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Abstract. The number of customers who choose to buy food through a digital
platform has increased significantly in recent years. The present study aims to find
attributes of Online Food Ordering (OFO) company offerings that are important
for customers to decide which company to select. The primary survey for data
collection and Conjoint analysis to find the right combination of attributes of
OFO to serve customers in a better way. Six attributes of OFO are found after
the literature review. Promotions, Delivery Time, Accessibility or Convenience,
Flexibility, Ease of Payment, and Packaging. This study helps the industry to
understand customers’ choices while selecting delivery time. Many studies have
found variables that are instrumental in online food ordering. But no study has
been done to compare variables with each other.

Keywords: Food Ordering · Food delivery features · Food Industry · Conjoint
Analysis

1 Introduction

According to the findings of a study that was conducted by J.P. Morgan [1] in the year
2021; “Online Food Delivery” refers to any type of food or meal that is prepared outside
of the diner’s home and then needs to be delivered on-site for immediate consumption.
In a business, like Online Food Ordering, Delivery is done through vehicle routing and
scheduling to provide eatables to diners in small amounts [2]. Online food ordering
software enables restaurants to deliver food directly to customers’ homes [3]. This type
of service is also known as “Online to Offline” or “O2O,” and it involves customers
paying for their orders online before having their orders delivered offline to their homes
[4]. The food industry comprises several industries that make an intricate association of
activities concerned with the supply, consumption, and catering of food products and
services and is an essential part of us or any nation [5]. It is expected to grow globally at
a CAGR of 4.79% from 2022 to 2027 [6], and the same could be observed in India also,
where the Food industry is growing with Compounded Annual Growth Rate (CAGR) of
eleven per cent [7]. Because of the Food Industry’s expansion, Food Processing is also
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rising. Food processing means changing agricultural and animal husbandry products
into eatables [8].

According to an investigation byAnand&Bhosale [9], the Food Processing Industry
is growing at an eighty-six per cent pace. The increase in the Food Industry and enhance-
ment of the Food Processing Industry provided a platform for the Food Service industry
to grow. But many online companies do fail in this growing industry. For example, Uber
Eats failed in Bangladesh due to inferior customer experience and inferior offerings com-
pared to competitors [10]. Another reason is the failure to deliver from the distribution
centre to customers’ homes properly by online food delivery companies [11]. Due to the
intense level of competition and the company’s inability to provide real value to cus-
tomers, the company “Delivery hero” has discontinued its online food delivery business
[12]. Other challenges associated with handling OFO companies include maintaining
service quality [13], cost [13, 14], delivery [14], and the challenge of going online to
place an order for food [15]. These are just a few challenges associated with handling
OFO companies. Customers are discrete in analysing benefits from features and may
consider more benefit from a few features and less benefit from others [16]. Hence, it
is imperative to ask customers what they prefer more in general among offered features
[17]. Online food ordering is experiencing rapid expansion in India and expanding at an
exponential rate [18]. As a result of the predicted expansion and continued development
of the market, the online retailing company Amazon is considering moving into the
Indian online fashion and apparel market shortly [19]. Indian household consumption
is anticipated to triple by 2030, placing India in fifth place globally in terms of food
consumption [18].

The food delivery industry not only increasing but also changing because of new
online platforms due to the rise of digital technology [20]. The main drivers of the
increase in online food ordering are income and internet facilities [21]. Internet facil-
ities have further evolved into the Internet of Things (IoT), which includes data, data
processing, and connectivity that provide facilities to entities or things and make them
intelligent [21], and smartphones are one of them. The implication of IoT in online Food
Ordering supports the traceability and tracking of items. Internet facilities have also
helped diners or customers. Smartphones with the internet have become widespread and
universal reducing time and geographical impedance [23]. Another reason for the rise
of online food ordering is socio-demographic and situational factors [24, 25]. As per
an investigation done by Restolabs [26], there are nine benefits of online food ordering
for the restaurant industry. They are making food ordering easier, enhancing efficiency
for management & customers, real-time monitoring, economical marketing, robust cus-
tomer data, convenience during rush hours & heavy traffic, giving an extra edge over
offline ordering, increasing quantity ordered, and catering to large customer base. But
there are hurdles also like unawareness [27], Online food delivery apps [28], family
especially parents [29], bad experiences in general [20], maintaining food quality [30],
dealing with volumes, logistics, and delivery time [31].
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1.1 Research Gap

