www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882

IJCRT.ORG ISSN : 2320-2882

APy, 'NTERNATIONAL JOURNAL OF CREATIVE
@a% RESEARCH THOUGHTS (1JCRT)

An International Open Access, Peer-reviewed, Refereed Journal

Digital Marketing Strategy of Blinkit

!Ms. Angun Wangsa, 2 Dr. Shalini Srivastav
IStudent, 2Associate Professor
LAmity College of Commerce & Finance

LAmity University Uttar Pradesh, Greater Noida Campus

Abstract: This study explores the impact of Blinkit’s digital marketing strategies following its rebranding
from Grofers, with a focus on public engagement and consumer behavior. Blinkit, formerly known as
Grofers, transitioned from a traditional online grocery delivery model to a quick commerce (Q-commerce)
platform, emphasizing ultra-fast deliveries in 10 minutes or less. This shift was accompanied by a
transformation in its digital marketing approach, incorporating hyperlocal targeting, influencer
collaborations, search engine optimization (SEO), social media marketing, and artificial intelligence (Al)
for personalization. The primary objective of this research is to assess the effectiveness of Blinkit's digital
marketing strategies and to quantitatively analyze public reactions toward them.
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l. INTRODUCTION

Blinkit, initially known as Grofers, was founded in December 2013 by Albinder Dhindsa and Saurabh
Kumar. The idea behind Grofers was to address the inefficiencies of the traditional grocery shopping
experience in India. By using an online platform, Grofers aimed to make it easier for customers to order
groceries and essential products from the comfort of their homes. The company grew rapidly by offering a
wide range of products, discounted prices, and convenience through its mobile and web applications.

Initially, Grofers operated primarily as a grocery delivery service that acted as a middleman between
customers and local grocery stores. The platform focused on the urban market, especially in metro cities
like Delhi, Mumbai, and Bengaluru, where consumers were increasingly becoming familiar with online
shopping. Over time, Grofers expanded its offering to include non-grocery categories such as home
essentials, personal care, and beauty products.

However, Grofers faced intense competition from other players like BigBasket, which had a more robust
supply chain and a significant first-mover advantage in the grocery segment. At the same time, larger e-
commerce giants like Amazon and Flipkart were also entering the grocery delivery space, putting pressure
on Grofers to innovate and differentiate itself further.

In December 2021, Grofers underwent a significant rebranding, changing its name to Blinkit. This was not
just a cosmetic change but a strategic shift to focus on quick commerce (Q-commerce), which centers on
ultra-fast, on-demand delivery, aiming to fulfil customer orders in 10 minutes or less.

The rebranding to Blinkit reflected a strategic shift in its business model. The company pivoted away from
just offering a wide range of grocery items to a specialized focus on hyperlocal delivery. This included

IJCRT2503946 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | i156


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882

rapid delivery times, often targeting high-demand urban areas where customers value speed and
convenience over a broad product selection.

Digital Marketing Strateqy Post-Rebranding

The rebranding from Grofers to Blinkit was a pivotal moment for the company, both in terms of its business
model and its marketing strategy. Below are the detailed aspects of Blinkit's digital marketing strategy
post-rebranding:

1. Hyperlocal Targeting and Personalization

After rebranding to Blinkit, the company placed significant emphasis on leveraging hyperlocal delivery
capabilities. The new model focused on ultra-fast delivery by establishing local fulfilment centers or dark
stores that were close to customers’ locations. The company utilized geolocation technology to target
customers in specific urban areas and offered faster services as a core differentiator.

Blinkit adopted a data-driven approach to personalization, using insights from user behaviour and
preferences to offer tailored experiences. They tracked purchase history, time of day, and user preferences,
ensuring the marketing was highly customized. For instance, customers who frequently bought snacks or
dairy products would be shown relevant discounts or promotions on those items.

This approach helped the brand enhance its engagement, improving customer satisfaction and increasing
repeat purchases.

2. Appealing to the Urban, Tech-Savvy Millennial and Gen Z Consumer

Blinkit strategically repositioned itself to cater to younger, time-sensitive consumers who were comfortable
using technology for all their shopping needs. The target audience primarily included urban millennials
and Gen Z individuals who were looking for convenience and were increasingly willing to pay a premium
for speed.

To appeal to this demographic, Blinkit focused on digital-first communication strategies. It utilized
platforms like Instagram, TikTok, and YouTube to run targeted ad campaigns, often using influencers and
memes to create relatable, shareable content. Humour and pop culture references became a regular feature
of its marketing campaigns to engage a younger audience that is more likely to share content and engage
with brands online.

