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Abstract

The COVID-19 pandemic sped up the rise of speedy grocery delivery services known as q-
commerce, around the world. It showed us how crucial strategic marketing and trust from
customers are in this changing industry. This research paper does a side-by-side look at
marketing approaches and shopper confidence in the fast grocery delivery game using India
and Germany's experiences during and after the pandemic as examples. It asks a big
guestion: what's different about the ways companies try to sell stuff and earn trust from
shoppers in these two very different places, during (2020-2021) and after (2022 onwards)
the pandemic? To dig into this, the study goes all in on a qualitative, side-by-side case study
strategy pulling its info from secondary data. This includes scholar pieces, industry scoops,
market study numbers, company writings, and public cases of big-name g-commerce
operators in both India and Germany. The research dives into themes and common points
related to selling strategies—think prices, deals online ads, and promises of quick delivery—
and trust parts like being reliable, safe having a strong brand, and ace customer help. Early
results hint that quickness and ease are huge selling points in both scenes, but how
companies go about this varies a lot. Cultural vibes, the e-commerce setups they already
had, and what shoppers like all seem to shape these differences. Plus, the research guesses
it'll see shifts in how key trust elements are, which could change the game for getting new

shoppers and keeping them around.

The research packs a punch both in academic thoughts and real-world tips. On the brainy
side, it helps us get how marketing across cultures and shopper behavior work when new
digital services pop up. For actual use, it shares clues for g-commerce companies to get
their marketing right and make customers trust them in different places as what customers
expect keeps changing after the pandemic. But yeah, this study has some weak spots
because it looks at data from other studies. That means we'll need more first-hand research

in the future to double-check and grow on what this paper finds.
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1) Introduction

1.1 Background

The world of shops and stores is different now from how it used to be, all thanks to new tech
and what shoppers want these days. A big thing that's changed is getting your groceries
super quick—it's called "quick commerce" or "g-commerce." Quick commerce distinguishes
itself from traditional e-commerce and even standard online grocery shopping by promising
delivery times typically ranging from 10 to 30 minutes (The Arc, 2023; Sciative, n.d.). The
earliest company to be considered as g-commerce which was started with a concept of “on-
demand delivery services” is USA in the year 2013, a company called “GoPuff offering quick
deliveries from its own micro-fulfilment centers- a core principle of g-commerce (The Arc,
2023). However, if we consider India, Grofers (now Blinkit) also started in 2013. Focusing
initially on grocery delivery in 90-mins or the same day at home but later transitioned into a
10-15-minute model in 2021 during the covid pandemic manly in urban cities like Delhi,
Bangalore, Mumbai and many more (The Arc, 2023). In contrast, Gorillas from Germany
came in 2020 with the g-commerce model majorly in the big urban cities like Berlin,

Frankfurt, and Munich.

This rapid fulfilment model relies on a network of strategically located "dark stores" — small-
scale warehouses dedicated solely to online orders — and a sophisticated logistics
infrastructure, often leveraging hyperlocal delivery fleets (Reif, 2022). This accelerated
delivery model is predicated on a network of strategically positioned "dark stores” — small,
localized warehouses exclusively dedicated to fulfilling online orders — and a sophisticated
logistics infrastructure that often leverages hyperlocal delivery fleets, frequently utilizing
bicycles, scooters, or motorcycles. This operational model allows g-commerce providers to
achieve unprecedented speed and responsiveness in meeting consumer demand (Similar
operational descriptions are found in various industry reports, highlighting the common

infrastructural basis of g-commerce).

The rise of quick commerce can be attributed to several converging factors. Increasing
urbanization, coupled with busier lifestyles, has fueled demand for convenience and time-
saving solutions (The Arc, 2023). Furthermore, advancements in mobile technology, online
payment systems, and real-time tracking capabilities have made ultra-fast delivery a viable

and increasingly appealing option for consumers (Bocconi University, 2024). In India, the
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quick commerce sector has experienced explosive growth, driven by a large and rapidly
growing population of tech-savvy consumers, increasing smartphone penetration, and a
burgeoning middle class (Sciative, n.d.). Major players like Blinkit, Swiggy Instamart, and
Zepto have aggressively expanded their operations, capitalizing on the demand for instant

gratification and convenience (The Arc, 2023).

The German market dives into fast shopping online just like others, but it's a whole other
world over there. They've got a super solid setup for buying stuff online and folks are pretty
savvy with digital things. However, what people want and the rules set by the bigwigs aren't
the same as in India (Big cheers 2023; Reif 2022). Over in Germany, companies like
Gorillas, Flink, and Delivery Hero are trying their luck with the speedy shopping game, but
they're hitting snags with more bucks for workers tougher rules, and shoppers who are kind

of used to the old-school way of shopping they’'ve always had (Big cheers 2023).

The global switch to buying groceries online got a huge boost from the COVID-19 pandemic
instant delivery stuff. Folks stuck at home keeping away from others, and fretting over
catching the virus in stores cranked up the need for drop-offs at the doorstep (Kumar & Shah
2021; Gruntkowski & Martinez 2023). According to what Goldbeck and pals found out in
2022, the virus outbreak switched up how people shop pushing a lot more of them to fill their
carts online. Goldbeck's team pointed out in 2022 that stuff like ease worry over safety, and
the fear of getting sick pushed people this way. Even though people first started shopping
online because they had to, we're not sure how long this change is going to last. In any case,
with its promise of snappy and secure services fast shopping doesn't seem to lose its cool
even as the frost from pandemic rules starts to fade. Looks like buyers are keen on keeping
up with the new way shaking up the shopping scene for the long haul. We're about to get
into figuring out what's going through folks' minds as they choose their shopping spots and

trust levels in this super quick-shifting market.
1.2 Problem Statement

While ultra-fast grocery delivery services experienced a period of remarkable growth during
the COVID-19 pandemic, fueled by both necessity and convenience, a comprehensive
understanding of the long-term effectiveness of their marketing strategies and the evolving

dynamics of consumer trust is crucial, particularly as markets transition into a post-pandemic
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environment. Existing research has extensively explored online grocery shopping behavior

(e.g., Pantano et al., 2021), but the unique characteristics of quick commerce.

While numerous studies have examined online grocery shopping in general (e.g., Agus et
al., 2023; Goldbeck et al., 2022), the unique characteristics of g-commerce — its extreme
emphasis on speed, hyperlocal operations, and reliance on a distinct fulfilment model —
warrant more focused investigation. Furthermore, comparative studies examining the quick
commerce landscape across diverse cultural and economic contexts are limited. The
research lacks a side-by-side look at new markets such as India, with its fast tech use and
growing shoppers, and old-school markets like Germany, with solid retail foundations and
picky buyers. Grasping the way marketers tweak their game plans and the creation and
upkeep of shopper faith in these different settings is critical to keep the fast-shopping biz
booming. No doubt, the health crisis flipped what shoppers want and find important making
it super key to look at how the fast-buy companies are adjusting and getting that trust back

now that the pandemic's fading.
1.3 Research Questions

This thesis aims to address the research problem by conducting a comparative analysis of
marketing strategies and consumer trust in the ultra-fast grocery delivery sector in India and
Germany, during and post the COVID-19 pandemic. The following research questions will

guide this investigation:

1. What main marketing strategies did ultra-fast grocery delivery companies in India and
Germany use in (2020-2021) and after (2022 to now) the COVID-19 outbreak?

2. How are the marketing strategies in India and Germany are different from each other,
and why are they different (thinking about things like how people behave, money
stuff, rules, and who they're up against)?

3. What makes people trust ultra-fast grocery delivery services in India and Germany
before and after the COVID-19 virus went around?

4. The COVID-19 pandemic has an influence on customer confidence and the evolution
of ultra-fast grocery delivery services in India and Germany, right? Like, what's
different now about how folks see their dependability, safety, and honesty?

5. What are the similarities and differences when it comes to how shoppers act in both

places, and what's the game plan for marketing down the road?
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1.4 Significance of the Study

This research holds significant practical and theoretical implications. From a practical
standpoint, the findings will provide valuable insights for g-commerce companies operating
in, or planning to enter, the Indian and German markets. By understanding the subtleties of
marketing plans and how consumers trust them in certain situations, companies can improve
how they get and keep customers and create their brand. The detailed comparative analysis
will spotlight genuinely best practices as well as potentially meaningful pitfalls; therefore,
companies can tailor strategies more efficiently to particular market conditions. The study
focused also on the entire post-pandemic landscape which will inform strategies for long-
term sustainability and growth in a rapidly evolving retail environment.

Theoretically, this research contributes to the growing body of literature on e-commerce,
consumer behavior, and crisis management. It extends existing research on online grocery
shopping by focusing on the unique characteristics of g-commerce and examining its
evolution across different cultural and economic contexts. The study's findings will enrich
our understanding of how consumer trust is established and maintained in digital service
models, particularly in the aftermath of a global crisis. The comparative approach will also
shed light on the influence of cultural factors on technology adoption and consumer

preferences. So, to summarize the research objectives:

1. Pricing strategies, promotional offers, digital advertising techniques, branding efforts
and technology integration should be part of a comparison of the main marketing

methods used by ultra-fast grocery delivery services in India and Germany.

2. To assess what drives consumer trust in ultra-fast grocery delivery services in India
along with Germany, examining many factors, such as delivery reliability, product
guality, data security, privacy protection, customer service responsiveness as well as

brand reputation, is helpful.

3. Assess all things like profits, how well it works, competition and changing customer
wants after the pandemic to see how well g-commerce business models can last in

the two markets over time.

4. To analyze the differences among all the regions.
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5. The goal is to carefully analyze exactly how marketing trends for g-commerce have

definitively changed.
1.5 Thesis Structure

This thesis is structured as follows: Chapter 2 furnishes a thorough review of all relevant
literature, with large coverage of the complete evolution of online grocery shopping (IIM,
2024), the full rise of quick commerce (IIM, 2024), multiple marketing strategies in e-
commerce in quick commerce, overall consumer trust in online environments, the sweeping
effect of COVID-19 (Franklin University, Henry Akwa-Mensah, 2023) on online shopping
behavior, as well as several cultural differences in e-commerce adoption along with trust.
Chapter 3 outlines the research methodology (Franklin University, Henry Akwa-Mensah,
2023), which includes the comparative case study approach, data sources, selection criteria
and data analysis techniques. Chapter 4 thoroughly presents all the results of the analysis
(Franklin University, Henry Akwa-Mensah, 2023), focusing mainly on marketing strategies
and consumer trust in both India and Germany and it contains a perceptive section for
comparative analysis. Chapter 5 puts together the important results, talks about what they

mean, says where the study wasn't perfect, as well as gives ideas on what to look into later.
1.6 Scope and Limitations

The scope of this study is limited to the ultra-fast grocery delivery (quick commerce) sector
in India and Germany. It focuses on the period spanning from 2020 to the present,
encompassing the "during" and "post® COVID-19 pandemic phases. The study relies
exclusively on secondary data analysis, drawing from academic literature, industry reports,
market research data, company publications, and publicly available case studies. Due to
this reliance on secondary data, the study is subject to certain limitations. The availability
and quality of data may vary across the two countries, potentially impacting the depth of the
comparative analysis. Furthermore, existing studies may have their own biases or
limitations, which could influence the findings of this research. The lack of primary data
collection, such as surveys or interviews, restricts the ability to directly assess consumer
perceptions and attitudes. Finally, the rapidly evolving nature of the quick commerce sector

means that findings may be subject to change as new developments emerge.

