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ABSTRACT

Inthefoodsector,customershavebeenvotingbytheirfeetforages.However,duetothetechnological
changesinthepresentCOVID-19pandemic,thetrendhaschangedrapidly.Customersareconfinedto
theirhomes,andtechnologyhasemergedastheonlysavior.Anincreaseinthenumberofdownloads
offoodorderingappsisanindicationofboththepopularityoftheappandhelplessnessofthepresent
agecustomer.Withrestrictedmovement,theyhavetheseappstoeithergetthefooddeliveredattheir
doorsteportakeawaywithpre-orders.Hence,itbecomesimperativefortheappdesignerandfood
serviceprovidertobrainstormanddevelopanappthatcanfocusonthecustomerratherthanforcing
theirdesignandinterfaceonthecustomer.Inthisbackdrop,thepresentstudyisanovelattemptthat
focusesontherelationshipbetweenappqualityandcustomersatisfaction.
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1.0 INTROdUCTION 

Ever advancing technology has contributed significantly in revolutionising the process of food
deliveryserviceorderedthroughmobileappandonline.Thenewtechnologyhasplayedimmense
roleinsatisfyingeverincreasingandchangingcustomer’sdesire.Ithasenabledtheaccessibilityand
availabilityofwiderangeofpreparedfoodbasedonthecustomer’stasteandpreference,haschanged
thelifestyle.Slowlyandgraduallytheregularuseoftechnologyhasincreasedthedependencyas
ithasmovedtheserviceproviderclosertoitscustomer,rightuptothedoorstep.Thenationwide
searchforconvenientwaysofpurchasinginvolvinglessercostandeffortaremakingthecitizens
todrasticallyshiftinfavourofonlineordering.Convenienceofconsumeristhepointofattraction
asitsimplifiestheprocessandmaketheprocesssimpleasfewclicksonlatestgadgetsanddevices
liketablets,orlaptops.Inthismobileworld,whereeverythingisjustaclickofmouseaway,lifehas
neverbeensoeasyandsimplewhereeverythingisavailableonline.Beingamulti-billiondollar
industry,thefoodindustryisgrowingataquickpacethananyotherindustrynowaday.Quickly
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realisingtheopportunity,theexpertsaremakingseriouseffortindevelopingeffective,efficientand
user-friendlyappsandsoftwarefortheconvenienceofbothserviceproviderandtheconsumer.The
technologyishelpfulnotonlyfororderandservicedeliverybutalsoinmanagingefficientbilling
system.Continuingwiththetrend,theintroductionofthetech-freakswithmoreadvancementinthe
restaurantsoftwarehasgivenhighhopeforriseandflourishofrestaurantsale.

Food industry is aglobal industryandpeoplearound theworldwish tohavevarious tastes
availablearoundtheglobe.Technologyhasenabledconsumertobemoreawareoftheavailability.
Thoughfoodisanecessityforsurvival,butithasbecomemorethanjustsurvivalandessentialpart
oflifestyle.Itsdemandiscontinuouslyincreasingandwillneversink.Moreandmorerestaurantsare
comingupwithdifferentconceptsandadaptingpioneeringtechniquesforattractingandreachingout
tothepotentialcustomers.Onlinefoodorderingsystemtechniqueshavemadestridesinsimplifying
tasksforrestaurantsaswellasthecustomers.Recentreportsuggeststhat60%ofmillennialorder
foodthroughtheirdesktopsand40%preferorderingviatheirmobile.Thistransformationinfood
orderingsystemisduetothelevelofcomfortandeaseencounteredbythecustomerswhenordering
viaappsinsteadofcalling.Anotherreasonfororderingviaonlineappsisthattheordersgetcoupled
withcouponsorpromotionaloffers.Apartfromthis,thetimeengagedindeliveryoffoodandrelated
functionsasaworthyreasonforcustomerswhennoplansonwhatandwheretoeatisreadilyavailable
withthem.Itisawell-establishedfactthattheonlineorderareatitspeakduringlunchdinnertime,
andithighlightsconvenienceofcustomers.

Therefore, this current study investigates the relationship impact amidcustomer loyaltyand
satisfactionwithmobileappdesignquality-comprisingofinfoquality,safety,privacyandsafetyin
paymentarrangementaswellasservicequalitycomprisingofcourtesy,responsiveness,delivery
processsystem,andreliabilityascriticalfactorsforsatisfyingcustomersandincreasingtheirloyalty
infavourofonlinefoodserviceproviders.Onthisbackdrop,thepapershowcasestheliteraturethat
integratethefactorsdeterminingconceptualmodelandtestedfivehypotheses.Inthelaterresultwith
helpofAMOSsoftwareareproposedandthegoodnessoffitishighlighted.Theoreticalandpractical
implicationsarealsoincludedlaterinthepaper.

