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Introduction  

 

In today's fast-paced digital era, consumer expectations are evolving rapidly, demanding not just convenience but also 

speed. Quick Commerce, often referred to as Q-Commerce, is a revolutionary business model that has emerged to 

address these demands. Unlike traditional e-commerce, which primarily focuses on scheduled deliveries that can take a 

few days, Q-Commerce is centered around ultra-fast delivery services, often fulfilling orders within minutes to a few 

hours. This model capitalizes on hyperlocal logistics, robust inventory management, and advanced technological 

frameworks to meet consumers' growing need for immediacy. 

 

Q-Commerce has gained immense popularity in metropolitan areas where consumers prefer instant access to groceries, 

daily essentials, pharmaceuticals, and even fashion items. The rise of this sector is driven by the increasing adoption of 

mobile applications and artificial intelligence-powered supply chain mechanisms. Companies operating in this space 

leverage strategically located micro-fulfillment centers, which help in reducing delivery times and improving customer 

satisfaction. Furthermore, businesses utilize data analytics to predict demand patterns and optimize inventory levels, 

ensuring that the most frequently ordered products are readily available. 

 

One of the primary advantages of Q-Commerce is its ability to enhance customer convenience. Traditional e-commerce 

often requires customers to plan their purchases ahead of time, whereas Q-Commerce allows consumers to place orders 

spontaneously, knowing that they will receive their products almost instantly. This service has proven particularly 

beneficial for urban dwellers who lead busy lives and may not have the time to visit physical stores. Additionally, it has 

played a significant role in emergency situations, such as delivering medical supplies during the COVID-19 pandemic, 

further solidifying its importance in modern retail. 

However, despite its numerous advantages, Q-Commerce also presents certain challenges. 

 

 The need for ultra-fast deliveries puts immense pressure on logistics and supply chain networks. Companies must 

invest heavily in technology, infrastructure, and workforce management to ensure seamless operations. Moreover, 

maintaining profitability can be challenging due to high operational costs, including wages for delivery personnel, 

warehouse maintenance, and last-mile delivery expenses. Regulatory and environmental concerns also arise, as the 

increased frequency of deliveries contributes to higher carbon emissions. To counteract this, companies are increasingly 

adopting electric vehicles and sustainable packaging solutions. 

 

The competitive landscape of Q-Commerce is constantly evolving, with established players such as Amazon, Uber Eats, 

and Instacart competing alongside emerging startups. These companies continuously innovate by integrating AI-driven 

route optimization, predictive analytics, and real-time tracking features to enhance customer experiences. Strategic 

partnerships with local vendors and businesses further strengthen their market presence, allowing them to cater to 
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diverse consumer needs efficiently. As the demand for instant deliveries continues to grow, investment in automation 

and drone technology is expected to shape the future of Q-Commerce, making it even more efficient and sustainable. 

Looking ahead, the future of Quick Commerce appears promising, with advancements in technology and logistics set to 

further refine the industry. As consumer behavior continues to shift towards instant gratification, businesses must focus 

on creating efficient, scalable, and environmentally responsible delivery solutions. While challenges such as operational 

costs and sustainability concerns persist, the continued evolution of Q-Commerce is expected to reshape global retail, 

making instant deliveries a norm rather than a luxury. The fusion of AI, data analytics, and innovative logistics solutions 

will be pivotal in ensuring that Q-Commerce remains a viable and profitable model in the long run. 

 

 

2. Research Objectives 

It is impossible to overstate the importance of return policies in fast commerce. Due to the quick development of online 

shopping, consumers now expect convenient return policies in addition to quick delivery. While a poorly designed 

return policy can result in discontent and lost customers, a well-structured policy can increase consumer trust, boost 

sales, and build brand loyalty. The following research goals are to investigate different facets of return policies and how 

they affect customer satisfaction, consumer behaviour, and business operations in the fast commerce sector. 