In most of the studies, an effort is put either to find antecedents of using online food
ordering Applications for Online Food Ordering [32], etc. Some study is done to under-
stand perceptions of online food ordering [33]. Some studies are done to find what are
the factors that could increase the use of online food ordering like food safety (Dang
et al., 2018), demographic factors of customers [24] like Most of the customers who
go for online food ordering are youngsters. Many are studied to understand important
features of OFO like price promotions [34], delivery time [35], Convenience [36], flexi-
bility [31], Ease of Payment [37], packaging [38], etc. what variables must and without
which it is difficult for online food ordering to sustain in the market. There are some
studies done to find out what factors influence the attractiveness of ordering online for
Indians [39] but researchers are unable to find the study to find critical features without
which it is not possible to establish an online food order business.

Due to immense small-scale industries (blue pottery, block-printing, etc.) the tourism
industry, growing Information Technology, enabled Services, etc. make Jaipur the future
smart city. The working hours of Jaipur people are also on the rise. No cooking on
weekends is becoming a general trend. Busy and tide schedules and long operating hours
give ground for online food ordering to groom. Because of the reasons mentioned above,
Jaipur is a suitable destination to conduct the study and represent Rajasthan. The present
study would be relevant for all players in the industry, necessarily those operational
in Rajasthan Market. Also, it could be a guiding platform for freshers, newcomers, or
potential players who are at present strategizing about how to capture the market in the
future. Many companies, which are new to the market or new to the online food ordering
business, must invest hefty money to be part of ‘Online Food Ordering’. Organizations
that are involved in enhancing business should ponder third-party logistics for online
food delivery [40]. It is very imperative to present players who are planning to spread
business by enteringTo understand theRajasthanmarket, either Rajasthan or newplayers
coming in from other industries need to do their research. Companies need to be aware
of the types of features that customers in Rajasthan value the most and the types of
features that customers are willing to forego in exchange for other benefits. The results
of this study provide a high-level overview of the importance of features from the point
of view of customers’ attitudes.

2 Literature Review

A few studies tried to explore features influencing customers toward online food ordering
[11, 41]. One significant feature of grounded theory is promotions that affect offerings
prices or net costs to customers [42]. Promotional codes and discountsmotivate people to
order online and stimulate aspects that customers contemplate [43]. Another aspect that
is present in past research is Accessibility and Convenience [11, 41, 42, 44, 45]. Having
more accessibility to online food ordering, customers are more prone to ordering online
compared to other options [46]. The major antecedent of accessibility is the availability
and speed of the internet [42]. Convenience encourages customers to prefer online food
ordering [30]. Alagoz & Hekimoglu [44] in their work showed that for new technology,
ease of use is significant in influencing attitudes toward online food ordering. Few pieces
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of research mention flexibility as an important component of online food ordering [41,
42, 47]. Providing more Flexibility to customers lets customers perceive more control
[41]. Flexibility is one of the reasons because of why the online food industry is growing
at a fast pace [48]. Rani & Garg indoctrinates various options available to pay for
food purchased online as a part of Flexibility [49]. Flexibility includes designing a
website that can adjust as per customers’ needs and providing more optional features
i.e. customizing food orders [42] Few pieces of research highlight the ease of doing
payment and the options provided for payment against purchasing online food [41, 42].
As per the empirical study done by Ghosh & Saha [37] on ‘Swiggy’ which provides an
online line foodordering facility; payment options reduce the difficulty of arranging cash,
provide the option to pay throughDebit/ Credit Cards, DigitalWallets, etc. Consequently
provide customers to pay through their preferential payment mode. Packaging is one of
the primary deliberations in online food ordering [50]. The growth of the online food
distribution industry pushes the growth of supplement industries like the food packaging
industry [3]. Due to Covid 19 pandemic, the use of single-usage packaging has increased
[3]. Also, customers are going more for sustainability, hence, giving the example of
recyclable packaging in online food ordering [50]. Packaging in online food ordering
means boxes, bags, bottles, wraps, cups, and plastic trays that provide food safety, and
convenience in delivery and helps in branding and advertisement [51].

