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I.  INTRODUCTION OF THE INDUSTRY

This research report explores the impact of online food delivery on consumer behavior, restaurantbusinesses, and the broader
economy. It also examines technological advancements, challenges faced by the industry, and future trends that may shape the way
people experience food delivery in the coming years. Understanding these aspects is crucial for stakeholders to adapt and innovate
in this ever-evolving landscape.

Online food delivery services operate through various models, including third-party aggregators and restaurant-owned delivery
platforms. Companies such as Swiggy, Zomato, and Uber Eats have played a pivotal role in shaping this industry by offering
seamless ordering experiences, real-time This research report explores the impact of online food delivery on consumer behavior,
restaurant businesses, and the broader economy. It also examines technological advancements, challenges faced

by the industry, and future trends that may shape the way people experience food delivery in the coming years. Understanding these
aspects is crucial for stakeholders to adapt and innovate in this ever-evolving landscape. tracking, and multiple payment options.
The COVID-19 pandemic further accelerated the adoption of online food delivery, as consumers sought contactless solutions for
their daily mealsorder placement to processing and delivery of food products. It's a simple and convenient
way for people to buy food without having to visit a restaurant. This online food delivery system has become a safe and popular
choice for many. It not only simplifies daily operations for restaurants but also enhances the overall dining experience for
customers, fostering a healthy relationship between the two.

With the introduction of online food delivery, customers can order food from their preferred restaurants through websites or mobile
applications. This has significantly reduced waiting times and long queues traditionally associated with food delivery. The market
for online food delivery services encompasses sales and related services primarily geared towards household consumption. It
includes companies that distribute packages received from hospitality establishments through internet portals or applications. Food
offered through online delivery services is typically either ready-to-eat or requires minimal preparation for immediate
consumption.

There are two main segments in the online food delivery service: restaurant-to-consumer delivery, where the restaurant directly
delivers orders, and platform-to-consumer delivery, where online delivery services deliver orders from partner restaurants. This
market is segmented by type, channel type, and payment method, indicating the diverse options available to consumers. With the
rise of online food delivery services, more people are opting to have restaurant-style food delivered to their homes or workplaces,
particularly in places like malls, offices, and residential complexes. India, despite being the sixth-largest grocery market globally,
has only a small share of its grocery business in the organized sector. However, as online businesses continue to grow, they're
expected to have a significant impact on traditional brick-and-mortar restaurants.

In this dynamic landscape, Swiggy and Zomato have emerged as major players, each employing unique marketing strategies to gain
a competitive advantage. This comparative study aims to explore their approaches to customer acquisition, brand positioning, and
market penetration. As the demand for online food delivery services continues to rise, understanding the strategies employed by
these platforms becomes crucial. By analyzing the marketing tactics of Swiggy and Zomato, we gain insights into how they
differentiate themselves and innovate in the online food delivery industry. This study serves as a comprehensive exploration of
their marketing endeavors, offering valuable insights into the evolving dynamics of online food delivery.
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Il. OBJECTIVES OF THE STUDY
Examine and Compare Brand Promotion Strategies of Zomato and Swiggy: This objective involves analyzing the various methods
used by Zomato and Swiggy to promote their brands. By comparing their strategies, we aim to identify similarities and differences
in their approaches to brand promotion.
Analyze Effectiveness of Advertising Campaigns, Social Media Presence, and Other Promotional Activities: This objective entails
assessing the impact of advertising campaigns, social media engagement, and other promotional activities on brand visibility and
customer engagement for both Zomato and Swiggy.

Identify Target Audience and Segmentation Strategies: This objective focuses on understanding the specific demographics and
behaviors of the audience targeted by Zomato and Swiggy. We aim to identify how these platforms segment their audience and
tailor their marketing efforts accordingly.

Assess Technological Innovations and Features for Brand Promotion: This objective involves evaluating the technological
innovations and features introduced by Zomato and Swiggy to promote their brands. We aim to determine how these innovations
contribute to brand visibility and user engagement.

Explore Partnerships, Collaborations, and Their Impact on Brand Visibility: This objective examines the partnerships and
collaborations formed by Zomato and Swiggy with other businesses or organizations. We aim to assess how these partnerships
contribute to brand visibility and market penetration.

Evaluate Customer Feedback and Satisfaction as Factors Influencing Brand Perception: This objective focuses on analyzing
customer feedback and satisfaction levels regarding the services provided by Zomato and Swiggy. We aim to understand how
customer perceptions influence brand reputation and loyalty.

Investigate Global Expansion Strategies and Regulatory Challenges: This objective involves exploring the global expansion
strategies pursued by Zomato and Swiggy, as well as the regulatory challenges they face in different markets. We aim to understand
how these factors impact brand promotion and market growth.

