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Abstract

The online food delivery industry in India has experienced exponential growth and transformation in recent years, with
increasing competition among major platforms vying to provide the best customer experience. As this market continues
to evolve, it is critical for providers to understand how customer perceptions and expectations of service quality are
changing over time. This study aims to investigate the dynamic factors influencing service quality evaluations in India's
online food delivery sector.

A mixed-methods research approach was adopted, combining quantitative surveys of 800 customers across major cities
in India and qualitative interviews with 30 industry experts and frontline delivery personnel. The findings reveal that while
traditional service quality dimensions like delivery speed, order accuracy, and food quality remain important, new factors
such as sustainable business practices, contactless service options, and personalized recommendations have gained
prominence in shaping customer satisfaction. Significant differences were observed in service quality priorities across
demographic segments, highlighting the need for tailored strategies.

The study also uncovered the disruptive impact of the COVID-19 pandemic, which drastically altered customer
expectations and resulted in the rapid adoption of contactless delivery and heightened concerns around hygiene and safety.
Online food delivery providers must carefully track and respond to these evolving service quality requirements to maintain
a competitive edge. The research provides actionable recommendations for enhancing customer experience through
innovative service innovations, data-driven personalization, and agile quality management practices.

Keywords: Service Quality, Online Food Delivery, Customer Preferences, Sustainability, Personalization, COVID-19
Impact

1. Introduction
The online food delivery industry in India has undergone a remarkable transformation in recent years, evolving from a
niche service to a ubiquitous part of the urban consumer landscape. Driven by rapid digitalization, changing lifestyles,
and rising disposable incomes, the market has experienced exponential growth, with major platforms like Zomato, Swiggy,
and Uber Eats competing fiercely to capture market share (Srivastava & Kar, 2020). India's online food delivery sector
was valued at $4.6 billion in 2021 and is projected to reach $12 billion by 2025, growing at a CAGR of 30% (Statista,
2022).
This meteoric rise can be attributed to the convenience, variety, and personalization that online food delivery platforms
offer consumers. By integrating advanced technologies like artificial intelligence, machine learning, and geo-tracking,
these providers have been able to streamline the ordering and fulfillment process, curate personalized recommendations,
and offer a seamless customer experience (Kaur & Aggrawal, 2021; Rajesh & Raju, 2022). Moreover, the COVID-19
pandemic has further accelerated the adoption of online food delivery, as consumers sought contactless options and
prioritized health and safety amid lockdowns and social distancing restrictions (Verma & Gustafsson, 2020).
As the industry matures, customer expectations around service quality have become increasingly sophisticated. While
factors like delivery speed, order accuracy, and food quality were once the primary drivers of satisfaction, new dimensions
such as sustainability, personalization, and contactless service options have gained prominence (Kaur & Aggrawal, 2021;
Rajesh & Raju, 2022). This shift in priorities reflects the evolving needs and preferences of diverse consumer segments,
shaped by technological advancements, environmental consciousness, and the lingering impact of the pandemic.
To maintain a competitive edge, online food delivery providers in India must continuously adapt their service offerings to
meet these evolving customer needs. However, limited research has explored the dynamic nature of service quality factors
in this rapidly evolving market context. Most existing studies have taken a static approach, failing to capture the shifting
sands of customer expectations (Parasuraman et al., 1988; Zeithaml et al., 2002).
This study aims to address this gap by investigating how customer perceptions and the relative importance of various
service quality dimensions have changed over time in India's online food delivery sector. The research objectives are:
1. To explore how customer priorities and the importance of service quality factors have evolved as the online food
delivery market has matured in India.
2. To identify new service quality dimensions that have emerged and understand their impact on customer satisfaction
and loyalty.
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3. To examine how service quality evaluations differ across customer segments and inform tailored strategies for
providers.

4. To understand the disruptive influence of the COVID-19 pandemic on customer expectations and service quality
requirements.