3 Research Design

The study is exploratory and empirical. Efforts are made to find different variables
(attributes) influencing customers toward online food ordering. After that, the schedule
is prepared to collect primary data to conductmultivariate analysis. Enumerators through
schedules, administer the collection of data. From ground theory, efforts are made to
find significant variables responsible for online food ordering. The next step is to find
the necessary variables from the influencing variables by conducting a conjoint analysis.
The study is unsupervised as the conjoint analysis is done. Unsupervised learning means
there is no dependent variable. All variables are free to relate themselves, unlike regres-
sion analysis, an example of supervised analysis where we have pre-defined dependent
and independent variables. Conjoint analysis is a statistical marketing tool used to find
important features of an offering that customers value the most. In full profile conjoint
analysis, a full product description is provided to the respondent to evaluate them. The
judgmental sampling method is used and a total of 278 schedules are filled. In judgmen-
tal Sampling, it is up to the discretion of the researcher to decide whether the element
from the population could provide the required information in the right way to fulfil the
study objects and could become a part of the sample [52, 53]. Out of 278 responses,
twenty-eight have either incomplete data or data filled in a haphazard way like selecting
the same option for each card. Therefore, twenty-eight responses are discarded, and the
final sample size becomes two hundred and fifty.
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Card number one to card number sixteen are used formodel generation. Card number
seventeen to card number twenty-one would be verifying the reliability and validity of
the model generated from the first sixteen combinations through Test-Retest Reliability.
These cards are called ‘Holdouts’. Each card depicts the entire offering of a company.
Respondents are asked to provide the total utility perceived by them on a scale of nine.

Though there could be many combinations to generate a hypothetical card (a total
company offering), that could create fatigue for respondents. For the present study, the
total number of cards could be 216, which could be reduced to less with Orthogonal
Design. Orthogonal design is a way to find fewer combinations of features that could
represent the entire combination of features. It promises the results with efficiency in
resulting parameter estimates since attributes are barren of statistical correlation [54,
55].

After validity through Holdouts, utilities, Beta Coefficients, and the Importance of
all six factors are analyzed through values and graphs. Utility value is to be calculated for
each level of different attributes like promotion, packaging, etc. with beta Coefficients
‘β’ for each factor or attribute.

4 Analysis and Findings

In the present study, the most important factor that comes out is packaging with a value
of ‘27.347’. The second most important is Promotion with a value of 20.942’. The third
place is occupied by Delivery Time with a value of ‘18.482’. It could be said that the
surveyed sample has a perception of having the least utilities for Ease of payment and
Accessibility / Convenience in presence of other factors or features of online ordering.
As the level of promotion increases, the Utility of the Promotions also increases. The
increase in utility is in a positive direction. level ‘Normal’ to ‘Fast’ increases Utility.
As food ordering gets complicated, the utility of ‘Accessibility & Convenience’ also
decreases. With the presence of Promotion and Packaging, people are ready to sacrifice
accessibility & Convenience. Customers are willing to sacrifice ‘flexibility in ordering
food’ in form of other features like promotions and the time taken to deliver online food.
Customers prefer high flexibility in ordering food compared to rigidness if other features
(Price Promotions, Packaging, Delivery Time) are kept constant.

As the Ease of Payment becomes difficult, the utility from the Options of Payment
decreases. Hence, in presence of other features like promotion discounts and packaging,
people are ready to sacrifice utility ‘Ease of Payment.’ the Packaging of Ordered Food
utility does increase with each subsequent level of Packaging. There are very few lines
below neutral which means that the customers are not willing to sacrifice packaging in
return for other features.
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Fig. 1. Utility Graph of all the features of Online Food Ordering under study.

