1.1 INTRODUCTION
Online food delivery system is a part of E-commerce. It is the process of ordering food through internet. In India online food ordering is growing day by day. Usually a customer search for a favorite restaurant or type of dish and choose from the available items. Wide variety of food makes the user to buy online. Online food ordering system, user can give order at any place and pay cash on delivery. The system deals with ordering, processing and delivering food products. It is a simple and convenient way for customer to buy food online without having to go to any restaurant. It is the internet that connects the restaurant or the food company and the customer. This system of online food delivery is safe and it is the most popular method nowadays. This method is developed to help restaurants to simplify their daily operational and managerial task as well as improve the dining experience of customers and also helps restaurants develop a healthy relationship with customer. The online food delivery could also be a service that allows the user to order food from a desired food outlet via the online. This may be done either by happening to the online site and placing an order or by employing a mobile application. The introduction of online food delivery system has been a convenient addition, which has not only reduced long queues, but has also decreased the waiting time for ordered food delivery. The electronic food delivery system has already been adopted throughout the planet and its performance has been relatively good. The electronic food delivery services market consists of sales of online food delivery services and related services primarily for household consumption. The electronic food delivery services market includes all companies involved in distributing the packages received from hospitality establishments and has an internet portal or an application for his or her sales. The food is usually either ready-to-eat food or food that possesses to be specially prepared for direct consumption. Online food delivery service has two segments, restaurant-to-consumer delivery includes delivery of order directly by the concerned restaurant, whereas, Platform-to-consumer segment involves online delivery services that deliver orders of partner restaurants. The global online food delivery services market covered during this report is segmented by type into platform-to-customer, restaurant-to-customer; by channel type into websites, mobile applications; by payment method into cash on delivery, online payment. The

format of home delivery or the takeaways have gained a lot more customers in locations such as malls, offices and big-party orders for residential complexes. People missing breakfast on the way to work, order-in. India is the 6th largest grocery market in the world, but the organized sector as run by some of the online businesses mentioned above makes up only for 5-8% market share of the grocery business.
1.2 SIGNIFICANCE OF THE STUDY
The significance of studying marketing channels with reference to Swiggy lies in understanding how digital platforms have transformed food delivery services and influenced consumer behavior. Swiggy, as one of India's leading food delivery platforms, offers an insightful case for examining the role of effective marketing channels in reaching a wide audience, enhancing brand visibility, and ensuring customer engagement. By exploring Swiggy's marketing strategies, including its use of digital marketing, partnerships with restaurants, and customer relationship management, the study provides valuable insights into the evolving dynamics of e-commerce and its impact on consumer decision-making. Understanding these channels is crucial for businesses seeking to optimize their marketing efforts in a rapidly changing digital landscape.
1.3 STATEMENT OF THE PROBLEM
Online food delivery services are increasing rapidly in India where there are many competitors and the best service provider gets a firm hold in the market. Due to widespread access to internet and e-commerce online food ordering and delivery services has become popular and has been growing in recent years. There are many strategies adopted by these service providers to gain a competitive advantage over the rivals, it may in terms of offers, services, techniques, methods and innovative ways. The project is about the food delivery services for which there are many competitors. In this scenario it is analyzing study on the effectiveness of marketing strategy for promoting food delivery apps through swiggy.
1.4 OBJECTIVES OF THE STUDY 
· A study on correspondence of services provided by swiggy.
· To understand the dominance of marketing strategy used by the food delivery apps.
· To recognize the fair mindset of marketing strategy followed by Swiggy.
· To position the selected food delivery apps based on the ranks obtained from the study.
· To know the compulsion for promoting food delivery through Swiggy
1.5 SCOPE OF THE STUDY
This study aims to evaluate the effectiveness of the marketing strategies adopted by two popular food delivery apps in India, Zomato and Swiggy. The research will explore various aspects of their marketing strategies, including social media campaigns, discounts and offers, loyalty programs, and customer engagement initiatives. The study will use both qualitative and quantitative methods to collect data from customers and industry experts. The findings of the study are expected to provide insights into the effectiveness of marketing strategies used by these apps and offer suggestions for future improvements. This research is important as food delivery apps have emerged as a major player in the food industry, and their marketing strategies can have a significant impact on their success and grow.
1.6 RESEARCH METHODOLOGY 
Research methodology systematically solve research problem, why the research has been undertaken, how the research problem has been defined and what data defined, has been adopted why a particular technique of analysis for the study.
RESEARCH DESIGN
It refers to that data which is collected for a specific purpose from the field of enquiry and are original in nature. 
SAMPLING
Method of Sampling
Simple Random Sampling method was taken in this study.
Sampling Design 
A sample size of 70 respondents was selected on the basis of convenience sampling.
TOOLS OF ANALYSIS
The data collected from various sources will be tabulated and represented using the percentage and ranking method. Graphical tools like bar diagrams, pie charts etc., will be used to illustrate the tabulated data pictorially. Inferences and interpretation of the data will be done on the basis of tabulated data.
A convenient sample of 100 respondents was scheduled for data analyses.
SOURCES OF DATA
The success of any project mainly depends on the proper implementation of data and information collected. Hence the sources of data and information are important.
The data collected for this study is of two ways. They are:
a) PRIMARY DATA
Primary data are collected
· By using questionnaire
· By observation
b) SECONDARY DATA
Secondary data are those data which have already been available in,
· Journals
· Websites
TOOLS FOR DATA COLLECTION 
· A well-structured questionnaire is used to collect primary data.
TOOLS FOR ANALYSIS 
Collected data are analyzed and processed with the help of statistical and mathematical tools like tables, ratios, percentages, diagrams charts etc.
TOOLS AND TECHNIQUES
1) SIMPLE PERCENTAGE ANALYSIS
The percentage method is used for comparing certain features. The collected data respondents are in the form of table and chart in order to give effective visualization of the comparison.
PERCENTAGE ANALYSIS = No. of respondent        *100
Total no. of respondents
1.7 PERIOD OF THE STUDY
The period of study was conducted on 21 days.