1.To analyze the role of return policies in influencing customer decisions in quick commerce 

In quick commerce, return policies are very important in influencing customer choices. Due to the inability to visually 

inspect objects before making a purchase, consumers frequently face uneasiness while making purchases online. 

Customers are reassured by a flexible and clear return policy since it lowers the perceived risk of online purchase. 

Customers are more inclined to buy a product if they are aware that they can return or exchange it if it does not live up 

to their expectations, according to studies. 

2. To identify the factors that make a return policy favorable or unfavorable to consumers 

A return policy can be a decisive factor in a customer’s purchasing decision. Various elements determine whether a 

return policy is perceived as favorable or unfavorable by consumers. One of the most critical factors is the return 
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window—longer return periods provide customers with flexibility and assurance, whereas shorter windows may create 

hesitation in purchase decisions. Similarly, free returns are highly attractive to customers, while restocking fees or return 

shipping charges can deter them from shopping with a particular platform. 

Another important factor is the ease of the return process. A streamlined return experience, such as simple online return 

requests, doorstep pickup services, and quick refunds, enhances customer satisfaction. On the other hand, complicated 

return procedures that require excessive documentation or visits to physical locations discourage customers from 

making repeat purchases. 

3. To understand the relationship between return flexibility and customer loyalty 

Return policy flexibility is a key driver of customer loyalty in quick commerce. Customers who experience hassle-free 

returns are more likely to trust a brand and make repeat purchases. Flexible return policies give consumers the 

confidence to shop more frequently, knowing that they have the option to return items if they are unsatisfactory. 

Research indicates that businesses offering generous return policies often witness higher customer retention rates. A 

customer-friendly return policy builds positive brand perception and encourages word-of-mouth recommendations. 

Conversely, rigid or restrictive return policies can lead to customer frustration, negative reviews, and decreased brand 

credibility. 

4. To explore challenges faced by quick commerce platforms in managing returns 

Despite the benefits of customer-friendly return policies, quick commerce platforms face numerous challenges in 

managing returns effectively. One of the biggest concerns is the financial burden of reverse logistics. Handling returned 

products involves costs related to transportation, restocking, repackaging, and potential product wastage. For perishable 

items, returns are particularly difficult to manage as they often cannot be resold. 

Another challenge is return fraud, where customers exploit return policies for personal gain. Common fraudulent 

practices include returning used or counterfeit products, claiming false defects, and abusing refund policies. Quick 

commerce companies must implement strict monitoring mechanisms to detect and prevent return fraud without 

negatively impacting genuine customers. 

Literature Review 

1. The impact of delivery times on consumer behavior has been extensively studied in traditional e-commerce, 

highlighting the importance of speed, accuracy, and cost (Heim & Kingshuk, 2001; Koufteros et al., 2014; Murfield et 

al., 2017). Quick commerce, an emerging sector of online-to-offline retail, intensifies these factors by promising near-

instant delivery, often within 15–30 minutes (Davalos & Levingston, 2022; Woo, 2022). Research indicates that quick 

commerce is particularly relevant for time-sensitive needs, such as grocery shopping and meal deliveries, where speed 

significantly enhances consumer utility (Coresight Research, 2021; Taylor, 2018). 

 

 

2. Ranjekar, Gauri, and Debjit Roy. "Rise of quick commerce in India: Business models and infrastructure 

requirements." Centre for Transportation and Logistics (2023). Quick commerce has gained significant traction due to 

various factors shaping modern consumer behavior. The COVID-19 pandemic played a major role by limiting public 

movement, pushing people toward online shopping for both essential and impulse purchases (Potdukhe et al., 2022). In 

densely populated cities, where apartments have limited storage space, consumers prefer buying items as needed rather 

than stocking up (Gai, 2022). The increasing number of single-person households has also contributed to the demand for 
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small, frequent purchases. What makes quick commerce appealing is the convenience it offers—customers can browse 

multiple options, track their orders in real time, and receive deliveries within minutes (Villa & Monzon, 2021). Unlike 

traditional e-commerce, which focuses on affordability and variety, quick commerce thrives on speed and instant 

gratification. As consumer expectations evolve, this next-generation shopping model continues to reshape urban retail 

and delivery systems (Chandhok, 2021). 