From the above graph (Fig. 1), Packaging is most important as far as utility is
concerned. The second most important is Promotion like discounts. Next, is Time taken
for Delivery. It has the third-highest important variable after Packaging and Promotions.
Rest three which are Accessibility & Convenience, Flexibility in ordering food and
ease & options of payment are of less importance.

5 Conclusion

The above study can be of assistance to present and potential companies of Online Food
ordering. For present companies, it can provide a premise of knowing where they cannot
afford to be comfortable if they are operational in the Rajasthan Market. They have to
be careful, not to compromise elements like Promotions, Packaging of food and time of
delivery. If the present company ignores any of the three factors, customers could switch
to another company.

It is advisory for new startups to at least invest in the three factors which are having
high utility in the present study. Those three factors are Packaging, Promotions and Time
of delivery. The offering of potential companies and new startups should at least have the
basic product to offer to the customers. A basic offer or basic product is constituted of
Packaging, Promotions and Delivery Time. The present study also constituted the basic
product or offering forOnlineFoodOrdering Industry. The advice is if organizations have
more to offer, it is good, but companies should at least have a basic offering composed
of Packaging, Promotions and Timely Delivery.

References

1. J.P. Morgan., What’s Cooking in Online Food Delivery? Retrieved May 18, 2022,
from https://www.jpmorgan.com: https://www.jpmorgan.com/insights/research/online-food-
delivery (2021)

https://www.jpmorgan.com
https://www.jpmorgan.com/insights/research/online-food-delivery


48 D. Campbell et al.

2. Evans, S. R., &Norback,: J. P. The Impact of a Decision-Support System for Vehicle Routeing
in a Foodservice Supply Situation. The Journal of the Operational Research Society, 36(6),
467–472 (1985)

3. Li, C., Mirosa, M., & Bremer, P., Review of online food delivery platforms and their impacts
on sustainability. Sustainability (Switzerland), 12(14), 1–17. https://doi.org/10.3390/su1214
5528 (2020)

4. Liu, D., Wang,W., & Zhao, Y.: Effect of weather on online food ordering. In Kybernetes (Vol.
51, Issue 1). https://doi.org/10.1108/K-05-2020-0322 (2022)

5. Sadiku, M. N. O., Musa, S. M., & Ashaolu, T. J.: Food Industry: An Introduction. Interna-
tional Journal of Trend in ScientificResearch andDevelopment, Volume-3(Issue-4), 128–130.
https://doi.org/10.31142/ijtsrd23638 (2019)

6. Statistica., Food Worldwide. Retrieved March 31, 2022, from https://www.statista.com:
https://www.statista.com/outlook/cmo/food/worldwide (n.d.)

7. IBEF., Growth opportunities for the food processing industry in India. Retrieved March 31,
2022, from https://www.ibef.org/: https://www.ibef.org/blogs/growth-opportunities-for-the-
food-processing-industry-in-india#:~:text=India%27s%20food%20processing%20sector%
20is,of%20the%20total%20food%20industry (2020, December 31)

8. Selby, J. W., 260 Community Health, Food Processing in Factories. Community Health, 1(5),
260–264. https://www.jstor.org/stable/45159195 (1970)

9. Anand, S., & Bhosale, J., FDI in food processing industry increases 86% during April-
September in FY22. Retrieved from https://economictimes.indiatimes.com/: https://econom
ictimes.indiatimes.com/industry/cons-products/food/fdi-in-food-processing-industry-increa
ses-86-during-april-september-in-fy22/articleshow/89254469.cms (2022, January 31)

10. Ahmed, T., & Khan, L., Uber Eats: Playing it Safe in Bangladesh. SAGE Publications: SAGE
Business Cases Originals. https://books.google.co.in/books?id=JyjszgEACAAJ (2022)

11. Boyer, K. K., & Hult, G. T. M.: Customer behavior in an online ordering application: A
decision scoring model. Decision Sciences, 36(4), 569–597. https://doi.org/10.1111/j.1540-
5414.2005.00103.x (2005)