1.8 LIMITATION OF THE STUDY
· The present study is conducted among 70 respondents so the findings cannot be treated as representative of the entire district.
· The study is limited to only food delivery apps Swiggy.
· The study is based on respondents, which may have some errors



























2.1 REVIEW OF LITERATURE
Jain, M., & Singh, A. (2019) explore the evolution of food delivery platforms in India, with a focus on Swiggy's digital marketing strategies. They argue that Swiggy's success lies in its adept use of mobile marketing and the development of a personalized user experience. The researchers highlight the role of data analytics and AI in targeting customers with precision, which enhances the overall customer experience and increases the platform's efficiency. The study discusses the impact of digital channels such as social media, email marketing, and app-based promotions in creating sustained user engagement. Furthermore, Jain and Singh analyze the growth of Swiggy amidst competition and how it has utilized its customer insights to optimize its delivery system. By using strategic partnerships with restaurants and the implementation of loyalty programs, Swiggy effectively manages to engage a broad customer base. The authors argue that understanding consumer preferences and leveraging digital tools for real-time updates have been key to Swiggy's marketing success.
Yadav, N., & Sharma, R. (2020) focus on consumer preferences towards online food delivery platforms in India, comparing Swiggy with its competitor Zomato. The study outlines the marketing strategies adopted by Swiggy to cater to a wide audience, including targeted ads on social media and search engine platforms. They argue that Swiggy’s approach to understanding consumer needs through surveys and feedback has allowed the company to tailor its services and marketing campaigns effectively. The authors also discuss how Swiggy’s user interface design and push notifications have led to improved customer retention. The study concludes that Swiggy's marketing efforts are centered around continuous innovation in service offerings, customer interaction, and seamless integration of technology, all of which have made it one of the leaders in India’s food delivery space.
Sharma, S., & Gupta, P. (2021) examine the influence of social media marketing on consumer behavior, specifically regarding Swiggy. Their research finds that Swiggy’s presence on social media platforms like Instagram, Facebook, and Twitter has been crucial in creating brand awareness and driving customer engagement. The study shows that Swiggy’s interactive posts, influencer collaborations, and user-generated content have contributed significantly to its growth. The authors suggest that Swiggy's effective use of visually appealing content and promotional campaigns such as discounts and offers on these platforms has enhanced its visibility and reach.
Additionally, the authors point out that Swiggy’s use of social media for customer feedback and addressing concerns in real-time has fostered a sense of trust and community among its users. The study concludes that Swiggy’s social media marketing strategies are not only a means of advertising but also a critical tool for shaping consumer perceptions and fostering loyalty. This customer-centric approach has allowed Swiggy to stay ahead of competitors in the highly saturated Indian market.
Singh, D., & Rani, K. (2020) study investigates the growing role of digital advertising in the success of food delivery platforms, focusing specifically on Swiggy. The study highlights Swiggy’s innovative use of Google Ads, Facebook Ads, and targeted banners on digital platforms to increase app downloads and customer acquisition. According to the authors, Swiggy uses sophisticated algorithms to personalize advertisements based on user behavior, thereby making its marketing efforts more effective. The researchers argue that digital advertising not only helps in user acquisition but also builds brand recall and drives repeat orders. Furthermore, the study discusses Swiggy's shift towards more interactive forms of advertising, such as video ads and interactive polls, to engage consumers. The authors also note that Swiggy leverages both organic and paid advertising on social media to create a well-rounded marketing approach. 
Verma, S., & Patel, A. (2021) focus on consumer behavior and delivery preferences in the online food delivery sector, specifically in the context of Swiggy. The research identifies that one of the key drivers behind Swiggy's success is its ability to offer a range of delivery options such as express delivery, contactless delivery, and real-time tracking. The authors argue that Swiggy’s marketing efforts have emphasized these delivery options to cater to the changing needs of consumers, especially post-pandemic, when hygiene and speed became paramount. The study also highlights the impact of mobile app features like one-click ordering and personalized recommendations in influencing consumer preferences.