Discuss Future Trends and Challenges in the Online Food Ordering Industry: This objective aims to discuss potential future trends
and challenges in the online food ordering industry, considering factors such as technological advancements, changing consumer
preferences, and competitive dynamics.

11l. COMPANIES PROFILE
A. Introduction of ZOMATO:
As a leading player in the fast-paced food delivery and restaurant aggregation sector, Zomato operates in an extremely competitive
environment. Its resilience, diversification, and adept. The platform connects customers with restaurants, allowing them to browse
menus, read reviews, and order food conveniently. Zomato also supports businesses by offering delivery logistics, marketing tools,
and analytics to enhance restaurant operations. With its widespread presence and continuous innovation, Zomato plays a crucial role
in shaping the online food delivery landscape.
This research report explores Zomato’s impact on consumer behavior, the food industry, and digital transformation. It also highlights
its business model, technological advancements, and competitive position in the evolving food-tech sector.
Zomato traces its origins to the innovative minds of Deepinder Goyal and Pankaj Chaddah, both graduates of IIT Delhi, who
initially worked at Bain & Company in New Delhi. Their brainchild, 'Foodiebay," emerged in 2008 as a solution to streamline food
access and save time. Within an astonishing nine months, it grew to become the largest restaurant directory in Delhi NCR,
subsequently expanding to Mumbai and Kolkata.
After two prosperous years, the platform rebranded as Zomato. Offering features such as menu browsing, reviews, and food
ordering from partner restaurants, Zomato quickly gained popularity and began its global expansion. The transition from Foodiebay
to Zomato occurred on January 18, 2010. By 2019, Zomato had established itself as a major international restaurant aggregator
operating in 24 countries and over 10,000 cities.
Zomato's mission statement revolves around providing better food accessibility to a wider audience. Co-founder Pankaj Chaddah
has articulated Zomato's vision as aspiring to be the global go-to platform for local food searches.
Zomato's business model epitomizes innovation within the food technology industry. Originally conceived as a restaurant
discovery platform, Zomato quickly diversified its services to include food delivery and table reservations. This evolution has been
underpinned by cutting-edge technology, efficient logistics, and a customer-centric approach. With multiple revenue streams and
services, Zomato has created a comprehensive ecosystem within the food and restaurant industry.
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Zomato's primary focus is to expand its business by catering to hungry customers through a user-friendly application and enticing
promotions. Leveraging its extensive customer base, Zomato continues to lead the industry as a platform for restaurant discovery,
online food ordering, and table reservations. Through its robust review system, Zomato enables food enthusiasts to explore top-
notch dining experiences. Having expanded globally from its Indian roots, Zomato now boasts a platform encompassing over 1
million restaurants worldwide.

B. Introduction of Swiggy:

Swiggy, India’s leading online food ordering and delivery platform, has secured its position as one of the country’s premier startup
success stories, boasting a unicorn status. Founded in 2014 in Bangalore, Swiggy has rapidly expanded its footprint to cover over
100 cities across India. Offering a convenient solution for quick food delivery, Swiggy emerged from the vision of Sriharsha
Majety and Nandan Reddy, both graduates of BITS Pilani, who envisioned a hyper-local food delivery service. With the addition of
Rahul Jaimini to the team, Swiggy's concept was brought to life through its pioneering website. Swiggy operates on a technology-
driven model, ensuring efficient logistics, real-time tracking, and multiple payment options. Over the years, it has diversified its
services, introducing Swiggy Insta mart for grocery delivery and Swiggy Genie for personal deliveries. The company has also
invested in cloud kitchens to optimize food preparation and delivery.

Swiggy's inception in 2014 by Sriharsha Majety, Nandan Reddy, and Rahul Jaimini in Bengaluru addressed the growing demand
for efficient food delivery services in the Indian market. Harnessing its proprietary technology platform, Swiggy seamlessly
connects customers with local restaurants, providing a hassle-free ordering and delivery experience. The company's subscription-
based loyalty program, Swiggy Super, offers customers free deliveries and other benefits, further enhancing its appeal.

Central to Swiggy's business model is its robust delivery fleet, meticulously built to ensure swift and reliable delivery of orders. By
establishing its delivery network, Swiggy maintains control over the entire delivery process, from food preparation to doorstep
delivery.

