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Abstract
Advent of technology and internet has redefined the process of acquiring food that has contributed to the
popularity of online food delivery services exerting profound changes in the lives of people. Consumers
now can purchase their favourite food instantly with instant e-billing and fast delivery at their doorstep.
Owing to which Indian food-tech market has made presence in more than 500 cities and estimated to
cross $21.41 billion by 2026. The expansion of such services often leads to a question as to what are the
factors which influence the consumers to adopt online food delivery services. To answer this question,
this  paper reports the findings of descriptive study to  get insights about the concept of online food
ordering and delivery services and to identify which factors are influencing the consumers to order food
online. This is a review paper which is based on descriptive study and data is sourced from articles,
journals,  news  etc.  It  has  been  found  from the  literature  that  the  factors  behind  its  adoption  and
popularity are convenience,  doorstep delivery,  reduced time & efforts, plethora of options, changing
lifestyle  and  demographics,  better  promotional  offers,  ease  of  payment,  presence  on  social  media,
effective customer relationship management.
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Introduction 
Recent colossal development of technology and innovation has boosted the extension of e-commerce.
The wings of e-commerce have expanded in such a way that it has blurred the line between digital and
physical spheres of business enabling the customers to experience extreme comfort zone. After making
the  triumph  marks  in  multifarious  sectors  of  e-commerce  like  e-banking,  e-insurance,  e-ticketing,
e-supply chain, e-learning, e-health etc. the technology start-ups are gratifying the appetite of Indian
consumers through e-food delivery services. Numerous of business models are prevailing in the Indian
food-tech  arena  such  as  on-demand  delivery,  concierge,  cloud  kitchen,  full  stack,  quick  service
restaurants etc. The most in-demand, unexplored and future oriented model is online food ordering and
delivery model. Online food ordering is done through website or mobile applications provided by food
aggregator companies who set up an online food menu of every food outlet. Food ordering on internet is
conceptually different from the traditional manner whereby consumers go to restaurant or food outlet,
order manually and collect order themselves by paying manually in cash or by card. But, using online
food delivery services consumers can use single portal to search and order their favourite cuisine from
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their favourite food store by paying electronically and get their order delivered at their place in just few
clicks. Though this concept was initiated by a few companies some years ago, now more and more
companies have commenced their operations in this framework. Restaurants and other food outlets are
also indulging in mass to collaborate with these companies to expand their reach. Some multinational
companies  like  Domino's,  Pizza  Hut  etc.  have  set  up  their  own online  food  delivery  format.  New
entrants are capturing the food market with their innovative strategies such as catering to the demands of
health-conscious consumers, sick consumers, gym-diet, home cooked food or special diet. Despite being
in early stage,  online food delivery platform is  showing a rigorous growth and gaining tremendous
popularity among the modern consumers in India. Nowadays, consumers  seek utmost comfort with a
plethora of options of food to get delivered at their doorstep. In the fast pacing and accelerated life style,
every person is busy with their jobs and find no time to cook food for themselves, they prefer to order
from  online  food  delivery  portals  instead  of  cooking  at  home. Because  of  the  reckless  lifestyle,
consumers have been engaged towards online lifestyle which paves way to these companies to gear up
their business with innovation and differentiated technology to make others’ lives more comfortable.
Also because of the emergence of pandemic novel virus COVID-19, consumers are preferring to order
online rather than to dine out in order to reduce the foot fall in the restaurants and to be on the safe side
which will add up huge number of new users making it more popular (Brewer & Sebby, 2020).

Background of the Study
The first ever online food order took place on PizzaNet, a digital food ordering hub from Pizza Hut, US
in  1994  (RestaurantNews.com,  2014).  In  1995,  World  Wide  Waiter,  now  named  as  Waiter.com
commenced its online food order service in northern California, US (Corcoran, 2000). In India, Zomato
launched in 2008 (then FoodieBay) as online restaurant finder website which got renamed as Zomato in
2010 providing food delivery and discovery services being the India’s first online food ordering service
(Inc42, 2019). In 2014, start-ups like Hello Curry (Kalavalapalli, 2015), Dunzo (Bansal, 2019), Swiggy
(Singal, 2018), launched in India. With the passage of time and surge in internet and smartphone usage,
many other online food delivery companies got launched. Per year mentions of online food delivery on
Google  Scholar  went  834 in August,  2021 from 193 in 2018 which shows the  popularity  of  these
services in recent years (Wikipedia).  The authors attempted to know the factors which influence the
consumers to opt for online food delivery services and popularity of the same. The existing literature
suggests that the most influencing factor is the perceived convenience that a consumer gets in getting the
food delivered  at  his  doorstep and without  going out  and standing in long queues or looking for a
parking space for his vehicle. Perceived innovativeness regarding the website or application interface are
also the major factors for its usage. Indian customers now have choice to select their favourite cuisine
from plethora of options from different kitchens and restaurants while browsing a software application
or website sitting at their own place plus having number of offers to save their money. This research
article will contribute to systematically organise the factors influencing the usage of online food delivery
services.

