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Abstract: The classic marketing mix (4Ps → 7Ps) is no longer sufficient in an AI-first, platform-dominated economy. 

This article proposes the 10Ps framework — extending the traditional 7Ps with three digitally-native pillars: 

Personalization, Platforms and Performance Analytics, as the strategic foundation for modern marketing. Growth 

hacking, with its relentless experimentation, A/B testing, and data loops, serves as the operational engine that activates 

these new Ps. Using India’s $5B+ quick-commerce war (Zepto, Blinkit vs. Swiggy, Flipkart) and IndoAI’s edge-camera 

marketplace as live case studies, the paper demonstrates how the 10Ps create compounding growth flywheels once the 

“minimum viable data threshold” (~50–100k engaged users) is crossed. It also exposes growth hacking’s cold-start 

paradox and introduces an 11th meta-principle, Data Threshold Awareness, to prevent romanticising a methodology that 

remains structurally inaccessible to most early-stage ventures. 
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1. INTRODUCTION 

 

Marketing is intrinsically a function of time and is temporary context. It depends on technological progress [1][2][3]. The 

21st-century digital economy has accelerated this evolution defining its needs in the Industry 4.0 Environment [4], 

compelling marketing paradigms through digital transformation continually adapt to new modes of value creation [5] and 

delivery [6]. According to Kotler & Keller [7] Marketing Mix is a set of marketing tools that a company uses to 

continuously achieve its marketing goals[8].The marketing mix framework, a basis of marketing strategy [9], has 

historically reflected these shifts—evolving from McCarthy's [10] foundational 4Ps (Product, Price, Place, Promotion) 

for tangible goods to Booms and Bitner's[11] 7Ps[12], which incorporated the service-oriented dimensions of People, 

Process and Physical Evidence. This expanded model provided a more holistic blueprint for aligning organizational 

capabilities with market demands in an increasingly service-driven economy[13][14]. 

Today’s business landscape is characterized by the integration of artificial intelligence (AI), big data and digital 

platforms[15] combined with ML & simulation techniques[16][17]to improve better decision making[18], presents a 

disruption[19][20] of unprecedented scale and velocity, and has brought the Fourth Industrial Revolution to an inflection 

point [21]. 

This shift is not merely incremental but represents a fundamental re-orientation of consumer engagement and market 

structures[22]. The rise of AI and machine learning has catalyzed this transformation, elevating marketing from a 

predominantly creative-communication function to an analytical, technology-integrated discipline. AI is currently applied 

across different marketing functions and its potential future evolution and impact on marketing processes[23]. 

Algorithms are now analyzing customer interactions in real time, predicting consumer behavior and personalizing 

content[24][22]. Through recommendation engines, predictive analytics[25], natural language processing[26] and 

behavioural algorithms, marketing is now tasked with understanding, predicting and adapting to consumer needs in real-

time[27], thereby dissolving traditional boundaries between marketing, operations and product development. Thus, using 

AI-enabled analytics, firms can predict what a customer is likely to buy[28]. 

Digitally native firms approach technology not as an enabler of business strategy, but as a central part of that 

strategy itself[29]. These companies have embraced growth hacking, funnel optimization and product-led growth (PLG) 

as core strategic pillars. Growth hacking has been leveraged by several born-digital companies (e.g., Dropbox, Google, 

Airbnb, Meta, LinkedIn, Pinterest, PayPal and many others) to improve business scalability and to boost growth [30]. 

These approaches rely heavily on experimentation, data-driven insights, rapid iteration and personalization at scale. The 

integration of emerging technologies, performance analysis and continuous innovation emerged as critical processes that 

facilitate validation and learning within the GH framework [31][32]. In today’s data driven market, marketing is function 

of Customer Lifetime Value (CLTV)[33], Customer Acquisition Cost (CAC), Return on Ad Spend (ROAS), retention 

rates, conversion funnel efficiency[34] and engagement heatmaps[200][201][202]. Consequently, the marketer’s role has 
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expanded beyond communication planning to include responsibilities in data analysis, customer journey mapping[202], 

experience design and cross-functional collaboration with product and technology teams. These developments have 

exposed a conceptual gap in the established 7Ps framework. 

The author found that this new environment, previously models insufficient. The model, while robust for its time, is 

inadequate and unable to capture the core drivers of competitive advantage in digital ecosystems: the strategic imperative 

of hyper-personalization[203], the central role of platform infrastructures, and the primacy of real-time performance 

metrics[22]. 

The proliferation of quick-commerce (Q-commerce) platforms[199], which reduces delivery timelines to under 15 

minutes, fundamentally disrupts established conceptions of 'Place(Micro-warehouses, API integrations) ' and 

'Process(Automation & real-time dashboards)' [35]. Concurrently, the paradigm of 'digital marketing' has been 

superseded by the more agile, data-fueled ethos of growth hacking.  

 “Growth hacking” is a “datainformed” marketing approach that uses digital marketing tools and tactics as well as tradit

ional marketing channels to help technology companies[36]. 

Pioneered in the technology startup ecosystem by Ellis[37], growth hacking supersedes traditional [198], high-cost 

broadcast campaigns in favor of a lean, experimental approach focused on hyper-targeted, scalable, rapid fire testing[38] 

and metric-driven user acquisition strategies[39][30][40][41]. This philosophy is intrinsically linked to the capabilities 

afforded by AI and big data, emphasizing rapid iteration[42], A/B testing and viral mechanics to achieve exponential 

growth[43][44]. Growth hacking emphasizes experimentation, agility and leveraging technology to achieve scalable 

results achieving rapid and sustainable growth[45]. 

 

This article adopts and examines the 3 new Ps (addition to 7Ps)  of New Age Marketing[22], which augment the original 

7Ps with three critical, digitally-native elements(see table below): 

• Personalization(AI-tailored engagements) [22][204]:  

The next use of AI and data analytics to deliver and enhance[46] uniquely tailored customer experiences: “What 

does this customer need most in this moment?[47], moving beyond a tactical tool to a core strategic 

imperative[48]. 