This research report explores Swiggy’s impact on consumer behavior, restaurant businesses, and the food-tech industry. It also
examines its business model, technological advancements, and competitive position in the evolving online food delivery sector.
Swiggy's commitment to innovation is evident in its introduction of cutting-edge technologies like Swiggy Go and Swiggy Genie.
Swiggy Go facilitates quick pick-up and drop-off services for a variety of items, while Swiggy Genie offers hyperlocal delivery,
enabling customers to send and receive packages across their city within minutes. These innovative services have broadened
Swiggy's offerings beyond food delivery, catering to diverse customer needs and preferences.

IV. STATEMENT OF PROBLEM

"With the exponential growth of online food delivery platforms such as Swiggy and Zomato, there arises a need to understand the
dynamics of their market presence, consumer preferences, and the impact of their operational strategies on the food industry
landscape.

This study aims to investigate the factors influencing consumer choice between Swiggy and Zomato, assess the effectiveness of
their promotional strategies, analyze the challenges faced by these platforms, and explore opportunities for further enhancement. By
addressing these aspects, the research seeks to provide insights into the evolving nature of online food delivery services and
contribute to the development of strategic recommendations for both companies to thrive in this competitive market."

V. NEED AND SCOPE OF THE STUDY

Convenience and Accessibility: The study aims to explore how online food delivery platforms like Swiggy and Zomato have
enhanced the convenience and accessibility of food ordering for consumers, particularly in urban areas.

Impact on Food Industry: It seeks to understand the impact of these platforms on the traditional food industry, including
restaurants, cafes, and eateries, in terms of business models, revenue streams, and customer engagement strategies.
Technological Advancements: Investigate the role of technology in facilitating seamless ordering, tracking, and delivery processes,
and how innovations in Al, data analytics, and mobile applications have contributed to the success of these platforms.

Consumer Behavior: Analyze consumer behavior patterns and preferences concerning food ordering, including factors influencing
platform choice, frequency of usage, satisfaction levels, and willingness to adopt new features or services.

Market Competition and Strategies: Explore the competitive landscape of the online food delivery market, examining the strategies
employed by Swiggy and Zomato to gain market share, retain customers, and differentiate themselves from competitors.
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Socio-Economic Impact: Assess the socio-economic implications of the growing popularity of online food delivery platforms,
including employment opportunities for delivery executives, changes in eating habits, and effects on local food ecosystems.
Regulatory and Ethical Considerations: Examine the regulatory framework governing online food delivery services, addressing
issues related to food safety standards, data privacy, fair labor practices, and ethical responsibilities towards stakeholders.

Future Trends and Opportunities: Identify emerging trends and potential opportunities for innovation and growth within the online
food delivery sector, such as expanding service offerings, diversifying revenue streams, and catering to niche markets or dietary
preferences.

Customer Experience and Satisfaction: Evaluate the overall customer experience provided by Swiggy and Zomato, including the
quality of service, delivery times, pricing transparency, and resolution of complaints or disputes, aiming to identify areas for
improvement.Environmental Sustainability: Investigate the environmental impact of food delivery operations, focusing on
packaging waste, carbon emissions, and sustainable practices adopted by Swiggy and Zomato to minimize their ecological
footprint.

By addressing these key areas, the study aims to provide valuable insights into the dynamics of the online food delivery market and
its implications for various stakeholders, including consumers, businesses, regulators, and society at large.

VI. LITERATURE REVIEW
Prof. (Dr.) Sagar H. Mohite, Dr. Ambar Beharay (2020):
While a company's revenue can be influenced by its social media presence, it is just one of several factors determining its success.
Swiggy and Zomato, major players in India's online food delivery market, each possess unique strengths and weaknesses. While
Zomato may excel in social media presence, Swiggy may offer advantages such as faster delivery times or a wider restaurant
selection in specific regions. Ultimately, a combination of factors will decide which company emerges as the long-term market
leader.
Anubhav Kumar Pathak, Muskaan Saraf (2020):
The cost of online food delivery services may deter some potential users, and the necessity to raise prices to cover expenses or
generate profits can exacerbate the issue. However, providing discounts and deals is a common marketing tactic to attract and retain
customers. Balancing competitive pricing with profitability is crucial for online food delivery services. Additionally, expanding
service availability to underserved areas is vital for market growth and customer acquisition.
Mrs. A. Mohanapriya, Mrs. P. Geetha & Mr. A. Prasathkumar(2020):
Consumer behavior is a burgeoning research field within the business discipline, influenced by various factors. This research
examines consumer preferences for dining in restaurants versus ordering food online. Despite the emergence of online food
delivery services in India, many consumers still prefer traditional restaurant dining for the ambiance and hygiene. Lack of trust in
the quality of packed food is a significant barrier to online food delivery adoption. Online food aggregators must focus on building
consumer trust to enhance their business.
J Das (2018):
An analysis comparing top food delivery apps reveals Zomato as consumers' preferred choice due to its discounts, restaurant
selection, timely delivery, and good customer service. Conversely, UberEATS ranks lowest in customer preference in both
scenarios.
Sethu & Bhavya Saini:
Word of mouth and online forums significantly influence the success of online food ordering services, as consumers trust others'
opinions and experiences. Providing excellent customer service and ensuring a positive customer experience can lead to positive
reviews and word of mouth, thereby attracting and retaining customers.