3.1THEORETICAL FRAMEWORK
Marketing Channels
A marketing channel is the type of medium used to advertise your company. Digital marketing channels have been around since the earliest days of the Internet, but the marketing channel definition has changed with the times.
Back in October of 1994, if someone were to ask "What are marketing channels?" there would have been only one answer: Display ads.
AT&T sponsored a banner reading "Have you ever clicked your mouse right HERE? YOU WILL”. And, there being very few other sponsors of banner advertising, over 44% of people who had the Internet at the time clicked on that one ad.
Fast forward to 2022, and Smart Insights tells us that only 0.1% of Americans and 0.09% of Canadians will click on any given Internet display banner. Clearly, if you were to pose the question "What are marketing channels?" In 2022, the answer would not be "Oh, they are display ads."
But the variety and complexity of Internet marketing channels have tremendously increased in recent years. Digital marketing has evolved beyond paid advertising and other paid marketing channels. There are a variety of effective marketing channels that deliver content and promotion.
THE EVOLUTION OF MARKETING CHANNELS
Marketing channels have undergone a tremendous transformation over the years, driven largely by technological advancements and changing consumer behaviors. Let’s take a walk through history to see how marketing channels have evolved.
· The Traditional Era
In the early days of commerce, marketing channels were straightforward and usually involved a manufacturer selling directly to customers or via local markets. These were simple times, and marketing channels were either direct or involved a few intermediaries like wholesalers and retailers.
· The Industrial Revolution
The Industrial Revolution brought mass production, leading to a greater need for wider distribution. This led to the rise of intermediaries, such as wholesalers and distributors, who facilitated the movement of goods from manufacturers to retailers.
· The Advertising Era
With the advent of television and radio, businesses were given a new way to reach consumers. This was the dawn of mass marketing. Companies could now use these media channels to communicate their messages directly to a large audience. This period saw the first significant evolution of marketing channels, with the inclusion of advertising and promotions as key components.
· The Digital Revolution
The introduction of the Internet marked a radical shift in the evolution of marketing channels. The rise of online shopping, digital advertising, search engines, and social media dramatically changed the business landscape. The digital revolution not only added a new channel to the mix but also transformed existing channels.
· The Age of the Customer
In recent years, we have moved into the Age of the Customer, where customer experience is paramount. Customers have a lot more power and control over their purchasing decisions, thanks to the vast amount of information available online. As a result, businesses have had to become more customer-focused and adopt omnichannel strategies, providing a seamless customer experience across multiple physical and digital channels.
· Emerging Technologies
Today, we are witnessing the impact of advanced technologies like Artificial Intelligence (AI), Machine Learning (ML), Augmented Reality (AR), and Virtual Reality (VR) on marketing channels. These technologies are enabling hyper-personalized customer experiences and more efficient marketing automation, pushing the boundaries of what’s possible in the world of marketing channels.
In conclusion, the evolution of marketing channels reflects the broader changes in society, technology, and consumer behavior. As businesses look to the future, they need to stay abreast of emerging trends and technologies that will continue to shape the landscape of marketing channels.
IMPORTANCE OF MARKETING CHANNELS 
As an organization prepares to bring a specific product or service to market, it must develop and define the appropriate marketing mix that will be used to promote its product in the marketplace. An effective marketing mix must account for the 4 P’s of marketing: product, price, place, and promotion.
The first element of the marketing mix is the product itself. To succeed, a business must develop a product that customers want to purchase because it satisfies their needs and offers features that they want. It should be designed to deliver greater customer experience and effectively differentiated from competing brands with value-added features.
The second element is pricing. The organization must offer the product at a price that can be justified by the value of the product. Pricing should be competitive with similar products in the marketplace while accounting for differentiating factors and the value that prospective buyers might attach to them.
When it comes to the final 2 elements, place and promotion, understanding marketing channels is crucial.
To satisfy the third marketing mix element, place, an organization must understand where buyers are looking for their products and work to make their products available at these locations. For many technology companies, customers will seek out their products either online (direct-selling) or from a retailer (selling through intermediaries).
The final element of the marketing mix, promotion, deals with the identification of the best channels where an organization can best distribute messaging about its product to a target audience. Promotion is especially important for organizations that do direct selling, as they don’t depend on retailers or wholesalers to drive sales on their behalf. Organizations that sell their products online must identify the digital marketing channels that offer the best ROI for marketing dollars.
The overall ROI for any individual marketing channel may tend to diminish over time, as users begin to tune out or ignore advertisements that they see all the time. In addition to identifying optimal channels for generating marketing ROI, organizations should continuously test new marketing channels while leveraging marketing automation to avoid sending repetitive messages to the same prospects.
TYPES OF MARKETING CHANNELS
In 2022, the answer to the question "What are marketing channels?" includes digital advertising, events, influencer marketing, search engine optimization (SEO), content marketing, word-of-mouth, and traditional marketing through mass media and print. No matter what your marketing channel's definition, your marketing goals probably include raising awareness of your brand, generating leads, improving your conversion, and boosting repeat business.
1. Digital advertisements 
2. Emails
3. Events 
4. Influencer marketing 
5. Search engines optimization 
6. Content marketing 
7. Social media 
8. Word of mouth 
9. Traditional marketing 
BENEFITS OF USING MARKETING CHANNELS
Having a clear plan for how you will use each marketing channel available to your business helps you achieve a higher rate of return on your promotional dollars. Finding the right pros to manage your marketing channels costs money, but gives you a greater return than doing all the work yourself.
Marketing channels save time. You don't have to do all the work of distributing your product by yourself. And pursuing several marketing channels helps you find far more customers than you ever could on your own.
The right marketing channel for your business is the channel that brings you the greatest number of customers who spend the most money. Determining which marketing channels work best for your business isn't something you should leave to guesswork. The best way to choose the right marketing channels is to be SMART, targeting specific goals with agreed-on metrics of success, keeping your goals achievable, relevant, and time-bound.
NUMBER OF CHANNEL LEVELS
The channel level includes Direct Marketing Channels, where sales take place between producer and consumer, and Indirect Marketing Channels where producers take the help of retailers for the distribution of the product. 
1. Direct Marketing Channel
Direct Marketing Channel is defined as a type of channel where the sales of products take place directly from producers to consumers. There is no involvement of any third party, such as retailers, for their distribution. For example, any online shopping website, such as Amazon sells its products directly from its shopping website to the customers.
2. Indirect Marketing Channel
An indirect Marketing Channel is defined as a type of channel where any third party, such as wholesalers, distribution agents, and retailers are involved in the distribution of products. The manufacturer makes contact with such third parties located at different locations and then sells their products. For example, Amazon also uses indirect marketing channels. Customers can purchase goods from independent retailers through Amazon, and those companies/retailers will have to fulfil the deliveries on time.
Indirect Marketing Channel is further classified into three categories:
One-Level Channel: One level channel is a channel where only one intermediary; i.e., the retailer is involved in the sales between the manufacturer and consumers.
Two-Level Channel: Two level channel is a channel where two intermediaries; wholesalers and retailers are involved in the sales.
Three-Level Channel: Three-Level Channel is a channel where three intermediaries; distribution agents, wholesalers, and retailers are involved in sales.
How to Choose the Right Marketing Channel for Your Business
Selecting the right marketing channel for your business is a critical decision. The channels you choose directly impact how effectively you reach your target audience and drive conversions. Here are the factors to consider when making your choice:
1. Understand Your Target Audience
The first step in choosing the right marketing channel is understanding who your customers are. Research their behaviors, preferences, and needs. Which channels do they use regularly? Where do they seek information about products or services? Are they more likely to shop online or in a physical store? The answers to these questions can guide you toward the most effective channels.
2. Evaluate Channel Performance
Analyze the performance of different marketing channels to understand which ones are driving the most engagement, conversions, and sales. This includes examining metrics like click-through rates, conversion rates, average order value, customer lifetime value, and return on investment (ROI).
3. Consider Your Product or Service
The type of product or service you offer can also influence the best marketing channel. For example, if you’re selling a high-end fashion product, a visually-oriented platform like Instagram might be effective. On the other hand, if you offer professional services, LinkedIn or direct email marketing might be more suitable.
4. Review Your Business Goals
Your marketing channels should align with your overall business goals. For example, if your primary goal is to increase brand awareness, you might focus on channels that allow for widespread reach, like social media or TV advertising. But if your goal is to boost e-commerce sales, you might prioritize online advertising and SEO to drive traffic to your website.
5. Assess Resource Availability
Different marketing channels require different resources – time, skills, and budget. Ensure you have the necessary resources to effectively manage and optimize the channels you choose. For instance, maintaining a strong social media presence can be time-consuming, and running paid online ads requires a certain level of expertise and budget.
6. Test and Optimize
Lastly, remember that choosing a marketing channel isn’t a one-time decision. Continually test different channels and strategies, and use data and analytics to optimize your approach. Your ideal mix of marketing channels might change over time as your business grows, and as consumer behaviors and market trends evolve.
Choosing the right marketing channels involves a blend of understanding your target audience, analyzing channel performance, considering the nature of your product or service, aligning with your business goals, assessing your resources, and ongoing testing and optimization. By making informed decisions, you can select the most effective channels for your business and enhance your marketing effectiveness.
FUTURE TRENDS IN MARKETING CHANNELS
As technology continues to advance, marketing channels are evolving too. Here are some trends and predictions for the future of marketing channels:


1. Personalization and AI
Artificial Intelligence (AI) is becoming increasingly prevalent in marketing, allowing businesses to personalize customer experiences at scale. With AI, businesses can analyze vast amounts of data to deliver personalized content, product recommendations, and messages to customers based on their behaviors and preferences.
2. Machine Learning and Predictive Analytics
Machine learning is helping businesses analyze past performance to predict future trends and behaviors. Predictive analytics can inform marketing strategies, allowing businesses to target customers more effectively and optimize their marketing channels.
3. The Rise of Voice Search
With the growing popularity of voice assistants like Amazon’s Alexa, Google Home, and Apple’s Siri, voice search is expected to significantly impact SEO and content marketing strategies. Businesses will need to optimize their content to answer voice queries, which tend to be more conversational and often involve longer phrases or complete questions.
4. Chatbots and Conversational Marketing
Chatbots powered by AI is becoming a common feature on websites and social media platforms. They can answer customer queries, provide personalized recommendations, and even facilitate transactions. This conversational marketing approach allows businesses to engage with customers in real time, enhancing customer service and driving engagement.
5. Virtual Reality (VR) and Augmented Reality (AR)
VR and AR are predicted to revolutionize the customer experience. They offer immersive experiences, allowing customers to try products virtually before buying or enhancing the shopping experience with interactive elements. As these technologies become more mainstream, they’re likely to become an integral part of the marketing channel mix.
6. Continued Growth of Social Commerce
Social commerce – buying directly through social media platforms – is set to grow as platforms like Instagram and Facebook continue to develop their shopping features. Businesses will need to adapt their strategies to take advantage of this direct-to-consumer marketing channel.
7. The Impact of 5G
The introduction of 5G is expected to significantly impact digital marketing channels. Faster internet speeds will enhance mobile experiences, make AR and VR more accessible, and increase the possibilities for video content.
The future of marketing channels is set to be shaped by technology. As AI, machine learning, voice search, chatbots, VR/AR, social commerce, and 5G become increasingly integrated into our daily lives, businesses will need to adapt their marketing strategies to stay ahead of the curve and meet changing customer expectations.















3.2 INDUSTRY PROFILE 
Indian Food App Scenario With all the boom in digital industry across the globe, it’s had its impact on the Indian economy too. The online food ordering firms have sprouted up in bulk. The market size of food in India is expected to reach Rs. 42 lakh crore by 2020, reports BCG. Presently, the Indian food market is around $350 billion. The space is coming up with a lot of innovation catering to their customer convenience, satisfaction and retention. This has also built room for a lot of new players, who are targeting specific groups of people. Many new players joining the segment with innovative business models such as delivering food for health conscious people, home cooked meals, etc.
Food tech is the hot talk in the startup town. After technology startups have made their mark in the e-commerce, taxi & real estate sectors, now the ever-hungry Indian entrepreneurs are looking to satiate the appetite of others. Food tech is a vast market and food delivery startups are just a part of it.
Various apps in the Indian market other than Uber Eats are:
· Food Panda
· Zomato
· Swiggy
· Box8
· Fasoos
· Fast food delivery apps
Online Food Service in India: An Analysis
E-commerce in India is expected to grow from US $2.9 billion in 2013 to a mammoth US $100 billion by 2020, making it the fastest growing e-commerce market in the world! E-commerce is also witnessing a spurt in online food & restaurant service companies, which is expected to reach $2.7 billion by 2019. This white paper explores drivers of the growth of such online food delivery companies in India, the current competition and how this affects the brick-and-mortar restaurant business in India. Here’s a look at the supply and demand drivers for online quick food services.
Demand Drivers of Online Food Ordering System
1. Encouraging Demographics
With a population of over 1.2billion, India is undeniably one of the biggest consumer markets in the world today. Moreover, 50% of this population fall under the age of 25, and the rest before the age of 35 years; making India among the youngest population in the world too. Most of the fast food demand comes from age group 18-40 years. What’s more, by the year 2025 the Indian middle-class demographic is expected to touch 550 million. Young India’s appetite is one of the key drivers for demand in the food and beverage industry on the whole.
2. Promising Income and Consumption Levels
With an increasing number of young Indians being productively employed in lucrative industries, sectors like IT services have upped the living standards and made their wallets fatter too. The World Bank reports a staggering 50% increase in per capita income since 2006 until now. Urban India sees a visible change in the social setting, which further fuels the advance of fast food restaurants in India. Higher disposable income is also a key driver for other subcategories of food products too.
3. Favourable Lifestyle Changes
With dual-income families, now urban India sees both parents bring home the bacon, thus changing the way people live drastically; with changes in routines, lifestyle and food habits. The demand for quick access to food and one with affordable rates is on the rise. Time crunches and an increasing need to spend quality time with 92% nuclear families reaching out for fast food or take outs to save time and energy that would otherwise go into cooking up a meal at home every day of the week.
Rising Number of Working Women
Keeping in line with the above point, there has been an astounding increase in working women. Working women end up spending most of their productive hours commuting and at work, therefore there is very less time to cook full blown meals at home, all by themselves. Working women typically spend a large amount of their disposable income on buying take outs or eating out. This is again a key demand-driver for the food and beverage industry in India.
Expanding Variety of Cuisines
With more and more restaurants offering global cuisines, this has had a significant impact on the overall food industry. Chicken biryani, burgers, butter chicken, pizza and Hakka noodles are customers' most preferred orders. North Indian fare tops, but Chinese, Italian, south Indian and 'healthy food' are also popular. The more Indians living in urban areas are willing to experiment with new cuisines, the more will frequency of dining out increase.
Upgrading of Retail Formats
With a slew of international food brands and restaurants making themselves available at popular malls, these seem to be the ideal space to get more customers who go to malls to shop. And inversely, more customers going to food courts and restaurants at malls, shop! It is a win-win situation for all parties, indeed.
Extension to Delivery Services in Existing Restaurants
Restaurants are now trying to maximize their business output by offering food delivery services. This way they all are able to rationalize existing fixed costs and also keep their business sustainable. Home Delivery is a very vital ingredient in this mix. It’s no wonder restaurants big and small, all are vying to get a piece of this pie! Moreover with this format, a higher number of customers can be serviced, compared to the sit-and-dine format where at peak hours, customers will be missed. The delivery format keeps customer loyalty going strong too.
Impact of Online Food Services on Restaurant Business in India
The format of home delivery or the takeaways have gained a lot more customers in locations such as malls, offices and big-party orders for residential complexes. People missing breakfast on the way to work, order-in. People who desire a better choice of corporate lunch or party, order in too. Everyone seems to be in awe of the online food order and delivery option for the convenience and immediate source of food at home. Besides, the convenience of ordering groceries from your mobile app or web browser has certainly taken away some market share from the trusted ‘kirana’ or the mom-n-pop stores. India is the 6th largest grocery market in the world, but the organized sector as run by some of the online businesses mentioned above makes up only for 5-8% market share of the grocery business. The vast majority is still owned by these local markets and the mom-n-pop stores. This has some obvious impacts on the brick-and-mortar formats of in-dining restaurants as more people prefer to have restaurant-style cuisines right in the privacy of their homes or workplaces, but the impact is not so much as it may appear to be. The fast food business in India is only about 2 decades old, and remains largely unorganized. Given the rate at which the organized sector is rapidly growing, it is only a matter of time and a much larger chunk of global investments before a really big impact is made on ongoing restaurant businesses that may not have a delivery-focused format of their own.
INDUSTRIAL SCENARIO
In today’s world service sector contributes 64.956% in GDP (2018, World Bank). The rise of digital technology is reshaping the industries. With the increased use of technology, the number of people engaging into the digital sector are rapidly increasing. Even Consumers are accustomed to shopping or even ordering online through apps or websites, with maximum convenience and transparency, expecting the same experience that they would get from the outlet itself. To match up with the consumer’s expectations apps are providing increased facilities and services to the customers. This scenario doesn’t exist only in one country but all across the globe. Being up to date with the customers’ expectations helps firm retain customers to a greater extent. 
INDIAN SCENARIO
The online food delivery market in India is growing in tandem with evolving lifestyle patterns and eating habits of Indians. Hectic work schedules and rise in disposable incomes have popularized food delivery, especially in urban areas. The online food delivery market in India is expected to expand at compound annual growth rates of ~30.55% (based on revenue) and ~10.19% (based on the number of users) during the 2020-2024 period, to generate a revenue of INR ~1,334.99 Bn and develop a user base of ~300.57 Mn by 2024.
The major roadblocks cleared by these so called F&B first generation startups were discovery, ordering and delivery. We see companies like Zomato, Swiggy, Dineout, Foodpanda, Uber eats etc., all did a fantastic job and has taken “the having food from outside” to a different level. Going forward the next disruption which seems on the cards is on the backend of a restaurant, which is about managing resources with optimal efficiency. In food and beverage business the cost is divided mainly across four functions, i.e.: Real estate, logistics, management and supply chain.
Today all these functions are handled manually which leads to inefficiencies like: Pilferage, delay, lack of standardization, clerical error etc. The major areas where most of the companies are working are in aggregating data to make the system more informed and make it much more transparent. Major advancements are made in building platforms to capture and bring these data points in all segments available to the food businesses, so that middle men could be eliminated and huge cost savings could be made. These platforms are using these data points to automate process on the backend of a restaurant. Even investors have realized the potential in B2B side of the F&B industry and huge money has been pumped in the last financial year (2017-18) in this sector, it is expected more companies and deal will be done in this financial year (2018-2019).
While advance machine learning algorithms and neural network implementations still looks a far-fetched dream, but the basic infrastructure looks in place which will in turn enhance the supply chain efficiencies. With food norms getting stricter in the country , product mapping and quality control has also become very critical .A lot of companies are doing research in these fields, even block chain implementation is being worked to trace the grain one eats at a restaurant. With these advancement the actual “farm-to-fork” implementation could be achieve.US and China are much ahead of us in this implementation but India is catching up. The major change has been brought to the segment as companies started capturing the expense data and have found a way to connect with the sales data. Major roadblocks in this seems to be the integrability of the POS (point of sales) with the expense side software, as soon as this happens the gates to AI based purchase is open. We are not far from the day the auto refill of stocks would start happening with zero manual intervention. Many leading POS companies have shown the will to accept the idea of integration with expense side players but its early days.
On the other side, with reach and visibility being available to the restaurants, the focus has now shifted to create the right experience. The number of theme restaurants, innovation in SKU’s has increased tremendously and has been critical in retaining customers. Restaurants are open to try new ways to impress their customers and keep them interested as loyalty programs and discounts no longer remain exciting. Internet of things based experiences are not away and a lot of hardware innovations are coming in these fields. With all these developments the food and beverage industry looks to prosper to new heights with technology being the major driving force.
INTERNATIONAL SCENARIO
The global online food delivery services market is expected to grow from $107.44 billion in 2019 and to $111.32 billion in 2020 at a growth rate of 3.61%. The slow growth in 2020 is mainly due to the economic slowdown across countries owing to the COVID-19 outbreak and the measures to contain it. The market is then expected to grow and reach $154.34 billion in 2023 at CAGR of 11.51%.
Online food delivery system is taking up the pace and is shifting towards ordering through online platforms, induced by the increasing internet penetration and well equipped delivery services. Over the years Pizza has been the major food type, but even after the evolution of online portals and smartphones, pizza acquires 60% of the total food ordered. The evolution of food ordering app has boosted the global food ordering market. In U.S., 50% of the people ordering food for delivery enjoy using food delivery apps. The convenience of ordering food by comparing the menu of various restaurants and quick delivery of meals straight at home/offices has attracted the people towards using food app services. These developments have grown the food delivery business opportunities that acquired 43.0% market share of the total restaurant industry in 2017.
The factors such as improved logistics, increasing penetration of internet and smartphones and development of user-friendly food apps are majorly impacting the growth of global online food delivery market.





