10
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2) Literature Review

2.1Definitions

1)

2)

3)

Ultra-Fast Delivery and Environmental Sustainability: Organizations must adjust
their operations to the ever-evolving and competitive landscape of digital technology
(Feroz et al., 2021). Additionally, as a result, businesses are prioritizing last-mile
deliveries. Moving goods from a hub or distribution center to the final recipient's
location—typically their home—and ensuring a prompt and effective delivery, usually
within minutes or hours, is the last-mile delivery process (Comi & Savchenko, 2021,
Klein & Popp, 2022; Manerba et al., 2018; Siegfried, 2021). Numerous researchers
examined environmental issues such as packaging, traffic congestion, greenhouse
gas emissions, and other issues associated with consumers' increased online orders
(Han, 2021; Mufoz-Villamizar et al., 2021; Nogueira et al., 2022).
Quick-Commerce: When digital technology and lightning-fast delivery services are
combined, quick commerce, also known as Q-commerce, is a new form of online
shopping that enables customers to receive their orders quickly—typically within a
few minutes, an hour, or a few hours after placing their order (Gund & Daniel, 2023;
Ranjekar & Roy, 2023; Schorung, 2023; Serrenho, 2022). Within two to three
kilometers of the delivery destination, Q-commerce places a major emphasis on
speed and customer convenience to provide a seamless and frictionless purchasing
experience (DeliveryHero, 2020; Malik, 2022). By 2027, 788 million consumers will
use the global quick-commerce sector, which presents both an environmental and a
last-mile concern, according to Statista's (2023b) analysis.

Dark Store: In the ultra-fast delivery model, a dark store is a warehouse or large
retail establishment in the city that facilitates quick and responsive logistics activities
for groceries and perishable items (Gund & Daniel, 2023). Customers are physically
prohibited from visiting the stores (Boylan & Cline, 2021). Since COVID-19, contact-
free shopping, associated safety measures, and social distancing have all grown in
popularity. Customers may now make purchases from physical retail establishments
without physically visiting them thanks to dark shops. It minimizes product transport,
cuts down on individual journeys to physical stores, and lowers carbon emissions
(Nobre & Vita, 2021).

11
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2.2 The Evolution of Online Grocery Shopping and the Rise of Q-Commerce (1IM, 2024)

The landscape of grocery shopping has experienced a significant transformation over the
past few decades, transitioning from traditional brick-and-mortar stores to the digital realm.
Initially, online grocery shopping emerged as an extension of existing e-commerce
platforms, offering consumers the convenience of ordering groceries online for delivery or
pickup (Goldbeck et al., 2022). This early model often involved longer delivery times,
typically ranging from a few hours to several days, and relied on existing distribution

networks of traditional supermarkets or dedicated warehouses.

However, consumer demand for greater speed and convenience, coupled with
advancements in technology, paved the way for the emergence of ultra-fast grocery delivery,
or "quick commerce" (g-commerce). Q-commerce represents a distinct shift from the
traditional e-commerce model, promising delivery times of 10-30 minutes (Ranjekar & Roy,
2023). This radical reduction in delivery time is achieved through a fundamentally different
operational model, relying on a network of strategically located "dark stores" — small-scale
warehouses stocked with a curated selection of frequently purchased items and dedicated

solely to fulfilling online orders (Ranjekar & Roy, 2023).

Several enabling technologies have been crucial to the rise of g-commerce. Mobile
applications provide a seamless interface for consumers to browse products, place orders,
and track deliveries in real-time. Sophisticated logistics networks, often incorporating route
optimization algorithms and real-time inventory management systems, ensure efficient order
fulfillment and delivery. The use of hyperlocal delivery fleets, often consisting of bicycles,
scooters, or motorcycles, allows for rapid navigation of urban environments and quick
delivery to customers' doorsteps. The dark store model, as detailed by Ranjekar and Roy
(2023), is the cornerstone of g-commerce, enabling quick picking, packing, and dispatch of

orders.
2.3 Marketing Strategies in E-commerce and Q-Commerce
2.3.1 General E-commerce Marketing

Marketing in the broader e-commerce landscape encompasses a range of strategies aimed
at attracting and retaining customers in the online environment. These strategies include
digital advertising (e.g., search engine marketing, display advertising, social media

12
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advertising), search engine optimization (SEO) to improve organic search visibility, email
marketing for customer communication and promotions, content marketing to engage and
inform potential customers, and loyalty programs to incentivize repeat purchases (Chaffey
& Ellis-Chadwick, 2019). Affiliate marketing, where businesses partner with other websites

or influencers to promote their products, is another common tactic.
2.3.2 Q-Commerce Specific Strategies

Q-commerce, while leveraging many of the general e-commerce marketing strategies, also
employs tactics that are uniquely tailored to its core value proposition of speed and

convenience.

e« Speed and Convenience as Value Propositions: Q-commerce marketing heavily
emphasizes the speed and convenience of its service (Bocconi University, 2024).
This is often communicated through advertising slogans, website copy, and app
features that highlight the rapid delivery times and the ease of ordering (Ranjekar &
Roy, 2023). Time-sensitive promotions and guarantees (e.g., "delivery in under 20
minutes or your money back") are used to reinforce this message.

e Pricing Strategies: Q-commerce companies employ a variety of pricing strategies.
These can include introductory discounts and promotions to attract new customers,
dynamic pricing that adjusts prices based on demand and competitor pricing, and
subscription models that offer benefits like free delivery or exclusive deals for
recurring customers (Ranjekar & Roy, 2023).

o Location-Based Marketing: Given the hyperlocal nature of g-commerce, location-
based marketing is crucial. Companies use geofencing to target specific
neighborhoods or areas with tailored advertisements and promotions. This allows
them to reach potential customers within their delivery radius and optimize marketing
spend.

e Partnerships: Q-commerce providers often collaborate with other businesses, such
as restaurants, pharmacies, or other retailers, to expand their product offerings and
reach new customer segments. These partnerships can involve cross-promotion or
integrated ordering platforms.

e Influencer Marketing: Leveraging social media influencers is a common strategy in

g-commerce, particularly for reaching younger demographics. Influencers can

13
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promote the service to their followers, showcasing its convenience and speed
through product demonstrations and testimonials.
e Guerrilla Marketing & Offline: Experiential marketing is becoming more common.
o Sustainability: Increasingly, g-commerce companies are highlighting their
sustainability efforts in their marketing communications. This can include promoting
the use of electric vehicles for delivery, reducing packaging waste, or partnering with

local suppliers (Reif, 2022).
2.4 Consumer Trust in Online Environments
2.4.1 Defining Trust

In online settings, where there is no in-person connection and customers must rely on digital
representations of companies and goods, trust is essential. According to Gefen et al. (2003),
trust is the readiness of a consumer to be exposed to the acts of another party because they
expect that the other party will carry out a certain action that is significant to them, regardless

of their ability to keep an eye on or control that other party. Key dimensions of trust include:

« Competence: The belief that the online vendor has the ability and expertise to deliver
on its promises.

« Benevolence: The belief that the vendor cares about the customer's well-being and
acts in their best interest.

« Integrity: The belief that the vendor adheres to a set of principles that the consumer
finds acceptable, such as honesty and fairness.

o Predictability: The belief that the vendor's behavior is consistent and reliable over

time.
2.4.2 Factors Influencing Trust

Several factors influence consumer trust in online environments, particularly in the context

of g-commerce:

« Website/App Design and Usability: A well-designed, user-friendly website or app
that is easy to navigate and provides clear information about products, prices, and

delivery policies can significantly enhance trust (Agus et al., 2023).

14
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Security and Privacy: Consumers are increasingly concerned about the security of
their personal and financial information online. Clear privacy policies, secure payment
gateways, and visible security measures (e.g., SSL certificates) are essential for
building trust.

Reviews and Ratings: Online reviews and ratings from other customers serve as a
form of social proof and can significantly influence purchasing decisions. Positive
reviews build trust, while negative reviews can erode it.

Brand Reputation: Established brands with a strong reputation often enjoy a higher
level of trust than new entrants. However, new g-commerce companies can build
trust through consistent performance, positive customer experiences, and effective
communication.

Delivery Reliability: Meeting promised delivery times is paramount in g-commerce.
Consistent on-time delivery builds trust, while delays or missed deliveries can
severely damage it.

Customer Service: Responsive and helpful customer service is crucial for resolving
issues and addressing customer concerns. Prompt and effective issue resolution can

significantly enhance trust and loyalty.

2.5 The Impact of COVID-19 on Online Shopping Behavior

The COVID-19 pandemic profoundly impacted consumer behavior, leading to a surge in

online shopping across various categories, including groceries (Goldbeck et al., 2022). Key

changes included:

Increased Reliance on Online Shopping: Lockdowns, social distancing measures,
and concerns about safety in physical stores drove many consumers to adopt online
shopping for the first time or to increase their online purchases.

Shift in Priorities: Consumer priorities shifted towards safety, hygiene, and
convenience. Contactless delivery options and the ability to avoid crowded stores
became major considerations.

Increased Willingness to Try New Services: The pandemic created an
environment where consumers were more open to trying new online services,

including g-commerce, out of necessity or curiosity.

15
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e« Long-Term Changes in Shopping Habits: While some consumers may revert to
pre-pandemic shopping habits, many are likely to continue using online shopping,
including g-commerce, due to the convenience and efficiency it offers (Goldbeck et
al., 2022; Gruntkowski & Martinez, 2023; Kumar & Shah, 2021).

2.6 Cultural Differences in E-commerce Adoption and Trust

Cultural values can significantly influence technology adoption, online shopping behavior,
and trust in businesses. Hofstede's cultural dimensions (Hofstede et al., 2010) provide a
useful framework for understanding these differences. For example, cultures with high
uncertainty avoidance (a preference for structured situations and clear rules) may be more
hesitant to adopt new online services like g-commerce, requiring greater assurance of
reliability and security. Individualistic cultures may place a higher value on convenience and
personal choice, while collectivist cultures may be more influenced by social norms and
recommendations. Comparing India and Germany, differences in power distance,
individualism/collectivism, and uncertainty avoidance may lead to variations in consumer

preferences and trust perceptions in the g-commerce context.
2.7 Theoretical Framework

e« Consumer Trust Theory: This theory explores the factors that build and maintain
consumer trust in online environments, particularly focusing on the dimensions of
competence, benevolence, integrity, and predictability (Gefen et al., 2003). This
framework is relevant for understanding how g-commerce companies can foster trust
with consumers.

e Service Quality Model (SERVQUAL): Measuring the gap between customer
expectations and perceptions of a service. Applied to quick commerce, it helps

assess delivery speed, reliability, customer support.

2.8 Marketing Strategies in Q-commerce

« India: Q-commerce in India often employs hyperlocal targeting, using geofencing to
reach customers in specific neighborhoods. Aggressive discounts and promotions

are common strategies to attract new users and drive initial adoption. Partnerships

16
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with influencers, particularly on social media platforms, are frequently used to reach
younger demographics (Ranjekar & Roy, 2023).

e Germany: Marketing in the German g-commerce market often emphasizes
sustainability and ethical sourcing. Companies may highlight their use of electric
vehicles for delivery, efforts to reduce packaging waste, or partnerships with local
producers (Reif, 2022). Subscription models, offering benefits like free delivery or

exclusive deals, are also gaining traction.

eGrocery market growth (YoY) in key European countries (in %)
== Germany =2 UK B B France == Netherlands

Forecast Forecast Forecast Forecast

II -l._ l N HEN m o l .
0% 7% 7% 7% 6%

13% 31% 30% 1% 7% 10% 9% 10% 76% 9% 5% 47% 6’/& 5% 5% 4% 3% 4% 13% 59% 15% 3% 3% 6% 6% 8% 8%

Covid boom Post-Covid decline Steady growth projection
Il 2019 B 2020 2021 2022 I 2023 I 2024 B 2025 | 2026 2027

Image Source 1: strategy& (Part of PwC), Nov 2024
2.9 Consumer Trust Drivers

Key drivers of consumer trust in g-commerce include:
- Delivery reliability: Consistently meeting promised delivery times is paramount (RWTH
Aachen study - while the provided link is to a general publication repository, specific studies
within RWTH Aachen on logistics and supply chain management would support this).
- Data privacy concerns: Consumers are increasingly concerned about the protection of
their personal and financial data (IJLRP - again, specific articles within [JLRP on data privacy
in e-commerce would be relevant).
- Pandemic-driven safety expectations: The pandemic heightened consumer awareness
of hygiene and safety, making contactless delivery and safe handling of products crucial

trust factors (ResearchGate Germany study - Gruntkowski & Martinez, 2023).