VII.RESEARCH METHODOLOGY
Research follows a systematic and logical approach. The study addresses overarching questions through the utilization of graphs
and charts, collecting data from students and analyzing it using logical and scientific tools.
A. Research design:
Type of Methodology: Descriptive research.
The methodology adopted for this research is as follows:
1st stage — A thorough theoretical study was conducted.
2nd stage — Examination of customers' perceptions and views towards the marketing strategies of Zomato and Swiggy.
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B. Sampling:

Sampling design: Non-probability sampling

Sampling technique: Purposive sampling

Sample unit: Students

Sample size: 100

Area of study: Galgotias University

Data analysis method: Tables and graphical representation

C. Data Collection Method:

Data collection involves two major sources: Primary Data and Secondary Data.

Primary Data: Data collected firsthand for a specific purpose, often through questionnaires and surveys.

Secondary Data: Data already available from sources such as websites and journals.

Both Primary and Secondary data sources were utilized. Secondary data was used to understand the different marketing strategies
of both platforms, while Primary data was collected through a questionnaire distributed to BBA students at Galgotias University.
The sample size consisted of approximately 100 respondents.

VIII. DATAFINDINGS, ANALYSIS AND INTERPRETATION
The Data is analyzed and interpreted based on the findings from questionnaire. The data is presented graphically in the form of pie
charts and bar charts. Various opinions of the sample participants are distributed in form of percentages.

@® -Below 18
® -18-25
- 26-35
@ -36-45
@ - Above 45

The Questionnaire is filled by the people fall between the age of 18-25. It is shown over the pie chart.
® - Daily
® - Weekly
- Monthly
® -Rarely
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The pie chart shows that 39% of population order food on weekly basis and 44 % of people order food on monthly and daily basis.
And 17.1% of people do not order

® - Zomato

@ - Swiggy

@ - Both equally
9.8% ® - None

This pie chart shows that people usually prefer Zomato over Swiggy 39 % people useZomato and there are only 12.2 % people who
use Swiggy and on neutral basis 39 % people use both apps. And 9.8% use none of the app.

@ - Social media
14.6% @ - TV advertisements
@ - Word of mouth
@ - Online searches
@ - Other (please specify)

Most of the people learn about Swiggy and Zomato by social media as it the rate shows in Pie chart it is 39 % then 24% of people
came to know from tv advertisements. Then 14.6% by other people and 12.2% from online searches and other is anonymous 9.8 %.

30
23 (56.1%)
20
14 (34.1%)
10
2 (4.9%) 2 (4.9%)
0 (0%)
0 |
1 2 3 4 5

70% of the participants find it both platform Zomato and Swiggy, 26.7% of people only use Zomato, 10% only use Swiggy, 4% of
people use other platforms also and only 6.7% of people are there who don’t use none of Zomato and Swiggy.
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@ - Discounts & offers

@ - Social media engagement
@ - Celebrity endorsements

@ - User-friendly app experience

This Pie chart shows that 55% of people engage through discounts and offers and on other hand 27.5% of people use these apps by
social media engagement and other thinks that user friendly app experience attracts them which is

@ - Social media ads

® - TV commercials

@ - Influencer collaborations
@ - Email & notifications

people usually notice online food delivery app by social media ads as it shows 55% in pie chart and 17.5 %likely from the
influencer collaborations and 20% from email and notifications.

15
12 (40%)
10
5 4(13.3%)
1(3.3%1 (3.3%1 (3.3%1 (3.3%1 (3.3%]1 (3.3%71 (3.3%1 (3.3%1 (3.3%1 (3.3%) 1(3.3%1 (3.3%1 (3.3%1 (3.3%,
0
No Maybe Not Not yet... Yes sometimes when saw...
Good No. But due to less price,... Sometimes yes
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" Excellent® Good ™ Fair ™ Poor

0% 0%

66.7% of the participants gave excellent remark for Zomato’s brand promotion strategies while 33.33% of the participants gave
Good remark.

