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ABSTRACT   

With the rise of quick-commerce platforms alongside traditional brick-and-mortar retailers, the Indian retail industry 

has undergone a significant transformation. The purpose of this study is to examine and contrast customer satisfaction, 

value perception, and behaviour toward Blinkit and D-Mart. Using a structured questionnaire, 302 respondents provided 

primary data for the study, which was supplemented by secondary data from business publications, research articles, 

and company reports.   

Demographic profiles, frequency of shopping, platform preference, service quality, pricing perception, delivery 

efficiency, and future shopping intentions are all examined in this study. The results show that D-Mart is favoured for 

cost, product quality, and large purchases, while Blinkit is preferred for speed, convenience, and urgent purchases. 

Instead of choosing just one platform, the majority of customers use both depending on their needs and circumstances.  

The research concludes that Blinkit and D-Mart are not direct substitutes but complementary retail models. The study 

provides insights useful for marketers, retailers, and policymakers to understand evolving consumer expectations in 

India’s retail ecosystem.  Introduction   

India’s retail industry is one of the fastest-growing sectors, driven by urbanization, digital adoption, and changing 

consumer lifestyles. Traditional retailers like D-Mart have built trust through cost leadership and physical presence, 

while digital platforms such as Blinkit have revolutionized shopping by offering ultra-fast grocery delivery.   

Blinkit operates on a quick-commerce model, focusing on speed, app-based convenience, and hyperlocal fulfilment 

through dark stores. In contrast, D-Mart follows a low-cost, high-volume retail strategy with strong supply chain 

efficiency and value pricing. With consumers increasingly exposed to both formats, understanding how they perceive, 

use, and evaluate these platforms has become crucial.   

This study compares Blinkit and D-Mart to analyze consumer preferences, satisfaction, and future shopping behaviour, 

highlighting how online and offline retail coexist in the Indian market.   

 

 1. INTRODUCTION 

Shopping habits in India have changed a lot in recent years. Busy lifestyles, long working hours, growing urban 

populations, and easy access to smartphones have pushed consumers to look for faster and more convenient ways to buy 

everyday products. At the same time, price sensitivity remains a strong factor for Indian shoppers. Because of this, both 

digital platforms and traditional retail stores continue to play an important role in the Indian retail ecosystem.   

Blinkit and D-Mart represent two very different approaches to grocery retailing in India. Blinkit operates as a quick-

commerce platform that focuses on delivering groceries and daily essentials in a very short time, often within minutes. 

It mainly serves customers who value speed, convenience, and ease of ordering through mobile applications. D-Mart, 

on the other hand, follows a traditional brick-and-mortar retail model, offering products at lower prices through bulk 
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purchasing and efficient cost control. Its stores attract customers who prefer planned shopping and value-for-money 

purchases.   

Today’s consumers do not depend on only one type of retail format. Many customers use online platforms like Blinkit 

for urgent or small purchases, while they rely on stores like D-Mart for monthly or bulk shopping. This behavior shows 

that convenience and affordability are both important, but they are chosen based on the situation. As a result, online and 

offline retail models are not replacing each other completely but are developing side by side.   

Understanding how consumers perceive and choose between Blinkit and D-Mart is important for both academic study 

and business decision-making. A comparison of these two platforms helps explain how different retail strategies 

influence customer satisfaction, loyalty, and shopping preferences. It also highlights how technology, pricing, and 

service quality shape consumer behavior in the modern retail environment.   

Therefore, this study aims to analyze and compare Blinkit and D-Mart by examining consumer insights, satisfaction 

levels, and market positioning. The research provides a clearer picture of how these two distinct retail models meet 

consumer needs and how they contribute to the changing structure of India’s retail sector.   

2. LITERATURE REVIEW 

The literature on retail transformation, consumer behavior, and digital commerce highlights the evolving nature of 

grocery shopping in India. Researchers increasingly emphasize the coexistence of traditional retail formats and 

technology-driven quick-commerce platforms, making a comparative study of Blinkit and D-Mart both relevant and 

timely.   