2.0 PROBLEM STATEMENT

Themostcommonphenomenonisthatowingtovariabletimetableandbusyscheduledforcooperative
consumersaswellasvariousuniversitybothstudentsandtheirfacultyduringpressureofexamination
process,itcouldbemoredifficulttodecidewhenandwheretohavetheirlunchandthereisjusta
limitedtimefortheirmeal.Evenmostpeoplewhoarebusyandleaveearlyinthemorningtoreach
theirworkplacetravellingaquiteadistancepreferreadymadefoodthroughonlineandthesituation
becomesmoreworsewhenbothhusbandandwifeareworking.There-fore,itbecomesimperativefor
onlinefooddeliveryoperatorstomaintainqualitydeliverysystem,timelinessandaccuracyenabling
thecustomerstouploadtheirtimeofrequirement.Thesystemwillautomaticallyrecommendsuitable
choices of different restaurants available in the specific time, and the application will have less
possibilitytoavoidbehaviourfailurewhileenteringthesystem.Manypeoplearenotwellacquainted
withsuchmoderntechnologyappssoitisimportantthatthemobileappsandsoftwareshouldbe
userfriendlyonlinefoodorderingsystem.

3.0 OBJECTIVE THE STUdy

• Tounderstandtheimpactofonlinefooddeliveryserviceoncustomersatisfaction.
• Toidentifykeysuccessfactorsforonlinedeliveryserviceandevaluatethesignificantrelationship

amidcustomerloyaltyandsatisfaction.
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4.0 NEEd OF STUdy

Thisarticlewillmajorlyfocusonhowtheapplicationdesignandservicequalityleadingtodevelopment
ofsatisfactionandloyaltyofthecustomer.Theresearchpaperfocusesonuserfriendlyqualityof
appdesignandsoftwareandidentifyingfactorscontributingtosatisfactionandloyaltyofcustomer.
Theresearchwillenablethecustomerstounderstandfeaturesofwell-designedappandalsoforthe
serviceprovidertoknowthecustomersneedregardingdesigningofappropriateandsuitableapps
formakingonlineorder.

5.0 LITERATURE OVERVIEw 

Presently,thecontributionofworldservicesectoris64.80%inGDP.Thegrowthofdigitalknow-how
hasplayedasignificantcharacterinreshapingbusinessoffoodserviceindustryandthereisrapid
growthinemploymentindigitalsector.Theadventofuser-friendlytechnologyhasenabledmore
peopletoplacetheirorderonlineforshoppinganditisincreasingdaybyday.Itisnotjustfashionbut
ithasbecomeourwayoflife,LikeZomatoandSwiggyarethemostleadingandpopularapplications
inthefieldofonlinefoodservicesector.

Inordertomeetthecustomer’santicipations,appsarenowadaysimpartingamplifiedservices
andfacilitiestothecustomers.Thisscenarioisnotjustexistentinonecountrybutallacrossthe
globe.Beingappsuptodatewiththecustomers’anticipationshelpseachfirmmaintaincustomers
toabetterextent.