M Excellent M Good [ Fair M Poor

0%

57% of the participants gave Swiggy Excellent remark for their brand promotion strategies
33% of them gave Good and 10% gave Fair Remarks.
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Others
Advertising and Promotions

Recommendation from friends/family

User Interface and Experience
Delivery Time
Restaurant Variety and Availability

Brand Reputation and Trust

Discounts and Offers

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Maximum Participants ticked the Discounts and Offers as the main factor for using Zomato and Swiggy, other factors were also
considered such as User Interface an Experience, Restaurant Variety an Availability, delivery Time, Brand Reputation and Trust,
Advertising and Promotions, etc.

Q11. What improvements or changes would you like to see in Zomato’s Brand Promotion Strategies?
Ans. The most replied answers are as follows:

e More Engaging and Interactive Campaigns.

o Collaboration with local influencers or organize fun foo challenges to get people excited.

e More offers availability.

e Some offers for students and less delivery charges.

e  Must Include more local shops from nearby areas.

e To stay more active in Rural or Sub-Urban Areas.

e Focus on increasing security for onboarding fake restaurants.

Q12. What improvements or changes would you like to see in Swiggy’s Brand Promotion Strategies?
Ans. The most replied answers are as follows:

e They can work upon more unique and creative ideas to showcase their services.

e Partner with popular restaurants to offer exclusive discounts or organize food festivals.

e  Provide more offers and discounts.

e Must improve advertising and promotion techniques.

e They should focus upon customer service assistance more.

Q13. Any additional comments or feedback regarding brand promotion strategies of Zomato and Swiggy?

Ans. The most replied answers are as follows:

e Both are good platforms for ordering food online.

e Zomato and Swiggy needs to target the bigger market by making the bran international as if in U.S.A.

o Both have an excellent social media presence.

e Their creative marketing techniques like sending customized notifications are highly impactful and engaging.
e  Swiggy needs to focus more upon their brand promaotion strategies.
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IX. BRAND PROMOTION STRATEGIES
A. Brand Promotion Strategies of Zomato:
Active Social Media Engagement: Zomato's social media team consistently crafts and sharesengaging content on trending topics,
ensuring regular interaction with users. This approach aids in building robust connections with the audience and expanding the user
base. By promptly addressing queries and comments, Zomato upholds a positive brand image and fosters meaningful engagement.

Strategic Brand Positioning: Zomato strategically positions itself as a platform facilitating connections among restaurants,
suppliers, consumers, and logistics partners. This positioning underscores the convenience and accessibility of Zomato's services,
portraying it as a vital link in the food industry ecosystem. By emphasizing its role in streamlining food delivery and enhancing
dining experiences, Zomato strengthens its brand identity and resonates with its target audience.

Targeted Marketing to Key Demographics: Zomato effectively targets individuals aged 18 to 35 who are tech-savvy and seek
convenient food delivery options. Through tailored marketing campaigns, Zomato highlights its services' relevance to this
demographic, showcasing the ease of ordering food via its platform. By understanding and catering to the preferences of its target
audience, Zomato maximizes its reach and drives user engagement.

Compelling Content Creation: Zomato leverages light-hearted and relatable content, including infographics and memes, to resonate

with its audience. By incorporating humor and current events into its content strategy, Zomato ensures better audience retention and
enhances brand recall. Through attention-grabbing visuals and witty messaging, Zomato captivates users' attention and encourages
social sharing, thereby amplifying its brand presence.
Strategic Partnerships and Collaborations: Zomato collaborates with government entities and industry stakeholders to navigate
crises effectively and support local communities. By proactively addressing challenges and aligning with key partners, Zomato
reinforces its commitment to societal well-being and earns trust among consumers. Additionally, strategic partnerships with
influencers and brands enable Zomato to extend its reach and attract new users, further bolstering its brand visibility.
Multi-Channel Marketing Approach: Zomato employs a multi-channel marketing approach, utilizing platforms such as social
media, search engines, and email marketing to reach diverse audiences. By diversifying its marketing channels, Zomato ensures
comprehensive coverage and maximizes its brandexposure. Through targeted advertising campaigns and personalized messaging,
Zomato effectively communicates its value proposition and drives user engagement across various touchpoints.
Customer-Centric Communication: Zomato prioritizes personalized customer communication, addressing user needs and
preferences through tailored messaging. By delivering relevant content and offers based on user behavior and preferences, Zomato
enhances customer satisfaction and fosters loyalty. Through proactive customer support and responsive communication channels,
Zomato strengthens its relationships with users and cultivates brand advocacy.

Continuous Innovation and Adaptation: Zomato continuously innovates its marketing strategies and adapts to evolving consumer
trends and preferences. By staying abreast of market dynamics and embracing innovation, Zomato remains agile and responsive to
changing customer needs. Whether through novel content formats, emerging technologies, or strategic partnerships, Zomato
demonstrates its commitment to staying ahead of the curve and maintaining its competitive edge in the market.

