, EAALY BIRD DISCOUNT

RATAMATIA 15% T 217 JunE 2025

Ll = NOMINATIONS NOW OPEN

. Q
& oiubeShors P @GG@I@(B Mo mamers
R

— @ .
= 498"1*!;'_"_) India ~ Advertising Entertainment Marketing Media P

Goafest 2025  Upcoming Events ~

Agencies decode India’s retail revolution: P

LI Quick commerce, Al & the rise of Bharat 7
ThePi st

MAA | [

AWARDS

Abha Garyali Peer | 1 day ago Views: 634

SUMMIT | AWARDS

Time to Celebrate
PR Excellence

Last Day for
Nominations

10th June 2025

purg W
POWERED BY

Hubrid

COMMUNICATION PARTNER
TEAMOL#¥ GY

NOMINATE NOW

Don't miss the chance
to shina in the industry

GIFTING PARTNER
RAMWI A=

f 11th June 2025
® KOLKATA

REQUEST INVITE)

.
H
H

0:00/0:00

India’s digital economy is undergoing a dramatic transformation—and at its forefront is
the explosive rise of quick commerce. What began as a convenience-driven extension of
e-commerce has now evolved into a retail revolution, reshaping consumer expectations,
urban lifestyles, and retail operations. Enabled by technology and driven by the demand
for instant gratification, quick commerce (or g-commerce) is no longer a trend—it's the
new norm.

The Speed Imperative

Consumers today expect essentials—groceries, snacks, toiletries—delivered within
minutes, a shift powered by changing lifestyles and widespread smartphone adoption.
“Quick Commerce is changing how people buy,” says Ajeet Kumar, Digital Marketing
Manager at Mrig Sight Media. “It's about immediacy, supported by apps and logistics
networks tailored to urban speed.”

Alina Kisina, CEO of delivery platform Borzo, adds that what was once a planned
and budgeted shopping activity has now turned impulsive. “Whether it's snacks mid-
movie or forgotten kitchen items, customers expect delivery in minutes,” she notes.

A Behavioural Reset

Urban millennials and Gen Z consumers, accustomed to speed, are developing lower
thresholds for patience. “Quick commerce has rewired consumer psychology,” says Dr
Anshu Jalora, MD of Sciative Solutions. “Platforms promising 10-30 minute delivery
have raised expectations. Al-driven dynamic pricing helps businesses adapt to this
demand without compromising margins.”

Ankush Vij, VP - Media at Hashtag Orange, agrees that g-commerce is now deeply
embedded in everyday life. “Consumers are shopping as needs arise—during a meal, late

at night, or in the middle of a gathering. Weekly lists are becoming obsolete.”

Tech + Urbanization: The Catalyst

Urbanisation, accelerated digital adoption post-pandemic, and busy lifestyles are fueling
the growth of g-commerce. “People now prefer smaller, more frequent purchases over
weekly hauls,” explains Chandan Bagwe, Founder of C Com Digital. “Convenience
trumps planning.”

Abhishek Upadhyay of Aranca adds that platforms like Zepto and Blinkit have set new

expectations: “Fast delivery is no longer a perk—it’s the baseline. Traditional e-commerce
must adapt or risk irrelevance.”
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The true differentiator in quick commerce is logistics. “Today's customer expects delivery
within minutes—this is made possible by last-mile innovations, mobile integration, and

real-time inventory systems,” says Siva Balakrishnan, CEO of Vserve.

Sandeep Tirukoti of Avalon Consulting highlights the mindset shift: “Q-commerce
compresses the entire purchase journey into a coffee break. It's not just a delivery model;
it's a reimagining of the decision-making process.”

The convergence of consumer impatience, mobile tech, and logistical innovation means
that g-commerce is rapidly becoming the primary mode of retall, not just a fast add-on.

Traditional Retail's Hybrid Future

Quick commerce isn't just disrupting digital retail—it's pushing traditional retailers to
rethink their playbooks. Competing on product and price is no longer enough; speed is
now a third pillar.

“Retailers are waking up to the need for digital enablement,” says Ankush Vij. “Some are
building their own apps; others are plugging into existing g-commerce platforms. It's
about hybrid solutions.”

Alina Kisina believes the answer lies in smart digital tweaks. “Simple changes like online
ordering and faster dispatch can help traditional businesses catch up.”

