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Abstract

The Rapid Growth Of Quick Commerce (Q-Commerce) Has Significantly
Changed The Way Consumers Purchase Everyday Products By Combining Digital
Technology, Ultra-Fast Delivery, And Convenience-Oriented Services. This
Transformation Has Shifted Consumer Purchasing Behaviour From Planned Shopping
To More Immediate And Spontaneous Buying Decisions. This Study Aims To Analyse
The Psychological Factors Influencing Instant Shopping Behaviour In The Quick
Commerce Environment, With A Particular Focus On Impulse Buying, Instant
Gratification, Perceived Convenience, Trust, Time Pressure, And Digital Engagement.
The Study Is Based Exclusively On Secondary Data And Adopts An Analytical
Review Approach By Critically Examining Peer-Reviewed Journal Articles, Books,
Industry Reports, And Other Credible Academic Sources. The Collected Literature Is
Systematically Analysed To Identify The Key Behavioural Patterns And Psychological
Drivers Associated With Consumer Decision-Making In Quick Commerce. Unlike
Many Existing Studies That Have Examined Only Individual Psychological
Constructs, The Present Analytical Review Integrates Multiple Behavioural Factors
Within A Single Conceptual Framework To Provide A Comprehensive Understanding
Of Instant Shopping Behaviour In Quick Commerce. The Study Contributes To The
Existing Literature By Offering A Comprehensive Understanding Of Consumer
Behaviour In Technology-Enabled Retailing And The Findings May Assist
Researchers, Marketers, And Quick Commerce Platforms In Understanding Evolving
Consumer Psychology And Designing More Effective Consumer-Centric Strategies
While Identifying Promising Avenues For Future Research.
Keywords: Quick Commerce (Q-Commerce), Consumer Behaviour, Instant Shopping,
Consumer Psychology, Impulse Buying, Instant Gratification, Digital Retail, Perceived
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Convenience.

Objectives Of The Study

1. To Analyse The Major Psychological Factors Influencing Instant Shopping
Behaviour In Quick Commerce.

2. To Examine The Role Of Impulse Buying, Instant Gratification, Perceived
Convenience, Trust, Time Pressure, And Digital Engagement In Consumer
Decision-Making.

3. To Critically Synthesise Existing Literature On Consumer Psychology In
Quick Commerce.

4. To Identify Emerging Behavioural Trends Influencing Instant Shopping.

5. To Suggest Future Research Directions And Managerial Implications For
Quick Commerce Platforms.

Introduction

Over The Past Two Decades, Technological Innovation And Digital Transformation
Have Fundamentally Changed The Retail Industry Across The World. Increasing
Internet Penetration, Smartphone Adoption, And Digital Payment Systems Have
Shifted Consumer Purchasing Behaviour From Traditional Retail Stores Towards
Technology-Enabled Online Shopping Platforms. As Consumer Expectations Continue
To Evolve, Convenience, Speed, And Accessibility Have Become Essential Elements
Of The Modern Shopping Experience. These Changing Expectations Have Accelerated
The Emergence Of Quick Commerce (Q-Commerce), A Retail Model That
Emphasises Rapid Order Fulfilment Through Technology-Enabled Platforms And
Hyperlocal Delivery Networks (Mukhopadhyay, 2024; Kaur & Sharma, 2024).

The Widespread Use Of Smartphones, Artificial Intelligence, Location-Based
Services, And Advanced Logistics Networks Has Accelerated The Expansion Of
Quick Commerce, Particularly In Urban Markets. In Countries Such As India,
Changing Lifestyles, Increasing Work Pressure, And Growing Dependence On Mobile
Applications Have Encouraged Consumers To Prefer Rapid Delivery Services For
Everyday Products. Consequently, Shopping Has Become An Immediate And On-
Demand Activity Rather Than A Carefully Planned Process (Jose & Mathews, 2025;
Mukhopadhyay, 2024).

The Rapid Expansion Of Quick Commerce Has Not Only Transformed Retail
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Operations But Has Also Altered The Way Consumers Make Purchasing Decisions.
Unlike Conventional Shopping, Where Consumers Often Compare Alternatives And
Spend Time Evaluating Products, Quick Commerce Encourages Faster Decision-
Making By Offering Immediate Product Availability, Simplified Ordering Processes,
Personalised Recommendations, And Rapid Delivery. These Developments Have
Created A New Shopping Environment In Which Consumer Decisions Are
Increasingly Influenced By Behavioural And Psychological Factors Alongside
Traditional Economic Considerations (Chen Et Al., 2023).