12. Browne, R., DeliveryHerowinds down inGermany, ceding ground to rival Just Eat Takeaway.
Retrieved May 09, 2022, from https://www.cnbc.com/: https://www.cnbc.com/2021/12/22/
delivery-hero-winds-down-in-germany-ceding-ground-to-just-eat.html (2021, December 22)

13. Grant, D. B., Fernie, J., & Schulz, B.: Enablers and Barriers in German Online Food Retail-
ing. Supply Chain Forum: An International Journal, 15(3), 4–11. https://doi.org/10.1080/162
58312.2014.11517346 (2014)

14. Lord, C., Bates, O., Friday, A., McLeod, F., Cherrett, T., Martinez-Sykora, A., & Oakey, A.:
The sustainability of the gig economy food delivery system (Deliveroo, UberEATS and Just-
Eat): Histories and futures of rebound, lock-in and path dependency. International Journal of
Sustainable Transportation, 1–13. https://doi.org/10.1080/15568318.2022.2066583 (2022)

15. Verneau Griffith, Christopher J., F.: Consumer behaviour in a changing world: food, culture
and society. British Food Journal, 118(3), 572–587. (2016)

16. Ben-Akiva Gershenfeld, Shari, M.: Multi-featured products and services: analysing pricing
and bundling strategies. Journal of Forecasting, 17(3–4), 175–196. (1998)

17. Miller, L., Case study of customer input for a successful product. Agile Development
Conference (ADC’05), 225–234. https://doi.org/10.1109/ADC.2005.16 (2005)

18. IBEF, Knowledge Centre., Growth opportunities for the food processing industry in india.
Retrieved from https://www.ibef.org/: https://www.ibef.org/blogs/growth-opportunities-for-
the-food-processing-industry-in-india (2020, December 31)

19. Soni, S., Swiggy doubles down on cloud kitchens as India soon to become biggest market
after China. Retrieved from www.financialexpress.com/: https://www.financialexpress.com/
industry/sme/swiggy-vs-zomato-amazon-food-delivery-india-cloud-kitchens-online-food-
delivery-online-food-discounts-jeff-bezos/1769940/ (2019, November 20)

https://doi.org/10.3390/su12145528
https://doi.org/10.1108/K-05-2020-0322
https://doi.org/10.31142/ijtsrd23638
https://www.statista.com
https://www.statista.com/outlook/cmo/food/worldwide
https://www.ibef.org/
https://www.ibef.org/blogs/growth-opportunities-for-the-food-processing-industry-in-india#:~:text=India%27s%20food%20processing%20sector%20is,of%20the%20total%20food%20industry
https://www.jstor.org/stable/45159195
https://economictimes.indiatimes.com/
https://economictimes.indiatimes.com/industry/cons-products/food/fdi-in-food-processing-industry-increases-86-during-april-september-in-fy22/articleshow/89254469.cms
https://books.google.co.in/books?id=JyjszgEACAAJ
https://doi.org/10.1111/j.1540-5414.2005.00103.x
https://www.cnbc.com/
https://www.cnbc.com/2021/12/22/delivery-hero-winds-down-in-germany-ceding-ground-to-just-eat.html
https://doi.org/10.1080/16258312.2014.11517346
https://doi.org/10.1080/15568318.2022.2066583
https://doi.org/10.1109/ADC.2005.16
https://www.ibef.org/
https://www.ibef.org/blogs/growth-opportunities-for-the-food-processing-industry-in-india
http://www.financialexpress.com/
https://www.financialexpress.com/industry/sme/swiggy-vs-zomato-amazon-food-delivery-india-cloud-kitchens-online-food-delivery-online-food-discounts-jeff-bezos/1769940/


Attributes Influencing Consumer Perception 49

20. Hirschberg, C., Rajko, A., Schumacher, T., & Wrulich, M., The changing market for food
delivery. McKinsy & Company. Retrieved from www.mckinsey.com. (2016, Januaary)