By implementing these brand promotion strategies, Zomato effectively differentiates itself in the competitive landscape, drives user
engagement, and strengthens its brand equity, thereby sustaining its position as a leading player in the online food delivery industry.

B. Brand Promotion Strategies of Swiggy:

Demographic Segmentation: Swiggy primarily targets the younger generation, including teenagers, college students, and working
professionals aged 18-35. This demographic finds food delivery to be a convenient option, aligning with Swiggy's positioning as a
solution for busy urban lifestyles.

Behavioural Segmentation: Swiggy caters to individuals seeking convenience in food consumption, emphasizing the ease of
ordering and enjoying meals at home. This segment prefers quick and hassle-free meal options, reflecting Swiggy's focus on
enhancing customer experience.

Psychographic Segmentation: Swiggy targets customers who prioritize convenience and value the convenience of having food
delivered to their doorstep. By addressing the pain points of traffic congestion and time constraints, Swiggy positions itself as a
solution for modern-day challenges.

Targeting: Swiggy's ideal target audience comprises college students, working professionals, and entrepreneurs aged 18-35 living in
urban areas. By focusing on this demographic, Swiggy ensures relevance and resonance with its core customer base, offering
tailored services to meet their needs effectively.
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Positioning: Swiggy positions itself as a leading food delivery app that prioritizes convenience and accessibility for its customers.

Through its marketing efforts, Swiggy communicates its commitment to making life easier for users by providing seamless food
delivery experiences. Swiggy aims to revolutionize the food delivery industry by ensuring no customer goes hungry and facilitating
effortless access to their favorite restaurants.
Logistics Focus: Swiggy places a sharp focus on logistics, recognizing it as a crucial aspect of its operations. By controlling the
entire value chain of the customer's experience, Swiggy ensures efficient and reliable food delivery services. This logistics-centric
approach has enabled Swiggy to establish a strong foothold in the market and deliver superior customer satisfaction.
Business Strategy: Despite being a late entrant in the online food delivery space, Swiggy has emerged as a billion-dollar company
by adopting a robust business strategy. With a growing fleet of delivery partners and a relentless focus on customer experience,
Swiggy has positioned itself as a formidable player in the market, outpacing competitors and driving innovation.
Technology Integration: Swiggy leverages technology extensively to optimize its services and enhance user experience. Through
data analytics and predictive algorithms, Swiggy analyzes various factors such as traffic conditions and order volumes to streamline
operations and ensure timely deliveries. By partnering with the right restaurants and personalizing recommendations, Swiggy
delivers value to both customers and partners.

Promotions & Advertisements: Swiggy employs a comprehensive social media strategy to engage users and build brand loyalty.
With engaging campaigns, humorous content, and influencer partnerships, Swiggy effectively communicates its value proposition
and offers attractive discounts and rewards to incentivize customer loyalty. Memorable campaigns like #EatYour\Veggies and
#SuperSwiggy resonate with audiences, reinforcing Swiggy's brand image as fun, reliable, and customer-centric.

Innovative Campaigns & Achievements: Swiggy's innovative marketing campaigns, such as #WhatsinAName and Swiggy Karo,
Phir Jo Chahe Karo!, have gathered widespread acclaim and boosted brand visibility. By capitalizing on cultural trends and
leveraging platforms like IPL, Swiggy stays relevant and top-of-mind for consumers. Swiggy's unicorn status and impressive
revenue figures underscore its success in disrupting the food delivery industry and establishing itself as a market leader.

These brand promotion strategies collectively enable Swiggy to differentiate itself, engage customers effectively, and maintain its
position as a leading player in the competitive food delivery market. Through continuous innovation and customer-centric
approaches, Swiggy continues to redefine the food delivery experience for millions of users nationwide.

X. TECHNOLOGICAL INNOVATION
A. Technological Innovation by Zomato:
Introduction of Al Experimentation:Zomato, a leading food and grocery delivery service, ventures into Al experimentation to
revolutionize consumer experience.Embracing emerging technologies, Zomato aims to integrate generative Al solutions to enhance
operational efficiency and customer interactions.
Focus on Generative Al: Zomato targets redefining customer interactions by leveraging generative Al technology. The
incorporation of Al aims to address user demands more efficiently, with a significant portion of conversations already automated.
Enhanced Customer-Facing Features: Generative Al will impact various customer-facing features, including search functionalities
and notifications. Backend tools such as product photography and customer support will also benefit from Al integration.
Benefits for Zomato and Blinkit: Zomato's rapid commerce platform, Blinkit, is set to benefit from the transformative Al-driven
programs. These innovations are expected to streamline operations and improve overall customer satisfaction for both Zomato and
Blinkit.
Strategic Partnerships: Zomato has forged strategic partnerships with industry giants like Google, Adobe, OpenAl, and Microsoft
in the Al sector. These collaborations aim to keep Zomato at the forefront of Al research and development, driving innovation in the
food delivery industry.
Recruitment of Al Talent: Recognizing the importance of talent acquisition, Zomato actively recruits engineers skilled in machine
learning and Al. The company's relentless pursuit of talent underscores its commitment to establishing new service models that
delight customers and enhance operational efficiency.