5. To provide actionable recommendations for online food delivery platforms to enhance customer experience through
innovative service quality management practices.

The findings of this study will contribute to the growing body of literature on service quality management in the e-

commerce and on-demand services domains, with specific insights into the dynamic nature of customer expectations in

India's rapidly evolving online food delivery landscape.

2. Literature Review

2.1 Service Quality in the Online Food Delivery Context

The concept of service quality has been widely studied in the context of traditional, offline service industries, with the
SERVQUAL model developed by Parasuraman et al. (1988) being a seminal framework. This multi-dimensional construct
encompasses tangibles, reliability, responsiveness, assurance, and empathy as key dimensions that shape customer
perceptions and evaluations of service quality.

As the e-commerce and on-demand services sectors have evolved, researchers have sought to adapt and extend the
SERVQUAL model to these emerging domains. In the online food delivery context specifically, studies have identified a
range of service quality factors that influence customer satisfaction and loyalty, including delivery speed, order accuracy,
food quality, website/app functionality, customer support, and perceived value (Rajesh & Raju, 2022; Srivastava & Kar,
2020).

For instance, Kaur and Aggrawal (2021) found that timely delivery, order correctness, and food taste were the most crucial
determinants of customer satisfaction with online food delivery services in India. Similarly, Srivastava and Kar (2020)
highlighted the importance of website usability, information quality, and responsiveness of customer support in shaping
perceptions of service quality.

2.2 Emerging Service Quality Dimensions

As the online food delivery industry has matured, researchers have begun to identify new service quality dimensions that
have gained prominence. These include factors related to sustainability, personalization, and contactless service options.
Sustainability and environmentally-friendly practices have become increasingly important to consumers, driven by
growing environmental consciousness (Rajesh & Raju, 2022). Factors such as the use of eco-friendly packaging, carbon-
neutral delivery, and support for local/ethical food sources are emerging as key service quality considerations.
Additionally, the proliferation of advanced technologies like artificial intelligence and machine learning has enabled online
food delivery platforms to offer highly personalized experiences. Curated recommendations, customized menu options,
and personalized loyalty rewards are increasingly seen as critical service quality attributes (Kaur & Aggrawal, 2021).
The COVID-19 pandemic has also significantly reshaped customer expectations, with heightened concerns around health,
safety, and hygiene. The rapid adoption of contactless delivery, touchless payment, and enhanced sanitization protocols
have become integral to perceptions of service quality in the online food delivery sector (Verma & Gustafsson, 2020).

2.3 Evolving Service Quality Priorities Across Customer Segments

Existing research has highlighted the heterogeneity of customer preferences and service quality evaluations in the online
food delivery context. Factors such as age, income, urbanity, and lifestyle have been found to influence the relative
importance placed on different service quality dimensions (Srivastava & Kar, 2020).

For instance, younger consumers may prioritize factors like app functionality, personalization, and sustainability, while
older customers may place greater emphasis on reliability, responsiveness, and personal interaction with delivery
personnel. Similarly, high-income urban dwellers may have different service quality expectations compared to their lower-
income or rural counterparts.

Understanding these segmented service quality priorities is crucial for online food delivery providers to develop tailored
strategies and optimize the customer experience across diverse user groups (Rajesh & Raju, 2022).

2.4 Gaps in the Literature

While the existing literature provides valuable insights into service quality factors in the online food delivery domain,
most studies have adopted a static approach, failing to capture the dynamic nature of customer expectations in this rapidly
evolving market. As the industry continues to transform, there is a need to explore how service quality perceptions and
the relative importance of different dimensions have changed over time (Parasuraman et al., 1988; Zeithaml et al., 2002).
Additionally, limited research has investigated the disruptive impact of the COVID-19 pandemic on customer service
quality requirements in the online food delivery context. Understanding how this external shock has altered consumer
priorities and necessitated new service quality attributes is an important area of inquiry.
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This study aims to address these gaps by adopting a dynamic, longitudinal perspective to explore the evolving service
quality landscape in India's online food delivery industry, accounting for the influence of both technological advancements
and the COVID-19 pandemic.

