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Introduction 
The development of the Internet has boosted 
the extension of online food services by 
enabling people to search, compare prices 
and conveniently access these services
per research conducted by Market Research 
Future, the online food ordering market in 
India is likely to grow at over 16 per cent 
annually to touch USD 17.02 billion by 
2023. Indian market has a huge potential for 
food ordering and delivery and as more 
players enter the industry it will bring 
opportunities and innovation benefitting the 
entire ecosystem. Online food ordering and 
delivery has become an integral part of the 
food experience of Indians. The popularity 
of online food delivery service can be 
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Abstract 

day world, changing demographics, busy lifestyle the consumers rather than cooking at home prefer 
ordering food from restaurants. There is increase in popularity of online food ordering and the paper examines the 
customers’ perception about service quality and satisfaction from services provided by online food aggregators. A 
total of 125 persons in the age group of 18-50 years were approached for the survey in Delhi. The results of S
show that Convenience, Discount/ Offers, On time food delivery, Trustworthy, Variety of restaurants on websites 
were found significant in explaining Service quality of online food aggregators. 
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and conveniently access these services. As 
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annually to touch USD 17.02 billion by 
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players enter the industry it will bring 
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The popularity 

of online food delivery service can be  

 
attributed to the several benefits it provides, 
such as food delivered to the doorstep of the 
customer, various payment options, 
attractive discounts, rewards, and cashback 
offers. The market for online food delivery 
is mainly driven by rising disposable 
income. Changing demographics, increasing 
penetration of internet & smart
favorable lifestyle changes, young 
population, consumption levels, a greater 
share of women in the workforce, aggressive 
marketing strategies adopted by food 
startups and the convenience of ordering is 
increasing significantly which 
growth of the market. Foodpanda, Swiggy, 
Faasos, and Zomato are currently among the 
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top-rated food ordering aggregators 
operating in the Indian market. 
Although the industry is rising but limited 
research has been conducted in India to 
examine the factors influencing satisfaction 
level and loyalty of customers from online 
food aggregators. In the above context the 
research has been conducted to achieve the 
following objectives: 
 
Objectives of the study 
 To identify the factors influencing the 
service quality of online food aggregators. 

 To analyse the relationship between 
service quality of online food aggregators 
and customer satisfaction and customer 
loyalty. 

 To analyse the effect of selected 
demographic variables on the customers’ 
perception and satisfaction towards service 
quality of online food aggregators.  
 
Review of Literature 
Online food industry is growing rapidly 
worldwide and the perception towards 
online food ordering differs based on ease of 
use and perceived usefulness of ordering 
process. The internet has also been 
continuously impacting the business and 
economic where virtual organisations and e-
commerce are now widely available ranging 
from apparels, books, and even food could 
be purchased online. effectiveness and 
efficiency of the website, from shopping to 
delivery. Several studies on e-service quality 
dimensions have been done such as e-TailQ, 
WebQual, E-S-Qual, and E-ResS-QUAL. 
While making online purchases customers 

expect quality service of websites and 
maintaining quality of website is crucial to 
persuade and retain customers (Caruana & 
Ewing, 2010; Jeon and Jeong, 2017). 
Website quality comprises factors like 
interactivity, customisation, care, 
cultivation, choice, community, character 
and convenience (Srinivasan et al. 2002); 
interactivity, novelty and complexity 
(Huang, 2003); information quality, 
appearance, content quality, order 
fulfilment, transaction speed and user-
friendliness (Liao et al. 2006, Shih and 
Fang, 2006). 
Alagoz & Hekimoglu (2012) 
Innovativeness, external influences and trust 
in websites too influences customers 
attitudes. As per Sumaedi and Yarmen 
(2015) service quality is a critical success 
factor of fast food restaurant. According to 
Chow et al. (2007), in case of restaurant 
services, there is link between service 
quality and customer satisfaction, and 
service quality and repeat patronage. The 
research conducted by Yeo et al. (2017) 
examined the relationship between 
motivation, convenience, price saving 
orientation, time saving, previous 
experience, consumer experiences and 
behavioral intention towards online food 
delivery services. in study conducted with 
students it was found that ease of 
availability of their desired food at any time 
and at the same time easy access to internet 
are the prime reasons for using the online 
food delivery services. it helps youngsters in 
managing their time better (Sethu & Saini, 
2016).  



