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ABSTRACT

The recent development of the internet has
augmented the extension of service through the
network systems. Consumers have specific food
ddlivery systemisone such e ectronic platformthat
brought a shift in the conventional food habits of
people. With these changes the demand for online
food ordering has been growing great guns. The
main objective of this research is to study the
preference level, the factors that influence
consumer sto order food online and the satisfaction
level in the usage of the food apps among the
consumers in Punalur municipality of Kollam
Didtrict.

KEY WORDS
Consumer, Satisfaction, Online Food
Délivery.

INTRODUCTION

Food ordering on theinternet isconceptually
different from other sources of ordering food, asthe
internet promotes a one-to-one communication
between the seller and the end user with round the
clock customer service. Technology hasplayed avitd
roleinrevolutionizing thefood delivery servicesfrom
phone based to online ordering to satiate consumer
ever changing demands, making itsway to the top
today, the businessof food ddlivery servicesisone of
the fastest growing segments of e-commerce. The
magjor difference between traditional and onlinefood
ordering is the extend of interaction between the
consumers and the seller an enormous amount of
peopleisgravitating towardsthe moreintensive use
of theinternet asthe accessbility of technology. The
availability of information, and the ability of interact

Impact Factor
SIIF (2023): 7.906

829



. SanthoshTR
ISSN : 2581-6918 (E), 2582-1792 (P)
Year-06, Volume-06, |ssue-02 SHODH SAMAGAM Page No. 829 - 835

through internet increase and evolve. Theinternet has contributed to the changesin consumer preferencesas
their dependence on technology has moved them to do everything on theinternet including getting cooked
mealsdelivered on their doorstep. Convenienceisthe biggest determinant to the consumers asthe steps
required to makean order isassmple asfew clickson mobile deviceslike smartphones, tablets or |aptops.
Onlinefood order system isawebsitedesigned primarily for useinthefood delivery industry. Adding to this
scenario, restaurants and hotels are being apart of e-generation. Food delivery app have now becomea
trend among theindividuas. Onlinefood ddivery isaserviceinwhichastoreor restaurantsarewitnessingan
increasein bus ness as ordering food online become more and more popul ar acrossthe country.

Anonlinefood menuiscreatedin each mohbilegpplicationthat providesthe cusomerscountlessvarieties
of dishesfrom different nearby restaurants. There are several food delivery appsin Indiawhich can be
downloaded to order food on the go and from the comfort of homes.

Various appsinthe Punalur are Takeaways, Chopze, Edans, Flyete, Mozumbi; Down town shopee.

Significance of the Sudy

Therecent devel opment of theinternet has augmented the extension of servicethrough the network
systems. Consumershave specific food delivery systemisone such e ectronic platform that brought ashiftin
the conventional food habits of people. With these changesthe demand for onlinefood ordering hasbeen
growing great guns. The main objective of thisresearch isto study the preferencelevel, thefactorsthat
influence consumersto order food online and the satisfaction level in the usage of thefood App. Therefore,
these findings may help the service providersto work up on theseto fill up the gapsin the mind set of
consumersand al so can set strategies& plansfor coping up the competitionsin the market

Satement of the Problem

On this growing world of technology, online food delivery has become an important element of people’s
life. The concept of doneout system has changed and peopl e do order food at any time conveniently just by
few clicks. Thissystem isrevol utionizing the present restaurant industry. Consumer satisfactionisthemain
siimulating factor for businessownersto indulgein onlineddivery services. Withintensive urbani zation large
volumes of food move through the systems. With the change in India’s population, more industry in different
citiesfor thepurpose of studiesand employment, The busy schedules of both husband and wifeinthefamily
eatsthe demand for onlinefood ordering devel oping and growing up steadily. The purpose of thestudy isto
measure the consumer satisfaction on onlinefood ddlivery Appsin Punalur. Thisstudy analysesthefactors
that attract consumerstowardsonlinefood delivery apps.

Objectives of the Study
» Toandysethefactorsthat influencesthe consumersto useonlinefood ddlivery apps.
»  Tounderstand thesatisfection level of theconsumersinusing onlinefood ddlivery apps.