3. SEO, SEM, and App Store Optimization

A key component of Blinkit's digital marketing strategy was its focus on Search Engine Optimization
(SEO) and Search Engine Marketing (SEM). Given the competitive nature of the online grocery and e-
commerce markets, Blinkit invested heavily in SEO to increase its organic search visibility. Keywords like
“instant grocery delivery”, “quick grocery delivery in 10 minutes”, and “hyperlocal delivery” became
central to their strategy. These efforts ensured that Blinkit’s website and app showed up at the top of search

results for related queries, driving organic traffic.

On the paid side, SEM became a crucial channel for Blinkit, with targeted Google Ads designed to capture
user intent when they searched for terms related to groceries, on-demand delivery, and other related
categories. Their approach was highly efficient, aiming to capture the lower funnel of potential
customers—those who were closer to making a purchase decision.

Additionally, Blinkit optimized its mobile app for the App Store and Google Play Store. They focused on

keywords such as “grocery delivery app”, “instant delivery”, and “grocery near me”, improving visibility
and downloads.

4. Influencer and Social Media Marketing

Blinkit took a unique approach to influencer marketing, leveraging micro-influencers and digital celebrities
who had significant followings among their target demographics. By partnering with influencers who
understood the brand's mission of providing quick, ultra-convenient delivery, Blinkit generated buzz across

IJCRT2503946 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | i157


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882

social media platforms. This partnership was particularly effective on Instagram and YouTube, where
influencers could create product reviews, unboxing videos, and lifestyle content.

Social media marketing became one of Blinkit’s most important channels, with campaigns that were
designed to be shareable and relevant to younger generations. The content was often lighthearted and
humorous, and some campaigns even went viral due to their relatability. Blinkit embraced viral marketing,
where it's funny, timely content was often shared across user networks, leading to organic growth.

5. Discounts, Flash Sales, and Limited-Time Offers

To drive conversions, Blinkit ran regular flash sales and limited time offers through its app and website.
The discounts were often personalized, offering users special deals based on their purchase history. Flash
sales were promoted via push notifications on the Blinkit app, ensuring that users would be alerted in real
time about time-sensitive offers.

The company also introduced loyalty programs, rewarding customers with points and discounts for repeat
purchases, further incentivizing them to continue using Blinkit.

6. Partnerships and Collaborations

Blinkit’s rebranding also involved strategic partnerships with leading FMCG (fast-moving consumer
goods) brands, such as Nestlé, Unilever, and Procter & Gamble, to ensure consistent supply and availability
of popular products. These partnerships were crucial in giving Blinkit the inventory needed to guarantee
fast delivery times.

The company also entered an important collaboration with Zomato, India’s leading food delivery platform,
which helped increase Blinkit’s reach and visibility. This partnership allowed Blinkit to cross-promote with
Zomato, leveraging Zomato's massive user base.

7. Al and Big Data for Operational Efficiency

The ability to optimize the delivery process was critical to Blinkit's quick commerce business model.
Blinkit integrated artificial intelligence (Al) and machine learning (ML) into its operations to forecast
demand, optimize delivery routes, and personalize product recommendations. These technologies enabled
Blinkit to improve efficiency and speed, reducing operational costs and ensuring that deliveries could be
made quickly.

The app itself became more intelligent, using Al-powered search algorithms to improve product discovery
for customers, and data analytics to optimize inventory management in real time.

Impact of the New Image on Blinkit’s Value

The rebranding from Grofers to Blinkit had several key impacts on the company's brand value and market
position:

1. Market Differentiation and Brand Positioning: Blinkit's focus on quick commerce differentiated it
from competitors in the grocery delivery space. Its promise of ultra-fast, 10-minute deliveries was
a major selling point, especially for young, time-sensitive consumers who wanted an experience
similar to food delivery apps. This repositioning helped Blinkit distinguish itself in the crowded e-
commerce and grocery space.

2. Increased Brand Recognition and Investment: The rebranding, coupled with its new value
proposition, attracted significant investor interest. Blinkit raised over $120 million in funding from
investors like Zomato, SoftBank, and Tiger Global. These investors saw value in Blinkit's ability
to dominate the quick commerce niche in India, and the rebranding played a crucial role in boosting
investor confidence.