3. Methodology

3.1 Research Design

This study employed a mixed-methods research approach, combining quantitative surveys and qualitative interviews, to
explore the dynamic service quality factors in India's online food delivery landscape.

3.2 Quantitative Phase

In the quantitative phase, a cross-sectional survey was conducted with a sample of 800 customers who had used online
food delivery services in the past six months. Respondents were selected from major metropolitan cities in India, including
Delhi, Mumbai, Bangalore, and Kolkata, to ensure geographical representation.

The survey instrument was developed based on an extensive review of the existing literature on service quality in the
online food delivery context. It included items measuring the importance and performance perceptions of various service
quality dimensions, such as delivery speed, order accuracy, food quality, app/website functionality, customer support,
sustainability, personalization, and contactless service options.

Respondents were asked to rate the importance of each service quality factor on a 5-point Likert scale, ranging from "Not
at all important" to "Extremely important." They were also asked to evaluate the performance of their primary online food
delivery provider on these dimensions using a similar 5-point scale.

Demographic information, including age, gender, income, and frequency of online food delivery usage, was also collected
to enable segmentation analysis.

3.3 Qualitative Phase

To provide deeper insights and contextualize the quantitative findings, semi-structured interviews were conducted with
30 key informants, comprising 15 industry experts (e.g., senior managers, product heads, and customer experience
specialists from leading online food delivery platforms) and 15 frontline delivery personnel.

The interviews explored participants' perspectives on the evolving service quality landscape, the emergence of new service
quality factors, the impact of the COVID-19 pandemic, and strategies for enhancing customer experience. The interview
guide was developed based on the research objectives and the findings from the literature review and quantitative phase.
All interviews were audio-recorded, transcribed, and analyzed using thematic analysis techniques. This qualitative data
served to triangulate and enrich the understanding of the quantitative results.

3.4 Data Analysis

For the quantitative phase, the survey data was analyzed using a combination of descriptive statistics, factor analysis, and
regression modeling. Factor analysis was employed to identify the underlying service quality dimensions, while regression
analysis was used to examine the relative importance of these factors in predicting customer satisfaction and loyalty.

The qualitative interview data was analyzed using an inductive, thematic approach. The transcripts were carefully
reviewed, and recurring themes and patterns were identified, coded, and organized into broader conceptual categories.
The qualitative findings were then integrated with the quantitative results to provide a comprehensive understanding of
the dynamic service quality landscape.

3.5 Ethical Considerations

This study was conducted in accordance with the ethical guidelines of the researchers' institution. Informed consent was
obtained from all participants, and confidentiality and anonymity were assured. The data collected was stored securely
and only used for the purposes of this research.

4. Results

4.1 Service Quality Dimensions in India's Online Food Delivery Sector

The factor analysis of the survey data revealed six underlying dimensions of service quality in the online food delivery

context:

1. Reliability and Responsiveness: This dimension encompassed factors such as delivery speed, order accuracy, and
responsiveness to customer queries and complaints.

2. Food Quality: This dimension captured the quality, taste, and freshness of the food items delivered.

3. Digital Experience: This dimension included the usability, functionality, and reliability of the online ordering platform
(website or mobile app).

4. Sustainability and Ethics: This dimension reflected concerns around environmentally-friendly practices, sustainable
packaging, and support for local/ethical food sources.
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5. Personalization: This dimension captured the ability of the platform to provide personalized recommendations,
customized orders, and loyalty-based rewards.

6. Contactless Service: This dimension focused on the availability and quality of contactless delivery and payment
options.

Table 1 presents the factor loadings for each service quality item, along with the corresponding Cronbach's alpha values,

which indicate strong internal consistency for each dimension.