Objectives: 
• To develop the understanding of the concept of online food ordering and delivery system.
• To identify the factors which influence the consumers to order food online.
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Research Methodology
Review  of  literature  in  research  is  a  tool  which  helps  us  in  understanding  the  concepts  and  the
phenomenon. A systematic review is a research method and process of identifying and appraising the
relevant research critically and collecting and analysing the data of research (Snyder, 2019). The present
paper is purely based on existing literature. In this research paper, we reviewed the literature related to
online food delivery services and factors influencing the consumers to use the same. For this purpose,
we explored online databases such as Scopus, Web of Science, Google Scholar and their reference lists,
to identify all articles published in the field of online food delivery services. To find out the studies in
this area, we used the keywords like online food delivery, online food order, electronic food delivery
services,  consumer  behaviour  towards  e-food ordering.  This  search  returned  with  729 articles.  The
scrutiny of these articles was done on first stage after reviewing. Further, the selection criteria confined
to include those articles only which focused on the theme online food delivery services and influencing
factors of consumers to use these services. Overall then, we identified and included 52 articles in the
review which are useful for the study.

Review of Literature
Online food delivery services are basically connectors of restaurants and end-consumers. Requirement
of finer services was the ground which led the formation of this service industry called online food
delivery (Whitten, 2018). These were initiated as start-ups in India by tech-savvy young brains who are
capturing the Indian food industry with their  innovative ideas. (Kanteti,  2018).  These services  have
made ordering food more enjoyable and fashionable allowing easiness and convenience to consumers as
it is in their fingertips giving control over technology for getting favourite food wherever and whenever
they want (Panse, et al., 2019).

In India online food delivery industry is in inceptive stage but showing tremendous growth and the same
has been estimated by many agencies also. Indian online food delivery market has reached a value of
US$4.6  Billion  in  2020  and  anticipated  to  grow at  more  than  28.94% CAGR (Compound  Annual
Growth Rate)  to  reach US$ 21.41 billion  by 2026 (Research and Markets).  Report  of  FICCI 2017
claimed that Indian food service industry, organised as well as unorganised is going to grow at more
than 10% over coming five years to reach nearly Rs. 5,52,000 crores.

The following key factors influence the decision of consumers to opt for online food delivery services.

Convenience is the major driver that influences the consumers to order food online and also the vital
factor  because  of  which  online  food delivery  business  is  growing.  (Chawan,  2015;  Kapoor,  2019).
Convenience  associated  with online  food services  are  important  for  users  as  they need less  human
interaction. (Kimes, 2011). To modern consumer convenience plays major role as it requires few clicks
to get your food at your place, for those also who don’t want to cook. Consumers do not need to get
ready and leave home or travel too long to find and get their food (Rathore, et al., 2018). These services
offer convenience of direct comparison among prices, quality, rating, offers etc. and to choose at one
portal. (Gera et al., 2018). Various facilities provided by such user interface are designed to make its
access  convenient.  (Adithya et  al.,  2017).  Convenience  acts  as  a boon as it  helps  in  searching and
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comparing and selecting the restaurants and food in just few clicks. People are using it more often as
they want to lead their life more comfortably with innovativeness.

Doorstep Delivery is said to be the highlighting factor that encourages consumers to choose online food
delivery services (Das, 2018) with  ‘time saver concept’ as they render services to consumers in very
short time (Gawande, et al., 2019). Consumers can experience variety of cuisines available with internet
on various food stores which are delivered using innovative models like 30-minute delivery or free,
drone delivery, no touch delivery etc. without stepping out (Kanteti, 2018). These services are growing
fast in India as people don’t find enough time to prepare food in this fast-paced environment and to get
food delivered at your place in no time when there is no plan for what to eat and where to eat. Online
food delivery services help in managing the time of students and working consumers in a better manner
to get the desired food at any time (Sethu, 2016). These services are frequently used as they involve less
wastage of time in going to market, searching, and taking order, wrapping it up then retuning back to
your home through miles of traffic. Rather than consumers can order in few clicks and get their food
delivered at their place in just some minutes.

Changing Lifestyle and Demographics of consumers have unquestionably mutated the trends in the
scenario  of  online  food delivery  (Jacob et  al.,  2019)  as  consumers  are  becoming  more  aware  and
educated about the use of technology these days. Indian population is the youngest population and most
of the demand for online food and beverages comes from here (AIMS Institutes). Changing food habits,
busy women, higher disposable income, lack of time for family, urbanisation (Thamaraiselvan, et al.,
2019), increased per capita income, internet penetration at large have resulted in adoption of online food
delivery services to get cooked food at doorstep (FE Bureau, 2019). In addition to this more families
have become nuclear with double income earners having no kids (DINKS) (Netscribes (India), 2018).
All these things have changed the mind-set of consumers which led to the choice of these services to
order food online.