Theeaseofinternetaccessandwideusehasencouragedbusinessorganisationtoencashthe
opportunitytointeractandcustomisetheirservice.Thenetbankingandmobileappplatformhas
facilitatedconsumertoorderonlinefoodservice.Theplatformhasimmenselybenefittedtheonline
foodservicedeliveryoperators.Theeasyaccessofconsumertotheserviceproviderhasledtofrequent
andreliablepreferredpurchase.Itbecomesmoresignificantforbusypersonastheycangetmealatany
placeandtimewithoutanywasteoftime.Previousliteratureonfooddeliveryservicehasconcluded
theimportancetrust,satisfactionandloyaltyaskeydeterminantforthesuccessofofflinebusiness.
However,intherecentstudiesresearchscholarshavediscoveredthattheonlineplatformhasfacilitated
good opportunity for interactive and customised marketing (Wind &Rangaswamy, 2001; Burke,
2002).TheInternetandmobileappcreatesaspontaneousshoppingnetwork(PhauandLo,2004).
Consumershastheoptionofsurfinginternettogainideaandknowledgeaboutvariousalternatives
regardingqualityandpricetomeettheirexpectationandmakeafavourabledecision(Singh,2002)in
additiontoinformationfrompeersandothersocialsitesliketwitterandfacebookforbuyingdecision
(Herringetal.,2005;BernoffandLi,2008).Further,Appdesignqualityisconsideredasasuccess
andsignificantaspectforonlinemarketingsetting(MarcusandGould,2000),soanappropriateas
wellassuitabledesignneedstobecreatedtoalignwithlocalcultureandlanguage(Gommanset
al.,2001).Anotherimportantkeyfactori.e.customersatisfactionhasbeenstudiedintheframework
ofonlinemarketingsuccess(McKnightandChervany,2002)asitcontributestomaintaininglong
termviablerelationshipwithclienteles(MorganandHunt,1994).Studiesarealsoconductedabout
privacy/security,informationqualityandefficientpaymentsystemintheareaofonlineandmobile
Appmarketing(Liuetal.,2008)andemphasisedontheeffectivenessofservicequality,customer
satisfactionandloyaltyandappdesignquality.Plethoraofpreviousstudieshasbroughtintolight
theinter-relationshipbetweencustomerservices,theirsatisfactionlevelandonlinedelivery(Cyret 
al.2008;Liuet al.,2008;Shankaret al.,2003)

5.1 Indian Food App Scenario
Therehasbeenhugegrowthinthenumberofonlinefoodserviceproviders.Thefoodmarketsizein
IndiawassupposedtoextenttoRs.42lakhcroreby2020,reportedbyBCG,beforethepandemic
(Covid19)brokeout.Thefoodservicesectoriscomingupwithlotsofnewandinnovativesystem
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fortheconvenienceofcustomertoattractandretainthem.Stillthereissufficientspaceforthenew
playersinthemarkettotargetspecificsegmentwithdifferentbusinessmodel.Foodtechisthecurrent
topicofdiscussionnowadayinthestart-uptown.Certainly,fooddeliverybusinesshasgreatscope
forgrowthinfutureandfood-techstartupisjustabeginning.

NumerousappsavailableintheIndianmarketare:

• FoodPanda
• Zomato
• Swiggy
• Box8
• Fasoos

AsperGloria food,thekeybenefitofonlinefoodorderingisthatfooddistributionmarketis
expandingandpeoplearedownloadingtheseAppsontheirsmartphonesbecausetheseapphave
easiermenutohandlewhichalsocreatesubstantialsavingsduringorderandcanbeinstalledwithout
anyhassle.FoodPandaisaclassicexamplethatintroducethemostinnovativeandup-to-the-minute
foodsensationwhichisheretostay(SuryadevSingh,2018)andtherearemanymorethistypeof
onlinefooddeliveryappworldwidebutFoodpandaisaworldwideonlinefooddeliverymarketwho’s
headquarterislocatedinBerlin,Germany.ItisalsofamousasHellofoodindifferentpartsofthe
globe.Bhavna Singh (2015)remarkedthatFoodpandaevolvedoutinIndiasinceMay2012.Itsmajor

Table 1. The various food apps available in India
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venturestartedwiththeacquisitionofTastyKhanathatcameintoexistenceinPunecityintheyear
2007.Presentlyithasmarkeditspresencein200citiesandhasapartnershipwith12000restaurants. 

Asperthe January2015 (Report of The Times of India), Foodpandahadnosinglepurchaser
evenwithalowestvaluetagof$10-15million.Thefirmsacked300individualsinDecember2015,
whichaccountsfor15%ofitspersonnel.100employeeswerelaidoffbyTinyOwlinitsMumbaiand
PuneofficesinSeptember2015,followedbysackingoff300employeesbyZomatointhemonthof
October.TheentryandexitofUKbasedfoodfirm‘JustEat’wassofastthatitiscomparablewith
orderingandreceivingPizza.Thismarketconditionshowsthatinspiteofhavinghugeopportunityfor
thegrowthofonlinefoodservicedelivery,therearechallengestosustain.Customer’srequirements
mustbeaddressedoneveryaspecttosustainandflourish.Onthebasisoftheliteraturesupporta
proposedconceptualframeworkmodelhasbeendevelopedandsignificantlyfindsco-relationbetween
customerloyaltyandsatisfactionontheonlinefooddeliveringapplication.Themodelasfollows:

Figure 1. Proposed conceptual model
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Thesubsequentsectiondiscussesresearchoftotalvariablesandtheirrelationshipsinthestudy,