• Platforms(digital infrastructures as battlegrounds):  

The platform is the new battleground for innovation, developers and marketplaces[49]. The recognition that 

digital platform ecosystems—rather than traditional channels—are the primary battlegrounds for engagement, 

value co-creation and market dominance[50][51]. 

• Performance Analytics(real-time metrics for iterative refinement): Metrics like accuracy rates, response times 

and error rates help businesses assess the effectiveness of their AI solutions[52].The continuous, real-time 

measurement and optimization of marketing activities based on data metrics, forming the feedback loop that 

enables agile adaptation and demonstrates return on investment[53]. 

 

Traditional P Growth Hacking Influence → New 10Ps Dimension 

Product Rapid MVP iteration[205] → Productivity 

Price Dynamic & psychological pricing → Profitability 

Place Micro-warehouses, API integrations → Platforms 

Promotion Viral loops, referral engines → Performance Analytics 

People Community-led growth → Personalization at scale 

Process Automation & real-time dashboards → Performance Analytics 

Physical Evidence AR try-ons, unboxing videos → Personalization 

 

This expanded 10Ps framework provides the strategic "what," while growth hacking provides the operational "how”[214]. 

The integration of this framework with growth hacking methodologies is a critical appreciation, as the latter's dependence 

on large-scale behavioural data(AI, platform dynamics, demand for instantaneous, personalized value), rapid 

experimentation and viral loops serves as the executional engine for the former. However, this integration also introduces 

significant challenges, including algorithmic bias, data privacy concerns and ethical considerations in consumer 

engagement. 

Therefore, this article aims to critically explore the synthesis of the established marketing mix with the demands of the 

algorithmic age. By critically appreciating these additions through a digital lens, author illuminate pathways for marketers 

to harness Q-commerce's speed and growth hacking's elements. 

The upcoming sections will trace the theoretical evolution of marketing mixes, synergies of the 10Ps model and analyze 

the role of growth hacking as its operationalizing force. 
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2. LITERATURE REVIEW 

 

The evolution of marketing thought reflects broader shifts in economic structure, technological development, consumer 

behaviour and organizational strategy. A review of the literature reveals three major trajectories relevant to this study: (1) 

the progression of marketing frameworks from the 4Ps to the 7Ps and more recently toward technology-integrated 

models; (2) the rise of digital transformation and platform-based marketing ecosystems[54][55]; and (3) artificial 

intelligence (AI) as a catalyst for personalized, real-time and measurable marketing[56]. 

 

Phase Year Elements Added Primary Context Key References 

Classical 4Ps 1960 
Product, Price, Place, 

Promotion 
Tangible goods McCarthy (1960) [10] 

Service 7Ps 1981 
+ People, Process, Physical 

Evidence 
Intangible services 

Booms & Bitner (1981) 

[11] 

Web & Social 

extensions 

2006–

2014 

Scope, Site, Synergy, 

Participation, etc. 

Early digital & 

social media 

Constantinides 

(2006)[57], Pehlivan et 

al. (2014)[58] 

New-Age 10Ps 

(this work) 
2025 

+ Personalization, Platforms, 

Performance Analytics, 

Productivity 

AI, Q-commerce, 

Growth Hacking 
[22], present study 

 

The digital revolution, as stated above, has rendered even the 7Ps insufficient. Scholars and practitioners have proposed 

various extensions as shown in Table below. 

Author(s) / Year 
Proposed 

Extension 
Added Elements Context 

Booms & Bitner (1981) 

[11] 
7Ps People, Process, Physical Evidence 

Service 

marketing 

Constantinides (2006) 

[57] 
4Ss Scope, Site, Synergy, System Web marketing 

Pehlivan et al. (2014) 

[58] 
8Ps + Participation 

Social media 

marketing 

Gujar (2024) 

[22] 

Toward 

10Ps 

+ Personalization, Platforms, Performance 

Analytics, Productivity, Profitability 

AI & Growth 

Hacking era 

 

2.1 Evolution of Marketing Frameworks: From 4Ps to Extended Models 

The foundational marketing mix concept introduced by McCarthy[10] simplified marketing strategy into four 

controllable variables: Product, Price, Place and Promotion. This model dominated academic and managerial thinking 

for several decades, providing clarity in an era characterized by mass production and mass communication and Kotler 

(1971) expanded on this framework. 

Later, as services became a larger part of global economies[59], become a larger share of GDP[60], scholars argued for 

more finer models. Booms and Bitner (1981) introduced the added People, Process and Physical Evidence to 4Ps—to 

reflect the intangible, interactive and experiential dimensions of service delivery. These additions recognized the 

centrality of consumer participation, service encounters and environment-based cues in influencing perceptions and 

decisions. 

Yet the 4Ps and 7Ps frameworks emerged in pre-digital contexts as it found that it has linear value chains, one-directional 

communications and relatively stable consumer behaviours [206]. Scholars note that consumer experiences today are co-

created[208], dynamically and it is technology-mediated and driven. So, frameworks such as the 4Rs (Relationship, 

Retention, Referral, and Recovery)[207], the 5Cs (Customer, Company, Competitors, Collaborators, Context)[62] and 

the SAVE model (Solution, Access, Value, Education) [63] complemented the original 4Ps. 

Nevertheless, none of these models explicitly address challenges posed by AI, platforms and algorithmic decision-

making. Here author introduced the concept of the 10Ps of New Age Marketing, extending the mix by adding 

Personalization, Platform and Performance to better align strategy with digital-era realities which complements data 

hungry GH for Q commerce. This expanded framework reflects the need for marketers to manage data-driven 

personalization, leverage digital platforms as engagement infrastructure and measure performance in real time. 

 

2.2 Digital Transformation and Platform Economics 

The shift from pipeline to digital platform models[64] represents one of the most significant economic transformations 

of the 21st century. Research by Parker et al [51] highlights how platforms such as Amazon, Google, Uber and Meta 

create value through interactions rather than linear production chains[209]. Network effect refers to any situation in which 
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the value of a product, service, or platform depends on the number of buyers, sellers, or users who leverage it [65]. In 

platform economies, network effects drive scalability and competitiveness [66], altering marketing’s role from 

communication to experience orchestration. 

