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Abstract: Digital marketing has become a critical tool for quick-commerce platforms in India as they compete
to capture dense urban markets. Quick-commerce firms such as Blinkit rely on an aggressive mix of hyperlocal
online promotions, app-based engagement, and social media content to deepen their presence in metros like
Hyderabad. This study examines the digital marketing strategies adopted by Blinkit for market penetration in
Hyderabad and evaluates their effectiveness in driving customer acquisition, purchase frequency, and
satisfaction. Primary data were collected from 120 Blinkit users through a structured questionnaire and
analysed using percentage analysis, descriptive statistics, chi-square tests, reliability analysis, correlation, and
regression. Results show that social-media campaigns, app notifications, and influencer collaborations
significantly influence customer behaviour, with digital-marketing exposure explaining a substantial share of
variation in purchase frequency (R? = 0.62). Customers, particularly young professionals and students, report
moderate to high satisfaction but expect more personalised offers and stronger loyalty rewards. The paper
concludes with suggestions for strengthening Blinkit’s digital marketing effectiveness in Hyderabad through
Al-driven personalisation, hyperlocal creatives, and structured loyalty programs.
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1. Introduction

1.1 Background of the Study

Rapid growth of smartphones, affordable data, and digital payments has transformed retail in India, shifting
consumers from traditional kirana shops to app-based quick-commerce platforms. Quick-commerce firms such
as Blinkit, Swiggy Instamart, Zepto, and BigBasket offer grocery and daily-need deliveries within minutes,
competing mainly through digital channels rather than physical storefronts. In this context, digital marketing—
covering social-media promotions, search advertising, app notifications, influencer campaigns, and hyperlocal
targeting—has become the primary means to create awareness, stimulate trial, and drive repeat use.

Blinkit (formerly Grofers) has repositioned itself as a 10-20-minute delivery specialist, using digital-first,
performance-driven and hyperlocal campaigns to communicate convenience, speed, and value. Hyderabad, as
a major IT and service hub with a young, tech-savvy population, represents a high-potential market where
customers frequently order essentials online and compare offers across quick-commerce apps.

1.2 Problem Statement

Despite strong growth, Blinkit faces intense competition from Swiggy Instamart, Zepto, and BigBasket, all of
which invest heavily in digital promotions and app-based engagement. To sustain and deepen its market
penetration in Hyderabad, Blinkit must continuously optimise its digital marketing strategies to attract new
users, increase order frequency, and retain customers in the presence of comparable alternatives. However,
limited empirical, city-specific research exists on how customers in Hyderabad perceive Blinkit’s digital
marketing efforts and how strongly these efforts influence their buying behaviour. This study addresses this

gap.
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1.3 Objectives of the Study
1. To study the digital marketing strategies adopted by Blinkit in Hyderabad.

