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Abstract Authors

Academics and industry practitionare Piya Ghosh
interested in the impact of digital transformatioProfessor
on organisational and industrial change. This mayiversal Business School
change how individuals and organisations sé&gaurkamat,Vadap, Kushivilli
capture, and transform digitalization's potentidarjat, Maharashtra India
Digital technology makes companies momyagh@iitk.ac.in
successful, according to research. COVID-19 has
increased the demand for digital transformatidbr. Asha Bhatia
Part of the working population must work fronDirector of Research
home because of government restrictions Oniversal Business School
volunteer actions against the epidemic. Due to Baurkamat Vadap, Kushivilli
requirement for social separation, companies haarjat, Maharashtra India
changed how they engage with clients, leadiagha.bhatia@ubs.org.in
many to resort to online means. The Covid-19
outbreak helped create g-commerce, a business
model that delivers items and services within 10-
30 minutes of purchasing. It concentrates on lesser
quantities of food, stationery, and over-the-counte
drugs. Quick commerce's lightning-fast shipping
service sets it different from other e-commerce
sites. Traditional warehouses have been replaced
by vendor-owned micro-warehouses. These efforts
aim to reduce stock to 2,000 high-demand items.
Q-Commerce systems make shopping faster than
typical e-Commerce sites. This means fewer steps,
lighter carts, speedier checkout, and an overall
better experience. This report will focus on the
Indian market for quick commerce and academic
views on quick commerce.
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|. LITERATURE REVIEW

If we talk about digital transformation, then Haned al. [1] and Verhoef et al. [2]
defined it as “organizational change that is triggeand shaped by the widespread diffusion
of digital technologies” in order to “develop a negital business model that helps to create
and appropriate more value for the firm.”