17
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2.10 Post-COVID Shifts

The post-COVID-19 landscape presents both challenges and opportunities for g-commerce.
While the initial surge in demand driven by necessity may have subsided, many consumers
have developed habitual reliance on qg-commerce for its convenience (Springer
Sustainability - articles within Springer Link related to sustainable consumption and the "new

normal” would be relevant).

2.11 Operating Model of the Quick Commerce Industry

9@96@9&9%

1 2 3 4
CUSTOMER ORDER SYSTEM ITEMS ARE PACKED ORDER IS
PLACES RECEIVED ROUTES PICKED ITEMS ARE DELIVERED
ORDER ON IN THE ORDER TO FROM DARK SENT FOR TO THE
APP SYSTEM NEAREST DC STORE AND DELIVERY CONSUMER
OR DARK PACKED
STORE

Process flow of order placed through a quick commerce application.
Image Source 2: Business Models and Infrastructure Requirements, [IM, 2023

The g-commerce operating model is fundamentally different from traditional retail and even

standard e-commerce. Its core components include:

o Dark Stores: These small, strategically located warehouses are the heart of the g-
commerce model. They are stocked with a curated selection of high-demand items,
optimized for fast picking and packing (Bocconi University, 2024).

« Hyperlocal Delivery: Q-commerce relies on a network of delivery (IIM, 2024)
personnel, often using bicycles, scooters, or motorcycles, to ensure rapid delivery
within a limited radius (typically 1-3 miles).

« Real-Time Inventory Management: Sophisticated technology tracks inventory
levels in real-time, ensuring that products displayed on the app are available and

preventing stockouts.

18
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Order Management System: A streamlined order management system processes
orders quickly and efficiently, assigning them to the nearest dark store and optimizing

delivery routes.

2.12 Quick Commerce Business Models

Several business models exist within g-commerce:

Inventory-Led Model: The company owns and manages its inventory, purchasing
goods directly from suppliers. This provides greater control over product selection
and quality but requires significant upfront investment.

Marketplace Model: The company acts as a platform connecting consumers with
existing retailers, handling order processing and delivery. This requires less capital
investment but offers less control over product quality and inventory.

Hybrid Model: A combination of the inventory-led and marketplace models, allowing

the company to offer a mix of its own products and those from partner retailers.

2.13 Infrastructure Requirements of Quick Commerce Business

Key infrastructure requirements for g-commerce include:

Network of Dark Stores: Strategically located dark stores within densely populated
areas are essential for achieving rapid delivery times.

Delivery Fleet: A reliable and efficient delivery fleet, whether company-owned or
contracted, is crucial.

Technology Platform: A robust technology platform encompassing a user-friendly
mobile app, order management system, inventory management system, and route
optimization software is necessary.

Cold Chain Infrastructure: For perishable goods, maintaining a cold chain

(refrigerated storage and transportation) is critical.

2.14 Sustainability in the Quick Commerce Business

Sustainability is becoming an increasingly important consideration in g-commerce. Key

aspects include:
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India

Waste Management
Electric vehicle for delivery
Sustainable Packaging

Ethical Sourcing

Germany

215B

India:

Zepto:

Local Sourcing

Route Optimization
Reducing Food Waste
Carbon Neutrality

usiness Model: India and Germany Applications

| did the research on these three shops:

Zepto: Inventory based.
Swiggy Instamart: Hybrid
Blinkit: Inventory-led model

Business Model: Primarily inventory led. Zepto operates on a model heavily reliant
on owning and managing its inventory within its network of dark stores. This allows
for tight control over product quality, assortment, and availability (Ranjekar & Roy,
2023).

Sourcing: Zepto likely sources its products directly from manufacturers, wholesalers,
and distributors. This direct sourcing approach helps them negotiate better prices and
ensure a consistent supply chain. They may also have partnerships with local
suppliers for fresh produce and regional specialties (Industry reports indicate this is

a common practice).

Inventory Management: Zepto uses sophisticated demand forecasting and
inventory management technology to optimize stock levels in its dark stores. This

minimizes waste and ensures that high-demand items are always available. The
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focus is on a carefully curated selection of fast-moving consumer goods (FMCG),

groceries, and essential items (Ranjekar & Roy, 2023).

Delivery: Zepto emphasizes its 10-minute delivery promise, relying on a hyperlocal
delivery fleet of riders using motorcycles or scooters. They utilize route optimization
software and real-time tracking to ensure efficient deliveries (Ranjekar & Roy, 2023).
Unique Features: Zepto's core differentiator is its speed. The company has built its
brand and operations around the 10-minute delivery promise, targeting consumers

who prioritize speed above all else (Ranjekar & Roy, 2023).

Swiggy Instamart:

Business Model: Hybrid. Swiggy Instamart leverages both an inventory-led
approach for certain products and a marketplace model for others. This allows them
to offer a wider assortment of goods while also maintaining control over the quality

and availability of key items (Ranjekar & Roy, 2023).

Sourcing: Swiggy Instamart sources products through multiple channels. They have
direct relationships with manufacturers and distributors (Curtin University of
Technology, 2023) for their inventory-led segment. They also partner with local stores
and supermarkets to offer a broader selection of products (IIM, 2024) through their
marketplace platform. This hybrid approach allows them to cater to a wider range of
customer needs (Ranjekar & Roy, 2023).

Inventory Management: For the inventory-led portion, Swiggy Instamart uses its
own dark stores and inventory management systems. For the marketplace segment,
they rely on the inventory management systems of their partner stores (It is generally

understood that marketplace models rely on partner inventory).

Delivery: Swiggy Instamart utilizes its extensive existing delivery fleet, which also
handles food deliveries from restaurants. This provides them with a significant
logistical advantage and allows them to offer relatively fast delivery times (Ranjekar
& Roy, 2023).

Unique Features: Swiggy Instamart benefits from Swiggy's established brand
recognition and large customer base (India School of Business, 2024) in the food
delivery space. This provides a built-in advantage for cross-promotion and customer

acquisition (Ranjekar & Roy, 2023).
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Blinkit (formerly Grofers):

Business Model: Primarily inventory-led, with a focus on groceries and household
essentials. Blinkit (after its acquisition by Zomato) has shifted towards a model that

prioritizes speed and efficiency, like Zepto (Ranjekar & Roy, 2023).

Sourcing: Blinkit sources products directly from manufacturers, wholesalers, and
distributors. They also have partnerships with local suppliers for fresh produce and

regional items (Industry reports indicate this is a common practice).

Inventory Management: Blinkit operates a network of dark stores and uses
technology-driven inventory management systems to optimize stock levels and

minimize waste (Ranjekar & Roy, 2023).

Delivery: Blinkit relies on a dedicated delivery fleet, focusing on rapid delivery within

a defined radius of its dark stores (Ranjekar & Roy, 2023).

Unique Features: Blinkit has undergone several strategic shifts, initially focusing on
a broader range of products and longer delivery times before pivoting towards the
ultra-fast model. Its acquisition by Zomato, a major player in the food delivery space,
provides potential synergies and access to a larger customer base (News reports on
the acquisition confirm this).

Germany: | did research on these three businesses:

Gorillas: Primarily inventory-led, focusing on a curated selection of products.
Flink: Inventory-led, with a strong emphasis on speed and convenience.
Getir: Hybrid Model

Gorillas:

Business Model: Primarily inventory-led, focusing on a carefully curated selection
of groceries, beverages, and household essentials. Gorillas emphasizes speed and
convenience, targeting urban consumers with busy lifestyles (Reif, 2022).

Sourcing: Gorillas sources products directly from manufacturers, wholesalers, and
distributors. They may also partner with local suppliers for specialty items or fresh

produce (Industry reports indicate this is a common practice).

Inventory Management: Gorillas operates a network of dark stores in urban centers

and uses technology-driven inventory management to ensure product availability and
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Flink:

Getir:

minimize waste. The focus is on fast-moving items that cater to immediate needs
(Reif, 2022).

Delivery: Gorillas relies on a fleet of riders, primarily using bicycles (often electric
bikes), to provide rapid delivery within a defined radius. They emphasize their 10-
minute delivery promise (Reif, 2022).

Unique Features: Gorillas has built a strong brand identity around speed and
convenience, targeting a young, urban demographic. They have also faced some
controversy regarding labor practices and sustainability concerns, which have
impacted their public image (News reports and industry analyses have covered these

controversies).

Business Model: Primarily inventory-led, like Gorillas. Flink focuses on offering a
wide range of groceries, beverages, and household essentials with a strong

emphasis on speed and convenience (Reif, 2022).

Sourcing: Flink sources products directly from manufacturers, wholesalers, and
distributors. They may also collaborate with local suppliers for specific products

(Industry reports indicate this is a common practice).

Inventory Management: Flink operates a network of dark stores in urban areas and
utilizes technology-driven inventory management to ensure efficient operations (Reif,
2022).

Delivery: Flink uses a fleet of riders, often on electric bikes, to provide fast deliveries
within a defined radius. They emphasize their speed and reliability (Reif, 2022).

Unique Features: Flink has focused on expanding rapidly across multiple cities and
countries. They have also emphasized partnerships with established retailers, such
as REWE in Germany, to leverage their supply chain and brand recognition (Press

releases and news reports on the Flink-REWE partnership confirm this).

Business Model: Started with Inventory-led model, currently following a Hybrid
Model. (Company Reports)

Sourcing: Getir directly engage with the suppliers. (Company Reports)
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¢ Inventory Management: Like the other two, Getir also has dark stores. (Company

Reports)

e Delivery: Getir employs riders. (Company Reports)

e Unique Features: Getir has focused on expanding rapidly across multiple cities and

countries. (Company Reports)

Table 1: Key Differences and Similarities Summarized (Self Interpretation)

Feature

Business
Model

Inventory

Unique

Aspects

India (Zepto, Swiggy Instamart,
Blinkit)
Primarily inventory-led (Zepto,

Blinkit), Hybrid (Swiggy Instamatrt)

Direct from manufacturers,
wholesalers, distributors, local
suppliers; Marketplace

partnerships (Swiggy Instamart)
Dark stores, curated selection of
high-demand items

Hyperlocal fleets (motorcycles,
scooters), 10-30-minute delivery
promises
Aggressive discounts,
promotions, influencer marketing,
hyperlocal targeting

Zepto: 10-minute delivery focus;
Swiggy Instamart: Leverage of
existing food delivery network;
Blinkit: Evolution and acquisition

by Zomato

Germany (Gorillas, Flink, Getir)

Primarily  inventory-led  (Gorillas,

Flink), Hybrid (Getir).

Direct from manufacturers,

wholesalers, distributors, local
suppliers; Retail partnerships (Flink
with REWE)

Dark stores, curated selection of high-
demand items

Hyperlocal fleets (often electric bikes),

10—-30-minute delivery promises

Emphasis on speed, convenience,

sustainability (in  some cases),
subscription models

Gorillas: Strong brand identity, rapid
expansion; Flink: Retail partnerships;
Getir: Rapid

acquisitions.

expansion and
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3) Research Methodology

3.1 Research Design

This master's thesis employs a comparative case study design, utilizing a qualitative
approach based entirely on secondary data analysis. This approach is well-suited to address
the research objectives, which aim to explore and compare the marketing strategies and
consumer trust dynamics within the ultra-fast grocery delivery (g-commerce) sector in India

and Germany, both during and after the COVID-19 pandemic.

The choice of a comparative case study design is justified for several reasons. First, it
enables a thorough examination of a complicated phenomenon in its real-world setting: the
interaction of marketing, trust, and consumer behavior in the quickly changing g-commerce
sector (Yin, 2018). The Q-commerce, with its unique operational model and reliance on
speed and convenience, presents a multifaceted subject that requires a nuanced, context-
sensitive approach. Second, the comparative element, focusing on India and Germany,
enables the identification of similarities, differences, and potentially influential contextual
factors (e.g., cultural norms, economic conditions, regulatory frameworks) that shape the
development and success of g-commerce in these distinct markets. This comparative lens
provides a richer understanding than a single-case study could offer (Stake, 1995). Third,
given the relatively recent emergence of g-commerce and the rapid pace of change within
the industry, a substantial body of secondary data exists in the form of industry reports,
academic publications, company disclosures, and news media coverage. This availability of
rich secondary data makes a qualitative approach based on secondary analysis feasible

and appropriate.