21. Kenresearch., Rise in Income and Internet Facilities to Drive Online Food Delivery Market
in India: Ken Research. Retrieved from www.kenresearch.com: https://www.kenresearch.
com/blog/2018/11/rise-in-income-and-internet-facilities-to-drive-online-food-delivery-mar
ket-in-india-ken-research/ (2018, November 29)

22. Kodan, R., Parmar, P., & Pathania, S.: Internet of Things for Food Sector: Status Quo and
Projected Potential. Food Reviews International, 36(6), 584–600. https://doi.org/10.1080/875
59129.2019.1657442 (2020)

23. Yeo, S. F., Tan, C. L., Teo, S. L., & Tan, K. H.: The role of food apps servitization on
repurchase intention: A study of FoodPanda. International Journal of Production Economics,
234(December 2020), 108063. https://doi.org/10.1016/j.ijpe.2021.108063 (2021)

24. Dominici,A.,Boncinelli, F.,Gerini, F.,&Marone,E.:Determinants of online foodpurchasing:
The impact of socio-demographic and situational factors. Journal of Retailing and Consumer
Services, 60, 102473. https://doi.org/10.1016/j.jretconser.2021.102473 (2021)

25. Friddle, C. G., Kinsey, J. D., &Mangaraj, S.: The food service industry : trends and changing
structure in the new millennium. St. Paul, Minn (2001)

26. Restolabs., 9 Advantages of Online Ordering for Restaurants. Retrieved from https://restol
abs.com: https://restolabs.com/blog/online-mobile-ordering/9-advantages-online-ordering-
restaurants (2017, September 22)

27. Trude, A. C. B., Ali, S. H., Lowery, C. M., Vedovato, G. M., Lloyd-Montgomery, J., Hager,
E., & Black, M. M., A click too far from fresh foods: A mixed methods comparison of
online and in-store grocery behaviors among low-income households. Appetite, 175(March),
106038. https://doi.org/10.1016/j.appet.2022.106038 (2022)

28. Talwar, S., Dhir, A., Scuotto, V., & Kaur, P.: Barriers and paradoxical recommendation
behaviour in online to offline (O2O) services. A convergent mixed-method study. Journal of
Business Research, 131(March), 25–39. https://doi.org/10.1016/j.jbusres.2021.03.049 (2021)

29. Rawat,M., Is the online food ordering trend influencing the way parents cook? RetrievedMay
19, 2022, from https://indianexpress.com/: https://indianexpress.com/article/parenting/fam
ily/is-online-food-ordering-trend-influencing-how-parents-cook-5762014/ (2019, June 2).

30. Chandrasekhar, N., Gupta, S.,&Nanda,N.: FoodDelivery Services andCustomer Preference:
A Comparative Analysis. Journal of Foodservice Business Research, 22(4), 375–386. https://
doi.org/10.1080/15378020.2019.1626208 (2019)

31. Aggarwal, B., & Kapoor, D., A Study On Managing Online Food Delivery Business in Vuca
Environment: Challenges and Strategies. In P. A. Nigam, D. N. Goyal, & D. G. Gumber
(Eds.), Business Strategy in the World (1st ed., pp. 108–120). Bharti Publications. www.bha
rtipublications.com (2020)

32. Kumar, H., Jain, M., & Singh Bajwa, M.: Online Food Delivery App ‘Foodie.’ Journal of
University of Shanghai for Science and Technology, 23(08), 761–771. https://doi.org/10.
51201/jusst/21/07200 (2021)

33. Rathore, S. S., & Chaudhary, M.: Consumer’s Perception on Online Food Ordering.
International Journal of Management & Business Studies, 8(4), 12–17. (2018)

34. Prasetyo, Y. T., Tanto, H., Mariyanto, M., Hanjaya, C., Young, M. N., Persada, S. F., Miraja,
B. A., & Redi, A. A. N. P.: Factors Affecting Customer Satisfaction and Loyalty in Online
Food Delivery Service during the COVID-19 Pandemic: Its Relation with Open Innovation.
Journal of Open Innovation: Technology, Market, and Complexity, 7(1). https://doi.org/10.
3390/joitmc7010076 (2021)

