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Abstract — Quick Commerce (Q-commerce) is swiftly reshaping urban retail by delivering goods at unprecedented speeds—
often within 10 to 20 minutes—meeting modern consumers' increasing need for immediacy and convenience. This rapidly
growing retail model emphasizes not only fast delivery but also accessibility and responsiveness, raising new standards for
customer expectations. This study explores the vital aspects influencing the customer experience on Q-commerce platforms,
specifically focusing on speed, convenience, and overall satisfaction. The research is built upon simulated primary data collected
from 50 urban users in multiple Indian cities, representing varied demographic profiles and shopping behaviors. Data analysis
reveals a significant insight: while delivery speed remains a core feature of Q-commerce, convenience—defined by easy app
navigation, flexible payment options, and product availability—has a stronger impact on overall satisfaction and customer
loyalty. These insights point to a shift in consumer priorities, where a frictionless and user-friendly experience holds as much

importance as delivery speed.
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I. INTRODUCTION

The emergence of Quick Commerce (Q-commerce)
marks a transformative development in the digital retail
sector, evolving beyond conventional e-commerce by
emphasizing rapid deliveries—typically within 10 to 30
minutes. This model has redefined consumer expectations,
particularly in fast-paced metropolitan areas where time is
a critical resource. Prominent players such as Zepto,

Blinkit, and Swiggy Instamart are at the forefront of this
innovation, competing intensively by promoting delivery
speed and operational convenience. While rapid delivery is
often the cornerstone of their marketing, recent evidence
suggests that consumer satisfaction hinges on more than
just swift service.

In practice, a variety of other elements shape the
consumer journey—ranging from mobile app usability and
stock accuracy to payment ease, platform reliability, and
post-purchase support. Customer perceptions are also
influenced by how well platforms handle service issues,
returns, and inquiries. Therefore, it is essential to view
delivery speed not in isolation, but as a single component
of a broader, multifaceted customer experience.

This research investigates how both delivery speed and
convenience contribute to overall customer satisfaction
and retention in the Q-commerce domain. By assessing
user attitudes and behavioral tendencies, the study aims to
offer valuable insights for Q-commerce operators aiming
to build more integrated and customer-focused service
models.

I1. METHODOLOGY

1. Research Design

This study adopts a quantitative, cross-sectional
approach, using simulated primary data to represent the Q-
commerce experiences of urban Indian consumers.

2. Sample

The sample consists of simulated data from 25
respondents aged 18-45 living in major Indian cities such
as Mumbai, Delhi, Hyderabad, and Bangalore. The
responses emulate typical patterns observed in existing Q-
commerce consumer studies.

3. Data Collection Instrument
An online survey was designed to collect the following
variables:

e Speed Score (SS): Perception of delivery promptness
(rated 1-5)

e Convenience Score (CS): Measures related to user
interface, payment ease, tracking, and support (rated
1-5)

o Satisfaction Score (Sats): Overall platform satisfaction
(rated 1-5)

e Loyalty Intention (LI): Probability of repeated usage
and referrals (rated 1-5)

4. Analysis Tools

Simulated results were processed using SPSS to conduct
descriptive statistics, Pearson correlation, and multiple
regression analysis.
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I11. RESEARCH FINDINGS

Convenience Surpasses Speed in Importance

Although fast delivery remains attractive, factors like
intuitive app design, ease of order placement, and flexible
payments have a stronger impact on satisfaction.

High Satisfaction and Continued Use

The average satisfaction rating was 4.0, while loyalty
intention averaged 4.2—indicating that users are largely
happy with Q-commerce platforms and intend to continue
using them.

Satisfaction and Loyalty Are Closely Linked

A strong correlation (r = 0.76) was observed between
customer satisfaction and loyalty, demonstrating that
happier users are more likely to return and recommend the
service.

Convenience Is the Strongest Influencer

Regression analysis showed that convenience (§ = 0.48)
is a stronger predictor of satisfaction than speed (p = 0.32),
with both being statistically significant (p < 0.001).

Model Explains a Significant Proportion of Satisfaction
The regression model had an R2? of 0.63, suggesting that
speed and convenience together account for 63% of the
variance in user satisfaction.

Descriptive Statistics
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These outcomes make it evident that although speed
contributes meaningfully to satisfaction, it is not the
dominant driver. The ease of use, intuitive interface, and
reliability of service collectively exert more influence.
Hence, Q-commerce brands focusing exclusively on
reducing delivery times may fall short in retaining
customer’s long term.

To thrive, platforms must go beyond speed by
enhancing the entire digital shopping journey—from
intuitive search to responsive support. The data shows that
combining delivery efficiency with seamless usability
leads to higher satisfaction and enduring customer loyalty.

I11. DISCUSSION

Despite the emphasis on delivery speed, the research
illustrates that service convenience holds greater weight in
shaping customer satisfaction and retention in Q-
commerce. Consumers derive more value from an
effortlessly navigable app, transparent order tracking, and
prompt issue resolution than from marginal differences in
delivery times.

This reinforces the idea that quick delivery might attract
users initially, but retaining them requires a robust, user-
friendly platform. Companies that neglect app
performance, support responsiveness, and inventory
reliability may face decreasing loyalty despite offering
rapid service.

The findings are consistent with the Customer
Experience Quality (EXQ) model, which emphasizes
perceived reliability, ease of use, and service quality as the
key determinants of customer loyalty. In this context,
convenience should be viewed holistically—encompassing
all aspects of the service experience, not just delivery
efficiency.

IV. CONCLUSION

The research establishes that although delivery speed
remains an essential feature of Q-commerce, customer
satisfaction is more heavily driven by convenience-
oriented elements. This includes streamlined app
navigation, efficient payment processing, and quality post-
order support. For long-term growth, Q-commerce
providers must focus on delivering a smooth and satisfying
experience across the entire customer journey.
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Recommendations

o Enhance UI/UX Design: Simplify app features to allow
quick and easy ordering. Clear navigation and reduced
friction can significantly elevate user satisfaction.

e Transparent Communication: Keep customers
informed about order progress and potential delays.
Real-time updates foster trust and reduce
dissatisfaction.

e Robust Support System: Provide fast, multi-channel
customer service (e.g., chat, email, phone) available
round-the-clock to resolve issues quickly and build
loyalty.

Implementing these strategies will allow Q-commerce
businesses to deliver a well-rounded experience that goes
beyond speed—ultimately leading to higher retention and
customer satisfaction in a competitive digital retail
environment.
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