data to create efficient, targeted and

personalized services. Each customer interaction, from browsing to purchasing,

generates valuable data that helps build detailed profiles, revealing preferences,

shopping habits and peak ordering times. Analyzing this data enables businesses

to personalize offerings, such as recommending products based on past

purchases and to tailor marketing efforts with personalized notifications and

discounts. This data also enhances customer experience by optimizing app

interfaces and streamlining the ordering process based on user behavior.

Furthermore, it boosts operational efficiency by predicting demand patterns,

optimizing inventory management and reducing waste and costs. Thus, data and

personalization in Quick Commerce not only drive sales but also create a more

efficient, responsive and customer-centric service.

KEY FACTORS INFLUENCING CONSUMER BEHAVIORAL INTENTION

TO ADOPT QUICK COMMERCE

Perceived Usefulness

Perceived usefulness refers to the degree to which consumers believe

that using Quick Commerce will enhance their daily lives. This factor

encompasses the time-saving benefits of quick delivery, the convenience of

having items delivered on-demand and the ability to access a wide range of

products without leaving home. Consumers who perceive Quick Commerce as

incredibly useful in addressing their needs and improving their shopping

experience are more likely to adopt and use these services regularly.

Perceived Ease of Use

This factor relates to how user-friendly and intuitive consumers find

Quick Commerce platforms. It includes the simplicity of navigating mobile apps

or websites, the straight forwardness of the ordering process and the availability
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of easy payment options. When consumers perceive Quick Commerce platforms

as easy to use, they are more likely to overcome initial hesitations and adopt

the service. A smooth, hassle-free experience can significantly influence a

consumer's intention to use Quick Commerce repeatedly.

Social Influence

Social influence plays a significant role in shaping consumer behavior

towards Quick Commerce. This factor includes the impact of peer

recommendations and reviews, the presence and marketing of Quick Commerce

brands on social media platforms and the broader cultural acceptance of on-

demand services. As more people in a consumer's social circle use and

recommend Quick Commerce services, the individual becomes more likely to try

and adopt these services themselves.

Facilitating Conditions

It refers to the organizational and technical infrastructure that supports

the use of a system or service, crucial for the adoption of Quick Commerce. Key

aspects include a robust technological infrastructure with reliable high-speed

internet and widespread smartphone adoption, a well- developed delivery network

with efficient logistics and sufficient personnel and accessible customer support.

Additionally, the availability of diverse payment options, user education

resources, a supportive regulatory environment, broad product availability and

device compatibility are essential. Strong facilitating conditions enhance

consumer confidence in using Quick Commerce services, reducing perceived

barriers and increasing adoption likelihood. Quick Commerce providers should

invest in these areas to improve adoption rates and user satisfaction, including

infrastructure improvements, local business partnerships, enhanced customer

support and collaboration with authorities for a supportive regulatory framework.

IMPACT OF LOGISTICS AND SUPPLY CHAIN INNOVATIONS ON

QUICK COMMERCE

Assessing the role of logistics and supply chain innovations in

supporting Quick Commerce involves examining how advancements in these

areas enhance the efficiency and effectiveness of rapid delivery services.

Innovations such as automated warehouses, real-time tracking systems and

advanced route optimization software streamline the entire supply chain, from

inventory management to last-mile delivery. These technologies enable Quick

Commerce providers to offer faster and more reliable services, meeting consumer

demands for quick and convenient access to products. Additionally, the
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integration of data analytics and artificial intelligence allows for better demand

forecasting and inventory management, ensuring that products are available when

and where they are needed. By leveraging these logistics and supply chain

innovations, Quick Commerce businesses can improve operational efficiency,

reduce costs and enhance customer satisfaction, driving the growth and success

of the Quick Commerce model.