Research Methodolgy

The study wasdescriptiveand analytica in nature. The study ispurely based on primary and secondary
data. Secondary datawere collected from books, journals, magazines, websites etc. Primary datawere
collected from the sampl e respondents through astructured questionnaire. The consumers belong to the
Punalur municipality weretaken for the study. Out of the population 70 customerswere taken as sample by
adopting purposive sampling method for thestudy. Tablesare used for the presentation of data. The collected
datawereanayzed by using various statistical toolslike percentages, descriptive statistics
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Analysis & Interpretation

TableNo.1: Socio Demographic Profile

Gender Frequency | Percent

Mae 45 65
Femae 25 35
Total 70 100.0
Age Group Frequency | Percent
Below 20 8 114
20-30 36 51.4
31-40 26 37.1
Total 70 100.0
Marital Status Frequency | Percent
Married 6 8.6
Unmarried 64 914
Total 70 100.0
Education Frequency | Percent

Plus Two 1 14
Graduate 69 98.6
Total 70 100.0
Occupation Frequency | Percent
Private 12 17.1
Government 4 5.7
Business 3 4.3
Others (Self Employed) 51 72.9
Total 70 100.0

( Source: Primary Data)

Thetable No 1 depicts the socio demographics profile of the sample respondents. It includesthe
gender, agegroup, marita status, education and occupation of the samplerespondents. It isclear fromthe
table that majority of the sampl e respondents are mal e and they come under the age group of 20-30. The
majority of the samplerespondentsare unmarried & alion share of therespondentsweregraduate. Itisalso
clear fromthetablethat lion shares of the respondentswere self-employed.

TableNo.2: EconomicsProfile

IncomelLevel | Frequency | Percent
Below 10000 42 60.0
10001- 20000 18 25.7
20001-30000 8 114
30001-40000 1 1.4
40001-50000 1 1.4
Totd 70 100.0
Savings Frequency | Percent
Below 5000 47 67.1
5001-10000 18 25.7
10001-15000 4 5.7
20001-25000 1 1.4
Totd 70 100.0

(Source: Primary Data)
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The Table No.2 showsthe economic profile of the samplerespondents. It isobserved from thetable
that agreater part of therespondents bel ongsto theincomelevel of below 10000 rupees& asother present
level of savingsislessthan rupees5000.

TableNo0.3: Usageof electronic channels

Electronic Channels | Frequency | Percent
Mobile phones 45 64.3
Restaurant Site 5 7.1
Restaurant App 11 15.7
Other Apps 9 129

(Source: Primary Data)

TableNo 3 anaysesthedectronica channelsused by therespondents. From thetableit isobserved
that 64.3% of the respondentswere used mobile phones & 7.1% of the respondents used restaurant site. It
isalso observed that 15.7% used restaurant app and 12.9% used other apps.

TableNo.4: Onwhat occasionshaveyou ordered food el ectronically

Occasions Frequency | Percent

Specia Events 19 27.1
Social Function 51 72.9
Tota 70 100.0

(Source: Primary Data)

TableNo 4 enquireson thetype of occasionsthe respondents ordered food el ectronically. 27.1% of
sampleswereusing thisappson specid eventsand 72.9 on socid function. Thisisoneof theimportant factors
whichinfluencesthe consumersto use onlinefood delivery apps.

TableNo.5: Most preferred onlinefood delivery app

AppS Frequency | Percent
M soumbi 34 48.6
Chopze 22| 314
Takeaways 7 10.0
Downtown Shoppe U 10.0
Total 70| 100.0

(Source: Primary Data)
TableNo 5 showsthe most preferred online food delivery app. it wasrealized that 48.6% preferred
Msoumbi, 31.4% Chopze, 10% preferred takeaway and 10% preferred downtown shoppe.
TableNo.6: Haveyou influenced by the offersand discounts?

| nfluenced by Frequency | Percent
Most Influenced 11 15.7
More Influenced 21 30.0
Neutral 31 44 .3
Not influenced 7.1
Not at all influenced 29
Total 70 100.0

(Source: Primary Data)

TableNo 6 examinetheeffect of offers& discountswhichinfluencetherespondentsuseof onlinefood
delivery apps. itisidentified that 30% of the respondents are moreinfluenced, 7.1% are not influenced,
15.7% aremost influenced, 2.9% are not al influenced and 44.3% respondentswere neutrd.
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TableNo.7: ServiceQudlity

Leve of satisfaction | Frequency | Percent
Highly Satisfied 7 10.0
Satisfied 53 75.7
Neutral 10 14.3
Total 70 100.0

Santhosh TR
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(Source: Primary Data)

TableNo.7 evauatesthe satisfaction level of servicequdlity. It | observed that 75.7% of the respondents
were satisfied with the service quality, 14.3% of the sample respondents have only neutral satisfaction and
10% of therespondentswere highly satisfied withthe servicequality.

TableNo0.8: Levd of satisfaction on the performance of food delivery app

L evel of satisfaction | Frequency | Percent
Highly Satisfied 8 11.4
Satisfied 48 68.6
Neutral 14 20.0
Total 70 100.0

(Source: Primary Data)

Table No 8 observed theleve of satisfaction on the performance of thefood delivery apps. Itisfound
that 68.7% of therespondentswere satisfied & 30% of therespondentsopined that they have neutral satisfaction
and 11.4% of the respondentswere highly satisfied.