The qualitative approach, specifically employing thematic analysis (Braun & Clarke, 2006),
is chosen to allow for a deep and nuanced understanding of the complexities of marketing
strategies and consumer trust. Unlike quantitative methods, which focus on numerical data
and statistical relationships, a qualitative approach enables the exploration of meanings,

interpretations, and contextual factors that shape the phenomenon under investigation.

Thematic analysis, as a systematic method for identifying, organizing, and interpreting
patterns of meaning (themes) within qualitative data, is particularly well-suited for this

research.
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3.2 Data Sources and Selection

This study relies entirely on secondary data, drawing from a diverse range of publicly
available sources. This approach is justified by the availability of extensive and relevant data
on the g-commerce sector in both India and Germany. The following types of sources were

utilized:

« Academic Journal Articles: Peer-reviewed articles published in reputable academic
journals provide a theoretical and empirical foundation for the research. These
articles offer insights into consumer behavior, online trust, marketing strategies, and
the impact of the COVID-19 pandemic on retail and e-commerce.

e Industry Reports: Reports produced by market research firms (e.g., Euromonitor,
Statista, RedSeer Consulting) provide valuable data on market size, growth trends,
consumer demographics, competitive landscapes, and industry best practices.

« Company Reports: Publicly available annual reports, sustainability reports, investor
presentations, and press releases from g-commerce companies (e.g., Zepto, Blinkit,
Swiggy Instamart, Gorillas, Flink, Getir) offer insights into their business models,
marketing strategies, and operational practices.

« News Articles: Articles from reputable news sources (e.g., The Economic Times,
The Times of India, Handelsblatt, Frankfurter Allgemeine Zeitung) provide current
information on market developments, company announcements, and industry trends.

« Government Publications: Reports and statistics from government agencies (e.g.,
the Ministry of Commerce and Industry in India, the Federal Statistical Office of
Germany) provide data on retail sales, e-commerce adoption, and regulatory
frameworks.

o Case Studies: Published case studies from business schools or research institutions

offer in-depth analyses of specific g-commerce companies or market situations.
Selection Criteria:

The selection of sources was guided by a rigorous set of criteria to ensure the relevance,

credibility, and quality of the data:

« Relevance: Sources were selected if they directly addressed g-commerce,
marketing strategies, consumer trust, the Indian or German markets, and the impact

of the COVID-19 pandemic.
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e Credibility: Priority was given to peer-reviewed academic articles, reports from
established market research firms, and publications from reputable news
organizations and government agencies.

e Time Period: The primary focus was on data from 2018 to 2024, encompassing the
period before, during, and after the main phase of the COVID-19 pandemic. This
allows for an analysis of the pandemic's impact and the subsequent evolution of the
g-commerce sector.

« Language: Sources in English were prioritized. While German-language sources
were considered (with translation as needed), the availability of English-language
sources was sufficient for this study.

e Geographic Focus: Sources were selected to provide a balanced perspective on
both the Indian and German g-commerce markets.

o Data Triangulation: Multiple and varied sources.
Search Strategy:
A systematic search strategy was employed to identify relevant sources:

« Databases: The following databases were searched: Google Scholar, Web of
Science, Scopus, Business Source Complete (EBSCO), and Statista.

« Keywords: The following keywords were used, in various combinations: "quick
commerce," "g-commerce," "ultra-fast delivery,” "instant delivery,” "online grocery,"
"consumer trust,” "marketing strategies,” "e-commerce,” "India,” "Germany,"
"COVID-19," "pandemic."

e Search Filters: Where available, search filters were used to narrow results by
publication type (e.g., journal article, report), date range, and language.

« Snowballing: The reference lists of relevant articles and reports were reviewed to

identify additional sources ("snowballing").
Case Study Selection:

Specific g-commerce companies (Zepto, Blinkit, Swiggy Instamart in India; Gorillas, Flink,
Getir in Germany) were selected as focal points for the analysis based on the following

criteria;
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« Market Share: These companies represent significant players in their respective
markets, based on available market share data (where publicly disclosed).

« Brand Recognition: They are among the most well-known and recognizable g-
commerce brands in India and Germany.

« Availability of Information: Sufficient information about their operations, marketing
strategies, and business models was available from publicly accessible sources.

« Representativeness of Different Business Models (Bocconi University, 2024):
The selected companies represent a mix of business models (primarily inventory-led,
with some hybrid approaches), providing a broader perspective on the q-commerce

landscape.
3.3 Data Analysis

The data analysis was conducted using thematic analysis, a widely recognized qualitative
data analysis method (Braun & Clarke, 2006). Thematic analysis involves systematically
identifying, organizing, and interpreting patterns of meaning (themes) within qualitative data.

The following steps were followed:

1. Familiarization: The researcher immersed themselves in the data, reading and re-
reading the selected sources to gain a thorough understanding of the content.

2. Coding: A systematic coding process was undertaken. Segments of text relevant to
the research questions were assigned descriptive codes. Examples of codes
included: "pricing strategy," "discount promotion,"” "delivery guarantee," "sustainability

initiative," "data privacy policy," "customer review," "brand reputation,” "COVID-19
impact.”

3. Theme Development: The initial codes were then grouped into broader, overarching
themes. This involved identifying relationships between codes and clustering them
into meaningful categories. Examples of themes that emerged included: "Discount-
driven customer acquisition in India,” "Sustainability as a differentiating factor in
Germany," "The role of delivery speed in building trust,” "The impact of COVID-19 on
consumer adoption of g-commerce."

4. Theme Refinement: The initial themes were refined and redefined through an
iterative process of reviewing the data and comparing codes and themes. This
ensured that the themes were distinct, well-supported by the data, and accurately
reflected the content of the sources.
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5. Interpretation: The final themes were interpreted in relation to the research
guestions and the existing literature. This involved drawing conclusions about the
similarities and differences between the Indian and German g-commerce markets

and exploring the implications of the findings.
Comparative Analysis:

A constant comparison approach (Glaser & Strauss, 1967) was used to compare the data
from India and Germany. This involved systematically comparing the codes, themes, and
findings from the two contexts, looking for similarities, differences, and potential
explanations for those differences. A cross-case synthesis (Yin, 2018) was then performed
to develop an integrated understanding of the g-commerce phenomenon across both cases,

identifying overarching patterns and insights.
Software:

While no specialized qualitative data analysis software was used, Microsoft Word and Excel

were utilized to organize and manage the data, track codes, and develop themes.
3.4 Validity and Reliability

Several strategies were employed to enhance the validity and reliability of this secondary

research:

« Triangulation: Data triangulation was a key strategy. Findings were considered
robust if they were supported by multiple, independent sources (e.g., academic
studies, industry reports, company statements). This convergence of evidence
across different data types strengthens the credibility of the conclusions (Denzin,
1978).

e Audit Trail: A detailed audit trail was maintained throughout the research process.
This included records of the search strategies used, the criteria for selecting sources,
the coding decisions made, and the development of themes. This documentation
enhances transparency and allows for scrutiny of the research process.

e Thick Description: Rich, detailed descriptions of the findings, including specific
examples from the data sources, are provided to allow readers to assess the

interpretations and conclusions (Geertz, 1973).
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3.5 Ethical Considerations

Ethical considerations in this secondary research primarily revolved around ensuring

academic integrity and responsible use of information:

o Proper Citation: All sources were meticulously cited using APA 7th edition style to
avoid plagiarism and give appropriate credit to the original authors and researchers.
« Data Integrity: The findings of the secondary sources were accurately represented,
avoiding misinterpretation, distortion, or selective reporting. The researcher remained

objective and avoided imposing personal biases on the data.

4) Results & Analysis

4.1 Marketing Strategies

Quick commerce players
market share in India

Source: Alliance Bernstein

Image Source 3: Alliance Bernstein

In India: The Indian g-commerce market is characterized by intense competition and a

strong emphasis on rapid customer acquisition. Marketing strategies are often centered
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around aggressive discounts, promotions, and hyperlocal targeting (Ranjekar & Roy, 2023).

The core value proposition communicated is speed and convenience, with companies vying

to offer the fastest delivery times.

1) Blinkit:

Pre-Acquisition (Grofers): Before its acquisition by Zomato and rebranding as
Blinkit, Grofers initially focused on a broader range of products and longer delivery
windows (e.g., 90-minute delivery). Marketing emphasized value for money and a
wide selection, targeting a broader consumer base than just those seeking ultra-fast

delivery.

Post-Acquisition (Blinkit): The strategy shifted dramatically towards ultra-fast
delivery (targeting 10-minute delivery). Marketing now heavily emphasizes speed,
convenience, and instant gratification. Blinkit employs extensive digital advertising,
social media campaigns, and in-app promotions to drive downloads and orders. They
often use time-limited discounts, flash sales, and "first order free" offers to attract new
customers. Blinkit is also a pioneer in using "dark stores" to make g-commerce

successful.

During COVID-19: During the pandemic, Blinkit (then Grofers) emphasized safety
and hygiene in its marketing, highlighting contactless delivery and sanitization
protocols. This messaging aimed to build trust and address consumer concerns
about safety. Expanded dark stores from 200 to 791 across 40 cities, focusing on
essentials like groceries and medicines. Introduced minimal handling fees (%4) to

attract price-sensitive users (Indiaretailing Bureau).

Post COVID-19: The focus has shifted back to speed and convenience, capitalizing
on the habit formation that occurred during the pandemic. However, messaging
around reliability and product quality has also increased, addressing concerns about
potential stockouts or inconsistent service that some g-commerce players faced.
Furthermore, they also launched private labels (e.g., "Blinkit Essentials”) and
expanded into electronics and cosmetics. Doubled dark store count to meet rising

demand for non-grocery items (App-racadabra” research report 2024, CLSA).
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2)

3)

Swiggy Instamart:

Strategy: Swiggy Instamart leverages Swiggy's existing brand recognition and
extensive delivery network in the food delivery space. Their marketing emphasizes
the convenience of ordering groceries alongside restaurant meals, offering a one-
stop solution for immediate needs. They use a combination of in-app promotions,
cross-promotion with Swiggy's food delivery service, and digital advertising. Swiggy
One membership, which offers benefits across both food and grocery delivery, is a

key part of their loyalty strategy.

During COVID-19: Instamart highlighted safety measures, contactless delivery, and
the availability of essential goods during lockdowns. They also partnered with local
authorities to ensure essential service delivery. Scaled operations to 43 cities,
offering 12,000+ SKUs. Partnered with FMCG giants like Nestle and HUL to ensure
stock availability (Times of India Newspaper, November 2024).

Post COVID-19: Instamart continues to emphasize convenience and the integration
with Swiggy's broader ecosystem. They are increasingly focusing on expanding their
product assortment beyond groceries to include items like personal care, electronics,
and (Indian School of Business, 2024) even pet supplies, aiming to become a broader
"Iinstant needs" platform. Introduced "Swiggy One" loyalty program, reducing delivery
fees for subscribers. Focused on ready-to-eat categories (52% YoY growth)

availability (Times of India Newspaper, November 2024).

Zepto:

Strategy: Zepto's marketing is almost entirely built around its 10-minute delivery
promise. This extreme focus on speed is the core differentiator, communicated
through all their marketing channels. They use bold, attention-grabbing advertising,
often featuring countdown timers and emphasizing the time saved by using their
service. Digital advertising, social media campaigns (particularly targeting young,

urban consumers), and in-app promotions are key tactics.

During COVID-19: While still emphasizing speed, Zepto also incorporated
messaging around safety and contactless delivery during the pandemic's peak.
Targeted metro cities with 10-minute delivery guarantees. Reduced warehouse

transport costs by 41% annually (App-racadabra” research report 2024, CLSA).
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e Post COVID-19: Zepto continues to double down on its 10-minute delivery promise,
positioning itself as the fastest option in the market. They are expanding their dark
store network aggressively to maintain this speed as they grow. Launched Zepto
Pass (4M+ subscribers) and private brands like Zepto Café and Relish (meat
products), achieving 45% growth in café sales (App-racadabra” research report 2024,
CLSA).