The process of digital transformation is interdiicary in nature and has
implications for a number of aspects of a busingssuding its IT infrastructure, corporate
strategy, supply chain management, and marketrategty. The way a firm interacts with its
stakeholders has been transformed by new digitdintdogy. Through vertical integration,
customers, rivals, and suppliers may all becoméees in the development of new goods
and services. Cappa et al. [3] examine the effgfcksg data analytics on the performance of
companies, including the use of mobile applicatimnacquire personal data from consumers.
Big data should be dependable and rich enough lteedaiseful information, according to
the authors. Data collection, storage, and uses@¥ dangers may have a negative impact
on a company's performance if they aren't minimizggbio et al. [4] conducted for more
theoretical and empirical study on how businessesvate and compete in the digital age, as
well as how digital technology have altered thecpss of developing new goods and
services. Li [5] has identified three innovatiorhriques that are developing in top firms,
and they are as follows: (1) experimental innovatihich utilizes experiments to review
and recalibrate strategy and guide execution; &ical transformation, which entails
carrying through a series of incremental linkedgeta and (3) dynamic sustainable
advantages, which are achieved via a changinggboridf temporary advantages. The goal
of achieving digital transformation is to createnare customer-centric business. In order to
accomplish digital transformation, companies rewgrthat they must go through many
phases. They must first establish the appropreatieriological and social structures to acquire
the essential capabilities, procedures, and ragittnoeaccommodate digital transformation.
These structures must be developed before they leagin the process of digital
transformation. As a direct consequence of the @awnd there has been an unprecedented
increase in the number of customers demanding redpivery of supermarket supplies.
Because of this, the strain of delivery workers kirng for quick-commerce (g-commerce)
businesses has increased tremendously. Accordintheofindings of a study [6] that
McKinsey carried out with customers in France, Gamy Italy, Spain, and the United
Kingdom throughout the epidemic, there has beeromtirual rise in the desire from
customers to purchase online. Researchers findhatitabout 15% of people have bought
groceries on a website they had never used befdrihose people, more than 50% say they
plan to keep buying groceries online for at leasha of their needs, and 12% have switched
to different grocery stores that offer home delver click-and-collect services. However,
Elnahla and Neilson [7] found that COVID-19 has duwoed a previously unheard-of
mismatch between the supply and demand of retaikevs, since certain stores, such online
food merchants, have been forced to close theirsddae to an abnormal demand. The
purpose of Nagel's [8] research is to determitleafCOVID-19 epidemic has accelerated the
digital transformation of the workplace. In respons the COVID-19 epidemic, the number
of individuals working from home has increased, anany people think that the digital
revolution of work has accelerated. People who thésvacceleration may see working totally
digitally in the future. Due to the COVID-19 epidemthe significance of conventional
occupations as a secure source of money has d&clitdle the significance of digital forms
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of labour as a secure source of revenue has gMierkers feel that digital employment will
play a greater role in the future as a reliable@®wf income than conventional occupations.
Traditional occupations will play a less future-pirgource of income than alternative jobs.
Eriksson and Stenius [9] observed that the demandrfline grocery shopping was so great
that clients had trouble finding a convenient tiperiod for both self-pickup and home
delivery. Researchers [10] studied that duringdpiglemic, food stores with home delivery
services began to play a crucial role in society @& employees were classed as essential
workers but also as "the neglected frontline." Ebefore the epidemic, a slew of new g-
commerce food merchants had sprung up as a rdglifjibzation. The requirement to obtain
the highest return on experience while also growimg data organisation are all current
preoccupations. Purcarea [11] expected a noticesifiein e-commerce, and they have been
preparing for it. The findings of the research sbdwhat the quick-commerce retail space is
expanding at a rapid pace, and that there is iseteaompetition among vertically integrated
instant-needs companies and third-party deliveayfgims. A particular emphasis was placed
on the economics of quick commerce, as well asiipact that delivery times have within
this framework. COVID19 has advanced restaurantadigation and food delivery growth.
National lockdowns have made it hard to go to pahd restaurants, so many people order
online. Text-image retrieval for food and drink sdaengines is significant. Oléndriz et al.
[12] introduce the FoDI-ML dataset. This datasetluides 1.5M unique photos and 9.5M
Glovo shop names, product names, and collectiotiossc The data covers 37 nations in
Europe, the Middle East, Africa, and Latin Ameridde collection includes 33 languages,
including 870K samples of Eastern European and &eshsian languages like Ukrainian
and Kazakh, which have been underrepresented idicjyutaccessible visio-linguistic
datasets. The dataset comprises Spanish and EhglishAmerica. This dataset opens the
door to various applications previously inaccessibing to a lack of public datasets.
Multilingual picture-based search engines basedood and drink samples, and improved
food image embeddings. Fast grocery delivery inkéurwas introduced by Getir in 2015,
one of the earliest g-commerce grocery shops [ABpther g-commerce shop, Spanish
Glovo [14], was founded in 2015 and is presentlvadn 21 countries. Delivery Hero [15],

a worldwide retailer, began using g-commerce inR2@hd has invested extensively in
expanding its platform to include local stores adlwas constructing Delivery Hero-owned
local warehouses, dubbed Dmarts, around the USitatks. There are two major differences
between Q-commerce grocery businesses and traalitioocery stores. Their lack of a brick-
and-mortar storefront is the first thing to notéey offer apps for smartphones and tablets.
Orders may be placed using the app, and custoraarrack the progress of their purchases
at any given time. Secondly, their biggest diff@ers in the time they take to complete their
tasks. According to Nierynck [16], "g-commerce” aef to the next-generation of e-
commerce, which is all about speed. Customers raathgusands of daily products from Q-
commerce grocery stores within minutes of placingeder. They deliver hundreds of often
purchased items including milk, yogurt, bread, egd®ocolate, chips, drinks, fruits and
vegetables, baby diapers, shampoos and soaps,rdatsdland deodorant creams, cat and dog
food and batteries to their customers' homes iruteg These shops.Because of their ease of
use, these products quickly spread across the maf&eng, tech-savvy shoppers choose Q-
commerce grocery stores because they can saveatioheavoid the hassles of traditional
brick-and-mortar stores. It is anticipated by Lari$jé] that the worldwide market for Q-
commerce would reach around 448 billion Euros e by the year 2030. Q-commerce
presents a substantial opportunity for future espam As a consequence, there is a need for
greater research into g-commerce merchants.

