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With the penetration of internet enables smart phone devices in India Online food ordering 

is gaining momentum. People now prefer to order food online rather then visiting a 

restaurant an enjoying readymade meal at he convenience of being at home. For marketers 

the emergence of this trend and practice is an avenue for profitability. Many restaurant 

operators and hotels have recognized the importance of marketing of using the Internet in 

their marketing decisions; very little research has been used to actually test the critical 

factors that impact an individual’s decision when ordering products or services online. 

Grounded on the gaps identified  the review of  literature, the purpose of this research and  

study is to gain an insight into  attitude  of consumers towards Electronic Online Food 

Ordering Secondary aim of this  research is to help hotels and restaurants to better plan 

their products and promotions in view of electronic ordering channels. The research 

presented here would be addressing not only attitude of consumers but also their experience 

and motivation for the acceptability of ordering online food that too through application 

based Google and android apps. Previous studies have only resorted to identifying factors 

motivating consumer to purchase or order food online but our study will also be analysing 

the relationship between convenience motivation, hedonic motivation, price saving 

orientation, time saving orientation, prior online purchase experience, consumer attitude 

and towards Online Food Delivery services. Pervious researches carried out in Delhi have 

not proposed and theoretical framework which can be used by marketers to gain an insight 

in consumer’s intention’s to purchase and order food online.  In this study a  theoretical 

model is proposed which has marketing implications for hospitality industry dealing into 

selling products virtually. The study is Descriptive in nature and convenience sampling has 

been used. Questionnaire was distributed among 266 respondents both male and female 

from Delhi NCR. Factor analysis is used to determine the factors influencing attitude 

towards online food ordering services. 

 

Objectives of the Study  

 To identify the factors effecting online food delivery services. 

 To develop a conceptual framework for future research. 
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Introduction:  Presently, online food market in India is at its emerging stage. Penetration of 

internet has changed this scenario in past few years. Consumers now are using their hand 

held devices and smart phones to order cooked food from nearby vicinity at the convenience 

of sitting at home. “Main key players which are recently functioning in this market are  

doing more up gradation in the online food delivery apps for providing better consumer 

satisfaction and accomplishing the growing demand for food on the online food delivery 

apps from the potential consumers” The industry comprises of companies like  Zomato 

Media Private Limited, Pisces Eservices Private Limited, Faaso’s Food Services Private 

Limited, Food Panda, Foodvista India Private Limited, UberEats, Swiggy, Magic Pin etc. 

and several others. In addition, the attractiveness of online food delivery facility can be 

recognized to the several benefits it serves, likewise food delivered to the doorstep of the 

consumer, numerous payment options, attractive discounts, cash back offers and rewards. 

Reputed restaurants and cafes also find it beneficial and profitable to sell their food with the 

online platform since it decrease a significant amount of operational overheads. The target 

market for these app based service providers are college going  students, working spouses 

and hostel accommodators and people living in paying guest.   

 

Literature Review Presently, online food market delivery market in India is still in infancy 

stage and market size of food in India is expected to reach Rs. 42 lakh  crore  by  2020,  ( 

Boston Consultancy Group). Hence much of the studies done in Indian context were based 

on consumer’s perception and attitude. Most of the previous researches took the individual 

essentials such as motivation, perception, attitude etc. In this paper we would be doing a 

study on five variables Hedonic Motivation, Prior Online Purchase Experience, Price Saving 

Orientation, Timesaving Orientation and Convenience Motivation on Attitude towards 

Online Food Delivery Services (OFDS) 

 

Dr.N.Sumathi,  S.  Josphin  (2017) ,  Online food industry is gaining its foothold due to 

numerous reasons like convenience in online payments through credit and debit cards 

further cash on delivery option acts a reason for consumer willingness to order food online. 

Moreover convenience of not standing in queues and waiting for order to be prepared and 

ready for takeaway is also a reason for adoption of online food delivery services. 

 

 

 

Rekha  Priyadharshini  (2017),  Fast Food Industry is growing faster due to changing 

consumer preferences, attitude and the rich demographic dividend that is youth of the nation 

are in reasons behind this phenomenal growth. The major players are now changing their 

business model to localization and are planning to venture into tier 2 and tier 3 cities as well.  

