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                       ABSTRACT 

 
Services iare iintangible iproducts iwhere iin ithere ican't ibe iany itransfer iof ipossession ior iownership, iand 

ithat ithey ican't ibe isold ibut iinherit iexistence iat ithe itime ithey're ipurchased ior ibought. iServices icannot 

ibe ikept ior itransported. iEg: iAccounting, ibanking, icleaning, iconsultancy, ieducation, ietc. iDigital 

iservices ion ithe iopposite ihand iare iservices ithat iare ianything iwhich iwill ibe idelivered ithrough ian 

iinformation iinfrastructure ilike ithe iweb, iin ivarious iforms ii.e. iApplications, iWeb ipages, iSocial imedia, 

ietc. iIn ithis ianalysis ithe imajor ifocus iwill ibe ion ithe ileading idelivery iapps ithat iare ioffered ieither iby 

icompanies ifor idelivery ipurpose ior iby ivendors ithemselves ifor ivarious ipurposes ilike idelivery, 

ipointing isystem, iin ihouse iapp iordering ietc. iConsumer ibehavior iis ithat ithe istudy iof ihow iindividual 

icustomers, igroups ior iorganizations iselect, ibuy, iuse, iand idispose iideas, igoods, iand iservices ito isatisfy 

itheir iand ineeds i. iIt irefers ito ithe iactions iof ithe iconsumers iwithin ithe imarketplace iand itherefore ithe 

iunderlying imotives ifor ithose iactions ithat itake iplace. iFrom ithis iresearch ireport iwe imight iunderstand 

ithe ishift iof icustomer ibehaviors iwith ithe iintroduction iof itechnology iand iwhat iare ithe ivarious isorts iof 

iapplications ithat ibuyers iare isatisfied iwith iand iwhat imakes ithem ihappy iand isatisfied iabout ithe 

iservice. iThe imain iobjective iof ithe ipaper iis ito iknow ithe irelation ibetween ifacilities iand itherefore ithe 

ipurchase ibehavior. iSecondly ito iseek iout ithe iforemost ipopular iapp iwithin ithe ifood idelivery iindustry 

iand iunderstand ion ihow ihave itechnology iplayed ia icrucial irole iwithin ithe irestaurant iindustry. i i i i i i i i i i i i i 

i i i
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 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i  i i i iINTRODUCTION 

 
 

Overview iof iOnline ifood iDelivery iIndustry: iOnline ifood idelivery ihas iemerged ias ione iof ithe imost 

ifast-paced idevelopments iin ithe ie-commerce ispace. iThis isector ihas irevolutionised ithe iwhole ioutlook 

itowards ithe ifood iindustry ias iconsumers inow ihave ithe iprivilege ito isettle ion ifrom ia igood isort iof 

icuisines, ianywhere, ianytime ifrom ia irange iof irestaurants ilisted ionline. iMoreover, icustomer 

iflexibilities iin iform iof ino iminimum iorder ivalue iand ivarious ipayment ioptions ilike ithe iinternet 

ibanking, idigital iwallets iand icash ion idelivery ihave ifurther ienhanced ithe iconvenience iof iall iconsumer 

icategories. iThe igrowing iurbanisation iwith ieasy iaccess ito ismart iphones ihas iaccelerated ithe igrowth 

iof ionline ifood idelivery isystem. 

 

 

The ifuture iof ithe iweb ifood idelivery isector iin iIndia iare ioften igauged ifrom ithe ihigh iinvestments 

ipouring icertain ithe ilarge iplayers iZomato iand iSwiggy, iwhich ihave ireceived ihuge iinvestments ifrom 

iforeign iinvestors. iZomato’s ivaluation ireached i$1.3 ibillion iwith i$200 imillion iinvestment ifrom iAnt 

iFinancial. iThe iinvestment iis ipredicted ito ispice iup iits itechnology iand iexpand iits ifoothold iglobally. 

iOn ithe iother ihand, iZomato’s iclose icompetitor iSwiggy iis inot ifar ibehind iwith ithe ilatter iraising ifunds 

ifrom iChinese ie-commerce icompany iMeituan-Dianping iand iits iexisting iinvestor iNaspers iworth i$100 

imillion. iThis iwill istrengthen iits imarket iposition, inew iservices iand imerchandise iofferings. 