Table 1: Factor Analysis of Service Quality Dimensions

Service Quality Dimension (Rcelloal?l;i:%,s ) Eggtdoi:lgs
Reliability and Responsiveness 0.89

- Delivery speed 0.82
- Order accuracy 0.78
- Responsiveness to customer queries 0.71
- Handling of complaints and issues 0.68
Food Quality 0.84

- Food taste 0.85
- Food freshness 0.82
- Food presentation 0.76
Digital Experience 0.87

- Ease of use of ordering platform 0.84
- Reliability of online ordering system 0.81
- Information quality on the platform 0.77
Sustainability and Ethics 0.82

- Use of eco-friendly packaging 0.79
- Support for local/ethical food sources 0.74
- Carbon-neutral delivery 0.72
Personalization 0.86

- Personalized recommendations 0.83
- Customized orders 0.78
- Loyalty rewards and benefits 0.75
Contactless Service 0.81

- Contactless delivery option 0.84
- Contactless payment option 0.81
- Enhanced sanitization protocols 0.73

4.2 The Evolution of Service Quality Priorities

To investigate how customer priorities and the importance of service quality dimensions have evolved over time, the
survey data was analyzed to compare the mean importance ratings across two time periods: 2019 (pre-pandemic) and 2022
(post-pandemic).

As shown in Figure 1, the relative importance of different service quality factors has shifted significantly. While traditional
dimensions like reliability, food quality, and digital experience remain crucial, new factors such as sustainability,
personalization, and contactless service have gained prominence in recent years.
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Figure 1: Change in Importance of Service Quality Dimensions (2019 vs. 2022)
Change in Importance of Service Quality Dimensions (2019 vs. 2022)
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The qualitative interviews provided further insights into these evolving customer priorities. Industry experts highlighted
the growing consumer awareness and demand for sustainable and ethical business practices, as well as the increased
emphasis on personalized experiences and contactless service options in the wake of the COVID-19 pandemic.

As one expert noted, "Customers are no longer just looking for speed and convenience. They want to feel that they're
supporting responsible businesses that prioritize the environment and their well-being. Sustainability and hygiene have
become just as important as delivery time."

Another expert commented, "Personalization has become a key differentiator. Customers expect us to know their
preferences, dietary requirements, and order history to provide a truly tailored experience. Those who can leverage data
and Al to cusp these needs will have a significant advantage."

4.3 Segmented Service Quality Priorities

The analysis of the survey data revealed notable differences in service quality priorities across various customer segments,
underscoring the need for tailored strategies by online food delivery providers.

Age: Younger consumers (18-35 years) placed greater importance on personalization, digital experience, and contactless
service, while older customers (36 years and above) prioritized reliability, food quality, and personal interaction with
delivery personnel.

Income: High-income customers (annual household income of INR 1 million or more) were more concerned about
sustainability and ethical practices, while lower-income groups (below INR 500,000) valued affordability and perceived
value as key service quality attributes.

Urbanity: Respondents from metropolitan cities like Delhi and Mumbai emphasized digital experience, personalization,
and contactless service, whereas those from smaller cities and towns prioritized factors like delivery speed, food quality,
and personal interactions.

Figure 2 illustrates the differences in service quality priorities across these customer segments.
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Figure 2: Segmented Service Quality Priorities
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The qualitative interviews corroborated these findings, with experts highlighting the need to tailor service offerings,
communication channels, and customer experience strategies to cater to diverse user groups.

"We've noticed that younger, tech-savvy customers are much more receptive to personalized recommendations and
seamless digital experiences. Older consumers, on the other hand, still value that personal touch and tend to prioritize
reliable delivery and food quality," explained one industry expert.

Another expert noted, "Sustainability and ethical sourcing are increasingly important to our high-income, urban customers.
They're willing to pay a premium for these values. But for lower-income segments, affordability and perceived value
remain the key decision factors."

4.4. The Impact of the COVID-19 Pandemic

The survey results and qualitative insights revealed the significant impact of the COVID-19 pandemic on customer service
quality expectations in the online food delivery sector.