Interactive Offers like cashbacks, discounted prices, premiums, prizes, coupons, and other commercial
schemes are inducing consumers in frequent buying from online food delivery apps and specially those
consumers who rely on others for money are always in search of better offers (Prabhash, 2020). Better
discount is that variable which induces almost every customer to be satisfied (Modak & Sinha, 2019).
Most of the consumers use online food delivery services in order to avail such offers to make the most of
it (Beliya, et al., 2019) with the purpose to save money (Shareef & Baba, 2019) as price plays a major
role in attracting consumers as everyone wants to save money and get the maximum value and utility by
paying minimum. Consumers use to switch among various service providers in search of better offers
(Sharma, et al., 2019). Such sales promotion tools of online food delivery services catch the eyes of
customers and influence them to order food online rather than to order in traditional manner. 

With the  Hectic Working Schedule in cities, online food delivery industry is also booming at rapid
pace (Saxena, 2019). Online food delivery applications have gained a huge consumer base of tech-savvy
individuals across India (Parashar & Gadhiyali, 2017) among which mainly students and IT company
employees constitute a large part (Chorneukar, 2014) and by those who stay at staff quarters or in rented
home without cook or institutional hostels. (Mohan & Gayathridevi, 2019). Because of the influx of the
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professionals in the urban areas mainly in IT and operational management companies working far away
from home, ease and time efficiency happen to become their main concern which led them to consider it
better  to  order  food online instead  of  going out  to  have  meal  (Gawande,  et  al.,  2019;  Iyer,  2019).
Students’ life is also none less than professionals’ who always remain indulged in their studies and find
no time to cook or to go out to have meal on time.

Ease of Payment is  the biggest  advantage  to  consumers who opt for online food delivery services
(Jadhav, 2018; Saxena, 2019). These services provide a variety of options to pay for your order and also
it is the need of the hour to pay hassle-free. Secured modes of payment have made the online food
ordering very trendy, consumers feel secured and safe in making payment through online modes such as
debit card, e-wallet, credit card, UPI payments etc. (Sumathi & Josephin, 2017). In addition to the online
payment medium, there is also the facility of cash on delivery payment for people who do not want to
get entangled in online payment problems and want to make convenient cash payments and it proved as
the helping hand to such customers (Sudha & Raghunath, 2019). Various payment options have become
one of the primal factors that influence buying behaviour (Kumari, 2019). All these options have build-
up trust and enhanced the ease of payments.

Efficient Customer Relationship Management techniques of these service providers are influencing
the  customers  to  stick  to  them.  Customer  support  system  helps  in  resolving  the  complaints  and
answering the query of consumers which is available 24/7 with a few clicks (Gupta, 2019). Consumers
can always give and see others’ feedback, reviews, rating about the services and they are relying on the
published consumers’ reviews, ratings, photographs etc. for the choice of food and restaurants (Sharma
& Waheed, 2018). These companies are successfully utilising the social networking sites not only to do
marketing and but to interact with their customers which is available 24×7 hours and it has seen that
consumers  are  investing  plenty  of  time  in  interacting  and  sharing  their  experiences  with  these
companies.  Use  of  social  media  platforms  to  interact  and  attract  consumers  is  resulting  in  high
satisfaction  (Mehta,  2019)  as  information  regarding  food  quality,  services,  contests,  offers  and
interesting feed, uploads are always available there. (Fathelrahman & Basarir, 2018).

Plethora of Options with respect to variety of cuisines (Kumar, 2020), choice of restaurant, at any
place, at any time, choice of payment medium, choice of communicating channel i.e. by chat or call,
choice of interface etc. are offered by online food delivery services which attracts the consumers. The
report  by  Google  and  Boston  Consulting  Group  (BCG)  claimed  that  different  types  of  cuisines
availability  is one of the major reasons for recurrent use of online food delivery services.  All these
benefits attract a huge consumer base spending more than they would spend ordering telephonically or
personally. 

Some  other factors are also there which proliferated the number of consumers who use online food
delivery services like internet reach has increased because of which consumers have become habitual of
using internet all the times. Also, consumers take no time in adopting new technology whatever comes
to the market. Easy and friendly user interface given by these services providers attracted a  bunch of
people  because  of  perceived  use  of  easiness  and  order  hassle-free.  (TechSci  Research,  2018)
Experiences shared by friends and peer groups on social media and works as stimulators for others to
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use them. Moreover,  behaviour  of delivery agents or valet  also induces to  opt online food delivery
services as they are trained to serve customers politely and make good relationships which helps them to
retain old customers and add new customers.

Conclusion and Discussion
After  reviewing the literature,  it  can be clearly  said  that  the food delivery  system has  successfully
transited from the traditional manual phase to online phase. New trends like railway station delivery,
drone  delivery,  no  touch  delivery  etc.  are  attracting  the  consumers  making  it  more  enjoyable  and
fashionable. The change in technology as well as lifestyle of people has contributed to the success of
online food delivery services. Though this concept was introduced few years back but consumers have
quickly  utilized  the  unconventional  but  convenient  way  of  getting  cooked  food  at  the  doorstep.
Considering all the factors it can be said that online food delivery service industry is going to flourish in
India in coming years.
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