5.2 App design Qualities
Social sites and networking is gaining popularity in today’s age information technology, where
everybodyhascellphoneintheirhand.Mobilephonesarecontinuouslybeingaccompaniedwith
innovativefeaturesandapplicationimplementedinvariousforms.Nowadaymobilearenotjusta
devicetomakeandreceiveacall,itisjustlikeaminicomputer.Variouspersonalisedinformation
canaccesstomakeappropriatedecisionlikegoingthroughthereviewsaboutaparticularservice
provider.Itishelpfulformakingrightdecisionaboutthechoiceoffoodormenueitherfororderingor
justbeforevisitingrestaurantformeal.Customeroftenusestheirsmartphonestogatherinformation
aboutfoodandserviceandalsofeedbackabouttheoutlet(Liao,C.et al.,2006).Earlier,acustomer
hadtorelyoneitherontheirpastexperienceoronthesuggestionoffriendsorrelativewhohas
visitedanyrestaurant.Oncontrary,recentdevelopmentintechnologyespeciallyinmobileworld,
withthehelpvariousapplicationonecaneasilyfindsuitableavenueswiththesupportGPSsystem.
Oncetheapplicationinlaunchedbytheuser,alistofrestaurantsisdisplayedonthephonewithin
thecurrentlocation.Furthertheselectionofarestaurantbytheuserrevealsmoredetailsaboutthe
restaurantselected.Thishelpstheusergettheentiremenuoftheselectedrestaurantathand.Each
fooditemdisplayedareaccompaniedbycontentinformationwhichassistsusertogetabetteridea
beforeplacingorderoverthephone.

5.2.1 Information Quality
Informationquality(IQ)isthequalityofthefactandcontentinitssystem.Itcanbedefinedas“The
fitnessforuseoftheinformationprovided”.In-depthproductinformationenablesacustomertotake
betterbuyingdecisionsandimprovedcustomersatisfaction(ParkandKim,2003).Itisthosefacts
intheinformationthateducatescustomerandmakesitsaleableinthemarket.Hence-forth,integrity
ofinformationmustbemaintained.Ballantine(2005)concludedthatthereisapositivecorrelation
amid app information and satisfaction of customer. Flavian et al., (2006) suggested information
designmustincludenavigationinwebsitestructure.Ifitisnotproperlydesigned,acustomerwill
bedissatisfiedduetoinconvenienceandmayleavetheapp(McKinneyetal.,2002).Easyaccessto
availableinformationminimisessearchtimeandthereforeimprovescustomersatisfaction(Glazer,

Table 2. List of indicators

Sl No.   Items Lit. Support

    App Design Quality  

1 IQ InformationQuality KimandLennon,(2010)

2 SS SafetyandSecurity Flavianetal.,(2006).

3 MOP ModeofPayments ChenandChang,(2003)

    Service Quality  

4 DS DeliverySystem DholakiaandZhao,(2010)

5 CS CustomerService Burke,R.R.(2002).

6 Res Responsiveness Kim,W.(2009).

7 Rel Reliability Thang,etal.(2003).

    Customer Satisfaction AndersonandSrinivasan(2003)

  Customer Loyalty Srinivasan,S.Setal.(2002)
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1991;LynchandAriely,2000),whichinturnleadsbetterinformedcustomerfacilitatingfavourable
decisionmaking.

5.2.2. Safety
Safetyinrelationtopurchaseanduseofappisanimportantfactorwhicheverycustomerwish.It
isprimaryconcernofeverycustomerforsafeguardoftheirprivacyandmoney.Willingnessand
intentionforthepurchasethroughappishighlyinfluencedbythedegreeoftrustandloyalty.Safety
andsecurityisthemostessentialconcernforeveryonlinecustomer(Flavianetal.,2006).Every
consumerlikestobesafewhileusingonlineappandsafetyonuseofapplicationinstilsconfidence.
Privacyandsecurityfeaturesintheuseofsurfingwebsitesandappisvaluedmoreovertheperceived
valueoftheproductandserviceandisessentialantecedentforcustomersatisfactionthathaspositive
influenceonthebehaviouralintentionofconsumerpurchasedecision(MukherjeeandNath,2007).
Manystudieshaveemphasizedonprivacy,securityandsafetyaspectsonalle-commerceservice
providerplatformsandaremajorconcernforcustomeranditshouldbeassured(Sathye,1999;Liao
andCheung,2002;Poon,2008).Moreover,privacyisconsideredtobekeyfactorincreatingonline
customersatisfaction(Hoffmanetal.,1999)andsecurityfeaturesadoptedbyappdesignpromotes
thetrustworthinessincustomers(CheskinResearchandStudioArchetype/Sapient,1999).