Concept Of Quick Commerce

Quick Commerce (Q-Commerce) Refers To A Technology-Driven Retail Model
That Focuses On Delivering Products To Consumers Within A Very Short Period,
Generally Ranging From 10 To 30 Minutes After An Order Is Placed. It Represents
An Advanced Form Of E-Commerce That Prioritises Speed, Convenience, And
Immediate Fulfilment Of Consumer Needs. The Operational Model Of Quick
Commerce Relies On Hyperlocal Fulfilment Centres, Digital Platforms, Real-Time
Inventory Management, Artificial Intelligence, And Efficient Last-Mile Delivery
Systems To Ensure Rapid Service (Mukhopadhyay, 2024).

Unlike Conventional E-Commerce, Which Primarily Competes Through Extensive
Product Assortment And Competitive Pricing, Quick Commerce Is Designed To
Minimise Waiting Time And Maximise Convenience. Consumers Are Able To Access
Essential Products Through User-Friendly Mobile Applications, Complete Secure
Digital Payments, And Receive Deliveries Within A Limited Time Frame. This
Combination Of Technological Innovation And Operational Efficiency Has Positioned
Quick Commerce As One Of The Fastest-Growing Segments Of The Digital Retail
Industry, Particularly In Urban Markets Where Consumers Increasingly Value Time-
Saving Solutions (Jose & Mathews, 2025).

Consumer Behaviour In Quick Commerce

Consumer Behaviour Refers To The Process Through Which Individuals Identify
Their Needs, Evaluate Available Alternatives, Make Purchasing Decisions, And Assess
Their Consumption Experiences. Within The Quick Commerce Environment,
Consumer Behaviour Has Evolved Beyond Traditional Planned Purchasing And
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Increasingly Reflects Immediate, Convenience-Oriented Decision-Making. The
Availability Of Products Within Minutes, Easy Mobile-Based Ordering, Personalised
Product Suggestions, Promotional Offers, And Seamless Payment Options Have
Significantly Influenced Consumers' Shopping Patterns (Bao & Yang, 2022).

The Quick Commerce Environment Has Encouraged Consumers To Place Smaller
But More Frequent Orders, Reducing The Tendency To Plan Purchases Well In
Advance. Rather Than Focusing Solely On Price Or Product Variety, Consumers
Often Prioritise Delivery Speed, Convenience, Reliability, And Overall Shopping
Experience. As A Result, Purchasing Decisions Are Becoming More Spontaneous And
Are Increasingly Shaped By Situational Factors That Emerge During The Shopping
Process (Thurasamy Et Al., 2024).

Understanding Consumer Behaviour In The Context Of Quick Commerce
Requires More Than Analysing Purchasing Patterns Alone. It Is Equally Important To
Examine The Psychological Mechanisms That Motivate Consumers To Make Instant
Purchasing Decisions. Behavioural Factors Such As Impulse Buying, Instant
Gratification, Perceived Convenience, Trust In Digital Platforms, Time Pressure, And
Digital Engagement Have Become Increasingly Relevant In Explaining Why
Consumers Choose To Purchase Immediately Rather Than Postpone Their Decisions.
These Psychological Influences Interact With Technological Features Such As
Personalised Recommendations, Push Notifications, One-Click Ordering, And Digital
Loyalty Programmes, Creating A Shopping Environment That Encourages Rapid And
Often Unplanned Purchasing Behaviour (Moghddam Et Al., 2024; Bao & Yang,
2022).

Given The Continuous Expansion Of Quick Commerce And The Growing
Importance Of Technology-Enabled Retailing, Understanding The Psychological
Foundations Of Instant Shopping Has Become Increasingly Significant For Both
Academic Research And Business Practice. A Comprehensive Examination Of These
Behavioural Determinants Can Contribute To A Deeper Understanding Of How
Consumers Respond To The Unique Characteristics Of Quick Commerce And How
Organisations Can Develop Consumer-Centric Strategies That Align With Evolving
Shopping Preferences (Kaur & Sharma, 2024).