Copyright © 2022 Authors Page | 253



Futuristic Trends in Managem
ISBN: 978-93-95632-91-1
IIP Proceedings, Volume 2, Book 5, PaiChapter 2
IMPACT OF COVID 19 ON ADOPTION ORUICK COMMERCE

Il. TRADITIONAL E- COMMERCE VS Q- COMMERCE

The speed of gommerce is a significant advantage over more &@E-commerce
methods. Costutting is a top objective in nventional business modecorporations must
handle enormous numbers of items, store them inMaigghouses, and optimize their lo
Companies in ggommerce deploy mic-hubs and depend on couriers specializing ir-
mile deliveries since delivery time is a major cemc for consumerswhen making
purchasing choices. The aemand economy and the ability to make quick dekgehave
fuelled the rise of ggommerce, which is driven by urban lives, small ifeas, and an agin
population. In addition to speed, convenience, isteiscy, friendliness, and human tou
the most important characteristics of the customwgoerience have been recczed as
friendliness, human touch, and consistency. For riost part, customer satisfaction
measured by how well a product or service meetethaterie

Table 1: E- Commerce Vs Q- Commerce

Brick-and-mortar E-Commerce Q-Commerce
Supermarkets
Way of shopping | In-store self-service | Online order and Online order and
delivery withina few | delivery within one
days hour
Method of delivery | Delivery truck Delivery truck Two-wheeled
vehicle
Presence Megastore Mega warchouse Small local store or
micro-hub
Target customers | Three or more people | Three or more people | Single-person and
households households two people
households
Customer Price sensitive and Price sensitive and Time-sensitive and
preferences discount matters discount matters speed matters

However, the growth of-commerce has the same obstacles as ur-commerce
distribution, such as limited volumes, high repiiment frequency, complicated delive
locations, low stock levels, and timely deliverie€onsequently, corporations he
implemented novel urban logistics strategies to minintiee number of cars as well as
number of trips and failed deliveries such as loskepickup locations and mobile
warehouses.

l1l. INDIAN SCENARIO

There has never been a betime to start a digital consumer company in Indiani
now. From its present size of $0.3 billion, the India-commerce industry is expected
increase by a factor of 10 to 15 by 2025, reachinglue of $5 billion. This is the first tin
that people ofall ages and geographic locations have taken useteiet shopping for
wide variety of goods, including daily necessiti€®nsumers who had previously relied
local kirana shops to purchase groceries and athrerenience products now shop onl E-
grocery platforms are expected to reach 130 milbaiine transacting households by 2(
(those who have used or are likely to utiliz-grocery platforms) according to a previc
report byRedSeer Consultii [18], grocery purchases are common in It for items in the
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home cleaning and personal care categories. Asudt,r€-commerce businesses now h;
an excellent opportunity to expand their marketshalthough online grocery penetration
the nation is still in the low single digits, thisesints a huge possibility for developme

In decreasing order, the following play [19] are on their way to succe
Both Zomato and Swiggy, which provide shopping and meal delivery servidesve vas
fleets that are wellised. To retain consumers, t give membership advantages to tt
client base.

Ex-Grofers' warehousesBigBasket and Blinkit (formerly Grofers) were earl
adopters of warehouse expansion. In certain césese hubs may be converted into mo
hubs that connect to the dark stord¢work. Because of this, they have a smaller flefe
drivers compared to other food delivery servicks Bwiggy and Zomat

Figure 1: Delivery System

Data from Al platform Bobble showZepto has the fastest user growth (946 per:
within 90 days)Dunzo outperformed all other-commerce apps, including Zepto, in ter
of time spent on the app.