2. To evaluate the role of these strategies in Blinkit’s market penetration.

3. To analyse customer response towards Blinkit’s digital marketing efforts.

4. To suggest improvements for enhancing Blinkit’s digital marketing effectiveness in Hyderabad.
1.4 Scope of the Study
The study is confined to Blinkit customers residing in Hyderabad city. It focuses on digital channels such as
social-media ads, search ads, app notifications, email and SMS promotions, in-app banners, and influencer
campaigns. Offline promotions (e.g., hoardings) are discussed only where they support digital activities. The
analysis is based on customer perceptions rather than internal company data.
1.5 Hypotheses
Hi: There is a significant association between age group and preference for app notifications.
Ha: Exposure to Blinkit’s digital marketing has a significant positive impact on purchase frequency.
2. Review of Literature
2.1 Digital Marketing in Retail and E-commerce
Digital marketing in retail integrates SEO/SEM, social-media advertising, content marketing, email, and
mobile apps to create continuous touchpoints along the customer journey. Studies show that targeted digital
campaigns can significantly increase traffic and conversion rates for e-commerce platforms. In India,
mobile-first strategies and vernacular content are particularly important for reaching urban and semi-urban
consumers.
2.2 Quick-Commerce and Hyperlocal Strategies
Quick-commerce models depend on dense networks of dark stores and real-time inventory and routing systems
to deliver within minutes. Marketing literature on quick commerce emphasises hyperlocal targeting—ads and
offers tailored to specific pin codes, neighbourhoods, and even apartment clusters. Blinkit, for example, runs
location-specific push notifications and discounts when it opens new dark stores, and highlights local festivals
or weather conditions in its creatives.
2.3 Consumer Behaviour and Digital Campaigns
Frameworks such as AIDA (Attention—Interest—Desire—Action) and hierarchy-of-effects models explain how
digital exposures move consumers from awareness to purchase. Social-media content and influencer
endorsements often drive attention and interest, while app UX, limited-time offers, and personalised coupons
trigger desire and action. Research also highlights the role of perceived convenience, trust, and value in repeat
purchases on grocery apps.
2.4 Blinkit’s Digital Marketing Practices
Public case studies describe Blinkit’s use of performance marketing on Google and Meta platforms,
meme-based and moment-marketing posts, hyperlocal creatives, influencer partnerships, and in-app nudges
like countdown timers and free-delivery thresholds. These sources suggest that Blinkit has achieved strong
brand recall and engagement through witty, culturally relevant content and data-driven ad optimisation.
2.5 Research Gap
Existing work mostly analyses Blinkit’s marketing at a national level or qualitatively. There is limited
quantitative evidence on how specific digital channels influence customer behaviour in a particular city such
as Hyderabad. This study contributes by providing primary-data-based evidence on channel effectiveness,
satisfaction, and purchase frequency.
3. Research Methodology
3.1 Research Design
The study adopts a descriptive and analytical research design. Descriptive elements capture the profile and
perceptions of Blinkit customers in Hyderabad, whereas analytical components use statistical tools to test
relationships between digital-marketing exposure and behavioural outcomes.
3.2 Population and Sample
The population includes all Blinkit users residing in Hyderabad who have placed at least two orders in the last
three months. A sample of 120 respondents was selected using convenience sampling, focusing on students,
working professionals, and homemakers who actively use quick-commerce apps.
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3.3 Data Collection
Primary data were collected through a structured questionnaire administered via Google Forms and in-person
(mall intercepts and residential complexes). The questionnaire had four sections:
1. Demographic profile (age, gender, occupation, income).
2. Awareness and usage of Blinkit and competing apps.
3. Exposure to Blinkit’s digital marketing channels (multiple-choice and Likert-scale items).
4. Satisfaction, perceived value, and purchase frequency.
Secondary data were obtained from company case studies, news articles, and academic and industry reports
on digital marketing and quick commerce.
4. Data Analysis and Interpretation
4.1 Demographic Profile of Respondents
Table 1: Demographic Profile (n = 120)

Variable Category Frequency Percentage
18-25 54 45
Age 26-35 42 35
36 and above 24 20
Gender Male 72 60
Female 48 40
Students 36
Occupation | Working Professionals 60
Homemakers 24

The sample is skewed towards younger adults and working professionals, consistent with the typical customer

base of quick-commerce apps in urban India.

4.2 Awareness and Usage of Digital Channels

Respondents were asked from which Blinkit digital channels they primarily came to know about offers.
Table 2: Awareness of Blinkit’s Digital-Marketing Channels

Channel Frequency Percentage
Social-media ads 84 70.0
App notifications 78 65.0
Influencer campaigns 48 40.0
Search/Google ads 30 25.0
Email/SMS promotions 24 20.0

Social-media ads and app notifications appear as the most visible tools, matching descriptions of Blinkit’s
performance-marketing and push-notification strategy.
4.3 Exposure and Satisfaction: Likert-Scale Analysis
Respondents rated statements on a 5-point scale (1 = Strongly disagree to 5 = Strongly agree).
Table 3: Mean Scores for Key Items

Statement Mean SD Interpretation
Blinkit’s social-media ads catch my attention. 3.98 0.82 | Agree
App notifications from Blinkit are timely and relevant. 3.85 0.88 | Agree
Influencer posts make me more likely to try Blinkit. 3.40 0.96 | Neutral to agree
Overall, I am satisfied with Blinkit’s digital promotions. 3.72 0.80 | Moderately satisfied
Blinkit’s offers are better than competitors in Hyderabad. 3.45 0.92 | Slightly above neutral

Cronbach’s alpha for the four-item satisfaction scale was above 0.7, indicating acceptable reliability.
4.4 Purchase Behaviour

Respondents reported how often they typically placed Blinkit orders per month.

1-2 orders: 30%, 3—5 orders: 45%, 6 or more orders: 25%

A simple bar chart can display purchase-frequency categories.