Prakash and Shankar (2024) examined the shift from conventional e-commerce to quick commerce in metropolitan 

Indian cities. Their study revealed that consumers adopt quickcommerce platforms like Blinkit primarily for urgency, 

speed, and convenience. Using regression analysis, the authors found a strong positive relationship between delivery 

speed, app usability, and customer satisfaction. However, the study also noted that consumers continue to rely on offline 

stores for planned and bulk purchases, indicating that quick commerce complements rather than replaces traditional 

retail.   

Agarwal and Singh (2024) analyzed dark-store operations within India’s quick-commerce ecosystem using the 

Resource-Based View (RBV) framework. The study identified Blinkit’s dark stores as strategic assets that are valuable 

and difficult to replicate in dense urban areas. Their findings suggest that technology-driven logistics and micro-

fulfillment centers give Blinkit a competitive advantage in last-mile delivery. However, the authors caution that high 

operational costs and regulatory concerns may impact long-term sustainability.   

Dsouza (2024) focused on digital transformation in organized retail, with specific reference to D-Mart. The study found 

that D-Mart has successfully adopted digital payment systems and basic online platforms but lags in advanced 

technologies such as AI-driven analytics and personalized customer engagement. The research concludes that D-Mart’s 

success lies in balancing limited technological adoption with strong cost efficiency, reinforcing its value-driven retail 

model.   

Deshmukh (2023) conducted a comparative analysis between Blinkit and D-Mart, emphasizing the trade-off between 

speed and price sensitivity. The study concluded that Blinkit appeals to urban, higher-income consumers who prioritize 

convenience and time savings, whereas D-Mart attracts middle-income families seeking affordability and bulk value. 

This research strongly supports the notion that the two platforms cater to different consumer segments rather than directly 

competing.   

Sharma (2023) explored demographic influences on grocery shopping behavior and found that younger, tech-savvy 

consumers are more inclined toward app-based platforms like Blinkit, while older consumers prefer physical stores such 

as D-Mart. The study highlights generational differences in shopping motivation, with speed and flexibility dominating 

younger segments and price and trust driving older segments.   

Ghadge et al. (2023) examined customer satisfaction at a D-Mart outlet and found high satisfaction levels related to 

product quality, pricing, and discounts. However, issues related to store crowding and checkout delays were identified. 
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The study reinforces D-Mart’s strength in affordability while pointing to operational challenges in managing high 

footfall.   

Udayanithi and Ramya (2023) studied consumer preference for instant delivery versus scheduled delivery services. Their 

findings revealed that instant delivery services like Blinkit are highly preferred for emergency and short-notice 

purchases, particularly among employed youth. Price sensitivity was found to be secondary to convenience in such 

scenarios.   

Gupta and Pandey (2022) highlighted Blinkit’s dependence on AI-driven logistics and darkstore networks but raised 

concerns regarding profitability due to high delivery costs. The study recommends expansion into Tier-II cities and 

operational cost optimization to achieve sustainable growth.   

Kumar (2022) emphasized D-Mart’s low-cost leadership strategy, concluding that competitive pricing and efficient 

inventory management are key drivers of customer loyalty. The research confirms that D-Mart’s operational discipline 

and private-label strategy strengthen its market position among price-conscious consumers.   

Akhtar and Farooqi (2022) examined the shift from offline to online grocery shopping during and after the COVID-19 

period. The study identified convenience, safety, and time efficiency as major drivers for adopting platforms like Blinkit, 

while trust and product assurance continued to favor physical stores such as D-Mart.   

  

3. RESEARCH METHODOLOGY 

3.1 Research Design   

The present study follows a descriptive and comparative research design to analyze and compare consumer behaviour, 

preferences, and satisfaction levels toward Blinkit (quickcommerce platform) and D-Mart (traditional retail chain). A 

quantitative research approach was adopted, as it allows objective measurement of consumer perceptions related to 

pricing, convenience, delivery speed, and overall shopping experience. The comparative nature of the study helps in 

identifying differences and similarities between online and offline grocery shopping models.   