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT-SPECIAL ISSUE 

ISSN 0976-7193 (Print) ISSN 2349-2317 (Online); DOI: 10.16962/EAPJMRM/ISSN.2349-2317/2014 
 

4th International Marketing Conference Reimagining Marketing – Confluence of Creativity and Technology 
IBS- Mumbai 

 

236 
 

Technical factors responsible for online food 
ordering and delivery services are speed of 
the internet, response time of the website, 
graphical interface of the website and user 
experience. External factors would be 
quality of the delivered food (freshness), 
packing of the food (parcel), and kindness of 
the delivery personal. For both users and 
non-users of online food ordering services, 
perceived convenience and control are 
crucial factors (Kimes 2011). To measure 
the customer satisfaction level of online 
food delivery services; delivery, service 
quality, customer service and food quality 
should be considered. Trust is built on the 
experience on the customer. If customer has 
a good experience from his previous 
experience then he will revisit the same 
website for ordering the food (Kedah et al., 
2015). Menu variety, healthiness, taste, 
freshness, and food temperature are critical 
factors to evaluate food quality. In addition 
to service quality, the food quality is 
considered as basic factor that influences 
customers’ experience with the restaurant 
(Ha & Jang, 2010; Liu et al., 2017). 
Oliver (1999) defines satisfaction as “the 
consumer senses that consumption fulfils 
some need, desire, goal, or so forth and that 
this fulfilment is pleasurable”. When the 
customers perceive that the performance of 
the product or service is higher than their 
expectation, they are satisfied. Customer 
loyalty is the level to which a consumer 
shows repeat purchasing attitude from a 
specific provider, have the favourable 
attitudinal disposition towards the offer and 
consider only these providers when a 

demand for this specific need exists 
(Caruana, 1999). Pervious researches show 
that there is significant association between 
repurchase intention and customer 
satisfaction (Mittal and Kamakura, 2001; Yu 
and Dean, 2001). Satisfied customer is likely 
to show brand loyalty, and customer e-
loyalty is influenced by satisfaction (Flavian 
et al., 2006). 
 
Research Methodology 
The study has been conducted using 
Descriptive research design. A total of 125 
persons in the age group of 18-50 years were 
approached for the survey in Delhi. Data has 
been collected over a period of three months 
from November 2018 to January 2019.   
A structured questionnaire has been 
developed to understand the perception of 
individuals towards online food ordering. 
Questionnaire consisted of statements to 
measure the service quality of online food 
aggregators. It also measured the factors 
contributing to customer satisfaction and 
loyalty from the online food ordering 
websites. In addition, questionnaire intended 
to assess the online food ordering behavior 
of consumers in terms of frequency, 
occasion of ordering, etc. Descriptive 
analysis was done using SPSS and SEM was 
conducted using PLS software. Sample 
consisted of respondents from varied 
demographics: 
Findings of the study 
The informative strength of the predicted 
model can be examined by considering R2 
of the endogenous constructs (Chin, 1998). 
As outlined by Chin (1998), “R2 values of 
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0.67, 0.33, and 0.19 in PLS path models are 
defined as substantial, moderate, and weak 
respectively.” The R2 for the Customer 
Satisfaction is 0.68.3 (68.3%) and can be 
considered as rather substantial. 
In order to test the relationships between the 
variables, the path coefficients were 
calculated. The path coefficients show the 
strengths of the relationships between 
independent and dependent variables. The 
key criteria for assessing the structural 
model in PLS-SEM are the significance of 
the path coefficients. Bootstrapping with 
200 replications from 100 cases was used to 
obtain the path coefficients and their related 
t-values (Chin, 1998).  When t- values are 
considered, if the significance level is 5%, 
the t- values must be larger than 1.96 to 
consider the relationship as a significant at 
5% level. Table- 2 shows the results of the 
path coefficients in the structural model. As 
per the findings in the table factors having t-
values greater than 1.96: Convenience, 
Discount/ Offers, On time food delivery, 
Trustworthy, Variety of restaurants on 
websites were found significant in 
explaining Service quality of online food 
aggregators. Figure-1 shows the final 
structural model reflecting t-values of path 
coefficients. 
The main findings of the behavior towards 
online food ordering are summarized below: 

 Majority of people are ordering from these 
online aggregators on a weekly basis i.e. 
43%, 28% are ordering on a monthly basis, 
15% people on a fortnight basis. 