Although Quick Commerce Has Gained Considerable Academic And Industrial
Attention In Recent Years, The Existing Literature Primarily Focuses On Operational
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Efficiency, Delivery Performance, And Technology Adoption. Comparatively Fewer
Studies Have Attempted To Integrate The Psychological Determinants That
Collectively Influence Consumers' Instant Shopping Behaviour Within The Quick
Commerce Ecosystem. This Highlights The Need For A Comprehensive Analytical
Review That Brings Together These Behavioural Perspectives Into A Unified
Understanding.

Review Of Literature

Jose And Mathews (2025) The Study Adopted A Conceptual And Analytical
Approach Based On Existing Market Evidence And Industry Observations To
Understand Changing Consumer Purchasing Behaviour In The Fmcg Sector. However,
The Study Primarily Focused On The Fmcg Sector And Did Not Comprehensively
Examine Other Product Categories Within The Quick Commerce Ecosystem. The
Study Provides An Important Foundation For Understanding The Relationship
Between Instant Gratification And Impulse Buying In Quick Commerce.

Kaur And Sharma (2024) Conducted A Systematic Literature Review To Examine
The Factors Influencing Impulse Buying In Digital Shopping Environments. The
Study Identified Psychological, Technological, And Marketing-Related Factors As The
Major Drivers Of Impulsive Purchasing Behaviour. The Authors Highlighted That
Digital Platforms, Personalised Recommendations, And Convenient Shopping
Experiences Encourage Consumers To Make Spontaneous Purchase Decisions. The
Review Mainly Examined Digital Shopping Environments And Did Not Specifically
Focus On Quick Commerce Platforms. These Findings Provide A Strong Theoretical
Foundation For Understanding Instant Shopping Behaviour In The Quick Commerce
Environment. Therefore, The Present Review Extends These Findings Specifically To
The Quick Commerce Context.

Thurasamy Et Al. (2024) Integrated Multiple Behavioural Theories To Explain
Online Impulse Buying Behaviour In Social Commerce. The Study Reported That
Trust, Perceived Usefulness, Social Influence, And Consumer Attitudes Play A
Significant Role In Encouraging Impulsive Online Purchases. The Study Integrated
Multiple Behavioural Theories To Develop A Comprehensive Framework Explaining
Impulse Buying In Social Commerce. The Findings Are Useful For Explaining The
Psychological Factors That Influence Consumer Behaviour In Quick Commerce. Since
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The Study Focused On Social Commerce, The Findings May Not Be Directly
Applicable To Quick Commerce Platforms.

Moghddam Et Al. (2024) Explored The Psychological Mechanisms Behind
Impulsive Buying Behaviour In Social Commerce. The Study Found That Continuous
Scrolling, Attractive Product Presentation, And Engaging Digital Interfaces Increase
Consumers' Tendency To Make Spontaneous Purchases. The Study Employed
Empirical Analysis To Examine Consumer Interaction With Digital Interfaces In
Social Commerce Platforms. The Findings Were Limited To Social Commerce And
Require Validation Within Quick Commerce Environments.

Beikverdi Et Al. (2024) Conducted A Systematic Literature Review To Examine
The Post-Purchase Effects Of Impulse Buying. The Study Highlighted That Impulse
Buying Not Only Influences Immediate Purchase Decisions But Also Affects
Consumer Satisfaction, Regret, Loyalty, And Future Buying Behaviour. The Authors
Further Proposed A Conceptual Framework Explaining The Complete Impulse Buying
Process And Identified Directions For Future Research. The Study Mainly Examined
Post-Purchase Outcomes And Did Not Investigate Pre-Purchase Psychological Triggers
In Quick Commerce. These Findings Suggest That Understanding Impulse Buying Is
Important For Explaining Both Immediate And Repeated Purchasing Behaviour In
The Quick Commerce Environment.

Mukhopadhyay (2024) Examined The Major Factors Influencing Consumer
Behaviour In The Quick Commerce Environment. The Study Identified Convenience,
Delivery Speed, Digital Accessibility, And Changing Consumer Expectations As The
Primary Drivers Of Quick Commerce Adoption. It Further Explained That Consumers
Increasingly Prefer Instant Shopping Because Of Time-Saving Services And Effortless
Purchasing Experiences. The Study Applied Fuzzy Cognitive Mapping (Fcm) To
Analyse The Interrelationships Among Major Drivers Of Quick Commerce Adoption.
The Findings Focused Primarily On Technology Adoption And Consumer Behaviour
Without Examining Broader Psychological Constructs In Detail.