Digital transformation literature emphasizes the integration of data, analytics, cloud computing and automation across 

business functions. Bharadwaj et al.[67] argue that digital business strategy blends IT strategy with firm strategy, breaking 

down traditional functional boundaries. Marketing scholars highlight that consumer journeys are increasingly nonlinear, 

omnichannel and constantly influenced by digital touchpoints[68]. Within such environments, real-time analytics and 

algorithmic models determine content, offers, timing and delivery. AI-enabled content personalization[69][22] improves 

customer satisfaction by delivering relevant and timely information to consumers.  

Real-time analytics is a special kind of big data analytics in which data elements are required to be processed and analysed 

as they arrive, in real-time[70]. 

Marketing technology (martech) platform[210] i.e CRM systems, customer data platforms (CDPs)[71], marketing 

automation tools and AI-based engagement engines—these are now essential to executing modern marketing strategies. 

Scholars argue that the ability to integrate and activate data across platforms determines competitive advantage with 

value creation[72][73].  

Platforms that effectively integrate user-generated value with their own resources will be better positioned to maintain 

a competitive edge[74]. This aligns with industry observations: companies like Netflix, Amazon and Spotify rely on 

algorithmic understanding of user behaviour to curate experiences and drive engagement[22]. 

 

2.3 AI and Personalization[22] in Marketing 

The literature increasingly recognizes AI as a transformative enabler of marketing effectiveness and consumer 

engagement[75][76][77][78]. Wedel & Kannan[79] describe AI as a game changer in modelling consumer preferences, 

predicting behaviour and optimizing interactions. AI-driven personalization spans several domains: recommendation 

systems, dynamic content adaptation, predictive analytics, chatbots, virtual assistants and computer vision-based 

insights[80][81][82]. 

Recommendation systems leverage collaborative filtering[83], here [84] leverages ensemble learning by integrating 

sentiment analysis of textual data with collaborative filtering techniques, content-based filtering and hybrid models to 

curate individualized suggestions. Collaborative filtering stands as a time-tested technique in recommendation 

systems[85]. Research by Ricci et al. [86] demonstrates that personalized recommendations enhance user satisfaction, 

retention and conversion. Predictive analytics literature highlights how machine learning models forecast consumer 

behaviour[87], enabling targeted offers and proactive engagement [211]. 

AI-driven dynamic pricing has also emerged as a major research area. Algorithmic pricing can dynamically adjust 

prices based on changing market conditions and personalize them for different customer segments[88].  

Deep Reinforcement Learning-Based Dynamic Pricing Strategy: This model uses deep reinforcement learning algorithms 

to automatically adjust prices in real time[89]. 

Studies show that algorithmic pricing can optimize revenue and profit by adjusting prices based on demand, competition, 

inventory, and consumer behaviour [90]. Similarly, AI-based segmentation improves micro-targeting by uncovering 

behavioural patterns[91] that traditional demographic segmentation cannot detect. 

Recent literature addresses ethical considerations as well. Scholars warn about algorithmic bias, privacy risks, data 

security and over-personalization leading to consumer discomfort [92].  

 

2.4 Growth Hacking, Q-Commerce and Digital Consumer Behaviour 

The most successful businesses in Silicon Valley learned that relentless experimentation is key for growth[93]. Growth 

hacking, adopted and popularized by start-ups in Silicon Valley, integrates experimentation, behavioural insights, product 

optimization and viral loops to accelerate growth[94]. Ellis[213]argues that growth hacking represents an intersection of 

product management, marketing analytics and technology. It is inherently data-driven, making it compatible with AI-

based personalization[95][96]. 

Q-commerce focuses on hyperlocal demand, speed-based differentiation and consumer expectations of immediacy[97]. 

Marketers note that Q-commerce thrives on micro-personalization—predicting what specific neighbourhoods or user 

segments will purchase at specific times[98][99]. Companies like Blinkit and Zepto exemplify this shift through dynamic 

assortment curation and AI-powered recommendations. 

Digital consumer behaviour literature consistently shows that consumers expect seamless, integrated and personalized 

experiences. Studies by McKinsey[100] show that personalization increases marketing ROI by 10 to 30%[100] and 

reduces acquisition costs by as much as 50%. Behavioural economics research reveals that personalized choices increase 

cognitive ease, emotional factors influence decision satisfaction, and improve retention[101]. 

AI technologies, such as machine learning, natural language processing, and predictive analytics, and their role in deep

ening our understanding of human economic behavior. 
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The case study of Flipkart’s AIpowered recommendation engine shows a 30% increase in user engagement and a 25% 

boost in sales[102] 

 

3.  10PS OF NEW AGE MARKETING VIS-À-VIS GROWTH HACKING 

 

The 10Ps framework by author extends the traditional 7Ps with Personalization, Platforms and Performance Analytics, 

fusing strategic marketing with growth hacking's experimental ethos for AI-driven scalability and creating a holistic 

model relevant for AI-centric businesses.  This creates adaptive growth engines via viral loops, A/B testing and data 

loops. 

 

10Ps Element Core Description 
Growth Hacking 

Alignment 
Example 

Key 

Reference 

Product(Dynamic 

Evolution) 

Dynamic, AI-evolving 

offerings with modular 

upgrades and co-

creation. 

PLG via freemium; viral 

features (e.g., shareable 

outputs) boost retention. 

Netflix's adaptive 

recommendations; 

IndoAI camera 

model updates. 

[103] 

Price 

Algorithmic, behavior-

based models (surge, 

personalized tiers). 

Real-time elasticity tests 

optimize LTV:CAC; 

gamified discounts drive 

urgency. 

Uber Surge; Zepto 

flash deals. 
[104] 

Place 

Omni-channel, API-

embedded distribution 

with micro-fulfillment. 

Frictionless embeds 

(e.g., APIs) enable 

guerrilla partnerships. 

Blinkit's 10-min q-

commerce. 
[105] 

Promotion 

AI-orchestrated micro-

targeting and creative 

automation. 

