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ABSTRACT

The rapid evolution of e-commerce in India has given rise to a new segment known as "quick commerce,"
characterized by ultra-fast delivery of goods, typically within 10 to 30 minutes. This research paper explores the

emergence, growth, and challenges of quick commerce in India, using a case study approach focusing on three leading
players: Zepto, Swiggy Instamart, and Blinkit. The study investigates the operational strategies, technological
innovations, and consumer behavior that drive the success of these platforms. Additionally, it analyzes the competitive
landscape and the impact of quick commerce on traditional retail and logistics sectors. By examining the business
models and performance metrics of Zepto, Swiggy Instamart, and Blinkit, this paper provides insights into the
sustainability and future trajectory of quick commerce in India. The findings suggest that while quick commerce offers
significant convenience to consumers, it faces challenges related to profitability, supply chain management, and
regulatory compliance. This study contributes to the understanding of quick commerce as a disruptive force in the
Indian retail ecosystem and offers recommendations for industry stakeholders to navigate this dynamic market.

1. INTRODUCTION

The advent of digital technology has revolutionized the retail landscape globally, with India emerging as one of the

fastest-growing e-commerce markets. Amid this rapid growth, a new phenomenon has captured the attention of both
consumers and investors—quick commerce, also known as q-commerce. Unlike traditional e-commerce, which
typically offers delivery within days, gq-commerce promises to deliver goods, especially groceries and essentials,
within a matter of minutes. This ultra-fast delivery model has redefined consumer expectations and introduced a new
level of convenience, catering to the instant gratification mindset prevalent in urban areas.

Quick commerce in India has seen exponential growth over the past few years, driven by a combination of factors
including increasing smartphone penetration, changing consumer lifestyles, and the COVID-19 pandemic, which
heightened demand for contactless and prompt delivery services. Among the frontrunners in this emerging market are
Zepto, Swiggy Instamart, and Blinkit—platforms that have rapidly scaled their operations to meet the burgeoning
demand for instant delivery.

This research paper delves into the rise of quick commerce in India through a detailed case study analysis of these
three leading players. By examining their business models, operational strategies, and market positioning, the paper
aims to uncover the drivers of their success and the challenges they face in sustaining growth. Additionally, the study
explores the broader implications of quick commerce on the traditional retail and logistics sectors, assessing whether
this business model is a passing trend or a sustainable evolution in the Indian retail ecosystem.

Through this investigation, the paper seeks to contribute to the academic and industry understanding of quick
commerce, providing valuable insights for stakeholders aiming to navigate the complexities of this dynamic market.

2. LITERATURE REVIEW
2.1 Market Dynamics and Competition:

The quick commerce market in India is highly competitive, with several players vying for market share. Blinkit,
formerly known as Grofers, was one of the first movers in this space, quickly followed by Zepto and Swiggy
Instamart. Each of these platforms has adopted different strategies to differentiate themselves and capture market
share. Zepto, for example, focuses on delivering groceries in 10 minutes, targeting a niche market of time-sensitive
consumers (Mehta & Singh, 2023). Swiggy Instamart leverages Swiggy's existing logistics network and customer base
to offer a wide range of products with reliable delivery times (Nair, 2022). The acquisition of Blinkit by Zomato
further intensified competition, as Zomato integrated Blinkit's operations into its ecosystem, providing a seamless
experience for its customers (Desai, 2022).

2.2 Growth of Quick Commerce in India:

The quick commerce segment has seen remarkable growth in India, driven by factors such as increased smartphone
penetration, widespread internet access, and shifting consumer expectations. The COVID-19 pandemic significantly
accelerated the adoption of online shopping, leading to an increased demand for fast and convenient delivery services.
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According to Bhattacharya (2022), the pandemic acted as a catalyst for the rapid expansion of q-commerce, with
companies like Swiggy Instamart, Blinkit, and Zepto quickly scaling their operations to meet the surge in demand. The
Indian q-commerce market is expected to grow at a compound annual growth rate (CAGR) of over 25% in the next
few years, driven by the growing urban population and rising disposable incomes (Mukherjee & Sinha, 2023).