Chen Et Al (2023) Investigated The Influence Of Checkout Design And Trust
Transfer On Impulse Buying Behaviour In Social Commerce. The Study Found That
A Simple And Reliable Checkout Process Increases Consumer Confidence And
Encourages Immediate Purchase Decisions. The Authors Suggested That Trust
Developed During The Shopping Process Positively Influences Impulsive Buying
Behaviour. The Study Examined Trust Within Social Commerce Settings, And
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Therefore The Findings Require Further Validation In Quick Commerce Platforms.

Bao And Yang (2022) Examined The Roles Of Serendipity, Trust, And Flow
Experience In Influencing Online Impulse Buying Behaviour. The Study Concluded
That Consumers Are More Likely To Make Impulsive Purchases When They Trust
The Platform And Experience Enjoyable, Uninterrupted Shopping Interactions. Trust
Was Identified As An Important Psychological Factor That Reduces Perceived Risk
And Strengthens Purchase Intentions. These Findings Help Explain Why Trust Is
Essential For Encouraging Instant Shopping Behaviour In Quick Commerce.

Overall, The Reviewed Studies Indicate That Psychological Factors Such As
Impulse Buying, Trust, Instant Gratification, Perceived Convenience, And Digital
Engagement Play A Significant Role In Shaping Consumer Behaviour Across Digital
Shopping Environments. However, The Existing Literature Remains Fragmented
Because Most Studies Examine These Behavioural Factors Independently Or Within
Broader E-Commerce And Social Commerce Settings. Limited Analytical Review
Studies Have Integrated These Psychological Determinants Specifically Within The
Quick Commerce Ecosystem. Therefore, The Present Study Attempts To Synthesise
These Behavioural Perspectives To Develop A Comprehensive Understanding Of
Instant Shopping Behaviour In Quick Commerce.

Research Gap

Existing Studies Have Extensively Examined Individual Psychological Factors
Such As Impulse Buying, Trust, Perceived Convenience, Instant Gratification, And
Digital Engagement In Online Shopping And Social Commerce. However, The
Available Literature Remains Fragmented, As Most Studies Investigate These
Behavioural Determinants Separately Rather Than Examining Their Combined
Influence On Instant Shopping Behaviour Within The Quick Commerce Ecosystem.
Moreover, Limited Analytical Review Studies Have Synthesised These Psychological
Perspectives To Provide A Comprehensive Understanding Of Consumer Behaviour In
Quick Commerce. Therefore, The Present Analytical Review Attempts To Integrate
These Diverse Behavioural Factors, Identify Emerging Trends, And Provide A Holistic
Understanding Of Instant Shopping Behaviour While Highlighting Directions For
Future Research.
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Research Methodology

The Present Study Adopts An Analytical Review Methodology Based Exclusively
On Secondary Data. Relevant Literature Was Collected From Peer-Reviewed Journal
Articles, Books, Conference Proceedings, Industry Reports, And Credible Academic
Databases Including Scopus, Google Scholar, Web Of Science, Emerald Insight,
Sciencedirect, And Springerlink. The Literature Search Was Conducted Using
Keywords Such As Quick Commerce, Instant Shopping, Consumer Behaviour,
Impulse Buying, Instant Gratification, Perceived Convenience, Trust, Digital
Engagement, And Consumer Psychology. The Selected Studies Were Critically
Examined, Compared, And Synthesised To Identify Major Psychological
Determinants, Emerging Behavioural Trends, Research Gaps, And Managerial
Implications Associated With Instant Shopping Behaviour In Quick Commerce.

Psychological Factors Influencing Instant Shopping Behaviour In Quick Commerce

Consumer Behaviour In Quick Commerce Is Influenced By Several Psychological
Factors That Encourage Consumers To Make Faster And More Spontaneous
Purchasing Decisions. Unlike Traditional Shopping, Quick Commerce Offers
Immediate Product Availability, Rapid Delivery, And A Convenient Digital Shopping
Experience. As A Result, Consumers Often Rely On Psychological Motivations Rather
Than Extensive Evaluation Before Making A Purchase. The Major Psychological
Factors Influencing Instant Shopping Behaviour Are Discussed Below.

Impulse Buying

Impulse Buying Refers To An Unplanned Purchase Made Without Prior Intention.
In Quick Commerce, Features Such As Attractive Discounts, Personalised
Recommendations, And Ultra-Fast Delivery Often Encourage Consumers To Buy
Products Spontaneously. The Ease Of Ordering And Immediate Product Availability
Further Reduce The Time Available For Careful Decision-Making. Therefore, Impulse
Buying Has Become One Of The Key Psychological Factors Influencing Instant
Shopping Behaviour (Jose & Mathews, 2025; Kaur & Sharma, 2024).