Even while groceries are still the primary emphasisapid delivery, this is likely t
change inthe near future due to the introduction of eleatenstationery, and medicin
products. Companies like Netmeds, Apollo ZandTata 1mg are participating in the mar

IV. Q-COMMERCE IN INDIA: WHERE ARE WE NOW?

Products like as grocery items and pet suppliesvels as stationery, statione
supplies, and electrical goods are all -suited to the Indian @ommerce market's curre
status. Some of these items don't even have thenopf being delivered in unr 30
minutes, but brands are pushing for this option aiidgo to great lengths to please th
customersOn the other hand, customeare more willing to accept lower delivery prices
exchange for faster delivery tim
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At the moment, the €@ ommercanodel can reach over 20 million Indian families
India, but that represents just 7% of the totalkegraccording to the RedS [18] research.
Q-development commerce's will be facilitated by tkeady rise of online consumables
India. Metro and tiet-cities are estimated to contribute about halfhed increase. A perfe
window has opened for Gommerce businesses to expand their reach and trsdrkee, a
hyperlocal delivery is becoming more commonpladkeaiathan an optional ext

In spite of the low penetration of home goods and eCommeiwe, ONDC [20]
initiative has the potential to alter this. Predgtyuoffline vendors irneighbourhoo kiranas
may now record both scheduled and unexpected cqtsumonline

India's grocery revenues via quick commerce
(In billions of dollars)
Forecast
5
4
3
2
1
0
2020
S e: Redsee

Figure 2: India’s Grocery Revenues Via Q- @mmerce

Last year, "quick commerce," as it is called logabecame the talk of the town
some of India's top entreprene [21] made strong advances into the supermarket del
business, which delivers products to doorstepssa than 20 minute

Swiggy, a food delivery business, has invested $milon in its Blinkit service,
while Zomato has invested $250 million in Blinkit service. Reliance Industries purcha:
25.8 percent of Dunzo for $200 million, a delivéiryn, while Zepto obtained a $360 millic
investment on its way to a $900 million value. képt, owned by Walmart, and BigBask
operated by Tata Group,dm's biggest online supermarket, are both expagnitieir marke
share.To compete with Amazon and Walmart's Flipkart, Wiaaglows shoppers to choo:
items from retailers within 10 kilometres of thdiomes, as well as those kept in Ic
fulfilment faalities. Additionally, Flipkart has launched FlipitaQuick, which promise
groceries delivery in 45 minutes and home applishaaobile phones, and fashi
accessories in 60 minutes.

V. CONCLUSION
Logistics and online grocery companies should kaepeye on the quick commer

market, but the expectations are likely to stabikt about 30 minutes or so. The-minute
approach, according to industry insiders, will beeoobsolete in the future. Tle is a
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consensus among business leaders and academic-ttmahmerce is unlikely to have a
significant impact on consumer behaviour in therskerm to make them willing to pay a
premium for faster delivery. They also believe thawill have little long-term impact on
consumer behaviour. It has been found in much efréisearch that there has been a rise in
traffic and accidents as a result of g-commerceef@¢ drivers are tasked with picking up
and delivering various items as quickly as feasi#&h so many people on the roads and in
businesses, there is an increase in traffic. Ameaging number of incidents on the road
might be blamed on irresponsible driving by truskevho are always racing against time to
meet their clients. Security on g-commerce websgestill a concern. Q-commerce is at a
disadvantage since people are afraid to submit tinedit card information because not every
software is as safe as it sounds. Every order l@aglanger of compromising the safety of
both drivers and customers. The g-commerce businiisteel the impact of even a single
incident that causes damage to a person. As at l@&s@-unique commerce's and efficient
solution, users may purchase food or other thimgk get them within an hour. Businesses
may reach a new target market by offering prodants services that are meant to be simple
for customers to use. In all its facets, g-comméa® both benefits and drawbacks. Personal
ties between driving agents and their customersbareg put at risk by the rise of Q-
commerce, as are companies that must work hardeeé their sales goals.
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