2.3 Potential for Future Growth:

The future of quick commerce in India appears promising, with significant opportunities for growth and expansion. As
these platforms continue to evolve, there is potential for geographic expansion into Tier 2 and Tier 3 cities, where
demand for fast delivery services is on the rise (Patel & Das, 2023). Additionally, continued advancements in
technology and logistics are expected to enhance operational efficiency and reduce costs, making the quick commerce
model more sustainable in the long term. However, as Sharma and Roy (2023) caution, companies must also navigate
regulatory challenges and changing consumer expectations to remain competitive and profitable

3. RESEARCH QUESTIONS

What are the key performance metrics that indicate the success and challenges of quick commerce in India?

How does consumer behavior influence the growth and sustainability of quick commerce platforms like Zepto,
Swiggy Instamart, and Blinkit?

What is the competitive landscape of quick commerce in India, and how does it affect traditional retail and logistics
sectors?

4. RESEARCH METHODOLOGY

This research employs a secondary research methodology to explore the dynamics of quick commerce in India, with a
particular focus on the operations of Zepto, Blinkit, and Swiggy Instamart. The study is conducted using a case study
approach, which allows for an in-depth analysis of these companies, shedding light on their business models,
strategies, and market impact.

5. QUALITATIVE METHOD -SECONDARY DATA COLLECTION

The research primarily relies on secondary data sources, including company reports, market analysis, industry
publications, news articles, and academic papers. Data from these sources provide comprehensive insights into the
operational strategies, financial performance, consumer behavior, and competitive positioning of Zepto, Blinkit, and
Swiggy Instamart. Publicly available information, such as press releases, interviews with company executives, and
investment reports, also contribute to the understanding of the broader quick commerce landscape in India.

5.1 Case Study Approach:

The case study method is chosen due to its effectiveness in exploring complex phenomena within their real-life
contexts. By examining the three companies individually, the research identifies the unique approaches each has taken
to capture market share, innovate their supply chains, and respond to consumer demand. This comparative analysis
helps to identify common trends and challenges faced by quick commerce companies in India, as well as the factors
that contribute to their success or limitation.

ZEPTO

Zepto is a quick e-commerce company that started its operations in 2021. The company started its operations in
Bandra, Mumbai and has subsequently extended its delivery areas to Pune, Delhi, Gurgaon, Noida, Ghaziabad,
Bangalore, Chennai, Hyderabad and Kolkata.

Zepto’ s tagline is "Groceries delivered in 10 minutes”. They do this with the help of Dark stores. They are nothing but
warehouses that are not open to the public and are located in such area in the neighbourhood where demand is high.
Only commonly requested commodities are kept in these warehouses, preventing the loss of unsold stock. Zepto’ s
dark stores are designed in a way so that orders are filled as rapidly as possible, effectively and efficiently reducing
time. Currently, Zepto is delivering 2500+ goods, including food and drink, personal care products, fresh produce,
home cleaning supplies, and snacks and beverages, from its 100+ dark stores. As stated by the CEO of zepto Aadit
Palicha the average delivery time taken by Zepto is 8 minutes and 47 seconds

SWOT Analysis- Strengths

e  Excellent usage of technology: With the assistance of www.locus.sh Zepto records its customers' geographical
data, traffic dynamics, delivery time, and so on. They gather and evaluate this data to determine whether more dark
establishments are needed in the region to meet the 10-minute objective.

e  Being true to their objective: Zepto ensures that their customers' expectations are met by delivering goods in 10
minutes. Zepto achieves their aim 90% of the time, which contributes to brand loyalty.
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e  Strong financial support: Zepto is well-funded, which allows it to expand and grow into a market leader. They
currently have a total funding of $360 million.

e  Competent Workforce: The effective management of Zepto is in the hands of highly skilled and experienced
professionals. They are Zepto’ s most valuable resource since they are well informed about the market. Palicha and
Vohra, the co-founders, did a fantastic job in creating their team.