5.2.3 Mode of Payment 
The modeofpayment referstothevariousmethodsof payment bywhichthe buyerbuystheproduct
inexchangeofmoney.Onlineshoppersareconsideredtobelowintoleranceforprovidingfeedback
onsystem(ChenandChang,2003).It ispredictedthat thewaitingtimeofonlinecustomersare
toosmallasshortas8seconds.Awebpagedesignmustponderoverappearance,loadingtimeand
functionality(Weinberg,2000).Hence,reliablewebsitedesignmustsavethetimequantumofthe
transactionperiodofcustomers.Orelse,thecustomersmighthesitatetopractisethewebsiteorany
otherappdesignpaymentsystem.Throughout informationsearch, informationquality,website /
Appdesign,paymentsystemanditssecurityperformsignificantcharactersindefiningcustomers’
satisfactionandonlineexperiences.Paymentatthattimeisoverseenbypayingwithacreditordebit
cardbytheapporwebsiteorincashatselectedrestaurantwhenarrivingtopickitup.

5.3 Service Quality
Anevaluationofhowwelltheserviceofferedmeetsneedsofthecustomer.Serviceprovidersalso
analyzethelevelofserviceofferedtotheirclientstoenhancetheirefficiency,detectissuesquickly
anddeterminethesatisfactionofclientsmoreeffectively.Qualityserviceisatypeofsatisfaction
attitudewhichisabasicmeasurefortransactions.Theperceptionofthecustomeraboutqualityof
servicealsoinvolvesfoodquality,presentationandproperpackagingalongwithtimelydelivery.
Foodqualityhaspositiveassociationwithcustomersatisfaction.Foodandservicequalityinvolving
physicalenvironmentinserviceprocessarecrucialelementthatdeterminescustomersatisfaction
andpredictstheeatingoutintentionofcustomer(QinandPrybutok,2008,2009).

5.3.1 Delivery System
Theaspectassociatedtofooddeliveryaswellcanbeamotivatingfactorofoperativestoconsideran
in-housedeliverycrew.Manyrestaurantsprovidein-housedeliverywithin5-10minutestouphold
freshnessofcookedfoodandcertaindegreeoftemperature.Thisisthereasontheycatertonearby
localitiesandthedeliveryprocessiscontrolledbythemselves,incaseofanexternalpartydelivery
systemthemaintenanceofqualitystandardsoffoodisaquestionmark.Itmayalsoleadtoaddition
ofanotherriskparameterslikedelayindeliveryanddeteriorationonqualityoffoodasaresultof
temperaturefluctuation.Foradevelopingcountrywithzealoftechnologicaladvancementandshifting
customerpreferencetheonlinefooddeliverypracticesisexclusivelysuggested.Ithasbeennoticed
thatduetononattractivenesstowardscooking50.8%ofindividualsorderfooddeliveryserviceasit
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facilitatesquickserviceseithertotheirhomeofofficepremisesinlessthan1hour(Crosby,L.A.,
et al.,1990).

5.3.2 Customer service
Itreferstotheprocesswhichtakescareofthegrievancesandcomplaints.Thisisastrongpointin
creatingmeaningfulcustomerrelationshipswhichcanformthefoundationforcustomersatisfaction
andloyalty.Anevaluationofhowwellaserviceofferedconformstothestandardsoftheconsumer.
Serviceprovidersalwaysevaluatethequalityofservicetheyprovidethroughfeedbackandsurvey
toimproveserviceforbettercustomersatisfaction(Burke,R.R.2002).Technologyhascompletely
reshapedtheoverallserviceprocessthathasenablednewdiningexperience.Customerservicenowa
dayisnotconfinedtoonlyfoodqualityanditspresentation,itcallsforfrequentinteractiontobetter
understand the customer and provide customized product to maintain continuous and long-term
relationship.Tomaintainbettercustomerrelationshipmanagementtheserviceproviderneedstobe
awareofinnovativechangesduelatesttechnologyandimplementittogetedgeovercompetitors.As
thecustomersarebetterinformedandawareofchangingservice,theirexpectationisevergrowing,
andtheserviceprovidermusttakeefforttomeetcustomer’sexpectation.Customersexpectextra
perceivedprofitsrelatedwiththeonlinedeliveryserviceowingtothedevelopmentoffreshentrants.
Itissimilarlyadrivingfactorfortradestokeepexaminingforinnovativemeansinfamiliarizingto
themodificationsinthefoodserviceindustry.