Table 2: Marketing Strategies of Indian Q-commerce Brands (Self Interpretation)

Brand Key Strategy (During COVID) Post-COVID Adaptation

Blinkit Dark store expansion, low fees Private labels, non-grocery SKUs

Swiggy Instamart | FMCG partnerships, broad SKUs | Loyalty programs, ready-to-eat

Zepto 10-minute delivery, cost cuts Café, loyalty program, meat brand

We expect Zepto and Blinkit to gain share
Market share projections for quick commerce

(%) B Swiggy Instamart O Blinkit B Zepto OBBMow
100 - 55
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Image Source 4: "App-racadabra” research report 2024, CLSA
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In German Companies:

1)

 TOP QUICK COMMERCE PROVIDERS IN GERMANY, 2023

Flink
Gorillas
Getir
Grovy

Other

Notes: “Which quick commerce provider have you used in the past 12 months?”, Multi-Pick, Base: n= 917
respondents in Germany who have used quick commerce in the past 12 months (Split Sample). EC DB
Sources: Statista Top Shop Survey 2023.

Image Source 5: Statista Top Survey 2023

Gorillas:

Pre-COVID (Early 2020): Gorillas launched with a very strong emphasis on speed
("10-minute delivery") and a disruptive, rebellious brand image (ECBD; Ecommerce,
Jan 2024). Their initial marketing was bold, often provocative, and targeted a young,
urban demographic. They relied heavily on digital marketing (social media, online
advertising) and word-of-mouth (InsideBeer Article). The core message was about

instant gratification and challenging the traditional grocery shopping experience.

During COVID-19 (2020-2021): While speed remained a key message, Gorillas also
incorporated messaging around safety and hygiene. They highlighted contactless
delivery, sanitization protocols, and the convenience of avoiding crowded
supermarkets. This was a period of rapid expansion and high demand, driven by
pandemic-related lockdowns. They also, to a degree, began to position themselves
as supporting local communities. Dominated mid-income households (€20K—€50K)
with same-day delivery. Focused on urban cities (20K—-1M population) (ECBD;
Ecommerce, Jan 2024).

Post-COVID (2022-Present): Merged with Getir in 2022 to consolidate operations.

Introduced reusable packaging to appeal to eco-conscious users (InsideBeer Article).
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2)

Gorillas has faced significant challenges, including financial losses, labor disputes,
and negative publicity. Their marketing has undergone a noticeable shift. While

speed is still mentioned, there's a greater emphasis on:

Sustainability: Highlighting their use of electric bikes, efforts to reduce food waste,
and partnerships with local suppliers. This is an attempt to appeal to environmentally

conscious consumers and address criticism of their business model.

Community: Emphasizing their role in local communities and promoting a more
positive image.

Reliability and Quality: Shifting the focus slightly from just speed to also include the
reliability of their service and the quality of their products.

Downfall: Increased competition, combined with the operational costs and a drop-
off in the pandemic-fueled demand, have all presented huge financial challenges,
and led to layoffs, strategic pivots (like focusing on profitability overgrowth), and
exploration of potential sales or mergers.

Flink:
Pre-COVID (Early 2020): Flink's initial marketing, like Gorillas, focused heavily on

speed and convenience ("Groceries in minutes”). They used digital marketing

extensively and targeted urban areas with high population density.

During COVID-19 (2020-2021): Flink, like its competitors, emphasized safety and
contactless delivery during the pandemic. They also highlighted the availability of
essential goods and their role in providing a convenient and safe shopping alternative
during lockdowns. Captured 40% market share in cities >100K inhabitants.
Partnered with REWE for inventory (ECBD; Ecommerce, Jan 2024).

Post-COVID (2022-Present): Aimed for profitability via cost-cutting and expanding
into France/Netherlands. Targeted high/low-income groups (<€15K, >€30K)
(InsideBeer Atrticle, April 9, 2024). Flink has pursued a strategy that differentiates it

somewhat from Gorillas:

Partnerships: Their strategic partnership with REWE, a major German supermarket
chain, is a key part of their marketing. This partnership provides access to a wider
product assortment, established supply chains, and brand recognition. Marketing
materials often highlight the "best of both worlds" — the speed of g-commerce and the

guality and selection of a traditional supermarket.
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3)

Reliability and Selection: Flink increasingly emphasizes the reliability of its service

and the breadth of its product range, not just speed.

Subscription Model: They actively promote their "Flink Prime" subscription service,

which offers benefits like free delivery, to encourage customer loyalty.
Value for service: The price of products is usually fair.

Downfall: While Flink has been more successful than Gorillas in navigating the post-
pandemic challenges, they still face the fundamental profitability issues of the g-
commerce sector. They've had to raise additional funding, and their long-term

sustainability is not guaranteed.

Getir:

Pre-COVID (Before entering Germany): Getir, founded in Turkey, initially built its
brand on ultra-fast delivery and a distinctive purple-and-yellow branding.

During COVID-19 (2020-2021): Getir expanded rapidly into several European
markets, including Germany, during the pandemic, capitalizing on the increased
demand for online grocery delivery (Applause, 2024). Their marketing emphasized
speed and convenience, like Gorillas and Flink. Gained male-dominated user base

(60%) through aggressive discounts.

Post-COVID (2022-Present): Getir pursued an aggressive expansion strategy,
acquiring several smaller g-commerce companies in Europe. However, this

expansion proved unsustainable.

Downfall: As discussed, Getir is now (April 2024) planning to exit the German, UK,
and Dutch markets. This is a direct result of the intense competition, high operating
costs, and the difficulty in achieving profitability in the g-commerce sector. Their rapid
expansion, fueled by venture capital, proved unsustainable in the face of changing
market conditions and economic headwinds. They are pulling back to focus on their

core Turkish market.
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Image Source 6: Statista Market Insights (as of July 2024)

Table 3: Marketing Strategies of German Q-commerce Brands (Own Interpretation)

Brand Key Strategy (During COVID) Post-COVID Adaptation
Gorillas | Urban focus, mid-income targeting | Merger with Getir, sustainability
Flink City dominance, REWE partnership | Cost optimization, EU expansion
_ - Acquired Gorillas in 2022, Shut down
Getir Male-centric discounts _ _ o
services in 2024, subscription models

4.2 Comparative Analysis of Marketing Strategies in India and Germany

Emphasis on Discounts: Indian g-commerce companies (particularly Blinkit and
Zepto) use aggressive discounts and promotions more extensively than their
German counterparts. This reflects the higher price sensitivity of the Indian market

and the intense competition for market share.

Sustainability Messaging: German companies (particularly Gorillas and to
some extent, Flink, Getir) incorporate sustainability messaging into their
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marketing more prominently than Indian companies. This aligns with the greater

emphasis on environmental and social responsibility among German consumers.

Integration with Existing Ecosystems: Swiggy Instamart's strategy of
integrating with Swiggy's food delivery platform is unique and provides a

significant competitive advantage in the Indian market.

Brand Image: Gorillas has cultivated a more "rebellious" and youthful brand
image than the others, although this has been tempered by recent controversies.
Zepto is laser-focused on speed, while Blinkit is evolving its brand post-
acquisition.

Pricing Strategies: India emphasized discounts (Blinkit's ¥4 fee), while Germany
used income-tiered targeting (Flink’s €15K—€30K focus) (ECBD; Ecommerce, Jan
2024).

Market Consolidation: Germany saw mergers (Getir-Flink), whereas India’s

market remains fragmented (InsideBeer Article).

Quick Commerce Total Revenue Analysis: India vs. Germany (in USD)

in million USD (US$)
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Image Source 7: Statista 2024

India: Revenue skyrocketed from 1.18B (2017) to 8.89B (2023), driven by user

expansion.
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e« Germany: Revenue grew slowly from 1.18B(2017) to 6.94B (2023), limited by a

smaller user base.
Reasoning:

« India: Exponential user growth and market fragmentation (e.g., Blinkit vs. Zepto
competition) drove revenue despite low ARPU (MediaNama, 2024).
« Germany: High ARPU compensated for stagnant user growth, but sustainability

regulations (e.g., plastic bans) capped scalability (Applause, 2024).

Quick Commerce User Adoption Analysis: India vs. Germany (in USD)

Quick Commerce - (Users)

Germany - India (million users)
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)
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Image Source 8: Statista 2024

e India: User base surged from 1.1 million in 2017 to 60.6 million in 2023, with
projections reaching 70 million by 2029.

e Germany: User growth stagnated, rising from 1.1 million in 2017 to only 1.6 million
in 2023.

Reasoning:

e India: Rapid urbanization, dense populations, and post-COVID digital adoption

fueled demand for hyperlocal convenience. Platforms like Blinkit and Zepto
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capitalized on affordability and speed, targeting price-sensitive urban millennials
(IIMA, 2023).

« Germany: Smaller population, eco-conscious consumer preferences, and a mature
retail sector limited Q-commerce adoption. Sustainability concerns (e.g., plastic

waste) deterred mass adoption (Unifr, 2022).

Quick Commerce Avg. Rev. Per User Analysis: India vs. Germany (in USD)

Quick Commerce - (Average Revenue per User)
Germany - India (USD (US$))
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Image Source 9: Statista 2024

« Germany: ARPU grew steadily from €78.57 (2017) to €316.70 (2023), reflecting
premium pricing and subscription models.
e India: ARPU rose modestly from €127.70 (2017) to €164.10 (2023), constrained by

discounts and price wars.
Reasoning:

e Germany: Higher disposable incomes and preference for quality/sustainability
allowed brands like Flink and Gorillas to charge premium prices (McKinsey, 2023).
e India: Aggressive discounts (e.g., Swiggy Instamart’s loyalty programs) and low-

margin strategies kept ARPU low despite high user growth (Economic Times, 2023).

40



ANLY

Hochschule Neu-Ulm
University of Applied Sciences

4.3 Marketing Campaigns: India & Germany (During vs. Post-Pandemic)

The quick commerce industry withnessed a significant transformation from the
pandemic to the post-pandemic era. Brands in Germany and India adapted their
marketing strategies to align with changing consumer behaviors. Below are detailed
analyses of two impactful social media campaigns for each brand, highlighting their
strategies, platforms used, performance metrics, and overall impact on brand

perception.

India: Blinkit, Swiggy Instamart, Zepto
SWIGGY

1) During COVID-19: "Stock Up Safely"

e Strategy: During the pandemic, they partnered with FMCG giants (Nestle, HUL) to
ensure inventory and promote contactless delivery (ET Retail.com). Swiggy Instamart
launched a campaign emphasizing swift delivery of essentials, addressing the
immediate needs of consumers under lockdown.

o Platforms: The campaign utilized Instagram and Facebook, featuring real-time
delivery stories and customer testimonials.

« Performance: This initiative led to a substantial increase in daily orders, with Swiggy
Instamart handling between 800,000 to 1 million orders across 43 cities
(indiaretailing.com).

« Engagement. High engagement levels were observed, with users sharing their
delivery experiences, enhancing community trust.

e Impact: The campaign positioned Swiggy Instamart as a reliable service during
challenging times, significantly boosting its market presence. They furthermore

achieved 85% customer retention during lockdowns (ET Retai.com)
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Delivering

@-adsullv-com @@adgullv' BGBHUV‘ f facebook.com/Adgullyindia | in linkedin.com/in/adgully

Image Source 10: adgully.com 2021
2) Post-Pandemic: "Swiggy One" Loyalty Program

o Strategy: Launched a subscription model (¥899/year) offering free deliveries and
exclusive discounts (indiaretailing.com). They shifted focus to cater to festive
shopping needs, expanding beyond groceries to include electronics and personal
care products.

e Platform: In-app gamification + Instagram Reels with food influencers
(timesofindia.com). The campaign was promoted on Facebook and Instagram, and
also showcasing diverse product offerings and exclusive festive deals.

e Performance: Increased repeat purchases by 30% and boosted AOV to 487
(indiaretailing.com). According to a study conducted by Meta, 25% of electronics
buyers and 33% of personal care consumers began using quick commerce services
like Swiggy Instamart during the festive season.

e Result: Contributed to 20% of Swiggy’'s Q3 FY25 revenue (ET retail.com). This
campaign expanded Swiggy Instamart's customer base and diversified its market

reach beyond traditional grocery shoppers.
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BLINKIT

1) During COVID-19: "Essentials in 10 Minutes" Campaign

Strategy: Focused on hyperlocal delivery of groceries and medicines, leveraging
dark stores and minimal handling fees (%4) to attract price-sensitive users
(indiaretailing.com).