Currently, ithe irevenue igeneration iis iconcentrated iduring ia ifew ibig icities. iAccording ito ithe iRedSeer 

ianalysis, ithe itop i5 icities ithroughout iIndia icontributed imore ithan i85% ito ithe ioverall ifood iorders 

ivolume i(2019), iwith iBangalore ileading ithe iway iwith i32% ishares, ifollowed iby iDelhi iNCR iwith ithe 

ishare iof i20%. iThe isurvey ishows ihighest i5 icities ifor ionline ifood iorders iin iIndia. iBangalore, iDelhi 

iNCR, iMumbai, iPune iand iHyderabad icontributed iapproximately i40% ito ithe igross imerchandise ivalue 

iof ithe iIndian ie-tailing iindustry ias ian ientire. 

 

 

Potential iAnd iChallenges ito ithe iOnline iFood iIndustry: iThe ionline idelivery imarket iin iIndia istill iin iits 

iearly istages, icompanies iare istriving ihard ito isustain ithe imarket iby ioffering icompetitive iprices, 

idiscounts iand ireduction ion idelivery icharges. iThese icompanies ifurther icompete iwith ione ianother iby 

iproviding ispeedy idelivery iand iprompt iafter-sales iservices. iIn iaddition, ipartnership iwith irestaurants 

iproviding isuperior iquality ifood iwith ihigh iratings iis ianother ifactor ithat icreates ian iaggregator istand 

iout iamong iothers. iThe ifood idelivery imodel iis ivery ihooked iin ito iorder ivolumes iand ithus icompanies 

iare iundertaking ievery ipossible istep ito ispice iup ithis iaspect. 
 i 
 

The ibiggest ichallenge ithus iremains ithe ireduction iof iexcessive icosts iincurred ito ienhance ilogistics 

iand itechnology iboth iat ithe ifront iand itherefore ithe irear, iwhich, iin iturn, iyield ihigh iorder ivolumes. 

iThese ihave iresulted iin icompanies istill irunning iinto ilosses iin ispite iof ithe iincreasing isales irevenue 

iand iconsumer ibase. iZomato isuffered ia inet iloss iof iroughly iINR i3.89 ibillion, iwith iSwiggy iclosely 

ibehind iat ia iloss iof iINR i2.05 ibillion. 
 

 

 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 
 i i i i i i i i i i i i i i i i i i i i 
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                                                                                        DATA iCOLLECTION 

 
 

Data icollection imethods: iThe isuccess iof iany iproject ior imarket isurvey idepends iheavily ion ithe iinfo 

icollection iand ianalysis. iIt iis inecessary ithat ithe iinfo icollected imay ibe ia ireliable idata iso ias ito irealize 

ithe iresearch iobjectives. iAll idata isources ican ibe iclassified iinto itwo: 

 

• iPrimary iData- iPrimary idata iis igathered ifrom idirect iobservation ior idata ithat iis ipersonally 

icollected. iIt irefers ito ithat idata iwhich iis icollected ifor ia ispecific ipurpose ifrom ithe ifield iof ienquiry iand 

iare ioriginal iin inature. iFor ithe iproject iprimary idata iwere icollected imainly ithrough isurvey imethod, 

iusing ithe itool iquestionnaire. i(50 iindividuals) 

 

• iSecondary iData iare ithose iwhich iare ialready icollected iby iothers ifor ia iselected ipurpose iand iare 

isubsequently iused ifor iapplication iin iseveral iconditions. iIt iis ithe isecond iuser iinformation iabout ian 

ioccasion ithat ihas inot ibeen ipersonally iwitnessed iby ithe iresearchers. 