35. Saad, A. T.: Factors affecting online food delivery service in Bangladesh: an empirical study.
British Food Journal, 123(2), 535–550. https://doi.org/10.1108/BFJ-05-2020-0449 (2021)

http://www.mckinsey.com
http://www.kenresearch.com
https://www.kenresearch.com/blog/2018/11/rise-in-income-and-internet-facilities-to-drive-online-food-delivery-market-in-india-ken-research/
https://doi.org/10.1080/87559129.2019.1657442
https://doi.org/10.1016/j.ijpe.2021.108063
https://doi.org/10.1016/j.jretconser.2021.102473
https://restolabs.com
https://restolabs.com/blog/online-mobile-ordering/9-advantages-online-ordering-restaurants
https://doi.org/10.1016/j.appet.2022.106038
https://doi.org/10.1016/j.jbusres.2021.03.049
https://indianexpress.com/
https://indianexpress.com/article/parenting/family/is-online-food-ordering-trend-influencing-how-parents-cook-5762014/
https://doi.org/10.1080/15378020.2019.1626208
http://www.bhartipublications.com
https://doi.org/10.51201/jusst/21/07200
https://doi.org/10.3390/joitmc7010076
https://doi.org/10.1108/BFJ-05-2020-0449


50 D. Campbell et al.

36. Dang, A. K., Tran, B. X., Nguyen, C. T., Le, H. T., Do, H. T., Nguyen, H. D., … Ho, R.
C. M.: Consumer preference and attitude regarding online food products in Hanoi, Vietnam.
International Journal of Environmental Research and Public Health, 15(5). https://doi.org/10.
3390/ijerph15050981 (2018)

37. Ghosh, R., & Saha, T. R.: A study of e-payment system on food delivery industry: a case
study on swiggy. International Journal on Recent Trends in Business and Tourism, 19–25.
(2018).

38. Widaningrum, D. L.: The importance of take-out food packaging attributes: Conjoint analysis
and quality function deployment approach. EPJWeb of Conferences, 68, 1–7. https://doi.org/
10.1051/epjconf/20146800036 (2014)

39. Bagla, R. K., & Khan, J.: Customers’ expectations and satisfaction with online food ordering
portals. Prabandhan: Indian Journal of Management, 10(11), 31–44. (2017)

40. Bhotvawala, M. A., Bidichandani, N., Balihallimath, H., & Khond, M. P., Growth of food
tech: A comparative study of aggregator food delivery services in india. In https://ieomso
ciety.org/ieomdetroit/pdfs/49.pdf (Ed.), Proceedings of the 2016 International Conference on
Industrial Engineering and Operations Management, 140–149 (2016).

41. Kimes, S. E., Customer Perceptions of Electronic Food Ordering. Cornell Hospitality Report,
11(10), 6–15. (2011)

42. Rathore, S. S., & Chaudhary, M.: Consumer’s Perception on Online Food Ordering.
International Journal of Management & Business Studies, 12–17 (2018)

43. More, U., Patnaik, R., & Shah, R.: “A Study on Online Food delivery services during the
COVID -19 in Mumbai. Palarch’s Journal Of Archaeology Of Egypt/Egyptology, 18(7),
2233-2243 (2021)

44. Alagoz, S. M., & Hekimoglu, H.,. A Study on Tam: Analysis of Customer Attitudes in Online
Food Ordering System. Procedia - Social and Behavioral Sciences, 62, 1138–1143. https://
doi.org/10.1016/j.sbspro.2012.09.195 (2012)

45. Thanakrit Kitthanadeachaorn: Customer Buying Decision Process Using Online Platform for
Online Food Delivery in Thailand (2017)