Weakness

e  Reliance on retailers: Zepto’s business strategy is primarily dependent on other businesses and their inventory.
When a retailer's stock is unavailable, customers may be forced to select a higher-priced substitution or go without
buying that item from them.

e  Fluctuating customer base: To keep their clientele, Zepto must find a balance between their discount strategy and
keeping their delivery time under 10 minutes.

e  Net Income: Zepto’s operational costs are high. They need to grow their sales while decreasing some of their
expenditures to make their business profitable.

e  Nothing Unique: Zepto’s business strategy is not very unique, and any company may enter this market and
replicate it.

Opportunity

e Infiltrating further into existing locations and entering fresh cities: One way they can outperform their
competitors is to grow their business as quickly as possible.

e  Various Business Ventures: Zepto has developed a brand identity for itself, which they can now utilize to enter
into other sectors and diversify their revenue stream.

Threats

e  Heavy competition: Zepto is in a league with big names. Customers swing from one app to the next like a
pendulum. Because there is little consumer loyalty, Zepto must continually stay on top of their game.

o  Exploitation of delivery boys: There are several sceptics of the quick commerce industry. Delivery boys are
exploited in the name of quick delivery and are subjected to extreme strain, increasing the likelihood of an accident.
SWIGGY INSTAMART-

Swiggy Instamart is a quick commerce service offered by Swiggy, one of India's leading food delivery platforms. It
provides rapid delivery of groceries, household essentials, and other daily need items, typically within 15-30 minutes.
The service operates through a network of dark stores or micro-fulfillment centers strategically located in urban areas.
SWOT analysis-Strengths:

e  Brand recognition: Leverages Swiggy's established brand and customer base.
e Quick delivery: Offers ultra-fast delivery, meeting instant consumer needs.

e  Wide product range: Provides a variety of everyday essentials.

o  Existing infrastructure: Utilizes Swiggy's logistics network and technology.

o  User-friendly app: Integrates seamlessly with the main Swiggy platform.
Weaknesses-

e  Limited geographical coverage: Primarily available in urban areas.

e  High operational costs: Maintaining dark stores and rapid delivery is expensive.

e Inventory management challenges: Balancing stock levels with rapid turnover.

e  Dependence on gig workers: Potential issues with workforce reliability and retention.
e  Thin profit margins: Quick commerce typically operates on slim margins.
Opportunities-

e  Expanding market: Growing demand for instant delivery services.

e  Partnerships: Potential collaborations with local retailers and brands.

e  Data-driven insights: Leverage customer data for personalized offerings and improved inventory management.
e New product categories: Expand into niche or high-margin product segments.

e  Technology advancements: Implement Al and automation to optimize operations.
Threats-

e Intense competition: Rivals like Zepto, Dunzo, and BigBasket's BB Now.

e  Regulatory challenges: Potential restrictions on gig economy or quick commerce.

e  Economic downturns: Reduced consumer spending during economic uncertainties.
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e  Supply chain disruptions: Vulnerability to logistics and inventory issues.

e  Changing consumer preferences: Shift back to traditional shopping or other delivery models.

BLINKIT

Blinkit, formerly known as Grofers, is a quick commerce platform operating in India. It offers rapid delivery of
groceries, household essentials, and other daily need items, typically promising delivery within 10-20 minutes. The
company operates through a network of dark stores or micro-fulfillment centers strategically placed in urban areas.
These dark stores stock a curated selection of around 4,000-5,000 items, allowing for quick order processing and
dispatch. Blinkit leverages technology for efficient inventory management, order processing, and route optimization.
The service is accessible through a mobile app and website, catering primarily to urban consumers seeking
convenience and instant gratification in their shopping experience.