Quick Commerce Supply Chain Business Model

Inventory-led Model and Marketplace Model

Aspect Inventory-led Model Marketplace Model

Agent / Principal The platform acts as a The platform functions as an

principal intermediary for offline retailers

Assortment Offers a curated selection of Assortment is variable as the

2,000-4,000 SKUs platform has no control

overpartner store inventory

Capex Platform bears the cost for Store partner covers the costs

building the supply chain, dark for the store and inventory

stores and maintaining inventory

Inventory Risk Platform assumes the risk Store partner assumes the risk

Gross Margins for High Low

Platform

Possibility of Low High

Stock-Outs

Quality Control Superior compared to the Inferior to the inventory-led

marketplace model model

Typical Delivery 10-30 minutes 30-60 minutes

Time

Multichannel retailers looking to enter the Q-commerce market have two

primary choices: they can either collaborate with an established Q-commerce

provider or develop their own Q-commerce operations.

CHALLENGES FACED BY RETAILERS IN THE QUICK COMMERCE

MODEL

Inventory Management

In the realm of quick commerce (Q-commerce), inventory management

poses significant challenges. Retailers must maintain optimal stock levels for

fast-moving items to meet the high demand for ultra-fast deliveries. This involves
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a delicate balance to avoid stockouts, which can lead to lost sales and

dissatisfied customers, while also minimizing excess inventory that can tie up

capital and lead to wastage, especially with perishable goods and products with

short shelf lives. Efficient inventory management systems are crucial to track

stock levels in real-time, predict demand accurately and ensure that the right

products are always available when needed.

Last-Mile Delivery

Last-mile delivery is another critical challenge in Quick Commerce.

Retailers face the daunting task of meeting extremely tight delivery periods, often

promising deliveries within 30 minutes or less. This requires optimizing delivery

routes for maximum speed and efficiency while managing the costs associated

with these rapid deliveries. The logistical complexities of last-mile delivery include

navigating traffic, ensuring timely dispatch from fulfillment centers and

coordinating with delivery personnel to ensure that deliveries are made promptly

and accurately.

Operational Costs

Operational costs in Quick Commerce are notably high. The expenses

associated with providing rapid delivery services can be substantial, including

the costs of labor for delivery personnel and warehouse staff. Additionally,

maintaining multiple small fulfillment centers strategically located to enable quick

deliveries adds to the financial burden. Balancing these operational costs while

offering competitive pricing is a significant challenge for retailers aiming to

maintain profitability in the fast-paced Quick Commerce market.

Customer Expectations

Meeting customer expectations is a critical challenge in Quick Commerce.

Consumers demand ultra-fast delivery and have grand expectations for product

quality and order accuracy. Retailers must ensure that the products delivered

match what was ordered and arrive in excellent condition. Handling returns

efficiently and providing prompt customer service to address any issues or

concerns are also vital to maintaining customer satisfaction and loyalty in this

competitive market.

FINDINGS

The research paper on Quick Commerce (Q-Commerce) reveals

significant insights into this rapidly evolving retail paradigm. Quick Commerce,

characterized by ultra-fast delivery times typically under 10-20 minutes, has

emerged as a transformative force in the retail industry. The study finds that the
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growth of Quick Commerce is driven by a confluence of factors including

changing consumer expectations, technological advancements and urbanization

trends. Consumer behavior has shifted dramatically towards a demand for instant

gratification and convenience, particularly in urban areas. This shift has been

accelerated by the COVID-19 pandemic, which heightened awareness of quick,

contactless delivery options. Technological progress, especially in mobile

technology, user experience design and logistics software, has played a crucial

role in enabling the Quick Commerce model. The widespread adoption of

smartphones and user-friendly apps has put a portable shopping device in

everyone's pocket, creating a vast potential customer base. The market potential

for Quick Commerce is substantial, with projections indicating growth from $3.34

billion in 2024 to $9.95 billion by 2029 in India alone, representing a CAGR of

over 4.5%. This growth outpaces traditional e-commerce significantly, with Quick

Commerce growing at a rate 5 times faster. The dramatic year-over-year growth

between 2021 and 2022, where the GMV jumped from $0.2 billion to $1.6 billion

(a 700% increase), underscores the rapid adoption of this model. Key players in

the Indian Quick Commerce market include Dunzo, Zepto, Blinkit, Swiggy

Instamart and others, with most focusing on ultra-fast delivery times of 10-19

minutes. This intense competition is driving innovation and efficiency in the

sector. The operational model of Quick Commerce relies heavily on micro-

fulfillment centers or "dark stores" strategically located in urban areas, enabling