3. Enhanced User Loyalty and Engagement: The focus on speed, convenience, and hyperlocal delivery
helped Blinkit foster higher customer engagement and loyalty. The adoption of flash sales,
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personalized offers, and interactive content further drove customer retention, improving lifetime
value and reducing churn.

4. Increased Market Share: Blinkit’s value proposition of speed helped it expand its market share in
urban centers, where delivery speed and convenience are highly valued. This expansion of market
share helped the brand become a dominant player in the quick commerce market, which is one of
the fastest-growing segments in e-commerce.

1. LITERATURE REVIEW

Fifield, P. (2012). This study is conducted by the author to understand the relationship between the
marketing strategy and its response by the people and the findings of this research is specialism place a
pivotal role in the marketing strategy and its impact on public.

Morgan, N. A., Whitler, K. A., Feng, H., & Chari, S. (2019). This study is conducted by the author to
understand the constructional importance of strategic marketing and the findings of the research is new
research establishment year relevance between strategic marketing and its impact on public.

Nuseir, M. T., El Refae, G. A., Aljumah, A., Alshurideh, M., Urabi, S., & Kurdi, B. A. (2023). This study
is conducted by the author to understand the various digital marketing techniques, including social media
marketing, content marketing, and data-driven personalization, and their role in enhancing customer
engagement and satisfaction. Findings suggest that effective digital marketing strategies improve customer
interactions, brand loyalty, and overall business performance. The research highlights the significance of
integrating technology and analytics to optimize marketing efforts. Future studies are encouraged to
explore emerging trends and innovations in digital marketing.

Polanco-Diges, L., & Debasa, F. (2020). This study is conducted by the author to understand the role of
digital marketing strategies in the sharing economy through a literature review. They analyze key trends,
tools, and approaches businesses use to engage customers in peer-to-peer platforms. The study highlights
the significance of social media, content marketing, and data-driven decision-making in enhancing
consumer trust and participation. It also discusses challenges such as regulatory issues and platform
competition. The review provides insights into how digital marketing fosters growth and sustainability
within the sharing economy.

Saura, J. R., Palacios-Marqués, D., & Ribeiro-Soriano, D. (2023). This study is conducted by the author to
understand the role of data-driven strategies in digital marketing for small and medium-sized enterprises
(SMEs). The study provides a comprehensive review of existing research, highlighting how SMEs leverage
digital tools and data analytics to enhance marketing effectiveness. Key themes include customer
engagement, decision-making, and performance optimization through technology-driven approaches. The
paper also identifies challenges SMEs face, such as resource constraints and data management
complexities. The findings contribute to the understanding of digital marketing trends and offer insights
for future research and practical applications in SME growth strategies.

Peter, M. K., & Dalla Vecchia, M. (2021). This study is conducted by the author to understand the identify
and categorize key digital marketing components that businesses use for digital transformation. By
analyzing existing research, the authors present a structured framework that helps organizations understand
and leverage digital marketing strategies effectively. The study highlights emerging trends, technological
advancements, and their impact on marketing effectiveness. The findings contribute to the evolving field
of digital marketing by offering insights into best practices and future developments.

Tabuena, A. C., Necio, S. M. L., Macaspac, K. K., Bernardo, M. P. E., Domingo, D. I., & De Leon, P. D.
M. (2022). This study is conducted by the author to understand the various digital marketing techniques,
including social media marketing, search engine optimization (SEO), and e-commerce integration. The
research highlights how these strategies helped businesses adapt to changing consumer behaviors, improve
online visibility, and sustain operations despite economic challenges. The findings emphasize the
importance of digital transformation in ensuring business resilience and growth in the post-pandemic era.

Saura, J. R., Reyes-Menendez, A., & Palos-Sanchez, P. R. (2020). This study is conduxted by the author
to understand the role of social media, search engine optimization (SEQO), big data, artificial intelligence
(Al), and customer relationship management (CRM) in digital tourism. By analyzing various digital
strategies, the research highlights how businesses in tourism, hospitality, and airlines can enhance customer
engagement, improve service quality, and boost competitiveness. The findings provide valuable insights
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for businesses aiming to adapt to digital transformation and optimize their marketing approaches in the
evolving tourism sector.

Gupta, N. (2020). This study is conducted by the author to understand the role of technology, data analytics,
and consumer behavior shifts in shaping digital marketing strategies. It discusses opportunities such as
personalized marketing, automation, and social media influence while addressing challenges like data
privacy, competition, and changing algorithms. The paper concludes that businesses must adopt innovative
and adaptive approaches to stay competitive in the digital era.