Infinite A/B ad variants; 

referral programs fuel 

virality. 

Dropbox invites. [30] [40] 

People 

Augmented teams: 

Humans oversee AI for 

experiments. 

Cross-functional hacker 

squads(eng/marketing/d

ata) run rapid tests. 

Airbnb's growth 

teams. 
 [35] 

Process 

Automated workflows 

via CDPs for seamless 

journeys. 

Scalable loops (e.g., 

automated onboarding) 

enable 1,000+ weekly 

experiments. 

HubSpot triggers. [106] 

Physical 

Evidence 

Digital trust signals (UI, 

certifications) for 

"Aha!" moments. 

Social proof hacks 

convert trials via 

unboxings and badges. 

Amazon's smooth 

checkout. 
[107] 

Personalization 

Behavioral/predictive 

tailoring across 

touchpoints. 

Hyper-retargeting 

boosts conversions 20-

35%; intent-based 

clusters. 

Amazon 

homepage. 
[108] 

Platforms 
Multi-sided ecosystems 

for network effects. 

API-led growth; 

marketplaces create 

viral developer/user 

loops. 

IndoAI model 

uploads. 
[109] 

Performance 

Real-time metrics 

(CAC, LTV, cohorts) 

with AI attribution. 

A/B culture; analytics 

dashboards validate 

hacks. 

Facebook's 

experiment teams. 
[110] 

 

Performance acts as the control system of modern marketing. When Personalization interacts with Platform and with 

Performance Analytics in circular manner, for Growth-hacking this is the exact same loop growth hackers call the “growth 

flywheel” or “pirate-metrics loop” (AARRR): 

• Personalization → improves Activation & Retention 

• Platform data → fuels Acquisition & Referral 

• Performance Analytics → measures Revenue and feeds the next experiment 
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The more you personalize → the more data you collect → the better the personalization → the faster you grow. This is 

compounding growth at its simplest. 

  

Below - Growth Hacking Framework[214]  & Growth Engine(10Ps)  

    
 

 

4. CASE STUDIES 

 

(A) The David vs. Goliath Battle in India's Q-Commerce: How Zepto and Blinkit Hack Growth to 

Challenge Giants like Swiggy Instamart and Flipkart Minutes 

Imagine you're craving a late-night snack or need toothpaste right now—no more waiting now! That’s the Quick 

Commerce apps promise to bring groceries, gadgets or even gold coins[111] to your door in 10-15 minutes[112][113]. 

The market is of about $5 billion in 2025 and eyeing $30 billion by 2030[114]. But it's a cutthroat arena, with startups 

like Zepto and Blinkit (the "Davids") slinging stones at established giants like Swiggy Instamart and Flipkart Minutes 

(the "Goliaths”)[115]. 

Here, Davids are the nimble, data-obsessed growth hackers of lean teams running rapid experiments(A/B testing) to scale 

fast on shoestring budgets. The Goliaths are the well-funded with massive user bases, deep pockets and existing logistics 

networks. Zepto[116] and Blinkit use "growth hacking"—smart, low-cost tricks like viral referrals, A/B testing app 

features and hyper-targeted ads[117][118]—to punch way above their weight. Meanwhile, Swiggy Instamart are food 

delivery empire[119] and Flipkart Minutes taps Walmart's cash to flood the market with discounts[]. 

Let's see how these Davids hack their way to growth on the battlegrounds, how this fight is reshaping how India shops. 

Growth Hacking: How Are Zepto and Blinkit Using It? 

Growth hacking isn't fancy ads or big budgets[120]—it's an experiential mindset and not about testing random ideas[121] 

but where every move is tested like a science experiment. Sean Ellis (who helped Dropbox explode), it focuses on one 

goal: rapid, sustainable user growth through data-driven[122][123] tweaks. For Q-commerce, it is  app turning into a 

growth machine: acquire users cheaply, hook them with delight and get them to spread the word. 

Zepto: The Disruptive New Kid Hacking Speed and Virality Zepto, launched in 2021 by two IIT grads, is the another 

David(valued $6B)[124] with odd 1100 dark stores[125]. They hacked growth by promising "10-minute 

delivery"[126][127] as their "one metric that matters". Here's how: 

• Viral Loops and Referrals: Zepto's app lets users earn "Zepto Coins" (like free credits) for inviting 

friends[128]. If one user refers five pals who order, it snowballs—each new signup gets ₹100 off, creating a 

chain reaction. This referral engine helped them hit 16 million[] monthly users without massive TV ads. It's like 

Dropbox's[129] old trick: give storage for invites, but Zepto tailored it to urban millennials and Gen-Z [130] for 

quick wins. 

• A/B Testing for Hyper-Personalization[131]: They constantly tweak the app. One experiment was showing 

"lightning deals" (flash discounts on chips or soap) only to users who've abandoned carts[132][133]. Another: 

Geo-fenced push notifications[134] like "Milk at ₹20 off—arrives in 8 mins!" With the help pf AppsFlyer[135] 

they supercharged remarketing efforts, which saw 35% increase in remarketing conversions and a 15% increase 

in D30 retention rates in few months. Zepto's algo even "batches" orders (groups nearby ones for one 

rider)[136]cutting costs without delaying deliveries[137][197]. 
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• Low-Cost Acquisition Hacks: Instead of broad ads, they partner with influencers on Instagram[138] for 

"unboxing hauls" (fun videos of 10-min orders). In 2024, this added significant new users. They also launched 

"Zepto Cafe"[139]—quick snacks like coffee in 10 mins—to test new categories, turning one-time grocery 

buyers into daily users[140]. 

Thus, Zepto tripled total sales to $3 billion in eight months by mid-2025 [141], grabbing 29% market share[142]. Zepto 

delivered over 2 million daily orders during Diwali(oct 2025) week, around 40% higher than its closest rival but burned 

cash on subsidies (free deliveries over ₹99) to build data for better hacks. 