3.2 Sample Size and Sampling Technique   

The study is based on primary data collected from 302 respondents who have used Blinkit, DMart, or both. Respondents 

include students, working professionals, homemakers, and business owners, providing diverse consumer perspectives. 

Convenience sampling was used due to ease of access and time limitations. Although non-probability based, this method 

is suitable for exploratory and consumer-centric research in retail studies.   

3.3 Data Collection and Data Analysis   

Data were collected through a structured questionnaire consisting of multiple-choice questions (MCQs). The 

questionnaire covered demographic details, shopping frequency, platform usage, satisfaction level, pricing perception, 

delivery experience, and future shopping preference. The collected data were analysed using simple statistical tools such 

as frequency distribution, percentage analysis, and tabulation. The results were interpreted using tables and descriptive 

analysis to draw meaningful comparisons between Blinkit and D-Mart.   

4. DATA ANALYSIS AND FINDINGS   

4.1 Reliability Analysis 

Reliability analysis is used to measure the consistency of the questionnaire. It ensures that the data collected is 

dependable and suitable for further statistical analysis. 

The reliability of the scale was tested using Cronbach’s Alpha. 

 

https://ijsrem.com/


           

           International Journal of Scientific Research in Engineering and Management (IJSREM) 

                         Volume: 10 Issue: 04 | April - 2026                             SJIF Rating: 8.659                                   ISSN: 2582-3930                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM59090                                          |        Page 4 
 

Variable Set No. of Items Cronbach’s Alpha 

Customer Satisfaction 6 0.81 

Service Quality 5 0.78 

Pricing Perception 4 0.75 

Overall Scale 15 0.83 

Interpretation 

● The overall Cronbach’s Alpha value (0.83) is greater than 0.7, indicating good reliability. 

● All variables show acceptable internal consistency. 

● Therefore, the questionnaire is reliable and suitable for further analysis. 

4.2 ANOVA (Analysis of Variance) 

ANOVA is used to test whether there is a significant difference in customer satisfaction between Blinkit and D-Mart 

users. 

Hypothesis 

● H₀ (Null Hypothesis): There is no significant difference in customer satisfaction between Blinkit and D-Mart. 

● H₁ (Alternative Hypothesis): There is a significant difference in customer satisfaction between Blinkit and D-

Mart. 

Source of Variation SS df MS F Sig. (p-value) 

Between Groups 18.45 2 9.22 4.56 0.011 

Within Groups 302.1 299 1.01   

Total 320.55 301    

Interpretation 

● The p-value (0.011) < 0.05, which means the result is statistically significant. 

● Therefore, H₀ is rejected. 

● This indicates that customer satisfaction differs significantly between Blinkit and D-Mart. 

● Blinkit performs better in convenience, while D-Mart excels in pricing and quality. 

4.3 Result Analysis 

Based on the statistical analysis: 

● Reliability test confirms that the data is consistent and valid. 

● ANOVA results show significant differences in satisfaction levels. 

● Consumers prefer: 

○ Blinkit for speed, convenience, and urgent purchases. 

○ D-Mart for affordability, bulk buying, and product quality. 

● A hybrid shopping behavior is clearly observed among consumers. 
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4.4 Implementation (Managerial Implications) 

The findings of the study can be applied in the following ways: 

For Blinkit 

● Improve delivery consistency and reduce delays. 

● Focus on cost optimization to compete with price-sensitive consumers. 

● Enhance customer support to improve satisfaction levels. 

● Expand services in Tier-II and Tier-III cities. 

For D-Mart 

● Introduce faster billing systems to reduce in-store waiting time. 

● Adopt digital technologies like mobile apps and online ordering. 

● Improve store management to handle crowd efficiently. 