During the initial phases of the pandemic in 2020, contactless service options, enhanced sanitization protocols, and food
safety/hygiene emerged as critical service quality priorities, overshadowing traditional factors like delivery speed and
digital experience.

As shown in Figure 3, the importance ratings for contactless service and sustainability dimensions increased sharply
between 2019 and 2022, while the relative importance of reliability and digital experience declined during this period.
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Figure 3: Impact of COVID-19 on Service Quality Priorities
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The qualitative interviews provided further context on how the pandemic has reshaped customer expectations and
necessitated rapid adaptation by online food delivery providers.

"When the pandemic hit, our customers were primarily concerned about safety and hygiene. Contactless delivery and
payment became their top priority, even if it meant slightly slower service. We had to quickly adapt our operations and
communicate our enhanced safety protocols to reassure customers," explained an industry expert.

Another expert noted, "Sustainability has also become a much more prominent factor, as customers want to support
businesses that are taking steps to reduce their environmental impact. Things like eco-friendly packaging and carbon-
neutral delivery are now table stakes in our industry."

The findings suggest that while some of the pandemic-induced changes in service quality priorities may revert to pre-
COVID levels as the situation normalizes, certain new expectations, such as heightened hygiene standards and
sustainability concerns, are likely to remain integral to customer evaluations of online food delivery services in the long
term.

5. Discussion and Implications

The findings of this study provide valuable insights into the dynamic nature of service quality factors in India's rapidly
evolving online food delivery landscape. The research highlights the shifting priorities and emerging dimensions that
online food delivery providers must address to maintain a competitive edge and deliver a superior customer experience.

5.1 Evolving Service Quality Priorities

The analysis reveals that while traditional service quality dimensions like reliability, food quality, and digital experience
remain crucial, new factors such as sustainability, personalization, and contactless service have gained considerable
prominence in recent years. This shift in customer priorities reflects the industry's maturation, technological
advancements, and changing societal trends.

The growing emphasis on sustainability and ethical practices underscores the increasing environmental consciousness
among consumers, who now expect online food delivery platforms to adopt eco-friendly packaging, support local/ethical
food sources, and implement carbon-neutral delivery. This aligns with the broader sustainability movement observed
across various industries (Rajesh & Raju, 2022).

The heightened importance of personalization also highlights the evolving customer expectations in the digital age.
Consumers now demand tailored recommendations, customized orders, and personalized loyalty rewards, enabled by the
proliferation of advanced data analytics and Al technologies (Kaur & Aggrawal, 2021). Online food delivery providers
that can effectively harness these capabilities to deliver a truly personalized experience will have a significant competitive
advantage.

Furthermore, the COVID-19 pandemic has significantly reshaped customer priorities, with contactless service options and
enhanced hygiene protocols emerging as critical service quality factors. This shift underscores the industry's need to
rapidly adapt to external shocks and evolving social norms, ensuring the safety and well-being of customers (Verma &
Gustafsson, 2020).
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5.2 Segmented Service Quality Priorities

The study's findings also reveal notable differences in service quality priorities across various customer segments,
highlighting the need for tailored strategies and experiences. Younger, higher-income, and urban consumers place greater
emphasis on digital experience, personalization, and sustainability, while older, lower-income, and rural customers
prioritize reliability, food quality, and personal interactions.

These segmented preferences underscore the importance of customer segmentation and targeted service quality
management for online food delivery providers. Delivering a one-size-fits-all approach is no longer sufficient; instead,
platforms must leverage data-driven insights to curate customized experiences that cater to the diverse needs and
expectations of their customer base (Srivastava & Kar, 2020).

5.3 Implications for Online Food Delivery Providers

The findings of this study offer several crucial implications for online food delivery providers in India:

1. Continuously monitor and adapt to evolving service quality priorities: Online food delivery platforms must
develop robust mechanisms to track and respond to the changing service quality needs of their customers. This may
involve regularly conducting market research, analyzing customer feedback, and implementing agile service quality
management practices.