Saura, J. R. (2021). This study is conducted by the author to understand the role of data sciences in digital
marketing by presenting a framework that integrates various methods and performance metrics. The study
highlights how data-driven techniques, such as artificial intelligence, machine learning, and big data
analytics, enhance decision-making, customer engagement, and marketing strategies. It also discusses key
performance indicators (KPIs) used to measure the effectiveness of digital marketing campaigns. The
research underscores the importance of leveraging data science tools to optimize marketing performance
and drive innovation in the digital landscape.

Tam, F. Y., & Lung, J. (2025). This study is conducted by the author to understand the implementation of
digital marketing strategies by luxury fashion brands. Utilizing both a systematic literature review and real-
world case studies, they identify 15 distinct digital marketing strategies, which they categorize into six
groups based on the types of digital media used and the level of company control and communication. The
study emphasizes that, as digitization becomes increasingly integral to daily life and consumers spend more
time online and on social media, effective digital marketing strategies are crucial for luxury fashion brands
aiming to thrive in the competitive global market.

Khiong, K. (2022). This study is conducted by the author to understand the impact and challenges of digital
marketing in the healthcare industry, focusing on its significance during the Digital Era and the COVID-
19 pandemic. It highlights how healthcare organizations adopted digital marketing strategies to reach
patients and provide services amid the disruptions caused by the pandemic. The paper outlines the
challenges faced, including technological adaptation, data privacy concerns, and patient trust. The study
underscores the importance of digital marketing in promoting healthcare services and maintaining patient
engagement, especially in times of crisis. It concludes with recommendations for improving digital
marketing strategies in the healthcare sector.

Olson, E. M., Olson, K. M., Czaplewski, A. J., & Key, T. M. (2021). This study is conducted by the author
to understand the intersection of business strategy and digital marketing management. It emphasizes the
growing importance of digital marketing in the strategic frameworks of organizations and how it impacts
decision-making and overall business outcomes. The study highlights that successful integration of digital
marketing into business strategies can drive performance improvements, enhance customer engagement,
and facilitate innovation. The authors discuss various approaches to managing digital marketing efforts and
recommend ways for organizations to align their digital strategies with broader business goals for optimal
impact.

Hasanah, M., Jumriani, J., Juliana, N., & Kirani, K. P. (2021). This study is conducted by the author to
understand how the digital marketing can be used to enhance the visibility and competitiveness of UMKM
businesses by utilizing various online platforms and tools. The study highlights the significance of adapting
to digital trends and leveraging social media, websites, and e-commerce to reach broader audiences and
increase sales. Additionally, the paper emphasizes the need for UMKM to embrace digital marketing
strategies to thrive in the rapidly evolving business environment.

Pandey, N., Nayal, P., & Rathore, A. S. (2020). This study is conducted by the author to understand the
analyzes existing research, synthesizing key findings related to how digital marketing strategies are applied
in the B2B context. The study identifies gaps in the current literature and proposes future research
directions to better understand the evolving role of digital marketing in B2B settings. Key themes in the
review include the use of digital tools, platforms, and technologies to enhance marketing effectiveness and
the unique challenges B2B companies face in implementing digital strategies.

Krishen, A. S., Dwivedi, Y. K., Bindu, N., & Kumar, K. S. (2021). This study is conducted by the author
to understand the identifies influential articles, authors, and journals, mapping the evolution of the digital
marketing field. By analyzing various bibliometric indicators, it offers insights into the growing importance
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of interactive digital marketing and highlights areas for future research. This approach helps clarify the
structure and dynamics of the field.

Katsikeas, C., Leonidou, L., & Zeriti, A. (2020). This study is conducted by the author to understand the
importance of leveraging digital technologies for competitive advantage and the need for firms to rethink
traditional marketing models. They explore various digital tools and platforms that are reshaping
international marketing practices and suggest key research directions to further understand this evolving
field. The study is a call for businesses to innovate and scholars to deepen the understanding of digital
transformation in international marketing.

Khan, F., & Siddiqui, K. (2023). This study is conducted by the author to understand the research focuses
on understanding how digital marketing strategies are viewed by professionals and how effective these
strategies are in the context of the Pakistani market. The findings suggest that digital marketing is becoming
an essential tool for businesses, with a growing recognition of its impact on consumer behavior and
business success. The study highlights the need for businesses to adapt to digital trends to stay competitive.