With the help of SaaS key metrics[143], Zepto is mapped as shown in table below:  

Metric Zepto Mapping & Performance[165] 3Ps Pillar Used 

(Personalization/ Platform/ 

Performance Analytics) 

Attention 

How effectively Zepto pulls 

in app traffic via targeted 

ads, billboards, and social 

buzz 

Zepto hacks this with ₹120Cr/month performance 

marketing[144] (Google UAC, influencers) and 

viral unboxings, hitting 31M+ monthly 

users[145]— It has reported adding around 100,000 

new customers every week[146], with a focus on 

scaling rapidly in major metros. 

Performance Analytics – 

Real-time bidding & geo-

heatmaps optimize spend 

Enrollment 

Visitors (app 

downloads/sessions) turning 

into first-time orderers. 

Zepto's free delivery over ₹99 + flash deals 

[147]convert installs to orders, with 1M+ Zepto 

Pass subs in week one post-launch[148]—treating 

trials like "zero-risk first basket." 

Personalization – Dynamic 

flash deals shown only to high-

intent visitors 

Stickiness 

Daily/weekly order 

frequency as engagement 

proxy. 

Zepto has 48% Urban millennials[149] reorder 

monthly via habit-forming nudges, yielding high 

DAU/MAU ratios—loyalty from 10-min speed 

keeps 78%+ retention[158]  

Personalization – “Your 

usuals” & predictive restock 

widgets 

  

Conversion 

Free/trial users becoming 

paid (repeat buyers) or up-

tiering to Pass 

40%+ of first-orders convert to monthly actives; 

Zepto Pass (₹99/month free delivery) ups 20% to 

premium[159], via personalized cart 

recovery[160]—boosting from one-off to habitual 

spend. 

Personalization + Performance 

Analytics – Personalized 

recovery + cohort testing 

Revenue per Customer 

Avg. monthly spend per 

active user (AOV x freq) 

Its AOV) was around ₹[161], increased 

bundles/cross-sells (e.g., "Add coffee to milk) 

  

Personalization – AI upsell 

banners & bundle suggestions 

Customer Acquisition Cost 

(CAC) 

Cost to land a paying 

(repeat) user 

Down to ₹150-200 (half of rivals)[162] via referrals 

(₹100 Zepto Coins/invite) and geo-ads—efficient 

dark-store density in 900+ locations slashes 

logistics waste, enabling scale without burn spikes. 

Performance Analytics – 

Attribution models + geo-

density optimization 

Virality 

Referral spread and invite 

speed. 

K-factor >1.2 from "invite & earn" (drives 30% 

new users)[163]; users share codes in <24 hours 

post-first order—viral loops like influencer hauls 

amplified growth in new cities. 

Platform – Referral engine 

integrated across app & shared 

via WhatsApp 

  

Upselling 

Triggers for higher spend 

(bundles, premium items). 

In-app AI banners convert 30%+ carts to upsells 

(e.g., branded vs. generic)—Zepto Cafe snacks and 

electronics verticals spike AOV 22%, happening 

15-20% of orders via dynamic suggestions[164]. 

Personalization – Real-time AI 

suggestions & dynamic 

bundling 

  

Uptime & Reliability 

Delivery success rate and 

complaint volume. 

98%+ on-time (8:47 avg. delivery) via AI route 

optimization; <2% escalations (outages rare, thanks 

to 240+ dark stores)—geo-heatmaps predict 

demand, minimizing stockouts.[165]  

Performance Analytics – Live 

route optimization & predictive 

inventory 

  

Churn 

Monthly loss of active users. 

Reduced via Zepto Pass perks and retention 

nudges—AI churn signals (e.g., abandoned carts) 

trigger win-back offers, keeping urban impulse 

buyers hooked.[166] 

Personalization + Performance 

Analytics – Churn prediction 

triggers win-back offers 
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Lifetime Value (LTV) 

Total value from signup to 

churn. 

Unconfirmed report state LTV:CAC 4:1+, 

compounding via frequency hikes—loyal cohorts 

from early metros now spend 2x more[167] 

Performance Analytics – 

Cohort tracking & LTV 

forecasting dashboards 

Croll & Yoskovitz [150]  

 

Zepto’s entire growth engine runs on the three new Ps — Personalization (drives stickiness, conversion, upselling), 

Performance Analytics (powers CAC reduction, reliability, LTV), and Platform (fuels virality). This is the 10Ps 

framework in live action. 

Blinkit: The Pivot Master Hacking Efficiency and Loyalty Blinkit, 30M users[168], formerly Grofers, bought by 

Zomato in 2022 for $570 million, is another David($15 billion)[151] with 1,000+ dark stores[152] , aims for 2000+ 

stores[153]and 45% market share[154]. They hacked a comeback from slow grocery(then Grofers) slots to "blink-fast" 

delivery[155][156]. 

Real-Time UX Experiments: Blinkit’s app is a hacker’s dream [157]—simple, with a countdown timer for every order 

(“Arriving in 9 mins!”). They A/B test everything: one version shows “nearby stock” maps to build trust through speed 

guarantees [169]; another uses Personalization to personalize shelves with “You bought this last week—restock?” This 

Personalization reduces cart abandonment [157]. Their “heatmaps” (Performance Analytics) optimize rider routes [170], 

hitting 9-minute averages. 

Loyalty Loops and Bundling: Post-acquisition, Blinkit integrated Zomato’s user base [171][172] leveraging Platform 

for cross-sells—like “Add biryani to your groceries?” Their “Blinkit Plus” (₹99/month for free deliveries) is a retention 

hack [173]: Users who join reorder 2x more. Referrals give ₹50 credits, powered by Platform integration, fueling viral 

growth to 600,000 daily orders [174]. 

Ad Revenue Hacks: With 40% of searches hyper-specific (“Lay’s chips, not just chips”), they use Personalization + 

Performance Analytics to sell targeted slots to brands [175]. In 2024, ads hit ₹1,000 crore—low-cost growth fuel. Blinkit’s 

Average Net Order Value per store surged 45% YoY in FY25. They even batch high-value items (electronics via 150 new 

stores) using Performance Analytics to boost average order value (AOV) to ₹707 [176]. 