3.3SWIGGY PROFILE
Swiggy is a food ordering and delivery company based out of Bangalore, India.  Swiggy was inspired by the thought of providing a complete food ordering and delivery solution from the best neighborhood restaurants to the urban foodie.  A single window for ordering from a wide range of restaurants, Swiggy has their own exclusive fleet of delivery personnel to pickup orders from restaurants and deliver it to customers. Having their own fleet gives us the flexibility to offer customers a no minimum order policy on any restaurant and accept online payments for all partner restaurants that they work with.  Their delivery personnel carry one order at a time which ensures they get reliable and fast deliveries.
Swiggy is a leading food ordering and delivery start up in India. The company started operations in 2014 and is headquartered in Bengaluru. Swiggy works by acting as a bridge between customers and restaurants. It utilizes an innovative technology platform that allows customers to order food from nearby restaurants and get it delivered at their doorstep. With Swiggy, customers do not have to keep the contact numbers of various restaurants and eateries in their locality. Swiggy works as a single point of contact for ordering food from all restaurants that may be there at a particular location. Swiggy has its own team of delivery professionals who pickup orders from restaurants and deliver it at the customer’s doorstep. This has made the task of ordering food a lot easier for customers. Restaurants also gain by getting more orders and avoiding costs and efforts associated with maintaining their own delivery personnel.
[image: Image result for swiggy]