rapid order processing and delivery. The study identifies several factors

influencing consumer adoption of Quick Commerce. These include perceived

usefulness, perceived ease of use, social influence and facilitating conditions

such as technological infrastructure and supportive regulations. The role of data

and personalization is also highlighted as crucial, with Quick Commerce

companies leveraging vast amounts of customer data to create efficient, targeted

and personalized services.

SUGGESTIONS

Based on the findings, the research suggests several strategies for

retailers operating in the Quick Commerce space. Firstly, investment in advanced

logistics and supply chain technologies is crucial. This includes implementing

AI and machine learning for demand forecasting, inventory management and

route optimization. These technologies can significantly enhance operational

efficiency and reduce costs. Secondly, a strong focus on user experience is

recommended. Retailers should prioritize creating intuitive, user-friendly mobile

apps and websites that streamline the ordering process. The goal should be to
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minimize the time and effort required for customers to place orders, aligning with

the Quick Commerce promise of speed and convenience. Thirdly, leveraging data

analytics for personalized marketing and product recommendations is suggested.

By analyzing customer behavior and preferences, Quick Commerce companies

can tailor their offerings and marketing efforts, potentially increasing customer

loyalty and sales. Cost management is another critical area for focus. The

research suggests developing strategies to balance high operational costs with

competitive pricing. This might involve exploring partnerships or shared

resources to reduce individual company burdens. Customer service should not

be overlooked. Investing in efficient customer service systems and implementing

easy return processes is crucial to meet high consumer expectations and maintain

customer satisfaction. Engagement with regulatory bodies is also recommended.

Collaborating with local authorities to create a supportive regulatory environment

can help address challenges related to urban planning and sustainability

concerns. Lastly, the research suggests implementing sustainability initiatives.

Developing eco-friendly packaging and delivery options can address growing

environmental concerns and potentially provide a competitive advantage.

CONCLUSION

In conclusion, Quick Commerce represents a fundamental re-imagining

of retail that will have lasting implications for businesses and consumers alike. It

is not merely a temporary trend but a significant shift in how products are

delivered and consumed, particularly in urban areas. The rapid growth and

projected expansion of the Quick Commerce market underscore its potential to

reshape the retail landscape. However, this growth comes with substantial

challenges. Retailers must navigate complex operational issues, including

inventory management, last-mile delivery optimization and balancing high

operational costs with competitive pricing. The success of Quick Commerce

hinges on its ability to meet and exceed consumer expectations for speed,

convenience and reliability. This necessitates continuous innovation in

technology, logistics and customer service. As the sector matures, it will face

increased scrutiny regarding its impact on urban infrastructure, labor practices

and environmental sustainability. Successful Quick Commerce players will need

to address these concerns proactively, working with local authorities and

implementing sustainable practices. The future of Quick Commerce will see further

integration of advanced technologies and data-driven strategies to meet the ever-

increasing demands of time- sensitive consumers. As it continues to evolve,

Quick Commerce will undoubtedly shape consumer expectations and force
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traditional retailers to adapt, leading to a more dynamic and responsive retail

ecosystem. The long-term success and sustainability of the Quick Commerce

model will depend on the industry's ability to innovate, optimize operations and

address broader societal and environmental impacts. As urban consumers

increasingly value instant gratification and convenience, Quick Commerce is

poised to play a significant role in the future of retail, potentially redefining the

relationship between consumers, retailers and the urban environment.
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