 Around 29 percent of the respondents 
under study mostly like to order Snacks; 

56.8% respondents preferred time to order 
food is dinner followed by lunch i.e. 14.4%. 

 Out of the total respondents 23 replied that 
their average spending on online food 
ordering in single order is up to Rs. 250, 64 
respondents make their purchase between Rs 
250- Rs 500, and RS-500 and rest 38 of the 
respondents exceeds their purchases above 
Rs. 500. 
 
Implications 
The study shows that Convenience is one 
the significant variable in perceived service 
quality of online food ordering websites, 
therefore, in order to improve and warrant 
customers’ perceived convenience online 
food aggregators should make ordering 
system easy to use and easy to navigate. 
Customers are facing main issue with the 
delivery time and aggregators’ failure to 
maintain adequate temperature of the food 
items, thereby implying that companies 
should focus on rapid delivery and 
maintaining freshness as well as food 
temperature. The online food aggregators 
should focus on creating loyalty by adding 
restaurant with better credibility, efficient 
delivery and reliable customer service rather 
than focusing on discount offers.  
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Table 1: Demographic Profile 

Category Number of Respondents Percentage of Respondents 
Age  
18-28 Years 44 35.20 
29-38 Years 49 39.20 
39 -50 Years                                             32 25.60 
Gender 
Male 61 48.80 
Female 64 51.20 
Marital Status 
Married 88 70.40 
Single 37 29.60 
Source: Customer Survey 
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Figure 1: The 

Relationships 

Customer Satisfaction -> Customer 
Loyalty 

Service quality- onlinefooddelivery -> 
Customer Loyalty 

Service quality- onlinefooddelivery -> 
Customer Satisfaction 

Convenience -> Servicequality- 
onlinefooddelivery 

Discount/ Offers -> Servicequality- 
onlinefooddelivery 

Ontimedelivery -> Servicequality- 
onlinefooddelivery 
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Figure 1: The Hypothesized Model 

Table- 2 

Results of Path Coefficients 

Original 
Sample 
(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

Standard 
Error 
(STERR)

0.2144 0.1875 0.1165 0.1165

0.4212 0.4598 0.1184 0.1184

0.5892 0.6083 0.0694 0.0694

0.3517 0.3401 0.1572 0.1572

0.2668 0.2352 0.1288 0.1288

0.3076 0.286 0.13 0.13
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Standard 

(STERR) 
T Statistics 
(|O/STERR|) 

0.1165 1.8399 

0.1184 3.5587* 

0.0694 8.4936* 

0.1572 2.2371* 

0.1288 2.0722* 

0.13 2.3671* 
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Packaging -> Servicequality- 
onlinefooddelivery 0.1498 0.1479 0.1358 0.1358 1.1034 

Trustworthy -> Servicequality- 
onlinefooddelivery 0.2511 0.2553 0.1247 0.1247 2.0136* 

Variety of Restaurants -> Service quality- 
onlinefooddelivery 0.3128 0.3119 0.1381 0.1381 2.2652* 

Note: * shows significant values in the model 

 

Result of Kruskal-Wallis test in Table -3 shows that there is a significant difference in the overall 
perception about service quality and customer loyalty from online food ordering websites across 
different age groups and marital status (p<0.05). No significant difference was observed between 
the satisfaction levels of respondents across different selected demographic variables. 

Table - 3 

Kruskal-Wallis one-way ANOVA 

Note: * shows the significant values 

 

Dimension Age Gender Marital Status 

 χ2 

 

Sig. χ2 

 

Sig. χ2 

 

Sig. 

Service Quality 
Perception 

13.609 0.009* 1.099 0.294 13.759 0.008* 