HISTORY OF SWIGGY
It all started back in 2014 when two BITS Pilani graduates, Sriharsha Majety and Nandan Reddy decided they wanted to make life easier by changing the way India eats - all with just a tap! With their idea of “hyperlocal food delivery”, all they needed was the tech to power it and were introduced to Rahul Jaimini, who brought this vision to life with the first website. And with this, Swiggy was launched as a food ordering & delivery platform.
In August of 2014, Swiggy began operations by signing up a few restaurants in Koramangala, Bengaluru. Soon enough, the first team of Hunger Saviors came into action to deliver food within 40 minutes.
Shortly after, Swiggy raised its first round of funding and launched the app in May of 2015. Fun fact: The technology that delivers great food right to your doorstep was completely developed in-house!  With love and support from consumers, Swiggy expanded far and wide,
first through the entire city of Bengaluru and then across the entire country. As they say, the rest is history.
Today, Swiggy is the leading food ordering and delivery platform in India. The innovative technology, large and nimble delivery service, and exceptional consumer focus at Swiggy enabled a host of benefits that includes lightning fast deliveries, live order tracking and no restrictions on order amount, all while having the pleasure of enjoying your favourite meal wherever you'd like it.
Swiggy Founders:
Sriharsha Majety, Nandan Reddy, and Rahul Jaimini founded Swiggy. Sriharsha Majety is an alumnus of Indian Institute of Management, Calcutta and he currently serves as the Chief Executive Officer (CEO) at Swiggy. Co-founder Nandan Reddy is an alumnus of Birla Institute of Technology and Science and he heads operations at Swiggy. He had earlier worked at Galla, Zurna, IDinsight, and Intellecap. Co-founder Rahul Jaimini is an alumnus of Indian Institute of Technology, Kharagpur and he is the Chief Technical Officer at Swiggy.  Prior to Swiggy, he had worked at Myntra and NetApp.
Swiggy Journey:
The two techies Nandan Reddy, SriharshaMajetyalumni’s of the BITS Pilani, they came up with an idea to build the delivery management platform, they developed it and launched with a name called ‘Bundl’ in the year 2013, they shut down their start-up in the year June 2014.
While working on the ‘Bundl’ they came to know the power of the hyper local delivery, they did brainstorming to which we can hyper-local delivery that will make the business and make it useful for the people.At the point of brainstorming time, they meet the Rahul Jaimin who is the alumnus of the IIT-Kharagpur working as a developer in Myntra and the fixed to start the Start-up with the name Swiggy.
Swiggy began its Journey from Bengaluru with 6 delivery executives and 25 restaurants on its platform. In the time of 3 years, it has scaled up with over 40,000 delivery executives across India in more than fifteen cities like Delhi-NCR, Mumbai, Bengaluru, Hyderabad, Chennai, Kolkata, and Pune. They have partnered with 35,000 restaurants across the country.
Brief History about Swiggy
Swiggy was founded by the trio of Rahul Jaimini, Sriharsha Majety and Nandan Reddy. Swiggy begin its initial round of operations in Bengaluru, they focused specifically on Koramangala which is one of the upcoming neighborhoods in Bengaluru. They initially started delivering with just six delivery executives and with only 25 restaurants on its platform. Over a period of time, their business grew steadily with currently 6000 delivery executives operating across Delhi, Mumbai, Hyderabad, Chennai, Kolkata and Pune. This application was initiated in the year 2014.
Swiggy Business Model:
Swiggy has two major revenue streams.
1. The major part of Swiggy’s revenue from commission it collects from restaurants for lead generation and for serving as a delivery partner.
2. Swiggy also charges a nominal delivery fee from customers on orders below a threshold value which 200 rupees for most cities.


Swiggy Funding:
One of best investors available in the market backs Swiggy. Swiggy has raised a total of 465 million dollars in funding from various investors, including Bessemer Venture Partners, Norwest Venture, Accel Partners, SAIF Partners, Harmony Venture Partners, RB Investments and Apoletto. Swiggy recently raised $210 million from a group of investors, catapulting India’s largest food delivery service provider into a select club of startup unicorns with a valuation of $1 billion or more. The latest funding, led by Naspers and billionaire Yuri Milner’s DST Global, values Swiggy at roughly $1.3 billion, surpassing rival Zomato’s $1.1 billion valuation based on a February fund-raising round. China’s Meituan-Dianping has also invested in the latest funding round, along with new investor Coatue Management.














TABLE NO. 4.1
OCCASIONS OF ORDERING FOOD
	Category
	No. of Respondents
	Percentage

	Special occasional
	24
	24

	In emergency
	42
	42

	Unable to cook
	26
	26

	Hostelite
	8
	8

	Total
	100
	100


         Source: Primary data
CHART NO. 4.1
OCCASIONS OF ORDERING FOOD

INTERPRETATION:
Table No. 4.1. shows that 42% of the respondents said that they are ordering food on emergency, 26% opined when they are unable to cook, 24% said on special occasions only and 8% are Hostelites.

TABLE NO. 4.2
SOURCE OF INFORMATION ABOUT SIWGGY
	Category
	No. of Respondents
	Percentage

	Advertisement
	48
	48

	Word of mouth
	20
	20

	Executives
	26
	26

	Others
	6
	6

	Total
	100
	100


         Source: Primary data
CHART NO. 4.3
SOURCE OF INFORMATION ABOUT SWIGGY

INTERPRETATION:
Table No. 4.2. shows that 48% of the respondents came to know about the food Swiggy through advertisements, 26% through executives, 20% through word of mouth and 6% through other source.

TABLE NO. 4.3
MONEY SPENDING FOR ORDERING FOOD ONLINE 
	Category
	No. of Respondents
	Percentage

	Less than 500
	26
	26

	500 – 1000
	54
	54

	1000 – 2000
	12
	12

	Above 2000
	8
	8

	Total
	100
	100


         Source: Primary data
CHART NO. 4.3
MONEY SPENDING FOR ORDERING FOOD ONLINE 

INTERPRETATION:
Table No. 4.3 shows that 54% of the respondents said that they are spending Rs.500 to Rs. 1000 for ordering food online, 26% said it is less than Rs. 500, 12% said it is Rs.1000-Rs.2000 and 8% said it is above 2000.

TABLE NO. 4.4
MODE OF PAYMENT
	Category
	No. of Respondents
	Percentage

	Cash on delivery
	40
	40

	Debit card
	16
	16

	Credit card
	16
	16

	UPI
	28
	28

	Total
	100
	100


         Source: Primary data
CHART NO. 4.4
MODE OF PAYMENT

INTERPRETATION:
Table No. 4.4 shows that 40% of the respondents said that the mode of payment they prefer is cash on delivery, 28% of the respondents opined they prefer UPI payment, 16% opined credit card payment and 16% opined they prefer debit card for payment.