Instant Gratification
Instant Gratification Is The Desire To Satisfy A Need Immediately Rather Than
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Waiting For Future Benefits. Quick Commerce Fulfils This Expectation By Delivering
Products Within A Short Period, Making Shopping Faster And More Convenient. The
Ability To Receive Products Almost Instantly Increases Consumer Satisfaction And
Encourages Repeated Use Of Quick Commerce Platforms. Thus, Instant Gratification
Plays An Important Role In Shaping Instant Shopping Behaviour (Jose & Mathews,
2025).

Perceived Convenience

Perceived Convenience Refers To Consumers' Belief That A Shopping Platform
Saves Time And Effort. Quick Commerce Allows Consumers To Place Orders Easily
Through Mobile Applications, Complete Secure Digital Payments, And Receive
Products Quickly Without Visiting Physical Stores. This Convenience Makes The
Shopping Process Simple And Efficient, Encouraging Consumers To Make Instant
Purchasing Decisions (Mukhopadhyay, 2024).

Trust

Trust Reflects Consumers' Confidence In The Reliability And Credibility Of A
Quick Commerce Platform. Factors Such As Secure Payment Systems, Product
Quality, Accurate Information, And Timely Delivery Help Build Consumer Trust.
When Consumers Trust A Platform, They Are More Willing To Make Repeat
Purchases And Depend On It For Their Daily Shopping Needs. Therefore, Trust
Positively Influences Instant Shopping Behaviour (Bao & Yang, 2022; Chen Et Al,
2023).

Time Pressure

Time Pressure Arises When Consumers Feel They Have Limited Time To
Complete Their Shopping. Busy Lifestyles And Urgent Product Requirements Often
Encourage Consumers To Choose Quick Commerce Because It Offers Rapid Delivery
And Saves Valuable Time. Under Such Conditions, Consumers Are More Likely To
Make Quick Purchasing Decisions With Minimal Comparison Of Alternatives. Hence,
Time Pressure Significantly Supports Instant Shopping Behaviour (Mukhopadhyay,
2024).

Digital Engagement
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Digital Engagement Refers To Consumers' Interaction With Quick Commerce
Platforms Through Mobile Applications, Personalised Notifications, Promotional
Offers, And Loyalty Programmes. Regular Interaction With These Digital Features
Increases Consumer Involvement And Encourages Frequent Platform Usage. As
Consumers Become More Engaged With Digital Shopping Environments, Their
Likelihood Of Making Instant Purchases Also Increases (Moghddam Et Al., 2024).

In Addition To The Major Psychological Factors Discussed Above, Several
Emerging Behavioural Drivers Also Contribute To Instant Shopping Behaviour In
Quick Commerce. Factors Such As Fear Of Missing Out (Fomo), Hedonic
Motivation, Social Influence, Scarcity Messages, And Habit Formation Further
Encourage Consumers To Make Faster Purchasing Decisions. These Behavioural
Influences Complement Impulse Buying, Convenience, And Instant Gratification,
Making Quick Commerce An Increasingly Attractive Shopping Option For Modern
Consumers (Moghddam Et Al., 2024).

Emerging Trends In Quick Commerce:

Ai Recommendations

Artificial Intelligence Helps Quick Commerce Platforms Analyse Consumer
Preferences And Recommend Products Based On Previous Purchases And Browsing
History. These Personalised Suggestions Encourage Faster And More Relevant
Purchase Decisions (Mukhopadhyay, 2024).

Hyper-Personalization

Hyper-Personalization Uses Consumer Data To Provide Customised Offers,
Product Recommendations, And Shopping Experiences. This Improves Customer
Satisfaction And Increases The Likelihood Of Instant Purchases (Moghddam Et Al.,
2024).

Voice Commerce

Voice Commerce Enables Consumers To Search And Order Products Using Voice
Assistants Or Voice Commands. It Simplifies The Shopping Process And Makes
Purchasing Quicker And More Convenient (Thurasamy Et Al., 2024).

One-Click Ordering

One-Click Ordering Reduces The Number Of Steps Required To Complete A
Purchase. This Feature Saves Time, Minimises Purchase Effort, And Supports Instant
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Shopping Behaviour (Chen Et Al., 2023).