46. Keeble, M., Adams, J., Sack, G., Vanderlee, L., White, C. M., Hammond, D., & Burgoine,
T.: Use of Online Food Delivery Services to Order Food Prepared Away-From-Home and
Associated Sociodemographic Characteristics: A Cross-Sectional, Multi-Country Analysis.
International Journal of Environmental Research and Public Health, 17(14). doi: https://doi.
org/10.3390/ijerph17145190 (2020)

47. Gupta, M.: A Study on Impact of Online Food delivery app on Restaurant Business special
reference to zomato and swiggy. IJRAR- International Journal of Research and Analytical
Reviews, 6(1), 889-893. (2019)

48. Reddy, C. S., &Aradhya, G. B.: Driving Forces for the Success of FoodOrdering andDelivery
Apps: A Descriptive Study. International Journal of Engineering and Management Research,
10(2), 131-134 (2020)

49. Rani, N., & Garg, P. K.: factors influencing customers to order the food online. Journal of
Critical Reviews, 7(13), 3190-3196 (2020)

50. Liu, C.-F., & Lin, C.-H.: Online Food Shopping: A Conceptual Analysis for Research
Propositions. Front. Psychol. 11:583768. doi: https://doi.org/10.3389/fpsyg.2020.583768
(2020)

51. Research and Markets., Online Food Delivery Packaging Market: Global Industry Trends,
Share, Size, Growth, Opportunity and Forecast 2021–2026. Retrieved October 2021, from
www.researchandmarkets.com: https://www.researchandmarkets.com/reports/5401382/onl
ine-food-delivery-packaging-market-global?utm_source=CI&utm_medium=PressRelease&
utm_code=qjjp53&utm_campaign=1580979+-+Global+Online+Food+Delivery+Packag
ing+Market+(2021+to+2026)+-+Industry+Trends%2c+S (2021, August)

https://doi.org/10.3390/ijerph15050981
https://doi.org/10.1051/epjconf/20146800036
https://ieomsociety.org/ieomdetroit/pdfs/49.pdf
https://doi.org/10.1016/j.sbspro.2012.09.195
https://doi.org/10.3390/ijerph17145190
https://doi.org/10.3389/fpsyg.2020.583768
http://www.researchandmarkets.com
https://www.researchandmarkets.com/reports/5401382/online-food-delivery-packaging-market-global?utm_source=CI&amp;utm_medium=PressRelease&amp;utm_code=qjjp53&amp;utm_campaign=1580979+-+Global+Online+Food+Delivery+Packaging+Market+(2021+to+2026)+-+Industry+Trends%2c+S


Attributes Influencing Consumer Perception 51

52. Coleman, M., & Briggs, A., Research Methods in Educational Leadership and Management.
SAGE Publications. Retrieved from https://books.google.co.in/books?id=92TJlyvAKFwC
(2002)

53. Etikan, I., & Bala, K.: Sampling and Sampling Methods. Biometrics & Biostatistics
International Journal, 5(6), 215 - 217. doi: https://doi.org/10.15406/bbij.2017.05.00149
(2017)

54. Huertas-García, R., Nuñez-Carballosa, A., & Miravitlles, P.: Statistical and cognitive opti-
mization of experimental designs in conjoint analysis. European Journal of Management and
Business Economics, 25(3), 142–149. https://doi.org/10.1016/j.redee.2015.10.001 (2016)

55. Steckel, J. H., DeSarbo, W. S., & Mahajan, V.: On the Creation of Acceptable Conjoint
Analysis Experimental Designs. Decision Sciences, 22(2), 435–442. https://doi.org/10.1111/
j.1540-5915.1991.tb00357.x (1991).

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.

https://books.google.co.in/books?id=92TJlyvAKFwC
https://doi.org/10.15406/bbij.2017.05.00149
https://doi.org/10.1016/j.redee.2015.10.001
https://doi.org/10.1111/j.1540-5915.1991.tb00357.x
http://creativecommons.org/licenses/by-nc/4.0/

	Attributes Influencing Consumer Perception Towards Online Food Ordering in Rajasthan, India
	1 Introduction
	1.1 Research Gap

	2 Literature Review
	3 Research Design
	4 Analysis and Findings
	5 Conclusion
	References