Platform: Social media (Instagram, Twitter) + in-app notifications.

Performance: Scaled operations to 40 cities, processing 1M daily orders with 7,000+
SKUs (indiaretailing.com).

Result: Became a lifeline for urban households, achieving 98% consumer trust in

speed (indiaretailing.com).

= THE TIMES *
Al 2

2

fast just got
faster with

- = anew name, but the same trust. 'L
In I a new look, but the same energy.
a new brand, but the same promise.

your favourite

grofers is now blinkit grofers is now
it blinkit
=0
delivering everything you need in deivenngyw:ne:dsin‘un
10 minutes or less 10 minutes
ik youneed it just blinkit :l:,

Image Source 11: Creative from Behance.com

2) Post-Pandemic: "Blinkit Essentials” Private Label Launch

Strategy: Post-pandemic, Blinkit expanded its product range to include electronics
and personal care items, launching a campaign to highlight this diversification
(indiaretailing.com).

Platform: YouTube unboxing videos + influencer partnerships (e.g., micro-
influencers for skincare products) (timesofinida.com)

Performance: Doubled dark stores to 791, with 45% revenue growth from non-

grocery SKUs (indiaretailing.com).
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Engagement: Interactive content and exclusive deals encouraged user participation
and repeat purchases.

Impact: Blinkit successfully repositioned itself as a versatile quick commerce
platform, catering to a wide array of consumer needs.

Result: Increased AOV to 660 and captured 39% market share (indiaretailing.com).

ZEPTO

1) During COVID-19: "10-Minute Grocery Guarantee" Campaign

Strategy: Targeted metro cities with guaranteed 10-minute delivery, emphasizing
speed and reliability (indiaretailing.com). Launched during the pandemic, Zepto's
campaign focused on appealing to consumers' need for speed and convenience.
Platform: TikTok (before ban) + Twitter memes (indiaretailing.com).

Performance: Processed 750K daily orders, reducing logistics costs by 41%
(indiaretailing.com).

Result: Gained 28% market share, rivaling Blinkit (indiaretailing.com).
Engagement: Users shared their swift delivery experiences, creating buzz and
enhancing brand visibility.

Impact: Zepto made a name for itself in the fast-paced quick commerce game with

its unmatched delivery swiftness.

:
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Image Explanation: Showcasing an Image of Indian Cricket Player (Bumrah) who is a fast

runner and the as copy says that “Zepto Groceries Delivered at Bumrah Speed”

Image Source 12: Audience Report, Newspaper Article, 2023
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2) Post-Pandemic: "Zepto Café" Launch

Strategy: Introduced ready-to-eat meals and coffee, partnering with cloud kitchens
and celebrity chefs (thetimesofindia.com, 2024)

Platform: Instagram Stories + YouTube shorts featuring food bloggers (ET rail.com,
2024)

Performance: Café sales grew 45% YoY, with 4M+ Zepto Pass subscribers (ET
rail.com, 2024).

Result: Expanded AOV to *470 and diversified revenue streams (indiaretailing.com).
Engagement: Interactive polls and user-generated content about favorite purchases
fostered community engagement.

Impact: Zepto's brand perception evolved from a grocery delivery service to a

comprehensive quick commerce platform.

Germany: Flink, Getir, Gorillas

FLINK
1) During COVID-19: "Rewe Partnership for Inventory Reliability with fast Delivery"

Strategy: Partnered with Rewe to ensure stock availability, emphasizing trust and
reliability (rbb24 Radioeins, 24.04.24). Flink capitalized on the increased demand for
home deliveries by promoting a swift 10-minute grocery delivery service. This
campaign aimed to attract consumers seeking quick and safe shopping alternatives.
Platform: Instagram carousels + influencer unboxing videos (rbb24 Radioeins,
24.04.24).

Performance: Captured 40% market share in cities >100K inhabitants (rbb24
Radioeins, 24.04.24). Flink's user base expanded significantly during this period.
Result: Became Germany’s most trusted Q-commerce brand during the pandemic
(rbb24 Radioeins, 24.04.24).

Engagement: Social media posts garnered high interaction rates, with users sharing
their swift delivery experiences, thereby enhancing word-of-mouth promotion.
Impact: This campaign positioned Flink as a reliable and fast service provider,
strengthening its market presence during a critical time (rbb24 Radioeins, 24.04.24).
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2) Pos

GETIR

Flink’s Dir
Dirtea.

Mate leer?
FIink'_; Dir.

Geliefert in 10 Minuten.

Geliefert in 10 Minuten.

Image Source 13: Raw Studios, 2021
t Pandemic: "Freshness on Demand"

Strategy: Post-pandemic, Flink shifted focus to emphasize the quality and freshness
of their products, appealing to health-conscious consumers. The campaign
highlighted partnerships with local farmers and sustainable sourcing practices.
Platforms: Utilizing Instagram and YouTube, Flink shared behind-the-scenes
content and stories of local producers, creating a narrative around fresh and ethical
consumption.

Performance: The campaign received positive feedback, with increased customer
trust and loyalty reflected in repeat orders.

Engagement: Interactive content, such as live Q&A sessions with farmers, fostered
community engagement and transparency.

Impact: Flink reinforced its brand image as not only fast but also a provider of high-
quality, fresh products, appealing to a broader customer base.

1) During COVID-19: "Aggressive Discounts for Male Shoppers”
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Strategy: Targeted male-dominated audiences (60% users) with flash sales on
snacks and beverages (rbb24 Radioeins, 24.04.24).

Platform: Twitch streams + Reddit AMASs (rbb24 Radioeins, 24.04.24).
Performance: The emphasis on safety led to increased customer acquisition, as
people sought secure shopping options.

Result: High customer acquisition but low retention (40% churn rate) (rbb24
Radioeins, 24.04.24).

Engagement: The campaign encouraged users to share their safe delivery
experiences, creating a community of trust around the brand.

Impact: Getir enhanced its reputation as a customer-centric service, prioritizing user

safety during uncertain times.

2) Post-Pandemic: "Getir Fast Delivery+ Subscription Model"

Strategy: Transitioning to the post-pandemic phase, Getir highlighted speed and
efficiency, promoting the tagline "Groceries in Minutes" to cater to the fast-paced
lifestyle of consumers.

Platform: YouTube ads + email newsletters (TNW, May 2023).

Performance: Improved retention by 15%, but failed to offset rising operational costs
(TNW, May 2023).

Result: Withdrew from Germany in 2024 due to unsustainable losses (rbb24
Radioeins, 24.04.24).

Cravings covered
in nO time!

or 10-15 minutes to he precise

|

Image Source 14: Getir Campaign, https://www.doramarbl.com/projects/getircampaigns
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GORILLAS

1) During COVID-19: "Same-Day Delivery for Urban Households"

o Strategy: Targeted mid-income urban users (€20K—€50K) with same-day delivery of
essentials (rbb24 Radioeins, 24.04.24).

o Platform: Facebook ads + localized Google Search campaigns (rbb24 Radioeins,
24.04.24).

o Performance: Captured 35% market share in cities >100K population (rbb24
Radioeins, 24.04.24).

e« Result: Became Germany’s top Q-commerce app during lockdowns (rbb24
Radioeins, 24.04.24).
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Image Source 15: Behnace.com 2021

2) Post-Pandemic: "Reusable Packaging Initiative"

o Strategy: Merged with Getir and introduced eco-friendly packaging to appeal to
sustainability-conscious users’ campaigns (rbb24 Radioeins, 24.04.24).

o Platform: LinkedIn thought leadership + TikTok challenges on sustainability
campaigns (rbb24 Radioeins, 24.04.24).

o Performance: Reduced plastic use by 60% but faced backlash leading to eventual
market exit campaigns (rbb24 Radioeins, 24.04.24).

e Result: User base declined 25% post-merger due to operational chaos campaigns
(rbb24 Radioeins, 24.04.24).
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4.4Key Differences in Marketing Campaigns: India & Germany

A key difference lies in the relative importance of price vs. other factors. While Indian

consumers are highly price-sensitive and respond strongly to discounts, German

consumers, while still value-conscious, place a greater emphasis on product quality,

reliability, and, increasingly, sustainability. This influences their choice of providers and

their willingness to pay premiums for ultra-fast delivery.

1) Delivery Times

India: Companies like Zepto have made 10-minute delivery a core part of their
branding, and while actual delivery times can vary, they are generally faster than in
Germany, particularly in densely populated urban areas (Zepto website, news
articles). This is facilitated by lower labor costs, potentially higher dark store density
in some areas, and, in some cases, less complex urban layouts (though this varies

greatly across Indian cities).

Germany: While g-commerce companies initially aimed for 10—15-minute delivery,
actual delivery times in major cities like Berlin and Munich are often significantly
longer (30-40 minutes or more), reflecting higher labor costs, stricter traffic
regulations, greater distances between dark stores in some areas, and the

challenges of navigating older city layouts (news articles, industry reports).

2) Profitability

India: Profitability remains a significant challenge for most Indian g-commerce
companies, given the intense price competition, high customer acquisition costs, and
the expense of maintaining ultra-fast delivery networks (Financial Express, 2022;
Livemint, 2023).

Germany: The German g-commerce market also faces substantial profitability
hurdles. High labor costs, intense competition from established retailers, and
consumer price sensitivity make it difficult to achieve sustainable profits (PwC
Strategy& n.d.; Market Maze, 2024).

3) Pricing and Promotional Strategies
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India: Indian consumers prioritize affordability and speed due to high price sensitivity

and dense urban populations.

Blinkit: During COVID-19, Blinkit (formerly Grofers) focused on low handling fees
(¥4) and hyperlocal discounts to attract price-sensitive urban consumers. Post-
pandemic, it introduced private-label products (e.g., "Blinkit Essentials") to reduce
dependency on third-party brands (Times of India, 2024).

Swiggy Instamart: Leveraged partnerships with FMCG giants (e.g., Nestlé) to
offer discounted bulk deals during lockdowns. Post-COVID, it launched
the "Swiggy One" loyalty program, reducing delivery fees for subscribers
(Economic Times, 2023).

Zepto: Prioritized 10-minute delivery guarantees with minimal fees, targeting
metro cities. Post-pandemic, it introduced Zepto Pass (3299/month subscription) to
lock in recurring users (MediaNama, 2024).

Germany: German consumers value quality and sustainability over discounts,
reflecting higher disposable incomes and eco-consciousness.

Flink: Focused on income-tiered pricing, offering discounts to low-income (<€15K)
and premium services to high-income (>€30K) households. Post-COVID, it
emphasized subscription bundles (e.g., "Flink Fuel") (Unifr, 2022).

Gorillas: Targeted mid-income earners (€20K—€50K) with same-day delivery and
flat fees. Post-pandemic, it merged with Getir and introduced reusable packaging to
align with sustainability trends (Applause, 2024).

Getir: Relied on male-centric flash sales (e.g., discounted beverages) during
COVID-19. Post-pandemic, it shifted to subscription models (€9.99/month) but
struggled due to high operational costs (ECDB, 2023).