Subscription Models

Subscription Services Allow Consumers To Receive Frequently Used Products
Automatically At Regular Intervals. This Improves Convenience, Encourages Repeat
Purchases, And Strengthens Customer Loyalty (Mukhopadhyay, 2024).

Dark Stores

Dark Stores Are Small Fulfilment Centres Established Exclusively For Online
Order Processing And Rapid Delivery. They Enable Quick Commerce Platforms To
Provide Faster And More Efficient Delivery Services (Jose & Mathews, 2025).

Predictive Delivery

Predictive Delivery Uses Data Analytics And Artificial Intelligence To Estimate
Future Consumer Demand And Prepare Inventory In Advance. This Helps Reduce
Delivery Time And Improves Overall Service Efficiency (Mukhopadhyay, 2024).

Digital Payments

Secure And Convenient Digital Payment Methods Simplify The Checkout Process
And Reduce Transaction Time. Faster Payment Systems Encourage Consumers To
Complete Purchases Without Delay (Bao & Yang, 2022).

Quick Grocery Ecosystem

The Quick Grocery Ecosystem Integrates Digital Platforms, Hyperlocal Warehouses,
Delivery Partners, And Technology To Provide Daily Essential Products Within A
Short Period. This Ecosystem Supports The Growing Demand For Fast, Convenient,
And Technology-Enabled Shopping Experiences (Jose & Mathews, 2025).

Gamification

Gamification Refers To The Use Of Reward Points, Badges, Streaks, And
Limited-Time Challenges To Increase Customer Engagement. These Interactive
Features Encourage Consumers To Revisit Quick Commerce Platforms More
Frequently And Make Repeated Purchases, Thereby Strengthening Instant Shopping
Behaviour.

Challenges In Quick Commerce
1. Impulse Buying And Overconsumption
The Convenience Of Instant Delivery And Attractive Promotional Offers Often
Encourage Unplanned Purchases, Leading To Excessive Consumption And
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Unnecessary Spending.
2. Consumer Privacy And Data Security
Quick Commerce Platforms Rely Heavily On Consumer Data For Personalised
Recommendations, Making Data Privacy And Security A Significant Challenge.
3. Consumer Trust And Service Reliability
Maintaining Product Quality, Accurate Information, And Consistent On-Time
Delivery Is Essential For Building And Retaining Consumer Trust.
4. Environmental Sustainability
Frequent Deliveries And Excessive Packaging Increase Environmental
Concerns, Making Sustainable Operations A Major Challenge For Quick
Commerce Platforms.

Managerial Implications: Improve Customer Trust

Quick Commerce Platforms Should Strengthen Consumer Trust By Ensuring
Secure Payment Systems, Accurate Product Information, And Reliable Delivery
Services. Greater Trust Encourages Repeat Purchases And Long-Term Customer
Relationships.

Personalized Marketing

Platforms Should Use Consumer Preferences And Purchase History To Provide
Personalised Product Recommendations And Promotional Offers. This Helps Improve
Customer Experience And Increases Purchase Intentions.

Ethical Notifications

Promotional Messages And Push Notifications Should Be Relevant, Transparent,
And Non-Intrusive. Ethical Communication Can Enhance Customer Satisfaction
Without Encouraging Excessive Or Misleading Purchasing Behaviour.

Better App Design

A Simple, User-Friendly, And Well-Organised Mobile Application Can Improve
The Shopping Experience. Easy Navigation And A Smooth Checkout Process
Encourage Faster Purchasing Decisions.

Loyalty Programmes

Reward Points, Discounts, And Membership Benefits Can Encourage Repeat
Purchases And Strengthen Customer Loyalty. Effective Loyalty Programmes Also
Improve Long-Term Customer Engagement.
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Responsible Marketing

Marketing Strategies Should Focus On Creating Value For Consumers Rather
Than Encouraging Unnecessary Purchases. Responsible Promotional Practices Help
Build A Positive Brand Image And Consumer Trust.

Consumer Retention Strategies

Quick Commerce Platforms Should Emphasise Service Quality, Timely Delivery,
And Effective Customer Support To Retain Existing Customers. Strong Retention
Strategies Contribute To Customer Satisfaction And Sustainable Business Growth.