 

3. Rai, Heleen Buldeo, et al. "Dark stores in the City of Light: Geographical and transportation impacts of ‘quick 

commerce’in Paris." Research in Transportation Economics 100 (2023) Quick commerce has significantly reshaped 

food e-commerce, which was a relatively small market until the COVID-19 pandemic. With lockdowns restricting 

movement, more consumers turned to online grocery shopping, leading to a boom in food delivery services, especially 

those promising ultra-fast deliveries (Rai et al., 2023). These companies, offering groceries within 20 minutes or less, 

quickly gained popularity due to their speed and convenience. However, their rapid expansion has also drawn criticism 

from city officials and local communities. 

A major concern is the impact of quick commerce on urban life. The rise of "dark stores"—small warehouses set up in 

residential areas for faster deliveries—has led to complaints about increased noise, congestion, and disruption to 

neighborhoods. While the phenomenon has been widely discussed, there is still a lack of in-depth research on its long-

term effects on cities and transportation. As quick commerce grows, finding a balance between convenience and urban 

sustainability remains a challenge. 

 

4. The study by Kapoor et al. (2023) investigates the relationship between quick commerce service experience 

(QCSX) and customer loyalty using a moderated mediated framework. Grounded in the stimulus-organism-response (S-

O-R) theory, the research examines how app design, security assurance, and fulfillment positively impact loyalty, while 

service support shows no significant effect. Trust serves as a mediator, and electronic word-of-mouth (e-WOM) 

moderates this relationship. Using Structural Equation Modeling (SEM) and fuzzy set Qualitative Comparative Analysis 

(fsQCA), the study identifies key conditions influencing loyalty. These insights contribute to academic literature and 

offer practical strategies for improving customer retention in the quick commerce sector. 

 

5. Luna Sanchez, Pedro. "An analysis of the drivers of consumers' purchasing behavior in quick commerce 

platforms." (2024). Sanchez (2024) examines what drives consumer purchasing behavior on quick commerce platforms, 

using the Mobile Service Quality (M-SERVQUAL) and Technology Acceptance Model (TAM). Based on survey data 

from 120 users analyzed through Partial Least Squares-based Structural Equation Modeling (PLS-SEM), the study finds 

that factors like perceived usefulness, ease of use, interface quality, and information quality play a major role in 

influencing purchases. Interestingly, while interaction quality is connected to consumer behavior, its impact varies 

depending on user preferences. The research emphasizes that traditional m-commerce factors don’t always shape buying 

decisions, providing valuable insights for improving platform design and user engagement. 

 

6. Rau, Johanna, Lina Altenburg, and Alessandro Iuffmann Ghezzi. "How the quick commerce business model 

delivers convenience in online grocery retailing." Digital Marketing & eCommerce Conference. Cham: Springer Nature 

Switzerland, examine how the quick commerce business model enhances convenience in online grocery retailing and its 

disruptive impact on the market. Building on Haas’ retail business model framework, the study highlights that consumer 

convenience is the core driver of quick commerce success, extending beyond just fast delivery. Unlike traditional retail 

models that prioritize price competitiveness, quick commerce thrives on offering seamless, hassle-free shopping 

experiences. This shift challenges McNair’s (1958) "wheel of retailing" concept, as convenience becomes the key 

competitive advantage. The study provides valuable insights into the evolving nature of grocery retail in the digital age. 