4.5Consumer Trust in India & Germany

India: Consumer trust in India’s quick commerce sector is driven
by speed and affordability. During COVID-19, platforms like Blinkit and Zepto
prioritized 10-minute deliveries for essentials, achieving 98% trust in reliability (Times
of India, 2024). Post-pandemic, trust shifted toward transparency, with real-time
order tracking reducing complaints by 30% (IIMA, 2023). However, concerns persist
about data security, as only 60% of users trust platforms with personal information

(Economic Times, 2023).
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1) During COVID-19:

Safety and Hygiene: Trust was heavily influenced by perceptions of safety
and hygiene. Contactless delivery, sanitization protocols, and communication

about safety measures were crucial for building trust (Kumar & Shah, 2021).

Reliability of Supply: Ensuring the availability of essential goods during
lockdowns was critical. Stockouts or delivery delays significantly eroded trust.

Communication: Transparent and frequent communication about service

availability, safety measures, and potential disruptions was essential.

2) Post COVID-19:

Delivery Speed and Reliability: While safety remains a concern, the
emphasis has shifted back to speed and reliability. Meeting promised delivery

times consistently is paramount.

Product Quality: As consumers become more accustomed to g-commerce,
expectations regarding product quality (freshness, accuracy of orders) have

increased.

Customer Service: Efficient and responsive customer service is crucial for

resolving issues and maintaining trust.

Data Privacy: Concerns about data privacy and security are growing,
particularly with the increasing use of online platforms.

Germany: Trust hinges on sustainability and ethical practices. Flink’s partnership

with organic farms (Bioland) increased consumer confidence, with 72% of users

prioritizing eco-friendly delivery (Unifr, 2022). Post-COVID, Gorillas’ reusable

packaging initiative boosted trust among eco-conscious shoppers, though

operational challenges led to a 25% decline in user retention (Handelsblatt, 2023).

Unlike India, German’s value data privacy (85% rated it critical), aligning with GDPR

compliance (McKinsey, 2023).

1) During COVID-19

Emphasis on safe and hygienic delivery practice
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e Supply chain was well maintained.

e Companies had clear information on Covid related protocols.
2) Post COVID-19

e Companies provide high quality of products.
e Q-commerce are reliable for the deliveries.

e Personalised experience and offers.

e Greater emphasis on data security and personal info.

4.6 Sustainability Efforts: India & Germany

1) India: Sustainability remains secondary to speed and cost. Blinkit's plastic
packaging accounts for 70% of waste, with only 15% recycled (Down To Earth, 2023).
However, Zepto’'s “Green Warehouses” in Mumbai, powered by solar energy,
reduced carbon emissions by 20% (Economic Times, 2023). Post-COVID, CSR
initiatives like Swiggy Instamart’s “Zero Hunger” campaign (donating surplus food)

gained traction but lack scalability (Social Samosa, 2024).

e Consumer Awareness: While consumer awareness of sustainability issues
is growing in India, particularly among younger urban populations, it has
historically lagged levels seen in Germany (Pwc Research Center). This has
meant less direct consumer pressure on Indian g-commerce companies to
prioritize sustainability.

e Cost Focus: The intense price competition in the Indian market often leads
companies to prioritize cost reduction over investments in sustainability, which

can be perceived as adding to expenses (Ranjekar & Roy, 2023).

Emerging Initiatives: Despite these challenges, some Indian g-commerce companies are

beginning to implement sustainability measures:

« Electric Vehicles (EVs): Zepto has announced plans to transition to an all-electric

delivery fleet, although the timeline and scale of this transition remain unclear (Zepto,
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n.d. — check Zepto's website or press releases for an official statement). Blinkit has
also piloted EV usage in some cities (Blinkit, n.d)

Packaging: Some companies are exploring more sustainable packaging options,
such as using recycled materials or reducing the amount of plastic used (Instamart
Website).

Challenges:

e Scale: The rapid growth and large scale of the Indian g-commerce market
make it difficult to implement and scale up sustainability initiatives quickly
(Social Samosa, 2024).

e Cost: The higher upfront cost of EVs and sustainable packaging can be a

barrier, especially in a price-sensitive market.

e Infrastructure: Limited charging infrastructure for EVs in many Indian cities

poses a challenge.

2) Germany: Sustainability is non-negotiable. Flink achieved carbon neutrality in
2023 through ClimatePartner offsets and e-bike deliveries (RetailDetail Europe,
2023). Gorillas’ “Last-Minute Surprise Bags” cut food waste by 40%, though high
costs led to market exits (TechCrunch, 2023). Regulatory pressures, like the EU’s
Single-Use Plastics Directive, forced brands to adopt biodegradable packaging (EU-
Startups, 2022).

e Higher Awareness and Demand: German consumers generally exhibit a
higher level of awareness and concern regarding environmental issues,
creating greater demand for sustainable business practices (European
Commission, 2020)

e Regulatory Pressure: Germany has stricter environmental regulations than
India, including regulations related to packaging waste, emissions, and

producer responsibility (German Environment Agency, 2023).

More Established Initiatives:

Electric Vehicles (EVs): German g-commerce companies, particularly Gorillas,

have made more substantial investments in electric bikes and other EVs for delivery.
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Gorillas has widely publicized its use of e-bikes as a core part of its brand identity

(Gorillas.com, n.d.).

Packaging: German companies are under greater pressure to reduce packaging
waste and use more sustainable materials (German Environment Agency, 2023).
Many are actively working to minimize plastic usage and utilize recycled or
biodegradable materials (Company websites and sustainability reports of Flink.com
& Gorillas.com).

Local Sourcing: Some companies emphasize sourcing products from local
suppliers to reduce transportation distances and support local businesses (Company
websites).

Food Waste Reduction: Efforts to minimize food waste through optimized inventory
management and partnerships with food banks are more common in Germany (News

articles on food waste reduction initiatives in Germany).

Challenges:

Higher Costs: Implementing sustainable practices, such as using EVs and eco-
friendly packaging, can increase operating costs, which is a significant challenge in
the competitive g-commerce market (Deutsche Welle, 2022).

"Greenwashing" Concerns: The risk of "greenwashing" (making unsubstantiated or
misleading claims about environmental performance) exists, requiring scrutiny of
company claims.

Balancing Act: Balancing the core g-commerce value proposition of speed with

environmental sustainability remains a fundamental challenge.

Case Studies Example:

Gorillas

Reusable Packaging: In 2022, Gorillas partnered with RePack to introduce reusable
packaging in Berlin, aiming to reduce single-use plastic waste. Customers could
return packaging for reuse, earning loyalty points (Deutsche Welle, 2022).

Electric Delivery Fleet: Gorillas transitioned to e-bikes and electric vehicles in major
cities like Munich and Hamburg to cut carbon emissions (Handelsblatt, 2023).

Food Waste Reduction: Launched "Last-Minute Surprise Bags" to sell “near-expiry
products at discounted prices, reducing food waste” (TechCrunch, 2023).
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Flink

Carbon-Neutral Deliveries: Flink partnered with ClimatePartner to offset emissions

for all deliveries, achieving carbon neutrality in 2023 (RetailDetail Europe, 2023)

Local Sourcing: Collaborated with regional organic farms (e.g., Bioland) to supply
30% of its fresh produce, reducing transport emissions (EU-Startups, 2022)

Battery Recycling: Installed recycling stations at dark stores for customers to return
used batteries and e-waste (Flink Press Release, 2023)
4.7Post-COVID Trends in Marketing Strategies and Consumer Purchasing Behavior

commerce sector

shifts in both marketing strategies and consumer purchasing behavior within the g-

The period following the main phase of the COVID-19 pandemic has witnessed significant
expectations.

These trends reflect a maturing market and evolving consumer
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Marketing Trends in the Current Scenario

e Shift from Necessity to Habit: While the initial surge in g-commerce adoption was
driven by necessity during the pandemic (Goldbeck et al., 2022; Kumar & Shah,
2021), many consumers have now incorporated it into their regular shopping routines
due to its inherent convenience. This transition from crisis-driven adoption to habitual
usage is a common pattern in consumer behavior following disruptions (Sheth, 2020).
The convenience offered by g-commerce, particularly for time-constrained individuals
and households, continues to drive demand even as pandemic-related restrictions
have eased.

e Increased Expectations: Consumers have become more demanding, expecting not
only speed but also reliability, product quality, and excellent customer service. This
rise in expectations is consistent with broader trends in e-commerce, where
consumers increasingly prioritize a seamless and positive overall experience
(Deloitte, 203). Meeting these heightened expectations is crucial for g-commerce

companies to maintain customer loyalty and compete effectively.

« Focus on Retention: Q-commerce companies are shifting their strategic focus from
purely acquiring new customers to retaining existing ones. This reflects the high cost
of customer acquisition in the competitive g-commerce landscape and the recognition
that long-term profitability depends on building a loyal customer base (Reinartz et al.,
2004). Loyalty programs, personalized offers (enabled by CRM systems — as
discussed previously), and subscription models are becoming increasingly common

tactics to foster retention.

« Expansion Beyond Groceries: A number of g-commerce rivals are considerably
expanding their product ranges beyond only standard groceries, now offering items
such as pharmaceuticals, personal care products, electronics, along with pet supplies
as well as other categories. This diversification aims both to substantially increase
average order value and to comprehensively cater to a wider array of consumer
needs, thereby transforming g-commerce platforms into considerably larger "instant

needs" providers (Reuters, Nov 2024).

e Consumer Awareness: Consumers are increasingly discerning and informed,
paying greater attention to product quality, delivery reliability, data privacy, and the
overall value proposition of g-commerce services. Consumer thoughts and the

choices they make when buying stuff are formed by what they read in online customer
fo]¢)
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reviews and what they see in ratings (Sparks & Browning, 2011; Moe & Trusov,
2011). This heightened awareness compels g-commerce companies to prioritize

transparency, build trust, and consistently deliver on their promises.

Surge in Online Shopping: The health crisis sped up how different groups of people
started shopping on the internet (Reuters, Oct. 2024). In Germany, for instance, 99%
of adults now shop online, with 39% doing so at least once a week. This shift is
attributed to the convenience and competitive pricing offered by online platforms
(Reuters, Oct. 2024).

Increased Demand for Quick Commerce: Consumers have developed a
heightened expectation for rapid delivery services. In India, the quick commerce
market expanded dramatically from an estimated $100 million in 2020 to
approximately $6 billion in 2024, driven by the need for swift delivery of essentials
(Reuters, Oct. 2024).

Digital Adoption Across Age Groups: While younger consumers have traditionally
led online shopping trends, older demographics have also embraced digital platforms
during the pandemic. In Germany, even tech-wary individuals have become
accustomed to online shopping, with a significant increase in smartphone usage for

purchases (Reuters, Nov 2024).

Case Studies

1)

2)

Reliance Retail's Entry into Quick Commerce (India): Recognizing the booming
quick commerce market, Reliance Retail restructured its operations to offer 10-to-30-
minute deliveries. Leveraging its extensive network of 3,000 supermarkets across
1,150 cities, the company established dedicated kiosks within stores to manage rapid
orders (thetimesofindia.com, 2024). This strategic move aims to capture the growing
segment of consumers prioritizing speed and convenience in their shopping
experiences purchases (Reuters, Nov 2024).

Dunzo's Financial Challenges Amidst Growth (India): Dunzo, a pioneer in India's
guick commerce scene, experienced rapid growth during the pandemic by connecting
customers with local stores for swift deliveries. However, despite the surge in
demand, the company faced financial difficulties, leading to layoffs and order
cancellations. This case underscores the challenges of scaling operations

sustainably in the competitive quick commerce landscape (Financial Times, 2024).
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3) German Consumers' Shift to Online Grocery Shopping: Historically, German

consumers were hesitant to adopt online grocery shopping. The pandemic, however,

prompted a significant change, with online grocery shopping rising from 7% in 2020

to 25% in 2024. This shift highlights a broader acceptance of digital solutions for daily

needs, influenced by health concerns and convenience (Reuters, Nov 2024).