 

Dr. .N.Parashar Ghadiyali(2017) ,Online food ordering services are gaining momentum as 

people are having time constraint in visiting hotels and restaurants due to fast pace lifestyle. 

Moreover internet penetration along with former has been a reason for significance not only 

to consumers but also entrepreneurs and restaurant owners to shift tot a digital platform ,  

people  do  not  find  adequate  time  to  go   for ordering food, because of fast pace of life.  

 

Mehta, G., Iyer, T., & Yadav, J(2019) , They conducted their research on six 



variables/factors.Timely delivery was the most significant factor, hence this should be 

emphasized the most by the service providers. Companies should try to Companies need to 

minimize their lead time and ensure greater customer satisfaction.  Apart from timely 

deliver, focus should also be on quality of services, timely information and proper customer 

grievance and  query reprisal mechanism and ease and convenience of using the online food 

deliver app. 

 

Conceptual Model 

 

 

 

 

 

 

 

 

 

 

 

 

x1 – x5 (Independent factors) forming H1 to H5   

   

Research Methodology 
Research Plan 

Research Design Descriptive  

Research Method Survey 

Research Technique Used Questionnaire 

Data Collection (Location) Delhi  

Sampling Plan Convenience Sampling 

Sampling Size 266 

Sampling Plan 

Measure Range  Number of 

Respondent 

Gender Male 126 

Female 140 

Education Level Pursing Graduation 112 

Pursuing Post Graduation 154 

Data Collection  

Primary data has been collected by the means of communication with the respondent 

through questionnaire. Questionnaire was divided in 6 sections consisting of Dependent and 

Independent variables taken for the study. The sample size taken is of 266 both male and 

females from Delhi. On the basis of the questionnaire following hypothesis are formed and 

factors have been identified and analyzed. Demographic variables includes question related 

to gender and education level 5 point Likert scale is used in the study. 

Data Analysis and Interpretation 

Data collected through the survey were analysed using IBM SPSS STATISTICS and IBM 

SPSS AMOS. Assessing the reliability of the different constructs is one of the important 

steps in developing a measurement scale. Factor analysis of the data collected was done 

next.  

Table 1 : To assess the items incorporated in this study for their reliability, we computed the 

coefficient alpha, which is a measure of the internal consistency of the items (Cronbach, 

Prior Online Purchase 

Experience (x2) 

Hedonic Motivation(x1) 

Price Saving Orientation(x3) 

TimeSaving Orientation(x4) 

 Convenience Motivation (x5) 

Attitude 

Towards 

Online Food 

Delivery 

Services 

(OFDS) 

(y) 

Dependent 

Variable 

H1 

H2 

H3 

H4 

H5 



1951). The value of the coefficient alpha should be above 0.7 for internal consistency to be 

within the acceptable range (Nunnally, 1978; Hair et al., 2006). 
Table 1 : Reliability Statistics 

Cronbach's 
Alpha N of Items 

.907 21 

 

Table 2 :To validate that the sample size is adequate, and the EFA is appropriate, Kaiser–

Meyer– Olkin (KMO) measure was used to ensure the sampling adequacy, along with 

Bartlett’s test of sphericity. KMO value is greater than 0.6 which is considered adequate 

(Tabachnick and Fidell, 2001). 
 

Table 2 : KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .838 
Bartlett's Test of Sphericity Approx. Chi-Square 2098.824 

df 210 

Sig. .000 

    

Table 3: Shows the output of factor analysis. Results obtained from EFA were able to 

distinguish and extract Five constructs. Table 3 lists the values for KMO and Chronbach α 

along with the factor loadings for the items.  

This tables also shows the result of the validity of the constructs. Composite reliability (CR) 

and average variance extracted (AVE) were used to measure the convergent validity of the 

constructs. The values for CR and AVE were well under the acceptable values, i.e. CR > 

0.70, AVE > 0.50 and CR>AVE. Therefore, convergent validity was confirmed, showing 

that the items in a construct correlate well to each other (Hair et al., 2010).  