Kitsios, F., & Kamariotou, M. (2021). This study is conducted by the author to understand the growing
significance of Al in business processes, decision-making, and achieving sustainability goals. They argue
that Al can be a critical enabler of business transformation, leading to improved efficiency and innovation.
The paper outlines a research agenda for further exploring Al's impact on business strategy, urging scholars
to investigate the integration of Al with business models, organizational structures, and leadership
approaches to drive long-term success in the digital age.

Kingsnorth, S. (2022). This study is conducted by the author to understand the importance of integrating
various digital marketing tools and channels to create a cohesive and effective strategy. Kingsnorth covers
key areas such as content marketing, social media, search engine optimization (SEO), paid advertising,
email marketing, and analytics, emphasizing their interconnectedness. The book provides practical
frameworks, examples, and real-world case studies to help marketers understand how to align their digital
marketing efforts to drive business growth. It also explores the future of digital marketing and emerging
trends.

Hanelt, A., Bohnsack, R., Marz, D., & Antunes Marante, C. (2021). This study is conducted by the author
to understand the challenges and opportunities associated with implementing digital transformation
strategies, while also addressing the need for firms to adapt organizational structures and cultures. Key
findings include the importance of aligning digital transformation efforts with broader strategic goals and
the need for organizational agility to navigate technological disruptions.

Chaffey, D., & Ellis-Chadwick, F. (2019). This study is conducted by the author to understand the digital
marketing principles, strategies, and practical applications. It explores key concepts such as online
consumer behavior, digital communication channels, search engine optimization (SEO), social media
marketing, data analytics, and e-commerce. The authors focus on integrating digital marketing with
traditional strategies to enhance business performance. The book also includes case studies and real-world
examples to illustrate effective digital marketing practices.

Bala, M., & Verma, D. (2018). This study is conducted by the author to understand the various digital
marketing tools and techniques, including social media, search engine optimization (SEO), content
marketing, and email marketing. The authors discuss the advantages of digital marketing, such as cost-
effectiveness, wider reach, and real-time customer engagement, while also addressing challenges like data
privacy concerns and market competition. The paper emphasizes the growing role of digital marketing in
shaping consumer behavior and business strategies in the modern digital era.

Desai, V., & Vidyapeeth, B. (2019). This study is conducted by the author to understand the various digital
marketing tools such as social media, email marketing, search engine optimization (SEO), and content
marketing. It also examines the benefits of digital marketing, including cost-effectiveness, wider audience
reach, and real-time engagement. The paper emphasizes the need for businesses to adapt to digital trends
to stay competitive in the evolving market landscape.

De Pelsmacker, P., Van Tilburg, S., & Holthof, C. (2018). This study is conducted by the author to
understand the published in the International Journal of Hospitality Management, analyzes how hotels
leverage digital marketing tools, including social media and online review platforms, to enhance their
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visibility and profitability. The findings suggest that positive online reviews significantly influence
customer decisions and hotel revenue. Additionally, the study highlights the importance of an effective
digital marketing strategy in maintaining competitive advantage. The research provides valuable insights
for hotel managers aiming to optimize their online presence and improve business performance.

Veleva, S. S., & Tsvetanova, A. I. (2020, September). This study is conducted by the author to understand
the characteristics of digital marketing, emphasizing its ability to reach a global audience, provide cost-
effective advertising, and enable precise targeting through data analytics. However, the study also
highlights challenges such as increased competition, data privacy concerns, and the risk of negative
customer feedback spreading rapidly online. The research offers insights into how businesses can
effectively leverage digital marketing while mitigating its potential drawbacks.

Saura, J. R., Palos-Sanchez, P. R., & Correia, M. B. (2019). This study is conducted by the author to
understand the evolution of digital marketing strategies, emphasizing their role in enhancing business
competitiveness and customer engagement. The authors explore various e-business models and how they
integrate digital marketing tools such as social media, SEO, and data analytics to drive innovation and
growth. The study also identifies future research directions, highlighting the need for further exploration
of emerging technologies and their impact on digital marketing strategies.