Blinkit’s edge? Disciplined cash burn (just ₹35 crore/month [177] vs. rivals’ ₹5,000 crore/quarter), letting them hack 

without desperation. These hacks engines are data-oiled. Zepto and Blinkit feed apps with user behavior (what you search, 

abandon, reorder) through Personalization and Performance Analytics to iterate weekly. 

Lets see how Goliaths fight back with scale. 

Goliath Counter-Hacks: Swiggy Instamart & Flipkart Minutes (2025) 

Swiggy Instamart (25% share, 11M users)[178] 

• Platform leverage: Bundles groceries with Swiggy food orders (“Add biryani to groceries?”) using shared (cross 

selling) 40M-user base[179]. 

• Personalization + Performance Analytics: “Instamart One” loyalty [180] + dynamic zero-fee discounts drive 

22% GOV growth[181]. 

• Slower 15–20 min (a median) delivery but covers 580+ cities[182].[183][184] 

Flipkart Minutes (14 cities, 200 dark stores Walmart-backed) [185][186] 

• Performance Analytics + Personalization: 7–20% lower prices[187] + targeted ads from Flipkart’s 500M-user 

data[188]. 

• “Gourmet bundles” push high-AOV electronics[189]; 14-min average (still scaling)[190]. 

 

Battlegrounds – Where the 3 New Ps Decide the War 

 

Factor Davids (Zepto/Blinkit) Hack Goliaths Counter 10Ps Pillar Used 

Speed & 

Reliability 

9–11 min avg via hyper-local 

dark stores + AI routing 

Swiggy 15–20 min; Flipkart 

~14 min 
Performance Analytics 

Pricing & 

Discounts 

Dynamic flash deals, zero fees 

over ₹99 

Flipkart undercuts 20%; Swiggy 

ties to One membership 

Personalization + 

Performance Analytics 
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Product Range 
AI shelves: “Restock your 

faves?” + Café/electronics 

Flipkart 100M+ SKUs; Swiggy 

food-grocery bundles 
Personalization 

Acquisition & 

Retention 

Viral referrals (30% users), 

Pass/Plus loyalty 

Platform cross-sell from 

food/Flipkart base 
Platform 

Operational 

Efficiency 

Lean burn (₹35 Cr/month 

Blinkit) via route algos 
Wider reach, higher costs Performance Analytics 

Geographic 

Reach 
Metro density focus 

Swiggy 580 cities; Flipkart tier-

2 push 
Platform scale 

 

Thus, Davids currently lead on speed + Personalization; Goliaths fight back with Platform muscle and Performance 

Analytics-driven discounts. The war is won by whoever turns data into disciplined execution first — not just endless cash 

burn. Your next order is the battlefield. 

Why Davids Are Winning (For Now) and What It Means 

Zepto is expanding quickly with the support of investors, whereas Blinkit, which is supported by Zomato, has a bigger 

market share [191], Zepto and Blinkit prove small can slay big. Their hacks—virals, tests, personalization—built moats 

in data and speed, turning $570M acquisitions into $15B valuations. But Goliaths like Swiggy (IPO-fresh $11.3B)[192] 

and Flipkart (Walmart-backed) are closing in with all strategies. The pain here is cash burns and "cold starts"—startups 

subsidize to gather data for hacks, favoring urban elites over rural India. 

In simple terms, this war makes life easier (and cheaper) for consumers, reshaping jobs (more riders, fewer kirana stores) 

but arising sustainability questions. As Zomato's CEO says, it's "disciplined execution"[193] over discounts that wins 

long-term.  If Davids hit profitability first, they'll redefine retail; else, Goliaths swallow them. Either way, your next order 

arrives faster. 

 

(B) How IndoAI's leveraging 3Ps along with GH for their AI Cameras: Discussion with Mr Ashwani Rathod, 

CEO [195] 

In India’s booming AI hardware space, Pune-based IndoAI is redefining edge AI cameras with its “Appization” 

model[196] — turning fixed hardware into an updatable, app-like ecosystem. Targeting a $300B global market, IndoAI 

uses the three new Ps — Personalization, Platforms and Performance Analytics — to embed growth hacking into every 

layer of the 10Ps framework. 

Personalization is the killer acquisition hack. Traditional cameras give one feed; IndoAI lets users instantly download 

niche AI models (retail theft alerts, school attendance, factory defect detection) directly onto the device. This is like 

“Netflix-for-hardware” approach. On the e-marketplace, personalized recommendations + user ratings trigger viral 

sharing — buyers become advocates, slashing CAC via word-of-mouth. 

IndoAI’s AI Camera Marketplace is fundamentally built on deep data-driven personalization, powering a next-generation 

e-commerce ecosystem for AI Cameras, low-grade AI-enabled CCTV, hybrid monitoring systems, and developer-

uploaded AI models. The platform automatically recommends context-specific solutions—such as the best camera for 

factory environments, the ideal hybrid setup for hospitals, the top-rated ANPR camera for city surveillance, or add-on 

fire-detection models for existing IP cameras—ensuring every buyer receives a tailor-made experience. At its core, the 

marketplace operates as a multi-sided platform, not a linear product business, hosting hardware buyers across 

government, SMEs, and residential sectors; camera manufacturers; AI model developers; integration partners; and 

cloud/edge AI services. This “appization” layer functions like Google Play for edge AI—developers upload models, earn 

revenue share and enterprises discover vetted solutions with live accuracy scores. By Q2 2026, IndoAI expects to onboard 

more than 100 third-party developers, driving cross-sell opportunities with products like IndoAI smart locks and DutyPar. 

Because distribution is fully digital and OTA-driven, IndoAI can reach Tier-2 cities and international partners instantly, 

accelerating API-led expansion. 