 

The iuse iof isecondary idata isaves itime iand imoney. iThe ipurpose iis ito iincrease ithe iaccuracy iof 

ianalysis. iHere ithe isecondary idata iwas iobtained ifrom-Various itext ibooks, iregisters, imagazines, 

ijournals, iDissertations ietc iand iwebsites iof ithe iSwiggy iand iZomato.
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 i i i i i i i i i i i i i i i i i i I                                                   iResearch iObjectives 

 
Objectives 

 

1. iTo ianalyse ifactors iaffecting iattitude iof icustomers iregarding ifood idelivery iApps. 

 

2. iTo ifind ithe imost ipopular iapp iin ithe iDigital iFood iDelivery iApp. 

 

3. iTo ianalyse ithe igap ibetween ithe iservices ipromised iand iservices iactually idelivered iby ithe ifood i i i i i i 

iapplications. i i i i i i i i 
 

 

Research iDesign 

 

Research idesign iis ithat ithe iblue iprint ifor iinquiry iwork ithat iguides ithe iresearcher iduring ia iscientific 

iway itowards ithe iachievement iof ithe iobjectives. iSurvey imethod ihas isupported ithe iresearcher ito ifind 

ithe iperception, iusage, iand iawareness iof ifood idelivery iapps iamong ithe icustomers. 

 

Sample iDesign: iSampling idesign iis iimperative iin ievery iscientific istudy. iHence, idecided ito icollect 

ithe idata ithrough imulti istage iSampling. 

 

Sample: iA iSample iof i50 icustomers iboth imale iand ifemale idrawn ifrom inearby idistrict ihave igive 

iback ithe iduly ifilled iup iquestionnaire iRespondents ihave ibeen itaken ias ithe isample isize. 

 

Tools ifor icollecting idata: iA iresearch itool iplays ia imajor irole iin iany iworthwhile iresearch ias iit iis ithe 

isole ifactor iin idetermining ithe isound idata iand iin iarriving iat iperfect iconclusions iabout ithe imatter ior 

istudy iavailable, iwhich iultimately, ihelps iin iproviding isuitable iremedial imeasures ito ithe iissues 

iconcerned. iIn ithese iunprecedented itimes ibecause iof iCovid-19, ithe idata iis icollected iusing igoogle iforms.
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                                                  RESULT ANALYSIS 

 
The Result Analysis consists of a survey conducted with the help of questionnaires. The 

questionnaire was filled by 50 individuals of different age groups who order food online on a 

regular basis. 

   

 

1. Age Group: 

 
 

The questionnaire was filled by people with ages between (15-65). The maximum number of 

respondents are between the age 20-30. 
 

 

 

2. Market Share of Swiggy and Zomato (Customer preference): 

     

 Zomato has a larger customer base than Swiggy.
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3.  Frequency of Respondents ordering Food Online: 

 

 
The maximum Number of people order food on a weekly basis. 
 
 
 
 
4. Part of the day when the meal is being ordered/preferred by the respondents: 
 
                                                                                                                                                                                         

  

 
Most of the respondents preferred to order food at night for their dinner as this a time when 

one is free from all activities and can enjoy the meal. The respondents, especially the students 

on the other hand preferred to order food (Snacks) in the evening as their pocket can afford 

meals that are not that costly and abide by their budget.                                                                                                                                                                                        
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5. The mode through which the respondents are more comfortable to order their food:

 
Mobile Apps is the most common/ popular place where the respondents have ordered food 
from. 
 
 
 

6. Opinion of respondents on offer and ratings provided by Swiggy and Zomato for the     

restaurants: 
          
 
 
                             

 
 
Both Swiggy and Zomato give ratings without any biasness as per the respondents. 
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7. The Delivery performance of Zomato rated by the respondents: 

  
 
 
The rating is above average for Zomato’s on time delivery performance by the respondents. 
 
 
 
8. The delivery performance of Swiggy rated by the respondents: 
 
 

 
 
 
Swiggy’s on time delivery performance is better than Zomato as rated by the respondents. 
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10. The respondents were asked to rate the quality of the boxes and the packaging in which 

their food is being packed: 

 

 

 
 

The respondents chose Zomato over Swiggy for packaging as they had better quality boxes and 

other essential Items. 