TABLE NO. 4.5
REASON TO PREFER SWIGGY
	Category
	No. of Respondents
	Percentage

	Discount
	10
	10

	Reduced price
	14
	14

	Fast delivery
	18
	18

	All the above
	58
	58

	Total
	100
	100


         Source: Primary data
CHART NO. 4. 5
REASON TO PREFER SWIGGY

INTERPRETATION: 
Table No. 4.5. shows that 58% of the respondents said that the criteria for choosing Swiggy is discount, reduced price and fast delivery, 18% said it is fast delivery, 14% opined it is reduced price and 10% opined it is discount.

TABLE NO. 4.6
CHALLENGES FACING WHILE ORDERING THROUGH SWIGGY
	Category
	No. of Respondents
	Percentage

	Site is slow
	12
	12

	Excess delivery time
	42
	42

	Poor service
	26
	26

	Non availability of service
	16
	16

	Others
	4
	4

	Total
	100
	100


         Source: Primary data
CHART NO. 4.6
CHALLENGES FACING WHILE ORDERING THROUGH SWIGGY

INTERPRETATION:
Table No. 4.6 shows that 42% of the respondents said that the challenges faced while ordering food online through Swiggy is excess delivery time, 26% said it is poor service, 16% said it is non availability of service, 12% said some times the site is slow and 4% said other problems.
TABLE NO. 4.7
THE MOST PREFERRED ONLINE SITE
	Category
	No. of Respondents
	Percentage

	Zomato
	38
	38

	Swiggy
	36
	36

	Uber Eats
	24
	24

	Others
	2
	2

	Total
	100
	100


         Source: Primary data
CHART NO. 4.7
THE MOST PREFERRED ONLINE SITE

INTERPRETATION:
Table No. 4.7 shows that 38% of the respondents said that they prefer Zomato for ordering food online, 36% opined it is Swiggy, 24% opined it is Uber Eats and 2% opined it is other sites.

TABLE NO. 4.8
SWIGGY’S DELIVERY EASY AND CONVENIENT  
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	44
	44

	Agree
	38
	38

	Neutral
	10
	10

	Disagree
	6
	6

	Strongly Disagree
	2
	2

	Total
	100
	100


         Source: Primary data
CHART NO. 4.8
  SWIGGY’S DELIVERY EASY AND CONVENIENT

INTERPRETATION:
Table No. 4.8 shows that 44% of the respondents strongly agreed that Swiggy’s delivery is easy and convenient, 38% agreed it, 10% neither agreed nor disagreed it, 6% disagreed it and 2% strongly disagreed it.

TABLE NO. 4.9
SATISFIED WITH THE QUALITY OF FOOD OFFERED IN SWIGGY APP
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	12
	12

	Agree
	52
	52

	Neutral
	26
	26

	Disagree
	4
	4

	Strongly Disagree
	6
	6

	Total
	100
	100


         Source: Primary data
CHART NO. 4.9
SATISFIED WITH THE QUALITY OF FOOD OFFERED IN SWIGGY APP

 
INTERPRETATION:
Table No. 4.9 shows that 52% of the respondents agreed that they are satisfied with the quality of food, 26% neither agreed nor disagreed it, 12% strongly agreed it , 6% strongly disagreed it and 4% disagreed it.
TABLE NO. 4.10
VARIETY OF RESTAURANTS IN SWIGGY APP AFFECT THE FOOD CHOICE
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	6
	6

	Agree
	24
	24

	Neutral
	58
	58

	Disagree
	8
	8

	Strongly Disagree
	4
	4

	Total
	100
	100


         Source: Primary data
CHART NO. 4.10
VARIETY OF RESTAURANTS IN SWIGGY APP AFFECT THE FOOD CHOICE

INTERPRETATION:
Table No. 4.10 shows that 58% of the respondents neither agreed nor disagreed that the variety of restaurants in Swiggy’s apps affect the food choice, 24% agreed it, 8% disagreed it, 6% strongly agreed it and 4% strongly disagreed it.
TABLE NO. 4.11
ORDERED FOOD IS DELIVERED TIMELY  
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	12
	12

	Agree
	50
	50

	Neutral
	26
	26

	Disagree
	8
	8

	Strongly Disagree
	4
	4

	Total
	100
	100


         Source: Primary data
CHART NO. 4.11
ORDERED FOOD IS DELIVERED TIMELY  

INTERPRETATION:
Table No. 4.11 shows that 50% of the respondents agreed that ordered food is delivered timely, 26% neither agreed nor disagreed it, 12% strongly agreed it, 8% disagreed it and 4% strongly disagreed it.

TABLE NO. 4.12
GETTING PRICE DISCOUNT WITH SWIGGY  
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	8
	8

	Agree
	18
	18

	Neutral
	46
	46

	Disagree
	16
	16

	Strongly Disagree
	12
	12

	Total
	100
	100


         Source: Primary data
CHART NO. 4.12
GETTING PRICE DISCOUNT WITH SWIGGY  

   
INTERPRETATION:
Table No. 4.12 shows that 46% of the respondents neither agreed nor disagreed that they are getting price discount with Swiggy, 18% agreed it, 16% disagreed it, 12% strongly disagreed it and 8% strongly agreed it.
TABLE NO. 4.13
ONLINE REAL TIME TRACKING ON SWIGGY APP IS INNOVATIVE  
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	24
	24

	Agree
	40
	40

	Neutral
	26
	26

	Disagree
	6
	6

	Strongly Disagree
	4
	4

	Total
	100
	100


         Source: Primary data
CHART NO. 4.13
ONLINE REAL TIME TRACKING ON SWIGGY APP IS INNOVATIVE  

INTERPRETATION:
Table No. 4.16 shows that 40% of the respondents agreed that online real time tracking on Swiggy App is innovative, 26% neither agreed nor disagreed it, 24% strongly agreed it, 6% disagreed it and 4% strongly disagreed it.

TABLE NO. 4.14
CUSTOMER CARE TO COMPLAINTS ARE SATISFACTORY  
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	46
	46

	Agree
	26
	26

	Neutral
	22
	22

	Disagree
	3
	3

	Strongly Disagree
	3
	3

	Total
	100
	100


         Source: Primary data
CHART NO. 4.14
  CUSTOMER CARE TO COMPLAINTS ARE SATISFACTORY

INTERPRETATION:
Table No. 4.14 shows that 46% of the respondents strongly agreed that customer care to complaints are satisfactory, 26% agreed it 22% neither agreed nor disagreed it, 3% disagreed it and 3% strongly disagreed it.