B. Technological Innovation by Swiggy:

Joint Development of Facial Recognition Tools:Swiggy collaborates with the Indian Institute of Technology, Jodhpur (11TJ) to
jointly develop facial recognition tools.The aim is to facilitate smooth on-boarding of delivery executives, enhancing Swiggy's
operational efficiency.
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Strengthening Swiggy's Position as an Al-First Company: This partnership underscores Swiggy's commitment to being an Al-first
company in the Indian ecosystem. The development of state-of-the-art face recognition systems showcases Swiggy's dedication to
leveraging cutting-edge technology.

Development of Face Recognition System: Swiggy's Applied Research team, along with leading researchers from I1ITJ, will
develop a face recognition system based on computer vision and Al. The system aims to enhance security and compliance on the
Swiggy platform, providing a smoother experience for customers and restaurant partners.

Benefits of Face Recognition Technology: The Al-driven face recognition capability will automatically detect and extract faces
from various images and selfies. These extracted faces will be used for identity verification, aiding in fraud detection,
impersonation, and shift attendance management.

Utilization of Al Across Swiggy's Platform: Swiggy employs Al in various aspects of its platform, including tracking customer
preferences, food intelligence, and delivery partner management. Al is used for tracking movements, order delivery patterns,
demand-supply matching, and forecasting, benefiting both customers and partners alike.

Continuous Learning and Improvement: Swiggy's food intelligence platform continuously learns to understand customer
preferences and incorporates this knowledge into user communication. The integration of Al enables Swiggy to enhance its services
and provide personalized experiences to its users, further solidifying its position as a leader in the food delivery industry.

XI1. GLOBAL EXPANSION STRATEGIES
A. Global Expansion Strategies of Zomato:
1) International Market Entry:
Zomato has pursued an aggressive global expansion strategy, entering multiple international markets such as the United States,
United Kingdom, Australia, UAE, and several countries in Southeast Asia.The company's approach involves acquiring local food
delivery platforms or establishing its presence through partnerships with local businesses.
2) Brand Positioning:
Zomato's global expansion has reinforced its image as a leading player in the online food delivery industry, elevating its brand
visibility on a global scale.By acquiring local platforms, Zomato can leverage existing brand equity while introducing its
technology and expertise to enhance service quality.
3) Market Penetration:
Zomato's international expansion allows it to tap into new customer segments and geographical markets, thereby increasing its
market penetration.The company's focus on adapting to local tastes and preferences ensures relevance and acceptance among
diverse international audiences.
4) Implications:
Expanding globally enables Zomato to diversify its revenue streams and reduce dependence on any single market. However,
challenges such as cultural differences, regulatory compliance, and competition from established local players may impact the
success of Zomato's international ventures.

B. Global Expansion Strategies of Swiggy:

1) International Market Entry:

Swiggy has primarily focused on consolidating its position in the domestic Indian market and has yet to pursue extensive global
expansion compared to Zomato. However, Swiggy has expressed interest in exploring international markets in the future, with
potential entry points including Southeast Asia and the Middle East.

2) Brand Positioning:

Swiggy's brand positioning in international markets would likely emphasize its technological innovation, customer-centric
approach, and reliability in food delivery services. Leveraging its success in the Indian market, Swiggy would aim to establish itself
as a trustworthy and convenient food delivery platform globally.

3) Market Penetration:

Swiggy's entry into international markets presents an opportunity to replicate its success in India by catering to the needs of diverse
consumer segments. The company's robust logistics network and focus on customer satisfaction could enable rapid market
penetration in new geographies.
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4) Implications:

International expansion for Swiggy would involve careful market research and strategic partnerships to navigate unfamiliar
territories successfully.Adapting to local preferences and addressing regulatory challenges would be crucial for Swiggy to gain
traction and compete effectively in international markets.