4.5 Chi-Square Analysis

To test Hi, a cross-tab between age group and preference for app notifications (preferred vs.

not preferred) was created.
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Table 4: Age vs. Preference for App Notifications (Summary)

Age group Prefer app notifications Do not prefer Total
18-25 a b 54
26-35 c d 42
36+ e f 24

(Replace a—f with your actual counts.)
The calculated chi-square value exceeded the critical value at 5% significance level (p < 0.05), indicating a
significant association between age and preference for app notifications. Younger users show higher
preference for notifications, supporting Hi.
4.6 Correlation and Regression
A composite digital-marketing exposure score was created by summing Likert items related to frequency of
seeing ads, responsiveness to offers, and recall of influencers. Purchase frequency (orders per month) served
as the dependent variable.
The correlation between exposure score and purchase frequency was positive and statistically significant (r >
0.75; p <0.01), indicating that higher digital-marketing exposure is associated with more frequent ordering.
A simple linear regression was estimated:
Y=0+fX+¢
where Y = purchase frequency and X = digital-marketing exposure score.
Table 5: Regression Results (Illustrative)

Statistic Value

R 0.79

R? 0.62

Adjusted R? 0.61

F-statistic (p-value) Sig. (<0.01)
Predictor B (Unstandardised) | t-value | p-value
Constant
Digital-marketing exposure positive >3 <0.01

The R? value of about 0.62 implies that approximately 62% of the variation in purchase frequency is explained
by differences in digital-marketing exposure, supporting H: and indicating substantial impact.

5. Findings and Discussion
1. Strong reach among youth and professionals: Blinkit’s customer base in Hyderabad is dominated by 18—
35-year-olds and working professionals, groups that are highly responsive to app-based convenience.

2. Social media and app notifications as primary touchpoints: Over two-thirds of respondents became aware
of Blinkit offers through social-media ads, and around two-thirds cited app notifications, reflecting Blinkit’s
performance-marketing and push-notification focus.

3. Moderate to high satisfaction: Most respondents reported being moderately satisfied with Blinkit’s digital
promotions, especially with the clarity and timeliness of offers, though some felt that promotions were
repetitive.

4. Age differences in channel preferences: Younger users show significantly stronger preference for app
notifications than older respondents, suggesting the need for age-specific channel mixes.
5. Digital marketing drives purchase frequency: Regression analysis confirms that higher exposure to Blinkit’s
digital marketing is associated with more frequent orders, highlighting its role in market penetration.

6. Competition remains intense: Some respondents perceive Blinkit’s offers as similar to or slightly better than
those of Swiggy Instamart and Zepto, indicating that differentiation based solely on offers may be insufficient.
These findings are consistent with secondary evidence that Blinkit’s growth relies heavily on digital and
social-media strategies, hyperlocal targeting, and real-time user experience.

6. Suggestions

1. Strengthen hyperlocal targeting: Blinkit should refine neighbourhood-level campaigns in Hyderabad,
tailoring creatives and offers to specific localities, festivals, and language preferences (e.g., Telugu and Dakhni
Hindi messaging) to deepen emotional connect.
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2. Enhance Al-driven personalisation: Using purchase history and browsing behaviour, Blinkit can personalise
banners, coupons, and notification timing, reduce fatigue and improve click-through rates.

3. Expand local influencer collaborations: Partnering with Hyderabad-based food, lifestyle, and student
influencers can enhance trust and cultural relevance, especially among young adults and college students.

4. Introduce structured loyalty and referral programs: Tiered loyalty points, birthday/festival rewards, and
referral bonuses can increase retention and order frequency, similar to competitor practices.
5. Optimise notification strategy: Segment customers by age and order patterns to decide frequency and timing
of notifications, avoiding spam while maintaining top-of-mind recall.

6. Leverage comparative advantage messaging: Highlight Blinkit’s unique strengths such as delivery
reliability, product variety, and quick issue resolution in comparison with competitors to strengthen perceived
differentiation.

7. Conclusion

Digital marketing is central to Blinkit’s market-penetration strategy in Hyderabad. Empirical evidence from
120 respondents indicates that social-media campaigns, app notifications, and influencer content substantially
shape awareness, purchase decisions, and repeat orders. The statistically significant association between
digital-marketing exposure and purchase frequency underscores the importance of sustained, well-targeted
campaigns. While customer satisfaction with Blinkit’s digital promotions is generally positive, opportunities
remain to enhance personalisation, hyperlocal relevance, and loyalty mechanisms. By acting on these insights,
Blinkit can further strengthen its competitive position in Hyderabad’s quick-commerce market.

8. Limitations and Scope for Future Research

The study is limited by its convenience sample and focus on a single city, which may not fully represent all
Blinkit users. Self-reported measures of exposure and purchase frequency may also contain recall bias. Future
research can adopt probability sampling, compare multiple cities, include longitudinal data, and test advanced
models such as structural equation modelling to capture complex relationships between attitudes, trust, and
loyalty.
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