TABLE NO. 4.15
INFLUENCED BY SOCIAL MEDIA POSTS TO USE SWIGGY APPS
	Category
	No. of Respondents
	Percentage

	Strongly Agree
	12
	12

	Agree
	44
	44

	Neutral
	26
	26

	Disagree
	16
	16

	Strongly Disagree
	2
	2

	Total
	100
	100


         Source: Primary data
CHART NO. 4.15
INFLUENCED BY SOCIAL MEDIA POSTS TO USE SWIGGY APPS  

INTERPRETATION:
Table No. 4.15 shows that 44% of the respondents agreed that they are influenced by social media posts to use food apps, 26% were neutral, 16% disagreed it, 12% strongly agreed it and 2% strongly disagreed it.

5.2 FINDINGS
· Majority of the respondents said that they are ordering food on emergency.
· Majority of the respondents came to know about the food ordering app through advertisements.
· Majority of the respondents said that they are spending Rs.500 to Rs. 1000 for ordering food online.
· Majority of the respondents said that the mode of payment they prefer is  cash on delivery.
· Majority of the respondents said that the criteria for choosingSwiggy  app is discount, reduced price and fast delivery.
· Majority of the respondents said that the challenges faced while ordering food through Swiggy  is excess delivery time.
· Majority of the respondents said that they prefer Zomato for ordering food online and 36% opined it is Swiggy
· Majority  of the respondents strongly agreed that Swiggy’s online delivery is easy and convenient and  38% agreed it.
· Majority of the respondents agreed that they are satisfied with the quality of food.
· Majority of the respondents neither agreed nor disagreed that the variety of restaurants in food apps affect the food choice.
· Majority of the respondents agreed that ordered food is delivered timely.
· Majority of the respondents neither agreed nor disagreed that they are getting price discount with Swiggy
· Majority of the respondents agreed that online real time tracking on Swiggy app is innovative.
· Majority of the respondents strongly agreed that customer care to complaints are satisfactory .
· Majority of the respondents agreed that they are influenced by social media posts to use Swiggy 

5.3 SUGGESTIONS
·  The food delivery service providers can employ more staff to enlighten the customers about the procedure and advantages of the delivery service.
· They can conduct surveys and interviews from the customers to gain a deeper understanding of customer satisfaction and preference.
·  Promote the food delivery service by relying on the digital marketing, analyze their social media marketing, advertisement marketing to assess the effectiveness of the strategy.
· When it comes to understudies, they are more pulled in towards the free supper offer, which empowers them to procure cash into their Swiggy account effectively. Promoting exercises with accentuation on this offer will make enthusiasm for understudies towards the application. 
· Marketing exercises in PGs and universities will be compelling in getting consideration of more understudies and working people. 
· Marketing exercises in neighborhoods and flats will be powerful in getting consideration of more individuals and working people. 
· Marketing exercises should be broad as there is a considerable measure of extent of individuals who can utilize the application. 
· Marketing exercises, for example, enormous hoardings, notices and so on., if showed, will draw in more clients furthermore individuals will get mindfulness about the application. 
· Marketing exercises close inns and universities will be best following the greater part of the understudies like to have assortment of nourishment at sensible rates.





5.4 CONCLUSION
After conducting a study on the effectiveness of the marketing channel for food delivery apps through Swiggy, it can be concluded that these apps have been successful in capturing the market and increasing their user base.  The study also found that Swiggy have been successful in using various marketing channels such as social media, email marketing, and referral programs to acquire new customers and retain existing ones. Their targeted marketing campaigns have also been effective in increasing user engagement and driving sales.
Furthermore, the study highlighted the importance of customer satisfaction and experience in the success of food delivery apps. Swiggy have invested heavily in improving the quality of their services, including timely delivery and efficient customer support, which has helped them to build a loyal user base.
 In conclusion, the marketing strategy adopted by Swiggy has been highly effective in promoting their brands, acquiring new customers, and retaining existing ones. However, they must continue to innovate and improve their services to stay ahead of the competition in the highly competitive food delivery market
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QUESTIONNAIRE
Name :
1. Gender :
2. Age :
a) 
3. Occupation : 
a) 
4. On what occasion you prefer ordering food?
a) 
b) Special occasional
c) In emergency
d) Unable to cook
e) Hostelite
5. 
6. How did you come to know about Swiggy?
a) 
b) Advertisement
c) Word of mouth
d) Executives
e) Others 
7. 
8. On an average how much money do you spend ordering food online?
a) 
b) Less than 500
c) 500 – 1000
d) 1000 – 2000
e) Above 2000
9. 
10. What mode of payment you prefer?
a) 
b) Cash on delivery
c) Debit card
d) Credit card
e) UPI
11. 
12. On what criteria do you choose Swiggy?
a) 
b) Discount              
c) Reduced price
d) Fast delivery
e) All the above
13. 


14. What are the challenges faced while ordering food through Swiggy?
a) 
b) Site is slow
c) Excess delivery time
d) Poor service
e) Non availability of service 
f) Others
15. 
16. Which of the site is you prefer to online?
a) 
b) Zomato
c) Swiggy
d) Uber Eats
e) Others 

You are asked to indicate the extent of your agreement in respect of each of the variables by marking (Tick) in the relevant box. Please indicate your attributes and preference in the response column. (Strongly Agree – 5; Agree – 4; Neutral – 3; Disagree – 2; Strongly Disagree – 1)
	SL.NO.
	STATEMENTS
	SA
	A
	N
	D
	SD

	17. 
	Online food delivery of Swiggy easy and convenient
	
	
	
	
	

	18. 
	You are satisfied with the quality of food ordered through Swiggy
	
	
	
	
	

	19. 
	Variety of restaurants in Swiggy affect my food choice.
	
	
	
	
	

	20. 
	Ordered food is delivered timely
	
	
	
	
	

	21. 
	You are getting price discount with Swiggy
	
	
	
	
	

	22. 
	Online real time tracking on Swiggy app is innovative
	
	
	
	
	

	23. 
	Customer care to complaints of Swiggy are satisfactory.
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Series 1	
Advertisement	Word of mouth	Executives	Others	48	20	26	6	
Series 1	
Less than 500	500 – 1000	1000 – 2000	Above 2000	26	54	12	8	

Series 1	
Discount	Reduced price	Fast delivery	All the above	10	14	18	58	

Series 1	
Special occasional	In emergency	Unable to cook	Hostelite	24	42	26	8	

Series 1	
Site is slow	Excess delivery time	Poor service	Non availability of service	Others	12	42	26	16	4	

Series 1	
Zomato	Swiggy	Uber Eats	Others	38	36	24	2	

Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	44	38	10	6	2	
Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	12	52	26	4	6	

Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	6	24	58	8	4	

Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	12	50	26	8	4	

Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	8	18	46	16	12	

Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	24	40	26	6	4	

Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	46	26	22	3	3	

Series 1	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	12	44	26	16	2	

Series 1	
Special occasional	In emergency	Unable to cook	Hostelite	24	42	26	8	
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