Performance Analytics acts as the marketplace’s experimentation engine. Customized dashboards provide real-time 

cohort insights, model-accuracy trends, false-positive rates, uptime patterns, subscription renewal behaviours, camera 

health data and developer activity cycles. These analytics enable dynamic recommendations, predictive pricing, 

automated upselling (“Add License”, “Upgrade Plan”), A/B testing of marketplace layouts and region-specific assortment 

optimization. With federated learning refining models on-device and rapid A/B experimentation pruning inefficient 

algorithms for low-power chips, IndoAI transforms the classical 7Ps into a living, self-improving growth machine: 

https://iarjset.com/


IARJSET 

International Advanced Research Journal in Science, Engineering and Technology 

Impact Factor 8.311Peer-reviewed & Refereed journalVol. 12, Issue 12, December 2025 

DOI:  10.17148/IARJSET.2025.121203 

© IARJSET                  This work is licensed under a Creative Commons Attribution 4.0 International License                  24 

ISSN (O) 2393-8021, ISSN (P) 2394-1588 

 

Personalization hooks users instantly; Platforms scale both supply and demand via network effects; and Performance 

Analytics enables rapid iteration and precision growth hacking. The result is an ecosystem where small developers win 

niche markets, enterprises gain tailored AI intelligence, and IndoAI advances toward a 10% domestic share by 2028—

redefining growth not as faster sales, but as compounding intelligence where every new camera installation makes the 

entire network smarter and more valuable forever. 

 

5 THE DOUBLE-EDGED SWORD OF DATA DEPENDENCY IN GROWTH HACKING 

 

The Growth Hacking methodology combines the best of the world of engineering, marketing and creativity [194]. Growth 

hacking is 100% data-dependent and that is its biggest trap for early-stage startups. Dropbox’s referral explosion, Airbnb’s 

Craigslist scrape, Zepto’s hyper-local funnels, etc all look like genius hacks. Reality is these companies already sat on 

massive behavioural datasets. Dropbox had millions of beta users, Airbnb had Craigslist’s corpus, Zepto rides on UPI + 

Google Maps exhaust in metro India. Without volume and velocity of data, the entire growth-hacking loop (hypothesis 

→ experiment → measure → iterate) collapses. A/B tests need thousands of users for every services for statistical 

calculation. Below ~5,000 monthly active users, analytics dashboards stay flat. This creates a cold-start paradox: need 

data to hack growth efficiently, but need growth to get data.  While traditional marketing could get traction with TV ads 

or retail but Growth hackers can’t – a catch-22 situation. 

So, fervent call/ad to buy users at heavy discounts, cashbacks, loss-making ROAS, etc purely to feed the analytics engine. 

According to Redseer[212]In India Q-commerce (2021–2024), players burnt >$4 billion just to gather the 10–20 million 

monthly transacting users required to train dark-store algorithms and personalization engines. Thus, growth hacking may 

not be democratic. It favours   

(a) Big-Tech alumni with playbooks and networks, (b) data-rich categories (e-commerce, gaming),  (c) urban, 

smartphone-heavy markets. It is like bootstrapped startups get a Formula-1 dashboard while riding a bicycle. Here, GH-

engine minimum fuel need is ~50,000–100,000 engaged users, + 6–12 months of logs and then the GH engine starts to 

get the Perfomance Analytics. 

So, we see journey into two eras:   

1. Pre-data era → traditional levers (partnerships, sales, community, offline).   

2. Post-data era → pure growth hacking. 

May be an 11th meta-principle to the 10Ps is in offing:  Data Threshold Awareness. Personalization, Performance 

Analytics and virality stay inert unless the toll in cash or time paid. Only then does the exponential curve begin. 

 

6. CONCLUSION 

The marketing mix has evolved from 4Ps to 7Ps to the contemporary 10Ps not because academics enjoy adding letters, 

but because value creation itself has fundamentally changed. Today, Personalization, Platforms and Performance 

Analytics are non-negotiable processes; growth hacking is the high-tempo execution layer that turns them into 

exponential advantage — but only after a brutal, cash-intensive activity to acquire sufficient behavioural data (“data 

threshold”) turns a privilege reserved for incumbents, Big-Tech alumni and urban-first categories. The 10Ps framework, 

with an upcoming element, 11th meta-principle — Data Threshold Awareness — gives scholars, practitioners and 

founders a realistic map: treat the pre-data phase as traditional growth (partnerships, sales, community), reserve pure 

growth hacking for the post-data era and stop shaming startups for “failing” at techniques that were never available to 

them in the first place. This will ignite the promised flywheel. Ignore it, and companies just burning cash while waiting 

for a miracle that never comes. 
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APPENDIX  

A summarized GH operation table of few Q Comm Cos 

Company Main Growth 

Hacking 

Techniques 

Aha 

Moment 

Customer 

Acquisition & 

Retention 

Delivery 

Speed 

Operationa

l Efficiency 

Remarks 

1. Blinkit 

(Blink 

Commerce 

Private 

Limited) 

- Referral 

programs with 

credits for invites 

- A/B testing of 

app features like 

personalized 

recommendations 

- Hyper-local push 

notifications for 

abandoned carts 

Receiving 

first order in 

under 10 

minutes 

Acquisition: 

Influencer 

unboxings and 

targeted 

promotions; 

Retention: 

Blinkit Plus 

loyalty program 

(free deliveries) 

9-10 

minutes 

average 

Tech-led 

forecasting, 

automated 

inventory, 

route 

optimization 

Leader in 

quick 

commerce 

with 46% 

market share; 

Zomato 

acquisition 

boosted scale 

2. Swiggy 

Limited 

(Instamart) 

- Cross-selling 

from food 

delivery app - 

Retargeting ads 

for cart 

abandoners - 

Localized 

promotions via 

geo-targeting 

Seamless 

bundle of 

food + 

groceries in 

15 minutes 

Acquisition: In-

app retargeting 

and iOS-

focused 

campaigns; 

Retention: 

Swiggy One 

membership 

perks 

15-25 

minutes 

AI-driven 

logistics, 

dark stores 

(500+), 

demand 

forecasting 

Leverages 

40M food 

users for 25% 

Q-comm 

share; high 

expansion 

costs 

3. Zepto 

Marketplace 

Private 

Limited 

- Zepto Coins 

referral system 

(₹100 off per 

invite) - Flash 

deals and geo-

fenced 

notifications - 

Influencer hauls 

for viral content 

10-minute 

delivery 

promise 

fulfilled on 

first order 

Acquisition: 