XIL.LIMITATIONS OF THE STUDY
Sample Size and Representativeness: The study's findings may be limited by the size and representativeness of the sample
population, particularly if it consists primarily of individuals from a specific demographic or geographic region. This could affect
the generalizability of the results to a broader population.
Data Accuracy and Reliability: The accuracy and reliability of data obtained from surveys, interviews, or secondary sources may be
subject to limitations such as recall bias, response errors, or data inconsistencies. These factors could impact the validity of the
study's conclusions.
Temporal Constraints: The study's scope may be limited by temporal constraints, as trends and behaviors within the online food
delivery industry are constantly evolving. Data collected at a specific point in time may not reflect ongoing developments or long-
term trends accurately.
Bias and Subjectivity: Despite efforts to maintain objectivity, the researcher's biases or subjective interpretations may influence data
collection, analysis, or interpretation, leading to potential distortions in the study’s findings.
Regulatory and Legal Constraints: The study may encounter limitations due to regulatory or legal constraints governing access to
certain data sources or information, particularly regarding proprietary data or sensitive business practices of online food delivery
platforms.
Scope of Analysis: The study's scope may be limited to specific aspects of the online food delivery market, such as consumer
behavior, business strategies, or technological innovations, thereby excluding other relevant factors that could impact the industry
dynamics.
Resource Constraints: The availability of resources, including time, funding, and access to data or expertise, may impose
limitations on the depth or breadth of the study's analysis, potentially restricting the exploration of certain research questions or
hypotheses.
External Factors: External factors beyond the researcher's control, such as economic conditions, market disruptions, or public
health crises (e.g., COVID-19), may influence the study's outcomes or disrupt data collection efforts, introducing unforeseen
limitations.
Ethical Considerations: Ethical considerations related to informed consent, privacy protection, and confidentiality must be
addressed to ensure the ethical conduct of the study. However, adherence to ethical standards may impose limitations on data
collection methods or access to sensitive information.

XI1l.  CONCLUSION

In conclusion, the study underscores the remarkable success achieved by both Zomato and Swiggy in establishing their dominance
in the fiercely competitive online food delivery market in India. Despite their differences in marketing strategies, both companies
have adeptly leveraged various channels such as social media, email marketing, and search engine optimization to engage users
and drive sales.

Zomato's strength lies in its innovative and engaging content on social media platforms, which has resonated well with users,
fostering strong brand loyalty. On the other hand, Swiggy has excelled in optimizing its SEO strategies, ensuring maximum
visibility and organic traffic to its platform.

Moreover, both Zomato and Swiggy have prioritized user convenience and satisfaction, evident in their relentless efforts to enhance
service quality, including timely delivery and responsive customer support. This customer-centric approach has been instrumental
in building trust and loyalty among users, contributing significantly to their rapid growth and market expansion.

Looking ahead, while Zomato and Swiggy have established themselves as market leaders, they must remain vigilant and continue
innovating to stay ahead of emerging competitors and evolving consumer preferences. By continuously refining their marketing
strategies and investing in service excellence, both companies can sustain their growth trajectory and maintain their position as the
preferred choices for online food delivery in India.
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XIV. QUESTIONNAIRE

Introduction:

Thank you for participating in this survey. Your input is valuable for our research on brand promotion strategies in the online food
ordering industry, focusing on Zomato and Swiggy.

Please answer the following questions honestly and to the best of your ability.

Section 1: Demographic Information
1. Gender:

- Male
- Female
- Other (please specify):

2. Age:
- Under 18
-18-24
- 25-34
- 35-44
- 45-54
- 55-64
- 65 or older
3. Occupation:
- Student
- Employed (full-time)
- Employed (part-time)
- Self-employed
- Unemployed
- Retired

- Other (please specify):
4. Location:

- Urban
- Suburban
- Rural

Section 2: Brand Awareness and Usage
5. Are you aware of Zomato?

- Yes
- No
6. Are you aware of Swiggy?
- Yes
- No
7. Which platform(s) do you use for online food ordering?
- Zomato
- Swiggy
- Both
- Other (please specify):
- None
Section 3: Brand Perception and Promotion
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8. How would you rate Zomato's brand promotion efforts (e.g., advertising, social media presence)?
- Excellent
- Good
- Fair
- Poor
9. How would you rate Swiggy's brand promotion efforts (e.g., advertising, social media presence)?
- Excellent
- Good
- Fair
- Poor

10. What factors influence your decision to use Zomato or Swiggy for online food ordering?
(Select all that apply)

- Discounts and offers

- User interface and experience

- Restaurant variety and availability

- Delivery time

- Brand reputation and trust

- Recommendations from friends/family
- Advertising and promotions

- Other (please specify):

Section 4: Suggestions and Feedback

11. What improvements or changes would you like to see in Zomato's brand promotion strategy?

12. What improvements or changes would you like to see in Swiggy's brand promotion strategy?

13. Any additional comments or feedback regarding brand promotion strategies in the online food ordering industry?
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