 

 

 

11. The respondents were asked to rate the behavior of the delivery boys of Swiggy and 

Zomato respectively:  

                                       
 

 

52% of the respondents said that the delivery boys of Zomato are better than that of Swiggy.
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12. The respondents were asked about the refund policies and process of Swiggy and Zomato: 
 

 

 

 
 

The survey concluded that almost both have the same refund policies and were similar in many 

ways. Zomato without a doubt had an upper hand on this one and is a little more customer 

friendly as compared to Swiggy when it comes to refunding within a specific time period.   

 

 

13. The site plays a vital part in online delivering, the web page or the app leaves an impression 

in the mind of customers about the company, the respondents were asked to answer on this: 

  

 
The web page of Swiggy is more attractive and better if we compare it to Zomato as per the 

respondents. 
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14. The respondents were asked to rate the cancellation policy of Zomato: 

  

 
The cancellation Policy of Zomato is quite good and is somewhat better than Swiggy as per the 

survey. 

 

 

 

15. The respondents were asked to rate the cancellation policy of Swiggy: 

 

 
 

In regards to cancellation Swiggy needs improvement, as few rated its cancellation policy as 

poor and only 10% of the respondents rated it Excellent. If we compare Swiggy and Zomato, 

Zomato has a better Cancellation Policy as compared to Swiggy.  
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16. The respondents were asked to give their opinion whether the Culture of Eating-Out could 

perish with time: 

 

 

 

Most of the respondents felt that Dining-Out will never perish and around 32% were not sure, 

so by this one can say that it might be very difficult for Online Delivery Apps to completely 

take over the traditional culture of Dining Out. 
 
 
 

17. The respondents were asked about the scope of these Apps and do they think these Food 

Delivery Apps have a bright future ahead for themselves: 
  

 

 
Most of the respondents were positive that these delivery apps have positive outlook and have 

the potential to stand out well in this competitive market and will become a  prominent 

industry in near future 
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FINDINGS 

 

Using the Primary and Secondary data, the 

following outcome has been derived: 

  
1. People between the age group of 15-30 years were using the online food services more than any 

other age group. 

 

2. Most people use food online services because it provides offers and discount so as to avail such 

offers they use it. 

 

3. Zomato is the most popular food app which is preferred by customers. 

 

4. People mostly choose local restaurants while ordering food. 

 

5. The average spending by a customer on these apps monthly is approx 15% of their income and 

mostly people use for lunch and dinner purpose.          

     

6. The people mostly use such apps for ordering food once in a week. 

  

7. The maximum limit set by the consumers is Rs 500-1000  

 

8. The most used payment method is online payment, although people also prefer cash on delivery at 

times. 

 

According to the study it was found that food ordering by mobile apps is quite popular amongst the 

natives residing in metropolitan cities, as more than 50% of the survey respondents have used a 

mobile app for food ordering in recent time. As urban professionals are rapidly increasing and due to 

this constant infusion of professionals, the delivery and restaurant size is now thriving at an intense 

pace in the Indian landscape. 

  

A strong sense of support in this scenario is the reason of growth in the number of smart phones and 

food delivery apps. Food delivery apps have become quite popular across India. There are numerous 

food delivery apps in India that can download on smart phones to order food on the go and from the 

comfort of homes. The present study found a significant relationship between demographic factors 

influencing food ordering from delivery apps. 

 

In a nutshell, value, ease of use, social norms and pressures, resources available to the individual, 

hedonic motivation, perceived price value, previous experience, and habit are the factors that majorly 

influence the behavioral intention to use mobile internet technology. 
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                          SUGGESTION 

 
Based on the findings of the study the following suggestions are made here for Swiggy and Zomato: 

 

 

1. Clear Communication: Phone ordering is still used, but online ordering has become more 

prevalent. This is because phone order has the prospect of your staff inadvertently take down 

incorrect orders or the staffer was unable to know what the customer is trying to elucidate. Train 

them to be polite with the purchasers and make sure that they take down correct orders.  

