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ABSTRACT

Our research was conducted to examine the “satigfa®f consumers by using online food serviceswill deal
with consumer behavior & helps to analyse theirceptions & will also help us to understand consuewguilibrium. for
the completion of this research we have prepareiliafledged questionnaire which were distributechang the 60

respondents to know their behavior & the satistatievel which they get by using online food sexiapp.
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INTRODUCTION

Online food ordering is growing in Indian marketydsy day. Indian people are so active while ushgapps for
ordering food online. As a result of all these nalfood marketing is also able to generate ampleuatrof oppourtunities
for employment. It also helps local vendors to amtrwith people due to which they are able to iaseetheir earning.
Simply ordering system is a website or mobile aggion through which users can order food onliremfra food
cooperative or even a native restaurant orderingd finline is similar to online shopping. so witltlsibenefits online food

services is becoming a huge sector & will benefiia’s economic condition.
REVIEW OF LITERATURE

Suryadev Singh Rathore, Mahik ChaudhaBofisumer's Perception on Online Food Ordering.”(208): The
study found out that recent development of theriehas augmented the e-commerce industries quiatry like India.
E-commerce development has made Online food omgleenvices seamless for people who want to get fmdidered at
their doorstep. Although consumers continue to gofor the meals, consumers feel very conveniemntrder food online
since it frees the customer from personally vigitthe restaurants. In this study, our main focus teaanalyze the
perception of consumer towards Online food ordesiayices. In order to understand what factors Ipdawged a dominant
role to attract consumer in the developing coutikg India towards them, we decided to study on tlo@msumer
perception on online food ordering. In this resbgvaper, two objectives were set for study. Thet fine was to identify
the factors which influence the consumer to ordedfonline and the other one was to know the coesymeferences on
online food ordering services provider. To achi¢liese objects survey was held to gather the infoomaSurvey
successfully helped to understand the behaviorpendeption of people for online food ordering. hbws how easily

people search for a favorite restaurant, choosa &waailable items and place their orders in justvaminutes.
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H.S. Sethu & bhavya sainiCustomer Perception and Satisfaction on Ordering Fod”. (2016): The study
revealed that the online food ordering services ugzsl by 100 percent of the respondents, and tfiaddecisions were
largely influenced by opinions of friend’s family@ discussions on online forums. The study reviels good word of

mouth and experiences by existing customers arideofdrums decides the success of web based fagzpsiy.

Dr. Neha Parashar & Ms. Sakina Ghadiyah Study On Customer’s Attitude And Perception Towads
Digital Food App Services”. (2017):The study found that Services are intangible prtsudere in there cannot be any
transfer of possession or ownership, and they dap@sold but come into existence at the time ey consumed or
bought. Services cannot be stored or transportgdaécounting, banking, cleaning, consultancy, atian, etc. Digital
services on the other hand are services that sthiag that can be delivered through an informatidrastructure such as
the internet, in various forms i.e. applicationgbwpages, social media, etc. In the paper the niagois will be on the
various apps that are available either by 3rd pfantydelivery purpose or by restaurants themsetgesarious purposes
like delivery, pointing system, in house app ordgyietc. Consumer behavior is the study of howviddal customers,
groups or organizations select, buy, use, and desjras, goods, and services to satisfy theirsnaed wants. It refers to
the actions of the consumers in the marketplacett@ndinderlying motives for those actions. Frors tieisearch paper we
would understand the shift of consumer’s behawatk the introduction of technology and what are thfferent kinds of
applications that consumers are satisfied with ahdt makes them happy and satisfied about the cgeriihe main
objective of the paper is to understand the reataietween facilities and the purchase behavioroi®#y to find the most
popular app in the food delivery industry and usthlrd as to how have technology played an impomgaet in the

restaurant industry. Keywords: Consumer behavioodrdelivery app, zomato, fasso, e-commerce.
OBJECTIVES
»  To analyze the impact of online ordering of food orustomers.

*  One of our objectives of this research was to statesl how does onilne ordering of food has infladrand changed the way

of their eating habits.
e To know the preferences of customers while orderinfipod online.
e We were also trying to find how does customerskiRihow they react while ordering food online.
RESEARCH METHODOLOGY

Research is an original contribution to the exgsitock of knowledge making for its advancemergivies us the
proper understanding regarding the subject mattdr thie help of study, observation, comparision axgeriment. in
other words, researchis thus the search for knayelédrough objective and systematic method of figdsolution to a
problem. This research paper is all based on tlveapy data and for its completion of the requiremehthe stated
objectives of this research paper are collectethbyprimary survey through well structured questaire over the online
food apps& cover all sampling with 80 responderdaadomly.i ask them questions and recorded theiporeses
accordingly and summarises them differently andtiis research random sampling is used and peleent@thods are

also enacted to approach the results very good foriihe best observations.
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Age of the Respondent