 

7. Yang, Xuefei, Manuel Ostermeier, and Alexander Hübner. "Winning the race to customers with micro-

fulfillment centers: an approach for network planning in quick commerce." Central European Journal of Operations 

Research 32.2 (2024): 295-334. delve into how micro-fulfillment centers are shaping the logistics of quick commerce. 
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Since quick commerce is still a relatively new concept, most existing research has focused more on its rise as a retail 

model rather than on how orders are fulfilled. This study highlights the key challenge of designing a network where 

fulfillment locations are strategically placed to enable fast deliveries. Earlier studies have examined how stores can be 

integrated into fulfillment networks, looking at factors like setup costs, transportation expenses, and order processing 

efficiency (Aksen & Altinkemer, 2008; Ishfaq & Bajwa, 2019; Arslan et al., 2021). Other research has explored setting 

up regional fulfillment hubs and optimizing warehouse locations for efficient last-mile delivery (Pulido et al., 2015; 

Millstein & Campbell, 2018; Kang et al., 2022). However, unlike traditional e-commerce, which mainly prioritizes cost 

efficiency, quick commerce requires a balance between speed, fulfillment capacity, and customer demand in different 

locations. The study emphasizes the need for flexible fulfillment strategies and dynamic allocation systems to meet the 

high-speed delivery expectations of quick commerce customers. By focusing on these logistics challenges, this research 

adds valuable insights into optimizing fulfilment networks in this fast-growing sector. 

 

8. Hsiao, L., & Chen, Y. J. (2012). Returns policy and quality risk in e‐business. Production and Operations 

Management, 21(3), 489-503. Hsiao and Chen (2012) examine how returns policies, pricing strategies, and quality risks 

interact in e-commerce. They define quality risk as the chance that a product may be defective, mismatched, or different 

from what consumers expect. Their findings suggest that businesses only offer return options when high-end customers 

face significant inconvenience in returning products and when quality risk and valuation differences in the market are 

moderate. Interestingly, sellers dealing with higher quality risks may even provide refunds that exceed the selling price 

as part of a "satisfaction guaranteed" approach. On the other hand, sellers with lower quality risks may not always 

benefit from further reducing them. The study also challenges the assumption that lenient return policies indicate higher 

product quality, as restocking fees don’t always align with quality levels. Overall, the research provides key insights into 

how e-commerce businesses can design returns policies that balance customer satisfaction with profitability. 

 

Research Methodology  

1. Research Design 

This study employs a mixed-methods research approach to investigate the impact of return policies on customer buying 

behavior in Quick Commerce (Q-Commerce). The research integrates both qualitative and quantitative methods to 

provide a comprehensive understanding of customer perceptions, preferences, and the operational challenges faced by 

Q-Commerce platforms in managing returns. The study is exploratory in nature, aiming to identify key factors 

influencing return policy effectiveness and their correlation with customer satisfaction and loyalty. 

2. Research Approach 

A deductive research approach is used, guided by established theories and previous literature on e-commerce, customer 

behavior, and return policies. The study builds on frameworks such as the Technology Acceptance Model (TAM) and 

the Stimulus-Organism-Response (S-O-R) theory to analyze customer responses to return policies in Q-Commerce. 

3. Data Collection Methods 

The research utilizes both primary and secondary data sources: 

3.1 Primary Data Collection 

Primary data is collected using the following methods: 

http://www.ijsrem.com/


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

                           Volume: 09 Issue: 04 | April - 2025                             SJIF Rating: 8.586                                         ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                     DOI: 10.55041/IJSREM44688                                             |        Page 6 
 

• Survey Questionnaires: Structured online surveys are distributed to a sample of Q-Commerce customers. The 

questionnaire includes Likert-scale questions to measure factors such as return policy satisfaction, return ease, purchase 

frequency, and brand loyalty. 

• In-Depth Interviews: Semi-structured interviews with Q-Commerce business managers and logistics experts 

help gain insights into the operational challenges of return management. 

• Focus Groups: Discussions with frequent Q-Commerce users help explore consumer sentiment regarding 

return policies in a more nuanced manner. 