 

 

2. Provide exceptional service: Providing awesome customer experience is not limited to serving 

them delicious food; it should also be extended to your restaurant delivery orders: 

 

• Ensure the food is hot: Hot food makes the customer believe that it is a fresh food. This can 

happen once you keep track of the proper delivery time and make sure that the orders are reaching 

customers on time. Provide your delivery boys with food bags that keep hot things hot and cold 

things cold throughout the delivery time. Items like beverages and frozen dessert, use solid in order 

that they keep and frozen. 

 

• Package food safely: Take precautions that food doesn’t spill and get messes up in the container as 

it will appear unappealing and less appetizing. You can try out a different packaging technique and 

take advantage of spill free containers for delivery orders. 

 

• Give attention to add-ons: The entire ordering experience has got to be convenient and fulfilling 

for the purchasers. Therefore, make sure the apt condiments, napkins that are to be provided along 

side the orders.  

 

 

3. Travel recommendations: A partnership with the travel segment should serve your customers 

well. Think MakeMyTrip, Yatra and more. As a tourist one is keen to discover new restaurants to eat 

and looking for recommendations. It will be fantastic to get that information right up. Book a 

package and with it get recommended restaurants. Perhaps even show some deals into the package 

itself. 

 

  

4. Events: Yes, think category. Shouldn’t everything food be there at Zomato. Now I don’t mean be 

everything to everyone, but listing food events & walks is not too off. Book My Show and or other 

event platforms could be great partners. Cross app traffic integration.Win-Win situation for both the 

apps and business. 

 

 

5. Split the bill: Now assuming you are going the mobile wallet route why not solve for a common 

problem that of splitting a bill. Pay for what you order. Place the order on the app and get your bill. 

No bad debts. 

 

 

6. Home cooked food: You recommend restaurants but then there is a market for home cooked food, 

not quite organized agreed but could do with the right user base. There are plenty start ups but do 

they have scale? Food for thought? 
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7. Loyalty: Now you are not into a loyalty program but in this day and age of decreasing attention 

span some form of reward is good. Don’t read this as screaming a discount, How about Gourmet 

Club invite for power users? Occasions I am likely to dine out, Birthdays & Anniversary are no 

brainers? Make my date special, make group check-in count. Take a leaf out of American Express. 

 

Both Swiggy and Zomato need to keep this in mind that the customers are their priority and these 

suggestions if flowed properly will not only increase their goodwill and market share but can also 

take this industry to a next level. Some the restaurants are not that willing to keep up with these 

suggestions, so strict supervision is required. 
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                          CONCLUSION 

 
 

The meaning of food tech has changed over the years. Earlier, it referred to food processing and the 

technology used for its manufacturing. Now, it pertains to the web food ordering and delivery 

services market. Adequate funding and investments during this market space have enabled 

companies to supply online food delivery services that haven't been seen before. 

 

The popularity of online food delivery services are often attributed to the several benefits it gives, 

like food delivered to the doorstep of the consumer, various payment methods, big discounts, great 

rewards, and cash back offers. Restaurants and cafes also find it profitable to sell their food through 

online platforms since it reduces a big amount of operational overhead costs. College students, 

working partners and office goers are the key target audience of food tech companies. 

 

More than 70% of the orders that come on these online food delivery platforms are from the highest 

five Indian cities, out of the 25 where they're active. The online food delivery market in India (2018-

2023) takes a glance at the present market scenario, its segments, drivers and deterrents of scope, 

investments, the competitive landscape, and recent developments. 

 

Key growth factors: 

• Higher disposable income, families with Double-Income-No-Kids (DINKS), a greater number of 

people with access to internet, and increased smart phone are some of the major factors that are 

leading to the expansion of the web food delivery market in India.  

 

 Key players: 

• Swiggy and Zomato are currently among the top-rated food ordering aggregators operating in the 

Indian market.                                               
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