Table 1
Below 18years 2 2.5
18-25years 62 77.5
Above 25years 16 20

Source: Primary Survey
Interpretation

Out of 80 respondent 62 respondents belongs tagbegroup of 18 — 25 years and occupy 77.5%, I®nrekents
are above 25 years of age and occupy 20% and remaiespondents belong to below 18 years of ageoandpy only
2.5%.
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Figure 1
Marital Status
Table 2
Married 11 13.75
Unmarried 69 86.25

Source: Primary Survey
Interpretation

Out of 80 respondents, 69(86.25%) respondentsrarauuried while rest 11(13.25%)respondents are ewhiino
uses online food services.
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marital status

14%

® married

® unmarried

Figure 2
Educational Background
Table 3
School student 5 6.25
College studen 50 62.5
Professional 20 25
others 5 6.25

Source: Primary Survey
Interpretation

By above data we found that 5 respondents wereoscttodent, 50 were college student, 20 were ertyage
professional courses & 5 were engaged in othersesu& comprised 6.25%, 6.25%, 25% & 6.25% respelgtiof total

respondents
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Figure 3
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Type of Residence

Table 4
Own 59 73.75
rental 21 26.25

Source: Primary Survey

Interpretation

From the total responses obtained we can see $hegspondents (73.75%) uses food app have theirhmuee

and remaining 21 respondents (26.25%) have resgalence.

Sales m own

m rental

Figure 4

App you Prefer to Order Food
Table 5

Uber eats 25

Zomato 47 58.75
Swiggy 6 7.5
others 2 2.5

Source: Primary Survey

Interpretation

Out of 80 respondents, 47 respondents use zomat@espondents use uber eats, 6 use swiggy andniega

respondents use all the above food apps to ordieedood.
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Figure 5
For which Meal do you use it the most
Table 6
Breakfast 3 3.75
Lunch 12 15
Dinner 53 66.25
Snacks and other 12 15
Source: Primary Survey

Interpretation

From the responses obtained 53 respondents (66.p&8f@r to order dinner, 12 respondents (15%) prefe
order lunch and snacks & order items and only Bardents (3.75%) prefer to order breakfast.

Food you Prefer the most
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Figure 6

Table 7

Veg 28 35
Non — veg 18 22.5
Fast food 32 40
Home items| 2 25

Source: Primary Survey
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Interpretation

Out of 80 respondents, 32 respondents(40%) preferder fast food, 28 respondents prefer to ordgrfeod, 18
respondents prefer to order non-veg and only Zoredgnts prefer to order home made items.
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Figure 7
Spending on these Apps Monthly
Table 8
5% of your income 68 85
10% of your income 11 13.75
More than 10% of your incomg 1 1.25

$oer Primary Survey

Interpretation

From the responses obtained 68 respondents(85%) €8¢ of their income, 11 respondents(13.75) sd€X¥d
of income and only 1 respondent(1.25%) spend niae 10% of his/her income.
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Mode of Payment you use

Table 9
Option R(%su;t)(:)r;dgzr)\ts Percentage
COD 29 36.25
Pay tm 36 45
Debit car- net banking 7 8.75
other: 8 10

SourcePrimary Survey
Interpretation

From the responses obtained 36 respondents usem to made payment, 29 respondents use CO|

respondents use other mode, i.e., they use afthéthods mentioned above for paying the |
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FINDINGS
» People between the age group ¢-30 years were using the online food services ntme ainy other age grol
» Most people use food online services because Wighes offers and discount so as to avail such sffeey use i
» Zomato is the most popular food app which is preféby cistomers while ordering foc
» People mostly choose local vendors while orderaagl

» The average spending by a customer on these apphimne approx 10% of their income and mostly deagse

for lunch and dinner purpose.
e The people mostly use suapps for ordering food once in a we
+  The maximum limit set by the consumer:¥500-% 1000.
e And the most used payment method is-tm.
SUGGESTIONS
» Food app should improve their payment securityhad consumers don’t hesitate while making paymnline.
» They should provide more offers as customers atalynasing these apps to avail offe

» They should increase their reach to local vendecabse consumers prefers it m
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They should properly categorise the food.

CONCLUSIONS

By conducting the above research we came to knaivttie food apps are successful in capturing a ehank

Indian economy as almost every person uses it. eTh@ps also help to achieve digitalization as tlstnpreferred

payment method is Paytm. These apps are easy tanassatisfy the consumer needs by providing guabtvices to

them.
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