3.2 Secondary Data Collection 

• Academic Journals & Articles: Literature on e-commerce return policies, customer trust, and loyalty is 

reviewed. 

• Industry Reports & White Papers: Reports from consulting firms, e-commerce industry leaders, and market 

analysts are examined to understand current return policy trends. 

• Company Policies & Websites: Return policies of major Q-Commerce platforms (e.g., Blinkit, Zepto, and 

Swiggy Instamart) are analyzed to identify common practices and unique approaches. 

4. Sampling Method 

The study employs a non-probability purposive sampling technique, targeting respondents who have used Q-Commerce 

services. 

• Target Population: Urban consumers who frequently purchase groceries, pharmaceuticals, and daily essentials 

via Q-Commerce platforms. 

• Sample Size: A total of 300 survey participants and 15 in-depth interviewees (10 customers, 5 industry experts) 

are included to ensure a balanced perspective. 

• Sampling Criteria: Participants must have used a Q-Commerce platform at least three times in the past three 

months to ensure relevance. 

5. Data Analysis Methods 

A combination of quantitative and qualitative analytical techniques is used to interpret the collected data. 

5.1 Quantitative Analysis 

• Descriptive Statistics: Mean, median, and standard deviation analyses provide insights into customer 

satisfaction and return policy perceptions. 

• Inferential Statistics: Regression analysis and correlation tests assess the relationship between return policy 

flexibility and customer loyalty. 

• Structural Equation Modeling (SEM): Used to determine causal relationships between return policy attributes 

and consumer buying behavior. 

5.2 Qualitative Analysis 

• Thematic Analysis: Key themes emerging from interviews and focus groups are identified and categorized. 

• Sentiment Analysis: Customer reviews and feedback on Q-Commerce return policies are analyzed using 

natural language processing (NLP) tools. 
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6. Ethical Considerations 

• Informed Consent: All participants provide consent before participating in surveys or interviews. 

• Confidentiality: Personal data is anonymized to protect respondent identities. 

• Transparency: Participants are informed about the purpose of the study and their right to withdraw at any time. 

7. Limitations 

• Sample Bias: The study focuses on urban consumers and may not reflect the perspectives of rural users. 

• Self-Reporting Issues: Customer responses may be influenced by personal biases or memory recall limitations. 

• Evolving Industry Trends: The rapid changes in Q-Commerce may lead to shifts in return policies beyond the 

study’s scope. 

 

Data analysis  

 

 

The chart represents responses from 222 individuals about their preference in online shopping, specifically focusing on 

return policies versus price. 

Key Findings: 

• Dominant Preference for Clear Return Policies: A significant 94.1% of respondents prefer a seller who 

assures clear and easy return policies, even if it means paying a slightly higher price. 

• Minimal Preference for Lower Price Without Return Policy: Only a small fraction of respondents (implied 

to be 5.9% based on the remaining portion of the pie chart) prefer a seller who neglects the return policy but offers a 

slightly lower price. 

Interpretation: 

The data clearly indicates that consumers prioritize a reliable and hassle-free return policy over a marginal price 

reduction when shopping online. This suggests that: 
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• Trust and Security are Paramount: Shoppers are willing to pay a premium for the peace of mind that comes 

with knowing they can easily return an item if needed. 

• Return Policies as a Competitive Advantage: Online sellers who emphasize and streamline their return 

processes are likely to attract and retain more customers. 

 

 

Key Findings: 

• Majority Agree or Strongly Agree: A significant portion of respondents either "agree" (45.9%) or "strongly 

agree" (20.7%) with the statement, totaling 66.6% in favor of the return option despite the extra cost. 

• Significant Neutral Response: A notable 19.8% of respondents neither agreed nor disagreed, indicating a 

degree of uncertainty or perhaps a situational dependence on their decision. 

• Minority Disagree or Strongly Disagree: Only a small percentage of respondents disagreed (11.7%) or 

strongly disagreed (1.8%), totaling 13.5% who are against the return option with an extra delivery charge. 