Transformation is already underway. “Stores are becoming micro-fulfilment centres,”
says Sandeep Tirukoti. “Retailers are partnering with aggregators or building hyperlocal
delivery models.”

Abhishek Upadhyay adds that kirana stores are uniquely positioned to leverage their
proximity: “They can offer fast delivery with low logistics costs while maintaining a
personalized touch.”

Tech is no longer viewed as a threat by retailers but as a necessary tool. “Those who
treat speed as a value-added service are staying relevant,” says Vij.

Omnichannel integration is key. “Buy online, pick up in-store, or use stores for faster
shipping,” suggests Chandan Bagwe. He compares the model to cloud kitchens—
decentralized but optimized for speed.

Dr Jalora advocates using Al to ensure profitability while meeting fast delivery
expectations. “Old tech methods can't match today’s demand. Al-powered pricing
enables real-time, customer-sensitive decision-making.”

Siva Balakrishnan calls for in-store trust blended with online convenience. “Omnichannel
infrastructure, upgraded POS, and tech-savvy staff are essential investments.”

Ajeet Kumar puts it simply: “Local stores can serve as mini-warehouses. Apps or delivery
partnerships keep them competitive.”

The Small-Town Surge

Quick commerce is no longer limited to metros. Tier 2 and 3 cities are emerging as high-
potential markets, driven by digital access and evolving aspirations.

“In smaller cities, digital access and smartphone use are rising rapidly,” notes Kumar.
“Challenges like weaker road networks and limited delivery staff do exist, but the demand
is real.”

Kisina confirms that consumer behaviour is shifting everywhere. “People in smaller towns
now expect the same speed as those in cities. It's not easy to deliver, but the opportunity
is immense.”

Infrastructure challenges, however, require careful strategy. “Expanding in these regions
means rethinking delivery models, managing lower order volumes, and building
operational resilience,” says Kisina.

Dr Jalora points out that local entrepreneurs are bridging service gaps. “Fragmented
supply chains and price sensitivity are challenges. Al tools help create affordable yet
profitable models tailored to local conditions.”

Consumer behaviour in small towns is evolving fast. “There’s a silent revolution,” says Vij.
“Digital literacy and aspirations are rising. But brands need to address logistical and cost
challenges to scale sustainably.”

Abhishek Upadhyay notes that local kirana stores are fighting back with digital tools.
“Social media presence, festive promotions, and local relevance matter. The convenience
of quick commerce is attractive—but so is the trust of neighbourhood stores.”

Balakrishnan warns that scaling in these regions requires localized tactics. “Aspirational
consumption is strong, but delivery infrastructure remains patchy. Trust and local



partnerships are keay.”
Speed Vs Pricing: What Builds Loyalty?

While speed draws in consumers, it isn't the sole driver of loyalty. Pricing, value, and trust
are equally critical.

“Speed brings users in, but pricing and reliability keep them,” says Vij. “Dynamic pricing
and loyalty offers create repeat business.”

Abhishek Upadhyay concurs: “Speed alone won't cut it. Consumers are price-sensitive,
especially with rising costs. Fair, consistent pricing matters.”

Balakrishnan adds that brands must offer more than fast delivery. “Loyalty depends on
value—offers, personalized experiences, and trust-building matter as much as speed.”

Kumar emphasizes the need for balance: “Fast delivery must be paired with fair pricing.
That's the formula for sustained success.”

For Kisina, consistency is key. “Even slightly higher prices are acceptable if the service is
fast and dependable.”

Dr Jalora sees strategic pricing as the long-term game. “Speed wins the first order, but
pricing wins the next ten. We use Al to optimize this.”

The Road Ahead: From Disruption to Dominance

Quick commerce is not a fleeting trend—it is a defining shift in how India shops. From
urban millennials to small-town consumers, from tech giants to local kiranas, the retail
ecosystem is undergoing a fundamental reset.

As Dr. Jalora notes, “The brands that thrive will be those that combine speed, science,
and scalability.”

Success will depend on more than logistics. It will come from understanding India’s
diversity—Its varied incomes, infrastructures, and aspirations.

Quick commerce isn't just about arriving faster—it's about arriving smarter. The next
frontier will be conquered not by those who deliver first, but by those who deliver best.
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