Table 3 lists the values for CR and AVE for the constructs. The values of AVE, maximum 

shared squared variance (MSV) and average shared squared variance (ASV) was used to 

measure the discriminant validity. Values for MSV and ASV being less than the AVE 

confirmed that different construct does not correlate highly with each other, demonstrating 

discriminant validity (Hair et al., 2010). Table 3 shows the values for MSV and ASV for 

different constructs. 

 

 

 

 

 
 

Table 3 : Factor Loading And Reliability 

 
Factor 

Loading 
Cronbach α KMO CR AVE ASV MSV 

HM1 .822 

.836 .696 0.841 0.641 0.287 0.287 HM2 .775 

HM3 .811 

POPE1 .855 

.786 .676 0.793 0.564 0.199 0.199 POPE2 .730 

POPE3 .770 

TSO1 .742 

.885 .812 0.872 0.694 0.253 0.253 
TSO2 .812 

TSO 3 .891 

TSO 4 .808 



PSO1 .784 

.867 .725 0.885 0.659 0.287 0.287 PSO2 .868 

PSO3 .854 

CM2 .857 

.911 .849 0.916 0.735 0.193 0.193 
CM3 .898 

CM4 .902 

CM5 .664 

AT1 .784 

.810 .791 0.811 0.519 0.253 0.253 
AT2 .736 

AT3 .733 

AT4 .741 

 

 

Figure 1: A Confirmatory Factor Analysis (CFA) using AMOS 18.0 was conducted to test 

the measurement model which validates the fitness of the tested model. 
 
Figure 1: Measurement Model 

 
 
 

Table 4 : For the measurement model under consideration, the indices for CMIN / DF, CFI, 

SRMR, RMSEA, Pclose and GFI were found to be acceptable, and the overall model fit was 

adequate. 

 

Table 4 : Model Fit  

Measure Estimate Threshold Reference 

CMIN/DF (χ2/df)  1.696 Between 1 and 3  

Gaskin, J. & 

Lim, J. (2016)  
 Comparative Fit Index (CFI)  0.939 >0.95  

SRMR  0.063 <0.08  



 Root Mean Square of Error 

Approximation (RMSEA)  
0.065 <0.06  

Pclose  0.030 >0.05  

Goodness of Fit Index (GFI)  0.920 >0.90  

 

Conclusion 

The present study concludes that the factors that influence the attitude towards Online Food 

Delivery Services are convenience motivation, hedonic motivation, price saving orientation, 

time saving orientation, prior online purchase experience. The results of the study show that 

two most important factors that affects attitude towards Online Food Delivery Services is 

Price Saving Orientation and Convenience Motivation followed by Time Saving Orientation 

and Hedonic Motivation. Also, Prior Online Purchase Experience is the factor that least 

influences the attitude of consumers towards Online Food Delivery Services. The 

respondents are price conscious i.e. they would like to save on the prices charged for the 

food products available online. It can also be inferred from the present study that the 

respondents prefer buying food online because it is convenient to buy. Online Food buying 

is less time consuming and ensures hassle free buying. Therefore, it can be interpreted that 

time saving and convenient buying are the two most important factors that influences that 

attitude of consumers towards buying online Food Services. However, it can be inferred 

from the study that prior online purchase experience does not have a significant effect on 

attitude towards online feed delivery services. Further, it can observed that since the hedonic 

motivation has a low impact on attitude therefore the willingness to initiate for buying 

online food products is low. People are still not comfortable and thus hesitate to buy food 

via online medium.  

  

 

Future Research Suggestions 

This study strictly focused on exploring factors influencing the buying behavior of 

consumers towards OFD services. The factors identified through this research conducted in 

Delhi can be further be conducted in other cities as well. The research conducted by 

researchers was on a sample size of 226 consumers hence the responses were limited to an 

extent but a similar research replicated on a larger population may give a better 

representation of the population as a whole. The study was conducted on respondent’s 

belonging to age group of 20-30 years; hence research can be conducted further on a diverse 

age group of respondents. This study was conducted only in Delhi and that to specifically 

North Delhi, hence this study can be replicated in other cities of India to further confirm  its 

validity and effectiveness. 
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