Arun Kumar, B. R. (2021). This study is conducted by the author to understand how artificial intelligence
(Al) is transforming digital marketing through automation, data-driven decision-making, and personalized
customer experiences. Key Al applications discussed include chatbots, recommendation systems,
predictive analytics, and sentiment analysis. The paper highlights AI’s role in optimizing marketing
campaigns, improving customer engagement, and enhancing business performance. Additionally, it
addresses challenges such as data privacy concerns and ethical considerations. The study provides insights
into the future of Al-driven marketing and its potential to reshape the digital marketing landscape.
Kannan, P. K. (2017). This study is conducted by the author to understand the existing digital marketing
strategies, focusing on emerging technologies, consumer behavior, and data-driven decision-making. It
highlights key components such as online advertising, social media, mobile marketing, and personalization.
The paper also discusses challenges related to privacy, data security, and the evolving digital landscape.
Additionally, it outlines a future research agenda, emphasizing the need for further studies on Al, big data
analytics, and the impact of digital transformation on marketing strategies. The study provides valuable
insights for academics and practitioners in the field of digital marketing.

Saura, J. R., Palos-Sanchez, P., & Cerda Suarez, L. M. (2017). This study is conducted by the author to
understand the importance of data-driven decision-making in digital marketing strategies, emphasizing
how businesses can use KPIs and web analytics to measure performance, optimize campaigns, and enhance
customer engagement. The study discusses various tools and techniques for analyzing online consumer
behavior, website traffic, and conversion rates. The findings suggest that leveraging these metrics
effectively can improve marketing efficiency and business outcomes. The research provides valuable
insights for companies seeking to refine their digital marketing strategies through data analytics.
I1l. RESEARCH METHODOLOGY

The research will follow a Quantitative Research Design using surveys as the primary data collection
method, allowing the researcher to gather responses from a large sample of Blinkit users and non-users.

1. Primary Data Source:

a. Surveys and Questionnaires: A survey will be designed to collect data from Blinkit users. The
survey will be distributed through online platforms like Google Forms, social media platforms, or
via email.

2. Sampling Method:
a. A stratified random sampling method will be used to ensure a diverse sample, considering both
users and non-users of Blinkit from different demographics (age, location, gender, etc.).

IJCRT2503946 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | i162


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882

3. Hypotheses:

a. Null Hypothesis (Ho): "There is no significant impact of Blinkit's social media strategy on public

engagement or consumer behaviour."

b. Alternate Hypothesis (H:): "Blinkit's social media strategy has a significant impact on public

engagement and consumer behaviour."

Analysis of data and Result

1. Data collected
Anova to analyse Primary Statistical Data:

One Way Anova Table
Summary
Groups Coun Sum Averag Variance

t e
Digital marketing strategies increase awareness of 100 408 4.08 0.68040404
brands and products.
Social media platforms have a significant influence on 100 414 4.14 0.667070707
my perception of a brand.
Online reviews and ratings affect my decision to trusta 100 188 1.88 0.672323232
product or service.
Targeted digital ads are effective in changing my 100 333 3.33 1.960707071
purchasing behavior.
| feel more connected to brands through their digital 100 289 2.89 2.24030303
marketing campaigns.
The use of influencers in digital marketing positively 100 282 2.82 2.20969697
affects my view of the brand.
Personalized email marketing influences my decisionto 100 283 2.83 2.142525253
engage with a brand.
I believe that digital marketing strategies improve 100 308 3.08 2.235959596
customer service and communication.
Frequent digital marketing campaigns (e.g., emails, 100 309 3.09 2.244343434
ads) make me more aware of promotions and offers.
| prefer brands that use digital marketing over those that 100 312 = 3.12 2.046060606

rely solely on traditional advertising methods.
Table-6.1. a

From the following table the following can be learned

The table highlights that social media marketing (4.14) and targeted digital ads (3.33) are the
most effective in influencing consumer perception and purchasing behavior.

Online reviews (1.88) have the least impact, while influencer marketing (2.82) and personalized
emails (2.83) show moderate effectiveness.

Consumers generally prefer digital marketing over traditional ads (3.12), indicating Blinkit's
strong positioning in the digital-first space.