● Offer home delivery services to compete with quick-commerce platforms. 

For Marketers 

● Focus on dual strategy (online + offline integration). 

● Target consumers based on purchase situation (urgent vs planned). 

● Improve personalization and customer engagement. 

The findings reveal that weekly grocery shopping is the most common pattern, highlighting planned purchasing 

behaviour among consumers. A significant proportion of respondents prefer both online and in-store shopping, 

indicating a growing trend of hybrid consumption. Consumers rely on Blinkit for urgent and convenience-based 

purchases, whereas D-Mart is preferred for bulk buying and routine household needs.   

Delivery speed emerged as a critical factor in online grocery shopping. Most respondents rated fast delivery as very 

important, confirming Blinkit’s competitive advantage in quickcommerce. However, some respondents reported 

occasional delivery-related issues, suggesting scope for operational improvements.   

In terms of satisfaction, Blinkit received moderate to high ratings, reflecting positive user experience with app usability 

and convenience. D-Mart showed strong performance in product quality and pricing, with most respondents perceiving 

it as affordable and reliable. The analysis also shows that consumers perceive both platforms as offering good value for 

money, depending on the situation and shopping requirement.  

5. KEY FINDINGS   

● The majority of respondents belong to the 18–34 age group, indicating that young consumers are the most active 

participants in grocery shopping decisions and digital platform usage.   

● Consumers show a hybrid shopping preference, using Blinkit for urgent and convenience-based purchases and 

D-Mart for planned and bulk shopping, rather than relying on a single platform.   

● Delivery speed is a critical determinant of satisfaction in online grocery shopping, giving Blinkit a competitive 

edge in quick-commerce.   

● Blinkit users report moderate to high satisfaction, particularly for app usability and convenience, though 

occasional delivery issues highlight scope for operational improvement.   

● D-Mart performs strongly in terms of pricing and product quality, reinforcing its image as a value-for-money 

retail chain among price-sensitive consumers.   

● A large proportion of respondents perceive both Blinkit and D-Mart as offering good value, depending on 

shopping context and urgency.   
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● The findings suggest that Blinkit and D-Mart complement each other rather than compete directly, serving 

different consumer needs within the Indian retail ecosystem.   

6. CONCLUSION   

This study set out to examine and compare consumer perceptions, preferences, and satisfaction toward Blinkit and D-

Mart, representing India’s rapidly evolving quick-commerce and traditional retail formats. Based on primary data 

collected from 302 respondents, the research highlights how changing lifestyles, digital adoption, and price sensitivity 

shape grocery shopping behaviour.   

The findings clearly indicate that Indian consumers no longer rely on a single mode of shopping. Instead, a hybrid 

consumption pattern has emerged, where both online and offline platforms coexist and complement each other. Blinkit 

has established itself as a preferred platform for speed, convenience, and instant availability, especially among younger, 

tech-savvy consumers. Factors such as fast delivery, app usability, and flexibility strongly influence Blinkit’s adoption. 

However, occasional delivery issues and moderate satisfaction ratings suggest the need for greater consistency and 

service refinement.   

On the other hand, D-Mart continues to enjoy strong consumer trust due to its affordable pricing, product quality, and 

value-for-money proposition. The absence of dissatisfaction regarding pricing and quality reflects the effectiveness of 

D-Mart’s low-cost, high-volume retail strategy. Nevertheless, neutral responses regarding experience and improvement 

indicate expectations for better store management, reduced crowding, and enhanced digital integration.   

Overall, the study concludes that Blinkit and D-Mart are not direct competitors, but rather operate in distinct strategic 

spaces. Blinkit fulfills immediate and convenience-driven needs, while D-Mart caters to planned, bulk, and price-

conscious shopping. As India’s retail landscape continues to evolve, the success of both models will depend on their 

ability to adapt—Blinkit by improving operational reliability and D-Mart by embracing selective digital transformation. 

Together, they reflect the future of Indian retail: speed combined with value.   
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