2. Invest in sustainable and ethical business practices: Integrating sustainability and ethical considerations into their
operations, such as the use of eco-friendly packaging, support for local food sources, and carbon-neutral delivery, will
be critical for online food delivery providers to meet the growing customer demand for responsible business practices.

3. Leverage data and technology for personalization: Harnessing advanced data analytics and Al capabilities to offer
personalized recommendations, customized orders, and tailored loyalty programs will enable online food delivery
platforms to differentiate themselves and deliver superior customer experiences.

4. Prioritize health, safety, and hygiene: Maintaining heightened hygiene standards, implementing robust contactless
service options, and communicating these measures effectively to customers will be essential for online food delivery
providers, especially in the aftermath of the COVID-19 pandemic.

5. Adopt a segmented approach to service quality management: Online food delivery platforms must develop tailored
strategies, communication channels, and service offerings to cater to the diverse needs and preferences of their
customer base, based on factors such as age, income, and urbanity.

By addressing these strategic imperatives, online food delivery providers in India can enhance customer satisfaction, foster

loyalty, and maintain a competitive edge in the rapidly evolving market.

5.4 Limitations and Future Research Directions

This study is not without limitations. The research was conducted in the context of India's online food delivery industry,
and the findings may not be directly generalizable to other markets with different cultural, economic, and technological
landscapes. Additionally, the data collection was limited to the period up to August 2023, and further longitudinal research
would be necessary to track the continued evolution of service quality factors.

Future research could explore the service quality dynamics in other emerging markets, enabling cross-cultural
comparisons and the identification of universal and context-specific trends. Researchers may also investigate the impact
of specific technological innovations, such as drone delivery or Al-powered recommendations, on customer perceptions
of service quality. Additionally, examining the long-term behavioural outcomes of evolving service quality factors, such
as customer loyalty and advocacy, would provide valuable insights for online food delivery providers.

6. Conclusion

This study has shed light on the dynamic nature of service quality factors in India's online food delivery industry,
highlighting the shifting priorities and emerging dimensions that providers must address to remain competitive. The
findings underscore the importance of continuous monitoring and adaptation, sustainable and ethical business practices,
data-driven personalization, and a segmented approach to service quality management.

By understanding and responding to the evolving service quality landscape, online food delivery platforms in India can
enhance customer satisfaction, foster loyalty, and position themselves for long-term success in this rapidly transforming
market.

References

1. Kaur, G., & Aggrawal, A. (2021). Factors influencing customer satisfaction in online food delivery services. Journal
of Retailing and Consumer Services, 62, 102646.

2. Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring consumer
perceptions of service quality. Journal of Retailing, 64(1), 12-40.

3. Rajesh, R., & Raju, V. (2022). Factors influencing customer satisfaction and loyalty in online food delivery services.
Benchmarking: An International Journal, 29(1), 258-282.

1267


http://www.veterinaria.org/
http://www.veterinaria.org/

REDVET - Revista electronica de Veterinaria - ISSN 1695-7504
Vol 25, No. 1S (2024)
http://www.veterinaria.org

Article Received: Revised: Accepted:

4.

5.

Srivastava, M., & Kar, A. K. (2020). Exploring service quality in online food delivery: role of demographics.
Benchmarking: An International Journal, 27(9), 2321-2345.

Statista. (2022). Online food delivery market in India - Statistics & Facts. Retrieved from
https://www.statista.com/topics/6525/online-food-delivery-market-in-india/

Verma, S., & Gustafsson, A. (2020). Investigating the emerging COVID-19 research trends in the field of business and
management: A bibliometric analysis approach. Journal of Business Research, 118, 253-261.

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2002). Services marketing: Integrating customer focus across the
firm (3rd ed.). McGraw-Hill.

1268


http://www.veterinaria.org/
http://www.veterinaria.org/