Source of Variation SS df MS F P-value F crit

Between Groups 377284 9 41.92044444 24515748 3.50943E 1.8893209

68 -38 34

Within Groups 1692.84 990 1.709939394

Total

2070.124 999
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Table-6.1. b

From the following table the following can be learned

1. F-statistic: 24.52
a. This value represents the ratio of the variance between the groups to the variance within the
groups. A higher F-value typically suggests that there are significant differences between
the group means.
2. P-value: 3.51E-38
a. The p-value tells you whether the observed differences between group means are statistically
significant. Since the p-value is far less than the common significance level of 0.05, we can
reject the null hypothesis. This means that there are significant differences between the means
of the groups.
3. F-crit: 1.89
a. The critical value of F is the threshold that the calculated F-statistic must exceed for the
results to be significant. Since the calculated F-value (24.52) is greater than the critical value
(1.89), the results are statistically significant.
2 Result

Since the p-value is very small (3.51E-38), and the F-statistic exceeds the critical value, we can conclude
that there are significant differences between the means of the different groups. In other words, the various
digital marketing strategies and their impact on consumer perceptions, behaviour, and engagement show
significant variability. This suggests that at least one of the groups differs notably from the others, meaning
that people's responses to the different digital marketing strategies are not all the same.

Since the p-value is much smaller than 0.05 and the calculated F-value exceeds the critical F-value, we
reject the null hypothesis (Ho).

1. Rejection of the Null Hypothesis (Ho): Based on the statistical analysis, we reject the null
hypothesis, which suggests that there is a significant impact of Blinkit's social media strategy on
public engagement and consumer behaviour. The data confirms that Blinkit's digital marketing
efforts, especially through social media, have influenced consumer perceptions and behaviours in
a meaningful way.

2. Acceptance of the Alternate Hypothesis (Hi): We accept the alternate hypothesis (Hi), which
states that Blinkit's social media strategy has a significant impact on public engagement and
consumer behaviour.

Findings
1. Significant Impact of Digital Marketing on Consumer Behavior

a. The ANOVA test results show a highly significant impact (F-statistic = 24.52, p-value =
3.51E-38) of Blinkit’s digital marketing strategies on public engagement and consumer
behavior.

b. Different digital marketing approaches yielded varied responses, with social media
marketing, influencer collaborations, and targeted digital ads proving particularly effective.

2. Social Media as a Key Engagement Driver

a. Blinkit’s use of Instagram, YouTube, and TikTok, along with meme marketing and
influencer collaborations, helped engage younger, tech-savvy consumers.

b. The findings indicate that social media campaigns significantly influence brand perception,
with respondents agreeing that social media platforms shape their views on brands.
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3. Personalization and Targeted Ads Boost Conversions

a. Personalized recommendations, push notifications, and data-driven marketing efforts have
been effective in increasing customer engagement and repeat purchases.

b. Consumers responded positively to customized offers, but frequent digital marketing (e.g.,
excessive email campaigns) showed mixed reactions.

4. Influencer Marketing Strengthens Brand Trust

a. Collaborating with influencers and micro-influencers has enhanced Blinkit’s brand
credibility, especially among younger demographics.

b. However, responses suggest that while influencer marketing is effective, it should be paired
with other strategies to maximize impact.

5. Flash Sales and Discounts Drive Short-Term Sales

a. Limited-time offers, flash sales, and loyalty programs have successfully increased
conversions.

b. However, heavy reliance on discounts may not be sustainable in the long run and could
impact Blinkit's profit margins.

6. Al and Big Data Improve Operational Efficiency

a. Blinkit’s use of Al for demand forecasting, personalized recommendations, and delivery
route optimization has contributed to better operational efficiency and customer satisfaction.

b. However, further investment in technology could enhance the customer experience even
more.

7. Market Differentiation and Competitive Advantage

a. Blinkit’s pivot to quick commerce (10-minute deliveries) has successfully differentiated it
from traditional grocery delivery services.

b. The strategy has increased brand recognition and customer loyalty, helping Blinkit compete
with established players like BigBasket, Amazon Fresh, and Flipkart Grocery.

Recommendations
1. Diversify Social Media Strategy Beyond Viral Marketing

a. While meme marketing and humor have been effective, Blinkit should also create more
educational content, customer success stories, and value-driven messaging.

b. Expanding content to platforms like LinkedIn could also help build brand credibility among
working professionals.

2. Reduce Dependence on Discounts and Focus on Loyalty Programs

a. Instead of frequent flash sales, Blinkit should enhance its loyalty programs to encourage
long-term customer retention.

b. Offering exclusive benefits (e.g., free delivery for premium members) could be more
sustainable than continuous discounts.
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3. Improve Customer Retention Strategies

a. Introducing gamification elements (e.g., reward tiers, streak-based discounts) could enhance
user engagement.

b. Personalized in-app experiences and exclusive early access to new products could
incentivize repeat purchases.
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