Al-Based Consumer Analytics

Quick Commerce Firms Should Use Ai-Driven Consumer Analytics To Better
Understand Purchasing Behaviour, Personalize Shopping Experiences, And Improve
Long-Term Customer Retention While Ensuring Ethical Use Of Consumer Data.

Key Findings Of The Study

1. Impulse Buying, Instant Gratification, And Perceived Convenience Are Key
Psychological Factors Driving Instant Shopping Behaviour In Quick Commerce.

2. Trust, Time Pressure, And Digital Engagement Increase Purchase Intentions By
Making Shopping Faster And More Reliable.

3. Technologies Like Ai Recommendations, Digital Payments, And One-Click
Ordering Enhance Consumer Engagement And Quick Decision-Making.

4. Consumer Psychology Plays A More Important Role Than Technological
Convenience In The Growth Of Quick Commerce.

5. Personalized Marketing And Targeted Recommendations Further Influence
Consumer Behaviour By Creating A More Engaging And Tailored Shopping
Experience.

Future Research Directions

Al-Driven Consumer Behaviour

Future Studies May Examine How Artificial Intelligence Influences Consumer
Decision-Making And Instant Shopping Behaviour In Quick Commerce. Research Can
Also Explore The Impact Of Ai-Based Recommendations On Purchase Intentions And
Customer Satisfaction.

Gen Z Shopping Psychology
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Future Research May Investigate The Psychological Factors Influencing Gen Z
Consumers In The Quick Commerce Environment. Understanding Their Shopping
Preferences And Digital Behaviour Can Provide Valuable Insights For Marketers.

Rural Consumers

Most Existing Studies Focus On Urban Consumers, While Limited Attention Has
Been Given To Rural Markets. Future Studies May Compare The Shopping Behaviour
And Adoption Of Quick Commerce Among Rural And Urban Consumers.

Sustainable Quick Commerce

Future Researchers May Examine How Sustainability Initiatives Influence
Consumer Attitudes Towards Quick Commerce. This May Include Green Packaging,
Eco-Friendly Delivery Practices, And Environmentally Responsible Consumer
Behaviour.

Cross-Cultural Comparison

Future Studies May Compare Consumer Psychology And Instant Shopping
Behaviour Across Different Countries Or Cultural Settings. Such Comparisons Can
Help Identify Similarities And Differences In Consumer Decision-Making.

Ethical Issues

Future Research May Explore Ethical Concerns Related To Personalised
Marketing, Consumer Privacy, And Data Security In Quick Commerce. These Issues
Are Becoming Increasingly Important In Digital Shopping Environments.

Mental Health And Instant Shopping

Future Studies May Investigate The Relationship Between Instant Shopping
Behaviour And Consumers' Emotional Well-Being. Understanding This Relationship
Can Provide Insights Into Responsible Digital Consumption.

Behavioural Addiction

Future Research May Examine Whether Frequent Use Of Quick Commerce
Platforms Leads To Compulsive Buying Or Behavioural Addiction. Such Studies Can
Contribute To A Better Understanding Of Long-Term Consumer Behaviour.

Omnichannel Consumer Behaviour

Future Studies May Compare Consumer Behaviour Across Quick Commerce,
Traditional E-Commerce, And Offline Retail Channels To Understand How Shopping
Preferences Vary Across Different Purchasing Environments.
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Conclusion

The Continuous Evolution Of Quick Commerce Has Fundamentally Changed
Consumer Purchasing Behaviour By Combining Technological Innovation With
Convenience-Oriented Retail Services. The Reviewed Literature Indicates That
Consumers Increasingly Prefer Instant Shopping Because Of Psychological
Motivations Such As Impulse Buying, Instant Gratification, Trust, Perceived
Convenience, Time Pressure, And Digital Engagement. These Factors Not Only
Influence Purchase Decisions But Also Determine The Frequency And Speed Of
Transactions In Quick Commerce Platforms. The Reviewed Literature Further
Indicates That Technological Innovations Such As Ai-Driven Recommendations,
Digital Payment Systems, And One-Click Ordering Strengthen These Psychological
Influences, Making The Shopping Process More Seamless And Engaging. Overall,
The Present Analytical Review Provides An Integrated Understanding Of The
Psychological Foundations Of Instant Shopping Behaviour In Quick Commerce. The
Findings Offer Valuable Implications For Researchers, Marketers, And Platform
Managers While Establishing A Conceptual Foundation For Future Research In
Technology-Enabled Retailing.
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