TableNo.9: Priceof the product

Levd of satisfaction | Frequency | Percent
Highly Satisfied 3 4.3
Satisfied 46 65.7
Neutral 21 30.0
Tota 70 100.0

(Source: Primary Data)

TableNo.9 evd uatesthe satisfaction level towardsthe price of the product. It showsthat 65.7% of the
respondentsweresatisfied & 30% of the respondents opined that they have neutral satisfaction and 4.3% of
therespondentswere highly satisfied.

TableNo.10: Satisfactiontowardstheavailability of variety of products

L evel of satisfaction | Frequency | Percent
Highly Satisfied 14 20.0
Satisfied 41 58.6
Neutral 15 21.4
Total 70 100.0

(Source: Primary Data)

Table10 observed thelevel of satisfactiontowardstheavailability of variety of products. Itisfound that
58.6% of the respondents were satisfied & 21.4% of the respondents expressed that they have neutral
satisfaction and 20% are highly satisfied.

TableNo.11: Satisfaction about offersand discounts

April to June 2023

Level of satisfaction | Frequency | Percent
Highly Satisfied 3 4.28
Satisfied 36 51.42
Neutral 19 27.14
Dissatisfied 2 2.8
No opinion 10 14.2

(Source: Primary Data)
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Table No 11 evaluate the respondent’s satisfaction about offers & discounts. 51.42% of the sample
respondentswere satisfied, 2.8% of therespondentsweredissatisfied, 27.14% of the sample stand on neutrd,
14.2% of the respondent have no opinion, and only 4.28%ishighly satisfied.

TableNo.12: Satisfaction about timely ddlivery

Levd of satisfaction | Frequency | Percent
Highly Satisfied 10 14.3
Satisfied 49 70.0
Neutral 11 15.7
Tota 70 100.0

(Source: Primary Data)

TableNo. 12 observed the satisfaction of the respondentsabout timely ddlivery. It isfound that 70% of
the samplerespondentsexpressed are satisfied, 15.7% of the respondents expressed that they have neutral
level satisfaction, and 14.3% were highly satisfied.

TableNo.13: Overdl satisfactiontowardsonlinefood delivery

Levd of satisfaction | Frequency | Percent
Highly Satisfied 9 12.9
Satisfied 54 77.1
Neutral 7 10.0
Tota 70 100.0

(Source: Primary Data)

TableNo 13 measured the overall satisfaction of the respondentstowardsonlinefood delivery. Itis
foundthat 77.1% of therespondentswere satisfied with onlinefood delivery and 12.9% werehighly satisfied,
however 10% respondentswere on neutral side.

Findings
1. Itwasidentifiedthat mgority of therespondentswerefemale.

2.  Themajority of the respondents age group werein between 20 to 30.
3. Themgority of therespondentswere unmarried.
4. Itwasidentified that majority of therespondentsweregraduate.
5.  Themagority of therespondentswere used mobile asan electronic channdl.
6. Most of the respondent’s order foods through online during social function.
7.  Themost preferred onlinefood delivery appisMsoumbi.
8. Greater number of respondents are neutral ly influenced by the offersand discounts.
9. Itwasidentified that therespondentswere satisfied with the service quality.
10. Themagority of the respondentswere satisfied with the performance of apps.
11. Mgority of therespondentswere satisfied with the price of the product
12.  Magority of therespondentswere satisfied in theavailability of variety of products.
13. Most of therespondentswere satisfied with offersand discounts.
14. Lionshareof therespondentswere satisfied about timely delivery.

15. Mgority of therespondents are satisfied with onlinefood delivery appsin Punalur Municipdlity.
Suggestions
1. Providecorrect picture representation and detailsabout the product through online site etc.
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2. Therdiability and reponsivenessof theddivery sysemisthekey successfactor for any onlinebusiness
and thiswill attract the consumersrepurchaseintention.

3. Necessary arrangements should be taken to provide fast and speedy delivery of products to the
customers.

CONCLUSION

Theonlinefood ordering appswill behelpful for the hotel sand restaurantsto increase the scope of the
businessby helping usersto give order through online. Thisstudy has been conducted toidentify thefactors
that influence the consumersto order food online & adsotheleve of satisfactionamongtheusers. Itisfound
that offers & discount, service quality, low price,variety of products & timely delivery arethefactorsthat
influencethe respondentsto order food online. It isa so found that majority of therespondents are satisfied
withthefood ddlivery gppsin Punaur municipdity.
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