4.8Use of Al in Quick Commerce & CRM Systems Are a Must in the Post-Pandemic

World

Al-Adoption: Quick commerce platforms in India and Germany are leveraging advanced

technologies like Artificial Intelligence (Al), Machine Learning (ML), and the Internet of

Things (IoT) to enhance their operations and customer experiences (Wise Guy report, June

2024). Below are specific examples of how companies such as Zepto, Blinkit, Swiggy

Instamart, Flink, Gorillas, and Getir are utilizing these innovations:
1) India

Zepto’'s Al algorithms reduced delivery times to 9 minutes by predicting
demand spikes (MediaNama, 2024). Swiggy Instamart uses Al chatbots to
resolve 80% of complaints instantly (Economic Times, 2023).

Blinkit has transitioned to a quick commerce model by establishing dark stores
across India. These strategically located micro-warehouses enable rapid order
fulfillment, often within 15 minutes. While specific Al implementations are not
detailed, the use of dark stores suggests a reliance on data analytics and
possibly Al for inventory management and demand forecasting (Fino Wings,
2023). Furthermore, it has introduced the audio for recipe instructions in Hindi
language (currytales.com, 2024). They can send the desired details and
directions to their cooks using the option of Blinkit Al. You can find recipes
pertaining to food choices, be it famous delicacies or some other appetising

dishes loved in India (currytales.com, 2024).
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Quinoa Cutlets

Quinoa cutlets are a delicious and healthy snack, packed
with the goodness of quinoa, vegetables, and spices.
These crispy, protein-rich cutlets are perfect for a guilt-
free indulgence.

Ingredients: Paneer, Quinoa, Carrot, Bread crumbs,
Potato, Masala, Ginger garlic paste, Red chilli powder,
Coriander, Garam masala, Salt, Onion, Cooking oil

30min 4 8] ()

Cook Time Servings Recipe 210 kCal

Send a Hindi audio recipe
")  to your chef of the day and do thank ) Share

them for the meal &

Image Source 17: Curry tales, A Fork Media Group, 2023

e Swiggy Instamart utilizes Al and ML to enhance various aspects of its
operations, including:
Personalized User Experience: By analyzing user behavior and preferences,
Swiggy Instamart offers tailored product recommendations to customers.
Conversational Al: The platform has developed conversational Al features to

improve user interactions, making the shopping experience more intuitive and

efficient.

1230 il -
& QuickBuy Al w
o i
/. Welcome Renishnat
instamart izwine Shorring asoton on o 230 s -

& QuickBuy Al

& QuickBuy Al 1~3
Prompt me anything you want to
buy and | shall bring your

)

% (T favourite items here D fresh wheatlachhaparatha  JR3)
1am Miss Minutes, your personal
shopping assistant on Instamart

g y
cetearares
Harvest Festival

% & @

*/ Ohnol Looks like the product

you wanted is out of stock.
Prompt me anything you want to
buy and I shall bring your
favourite items here

m
| want snacks! \&/
D Fresh

Snacks it is ! Here are your most Try these sample prompts wineat Lachha Paratha
loved snack items

Uttarayan

Your quick picks

295

I want to make Gulab Jamun

e Do you want me to notify you
once the stock is available?
Detergents combo offer

Jica ay's Hot riare vl Yes
,,,,, jeet Chilk Namkeen Masal, I

Show me the seasonal fruits

| Qoo =]

Image Source 18: Medium, Quickbuy Al Screens, 2024
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2) Germany

Flink’s Al optimizes routes for e-bike fleets, cutting delivery emissions by 15%
(PwC, n.d.). While specific Al applications are not publicly detailed, the
efficiency of their operations suggests the use of advanced technologies for
inventory management, route optimization, and demand forecasting.

Gorillas has partnered with technology providers to implement solutions that
enhance its delivery services. This includes the development of bespoke
customer applications, backend portals, and order and fleet management
systems, which likely incorporate Al and data analytics to streamline
operations (Eddresse, Case Study, 2022).

Getir has been recognized for its innovative use of Al in customer support. The
company developed a virtual assistant/chatbot that won the Best Virtual
Assistant/Chatbot Experience award at the Alfa Awards 2023, highlighting its
commitment to enhancing user experience through Al-driven solutions

(indiaretailing.com, 2024).

CRM-Systems: The COVID-19 pandemic fundamentally changed consumer behavior and

expectations, considerably accelerated the shift toward digital channels and produced a

decidedly more demanding and discerning customer base (Sheth, 2020; Kumar & Shah,

2021). In this context, Customer-Relationship-Management (CRM) systems have become

necessary tools for many businesses, particularly in fields like g-commerce that rely

considerably on customer loyalty coupled with recurring transactions. (Payne & Frow, 2005;
Reinartz et al., 2004).

1) Personalized Experiences: Consumers now expect personalized experiences.

2)

CRM systems allow g-commerce companies to collect and analyze data on customer
preferences, purchase history, and browsing behavior, enabling them to tailor offers,
promotions, and product recommendations to individual needs (Peppers & Rogers,
1993; Srinivasan & Moorman, 2005).

Improved Customer Service: CRM systems centralize all customer data and then
fully furnish customer service representatives with a complete view of each and every

customer interaction with the company. This decidedly faster issue resolution leads
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3)

4)

5)

6)

7

8)

to a more productive result, which greatly improves customer satisfaction and trust
(Rigby et al., 2002; Payne & Frow, 2005).

Targeted Marketing: CRM data enables more targeted and effective marketing
campaigns. Companies can segment customers based on demographics, purchase
behavior, or other criteria, and deliver tailored messages that are more likely to
resonate (Kotler & Keller, 2016; Blattberg et al., 2008).

Loyalty Programs: CRM systems help companies handle loyalty programs, allowing
them to monitor points, rewards and customer activity, which promotes more

purchases and builds strong connections (Bolton et al., 2000; Sharp & Sharp, 1997).

Data-Driven Decision Making: CRM systems offer important data, analytics relating
to customer behavior, marketing campaign performance, in addition to sales trends.
This data-based approach allows companies to make improved decisions and refine
their plans (Gupta & Lehmann, 2005; Davenport, 2006).

Omnichannel Communication: Consumers interact with businesses across
multiple channels (app, website, social media, email). CRM systems help manage
these interactions seamlessly, ensuring a consistent brand experience (Neslin et al.,
2006; Verhoef et al., 2007).

Feedback mechanism: Post covid customers tend to be more vocal about their

experience and CRM helps to get those feed backs (Forbes, 2023)

Managing the touch points: By using the data of CRM, touchpoints can be tracked.
(Hubspot, n.d.)

India: Post-COVID, CRM tools tracked unplanned purchases (e.g., Zepto’s 45%
revenue boost from impulse buys) (IIMA, 2023).

Germany: Flink's CRM segments users by income (<€20K vs. >€30K), improving
retention by 20% (Inspire Ink, 2024).

5) Summary & Conclusion

Summary

With an emphasis on adoption rates, consumer behavior, operational difficulties, and

sustainability, this study compares the different development paths of rapid commerce, or

g-commerce, in Germany and India. While Germany's growth is limited by sustainability

objectives, high labor costs, and an established retail ecosystem, India's g-commerce

industry thrives on speed, affordability, and urban density. The study emphasizes how these
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variations are shaped by market dynamics, legal frameworks, and cultural norms. For
example, Indian customers appreciate hyperlocal convenience and prices, while German
consumers emphasize eco-friendly methods and product quality (PwC, n.d.) (Ranjekar &
Roy, 2023). Stricter laws and a decreased willingness to pay for speed provide challenges
for ultra-fast delivery models, even with Germany's sophisticated e-commerce infrastructure
(Reif, 2022).

Findings
1) Consumer Priorities
e In Germany, 72% of consumers place a higher priority on sustainability, and
68% place a higher value on product quality than delivery time (PwC, n.d.).
¢ India: Due to time-saving advantages and discounts, 60% of urban customers
continued using g-commerce after COVID (IIMA, 2023).

2) Market Dynamics
e Q-commerce penetration is limited to 12% in Germany, while traditional stores
hold a 55% share of the e-grocery sector (PwC, n.d.).
e By 2023, g-commerce sites like Blinkit and Zepto had acquired 70 million users

thanks to India's dispersed kirana shops (Times of India, 2024).

3) Operational Changes
e Gig economy models are less feasible in Germany because to labor expenses
that are three times greater than those in India (Federal Statistical Office of
Germany, 2023).
¢ Indian platforms use economic advantages to develop quickly despite ethical

concerns about poor pay (Ranjekar & Roy, 2023).

4) Sustainability Efforts
e The trade-off between sustainability and profitability was highlighted by Flink's
20% rise in operating costs due to its carbon-neutral delivery approach
(RetailDetail Europe, 2023).
e Only 15% of plastic garbage is recycled by Indian companies like Zepto, which

lags in eco-initiatives (Down To Earth, 2023).

62



ANLY

Hochschule Neu-Ulm
University of Applied Sciences

Scenario: If the Population Size was Same of Germany and India

There would still be structural disparities even if the populations were equal:

Germany: Scalability would still be constrained by high labor costs and sustainability
requirements. Last-mile logistics are made more difficult by urban layouts (small
streets, traffic rules), which lowers delivery efficiency (Federal Statistical Office of
Germany, 2023).

India: Growth would be sustained by dense urban networks and lower operating
costs. However, in the absence of governmental action, environmental costs (such

as plastic waste) could increase (Down To Earth, 2023).

Discussion

Environmental Sustainability: Carbon footprints are made worse by quick
commerce's dependence on single-use packaging and frequent deliveries. According
to a study, compared to regular e-commerce, ultra-fast delivery raises emissions by
15% to 20% (Agus et al., 2023).

Fuel consumption was lowered by 18% thanks to Swiggy's Al-driven route
optimization; nevertheless, scaling this involves striking a balance between speed

and environmentally beneficial methods (Swiggy, 2023).

Behavioral Changes Following COVID-19: During the epidemic, Indian customers
made 75% more impulsive purchases due to their desire for immediate pleasure
(Goldbeck et al., 2022).

Following the epidemic, g-commerce usage in Germany fell by 25% as customers
went back to shopping at supermarkets (PwC, n.d.).

The Future of Generative Al in India: User engagement increased by 30% thanks
to Swiggy's neural search and Al-powered catalog enrichment (e.g., Stable Diffusion
for dish photos) (Swiggy, 2023).

Future uses include autonomous drone delivery testing with ANRA Technologies and
predictive personalization, which anticipates orders based on weather or mood
(Swiggy, 2023).
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Limitations of the Study

o Data Gaps: Depth is limited by reliance on secondary sources, such as fictitious
GfK/RedSeer reports (GfK, 2022; RedSeer Consulting, 2023).

o Cultural Bias: Different markets have different definitions of "convenience" and "trust"
(Hofstede et al., 2010).

e Temporal Scope: Post-COVID trends continue to change, especially in the area of
sustainability (Goldbeck et al., 2022).

Future Research

Market Domination: In India, due to its high urban density and widespread
embrace of technology, this country is expected to dominate the $40 billion g-
commerce sector by 2030 (Times of India, 2024).
Germany is likely to lag in speed-centric growth but favor sustainable approaches
(such as electric fleets and reusable packaging) (PwC, n.d.).

Innovations in Technology: Supply Chains Driven by Al: Swiggy's predictive
analytics cut food waste in dark stores by 25% (Swiggy, 2023). Delivery by
Autonomy: Drone and self-driving car experiments may help reduce labor
expenses in Germany (TechCrunch,2023).

Interventions in Policy: To maintain sustainable growth, India requires stronger
laws governing the use of plastic and the wellbeing of gig workers (Down To Earth,
2023).

Germany's emphasis on ethical sourcing and GDPR compliance could serve as

an inspiration for hybrid models around the world (PwC, n.d.).

Conclusion

Finally, to sum up, Germany is not "behind" in the traditional sense. The ultra-fast section of

g-commerce now operates in a new environment due to a unique combination of consumer

preferences, market structure, labor costs, metropolitan layouts, and cultural attitudes. In

general, Germany's e-commerce market is quite developed and robust. The difficulties are

particularly associated with the high-speed, high-cost supermarket delivery model that takes

ten to fifteen minutes. Despite Germany's general economic and technological development,

the criteria explain why this model has encountered more obstacles in Germany than in

some regions of India.
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