SWOT Analysis-Strengths:

e Quick delivery: Promise of 10-20 minute delivery sets it apart in the market

e  Wide urban presence: Established network in multiple cities across India.

e  Tech-driven operations: Efficient inventory and delivery management systems.
e  Brand recognition: Well-known brand in the quick commerce space

e Diverse product range: Offers a wide variety of items beyond just groceries.
Weaknesses:

e  High operational costs: Maintaining dark stores and rapid delivery is expensive.

e  Limited geographical reach: Primarily serves urban areas, missing out on smaller cities and towns.
e  Thin profit margins: Quick commerce typically operates on slim margins.

e  Dependence on gig workers: Potential issues with workforce reliability and retention

e Inventory challenges: Balancing stock levels with rapid turnover can be difficult.

Opportunities-

e  Growing market: Increasing demand for instant delivery services in India.

e  Expansion to new cities: Potential to enter more tier-2 and tier-3 cities.

e  Partnerships: Collaborations with local retailers and brands for expanded offerings.

e  Data utilization: Leverage customer data for personalized services and improved operations.

e  New product categories: Expand into high-margin or niche product segments.

Threats-

e Intense competition: Rivals like Swiggy Instamart, Zepto, and others in the quick commerce space.
e  Regulatory challenges: Potential restrictions on gig economy or quick commerce operations.

e  Economic fluctuations: Economic downturns could reduce consumer spending on convenience services
e  Supply chain disruptions: Vulnerability to logistics issues and inventory shortages.

e  Changing consumer behaviour: Potential shift back to traditional shopping or other delivery models.
Market Valuation-
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Ecommerce Valuation
Zepto $3.6 billion
Blinkit $13 billion
Swiggy Instamart $11 billion

. SWIGGY
Metric § instamart
CEO Albinder Dhindhsa Phani Kishan A. Aadit Palicha
Founded 2013 2020 2020
Market share
(Others - 7%) 45% 27% 21%
Revenue from ops. 2301 Cr (Fy24) 3221Cr (Fy23) 2024 Cr (Fy23)
famme

No. of dark stores 350
Avg. delivery time n
(mins)
Avg. daily orders 6,00,000 5,00,000
SKUs 10,000 - 15,000 10,000
Penetration cities
(as of July 2024) b o
Average order value %450
Discounts = o ~7%
Brand valuation $12.78Bn $58n

6. CONCLUSION

The emergence of quick commerce platforms like Blinkit, Swiggy Instamart, and Zepto has significantly transformed
the Indian retail landscape. By offering ultra-fast delivery services, these companies have redefined consumer
expectations, catering to a growing demand for convenience and immediacy. This shift has been particularly impactful
in urban areas, where time-constrained consumers increasingly rely on these platforms for their daily needs, from
groceries to household essentials.

These companies have not only introduced a new level of efficiency in the supply chain but have also spurred
innovation in logistics, technology, and inventory management. Their ability to leverage data analytics and cutting-
edge technology has allowed them to optimize operations, reduce delivery times, and enhance customer satisfaction.
Furthermore, their strategic partnerships with local suppliers and brands have enriched their product offerings, further
entrenching their market presence.

However, the success of quick commerce in India is not without challenges. High operational costs, thin profit
margins, and intense competition pose significant risks to sustainability. Additionally, the rapid expansion of these
platforms has brought regulatory scrutiny, which may impact future growth. Despite these hurdles, the potential for
quick commerce in India remains substantial. As digital adoption continues to rise and consumer behavior evolves,
these platforms are well-positioned to expand their reach, particularly into Tier 2 and Tier 3 cities where demand for
such services is growing.

In the long term, the continued success of Blinkit, Swiggy Instamart, and Zepto will depend on their ability to
innovate, maintain operational efficiency, and navigate regulatory landscapes. If these companies can effectively
address these challenges, they are likely to play a crucial role in shaping the future of retail in India, setting new
standards for convenience, speed, and customer satisfaction.
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