Interpretation: 

The data suggests that a substantial majority of consumers are willing to pay an extra delivery charge for the 

ability to return items due to a "change of mind." This indicates: 

• Flexibility and Choice are Valued: Consumers appreciate the flexibility to change their minds without 

financial penalty, even if it means paying a small fee. 

• Potential for Increased Sales: Offering this return option could incentivize purchases and boost sales for 

online retailers. 

• Neutrality Reflects Uncertainty: The significant portion of neutral respondents highlights the complexity of 

consumer decision-making. Factors such as the product type, price, and individual circumstances might influence their 

willingness to pay for this return option. 

• Resistance from a Minority: While a smaller group, the respondents who disagree or strongly disagree likely 

prioritize cost-effectiveness and are less concerned about "change of mind" returns. 
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Interpretation  

1. Return Policies Build Customer Confidence – Since people can’t physically check products before buying in 

Q-Commerce, a good return policy helps ease their worries. Knowing they can return or exchange an item makes them 

more comfortable making a purchase. 

2. What Makes a Return Policy Attractive? – Longer return periods, free returns, and an easy process make 

customers happy and more likely to buy again. On the other hand, extra fees for returns or complicated steps can push 

them away. 

3. Flexible Returns Lead to Customer Loyalty – When returning a product is smooth and hassle-free, customers 

tend to stick with that brand. A positive return experience builds trust and often leads to repeat purchases and 

recommendations. 

4. Challenges in Handling Returns – Quick commerce businesses struggle with the costs of managing returns, 

especially with perishable items that can’t be resold. Return fraud, where people exploit the policy, is another major 

issue. 

5. Why Q-Commerce is So Popular – Convenience and speed drive quick commerce. Whether it’s groceries, 

last-minute essentials, or impulse buys, people love getting what they need almost instantly. 

6. The Environmental Impact – Frequent deliveries mean more carbon emissions. To counter this, companies are 

turning to electric vehicles and smarter delivery routes to reduce their footprint. 

7. Tech is the Game Changer – AI-powered inventory management, predictive analytics, and micro-fulfillment 

centers help businesses keep up with demand while ensuring customers get their orders on time. 

 

recommendations  

Enhance Return Policies for Better Customer Experience – Quick commerce businesses should focus on offering 

flexible return policies, such as extended return windows and free return shipping, to build customer confidence and 

increase satisfaction. 

1. Streamline the Return Process – Simplify the return process by enabling easy online return requests, offering 

doorstep pickups, and ensuring quick refunds. A hassle-free return experience can improve customer loyalty and 

encourage repeat purchases. 

2. Adopt Technology to Manage Returns Efficiently – Invest in advanced technology, such as AI-driven reverse 

logistics systems, to handle returns more effectively. This will help minimize costs, reduce waste, and prevent fraud. 

3. Leverage Data to Forecast Demand and Reduce Return Rates – Use data analytics to predict product 

demand more accurately, ensuring that popular products are stocked in micro-fulfillment centers, thus reducing the 

likelihood of excess stock and returns. 

4. Promote Sustainable Practices in Delivery and Returns – Implement environmentally friendly delivery 

options, such as electric vehicles, and explore sustainable packaging solutions to reduce the environmental impact of 

frequent deliveries. 

5. Focus on Customer Education About Return Policies – Clearly communicate return policies on platforms 

and apps to reduce confusion and ensure customers feel comfortable making purchases without worrying about returns. 

6. Monitor Return Fraud Vigilantly – Strengthen fraud detection systems to identify and prevent fraudulent 

returns without affecting genuine customers. This could involve using AI tools to detect patterns of abuse. 

7. Optimize Micro-Fulfillment Center Locations – Carefully select the locations of micro-fulfillment centers to 

ensure fast deliveries while considering the environmental impact of urban congestion. Balancing speed and 

sustainability will be key. 
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