Performance 

marketing 

(₹120Cr/month)

; Retention: 

Zepto Pass 

subscriptions 

(1M in a week) 

10-11 

minutes 

AI batching 

of orders, 

dark stores 

(240+), 

proximity 

optimization 

Aggressive 

growth to 29% 

share; half 

CAC of rivals 

via tech 

4. 

bigbasket.co

m 

(Supermarke

t Grocery 

Supplies Pvt 

Ltd) 

- BB Star loyalty 

rewards - Data-

driven email 

personalization - 

Slot-based 

booking 

experiments 

Wide variety 

of fresh 

produce at 

competitive 

prices 

Acquisition: 

Bank tie-ups for 

cashback; 

Retention: 

Priority delivery 

for members 

90 minutes 

to same-

day 

Automated 

warehouses, 

supply chain 

analytics 

Tata-owned; 

focuses on 

variety over 

speed, strong 

in scheduled 

delivery 

5. Amazon 

Fresh 

(Amazon.co

m, Inc.) 

- Prime 

integration for 

free fast delivery - 

Personalized 

recommendations 

via AI - Dynamic 

pricing tests 

One-click 

ordering 

with next-

day fresh 

arrival 

Acquisition: 

Prime bundling; 

Retention: 

Subscription 

benefits, easy 

reorders 

Next-day or 

2-hour slots 

Vast 

logistics 

network, 

predictive 

inventory 

Ecosystem 

leverage from 

Prime (200M+ 

users); excels 

in scale but 

slower than Q-

comm 

6. Flipkart 

Minutes 

(Flipkart.co

m) 

- High-value 

bundle 

promotions - 

Flipkart 

ecosystem cross-

sells - Seller-

partner model 

pilots 

Higher AOV 

with quick 

gourmet 

items 

Acquisition: 

Walmart-backed 

ads; Retention: 

Loyalty points 

integration 

10-15 

minutes 

Dark stores 

(150+), 

route 

algorithms 

New entrant 

with 7-20% 

lower prices; 

focuses on 

AOV over 

volume 
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7. JioMart 

(Reliance 

Retail Ltd.) 

- Jio network 

bundling for data-

free orders - 

Hyperlocal kirana 

partnerships - 

Bulk buy 

incentives 

Affordable 

bulk 

essentials 

via Jio app 

Acquisition: 

Jio's 400M+ 

users; 

Retention: 

Cashback on 

repeat buys 

1-2 hours Reliance 

supply 

chain, 

vendor 

network 

Massive reach 

in tier-2/3; 

low-cost 

model but not 

ultra-fast 

8. 

Milkbasket 

- Subscription 

milk deliveries - 

Neighborhood 

community 

marketing - Early 

morning auto-

deliveries 

Hassle-free 

daily 

essentials at 

doorstep 

Acquisition: 

Local flyers; 

Retention: 

Auto-subscribe 

reminders 

Early 

morning (5-

7 AM) 

Optimized 

routes for 

subscription

s 

Niche in 

dairy/milk; 

high retention 

via habits but 

limited scale 

9. Nature's 

Basket 

- Premium 

product curation - 

Email newsletters 

for exclusives - 

In-store pickup 

hacks 

Discovery of 

gourmet 

items online 

Acquisition: 

Content on 

recipes; 

Retention: VIP 

discounts 

Same-day Efficient 

urban 

warehousing 

Focus on 

premium; 

slower but 

quality-driven 

10. Jiffy 

(Spencers) 

- Spencer’s 

loyalty app 

integration - Flash 

sales via SMS - 

Store-to-home 

pilots 

Quick 

access to 

trusted retail 

brands 

Acquisition: 

SMS blasts; 

Retention: 

Points 

redemption 

30-60 

minutes 

Retail chain 

logistics 

Backed by 

RP-Sanjiv 

Goenka; 

hybrid model 

for efficiency 

11. 

Freshtohom

e 

- Freshness 

guarantee badges - 

Recipe-linked 

bundles - 

Influencer 

cooking demos 

Guaranteed 

fresh 

seafood/mea

t delivery 

Acquisition: 

Social media 

demos; 

Retention: 

Subscription 

boxes 

Same-day 

chilled 

Cold-chain 

supply, 

direct 

sourcing 

Niche in 

perishables; 

strong trust 

via quality 

12. Licious 

(Delightful 

Gourmet Pvt 

Ltd.) 

- Meat freshness 

seals in app - 

Recipe kits for 

trials - Referral 

meat credits 

Hygienic, 

cut-to-order 

meat at 

home 

Acquisition: 

Influencer 

recipes; 

Retention: 

Auto-refill for 

staples 

30 minutes Centralized 

processing 

plants 

Meat 

specialist; 

high retention 

via 

convenience 

13. Tata 

1mg 

- Medicine 

reminders app - 

Doctor consult 

bundling - Lab 

test discounts 

Quick 

prescription 

refill with 

consult 

Acquisition: 

Tata ecosystem; 

Retention: 70% 

via reminders 

1-2 hours API-

integrated 

pharmacies 

High retention 

(70%); data-

led 

personalizatio

n 

14. Apollo 

24 

 
- 24/7 

teleconsults 

- Health 

record 

storage - 

Diagnostic 

home kits 

Instant doctor 

access anytime 

Acquisition

: Apollo 

hospital tie-

ups; 

Retention: 

Record 

continuity 

Same-day 

for tests 

Network of 

5,000+ 

pharmacies; 

efficient urban 

ops 

15. 

PharmEasy 

- Generic drug 

search tool - 

Cashback on first 

order - 

Subscription 

refills 

Affordable 

alternatives 

found 

instantly 

Acquisition: 

SEO for 

generics; 

Retention: 

Auto-refills 

1-2 hours Vast 

distributor 

network 

Pioneer in e-

pharma; cost-

focus for 

retention 

 

https://iarjset.com/