5.3.3 Responsiveness
Itistheabilitytonotonlyperceive,butalsoswiftlyrespondtothechangingneedsofcustomers.
(Kim,W.,2009).Dimension responsivenesshasparamountcorrelation to loyalty.Consequently,
to accomplish customer loyalty, the companies need to pay consideration to deliver the service
instantaneously.Itistooassumedthatindividualinnovativenesswithoutconsiderationofhumanangle
andtoomuchapplicationofhightechnologyinplaceofemotionalintelligencemaymoderateloyalty
andsatisfactionlinkageadversely.Itisconstruedthatthecustomersatisfaction-loyaltyrelationship
willbeunfavorablyaffectedforcustomerswithhighindividualinnovativenesssincemostofonline
foodserviceareyouthwhoarecommonlybetrothedtohigh-techbehavior(Cheow,Vetal.2017).

5.3.4 Reliability
Home delivery service has gained popularity and lots of customer in the sites similar to malls,
officesandpartyordersforhousingcampuses.Mostofthepeoplearedependentontheonlinefood
orderanddeliveryoptionfortheaccessibilityandpromptdeliveryoffoodathome(Aggarwal,S.
&Srivastava,M.K.2019).ThefastfoodbusinessinIndiaisonlyabout2decadesold,andremains
largelyunorganized.Thefoodserviceorganizedsectorisrapidlygrowingatfasterrateanditsmatter
oftimethatmajorchunkofglobalinvestmentwouldgetintothissectorthatwillleadtohugeimpact
onongoingfoodservicebusiness.

5.4 Customer Satisfaction 
Customersatisfaction isthequantificationofhowpleased customers areassociatedwithafirm’s
products,capabilities,andservices. Itisreflectedbyrepeatpurchaseandpositivewordofmouthby
thecustomer.InformationaboutCustomersatisfactionisgatheredfromsurveysandratingsfromthe
customerthatmayhelpthecompany’stoidentifywaystoimproveormakechangesinitsproduct
andservices.Customerretention,variousstudieshaveempiricallyinspectedconsumersatisfaction,
loyalty,andtrustforB2Ce-commerceservicesinseveralcountries(AndersonandSrinivasan2003;
ParkandKim2003;Flavia´nandGuinalý´u2006;Cyr2008;Kim,Donald,andRaghavRao2009).
Onotherhandcustomersatisfactionisoneofthefundamentalsofmarketingconceptwherefocus
isonfulfillingtheneedsanddesiresofcustomers(Kim,W.,&Moon,Y.J.2009).Harris,L.C.,&
Ezeh,C.2008)advocatedthatsatisfactionwas“thebuyer’scognitivestateofbeingadequatelyor
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inadequatelyrewardedforthesacrificehehasundergone”.Customersatisfactionisarelationshipof
customer’sexpectationwhileencounteringserviceataninterfaceandhisorherassessmentofservice
quality.Customersatisfactionisanevaluativeattitude(Hsu,S.H.,2008).Satisfactionofcustomer
isinfluencedbycustomeremotionsandoveralldiningexperience.Oliver’s(1989)modelstatesthat
satisfactionisachievedbyreinforcementandarousal.Itcanbeachievedatthepointoftransaction
duringserviceencounterorforoverallservice.Customersevaluatethestandardofservicebased
ontheirneedsandexpectation(McDanielet.al,2009).Acustomerissaidtobesatisfiedwhenhis
orherexpectationsandexperienceabouttheproductorserviceisasgoodasitissupposedtobeor
morethanitafterassessment(Hannu,Lassi&Mika,2014).

5.5 Customer Loyalty
Customer loyaltyshowsthedegree towhichcustomersarededicatedtoabusiness’sproductsor
servicesandhowresilientistheirtendencytoselectonebrandoverthecompetition.Itispositively
associatedtocustomersatisfaction(Srinivasanet al.,2002).Commonly,loyaltyhasbeenwell-defined
astherepeatbuyingfrequencyorcomparativecapacityofsame-brandbuying.AccordingtoOliver
(1997),customerloyaltyisadeeplyapprehendedassurancetore-purchaseorre-patronizeafavoured
serviceorproductcontinuouslyandunfailinglyintheforthcoming.Thus,enablingrepetitivepurchase
ofsamebrand,despiteofanyadverseorunfavourablecircumstantialimpactsandpromotionlabours,
prone to source switching actions. Customers are considered extremely valuable in e-commerce
businessplatforms.Inthepresentageofthroatcuttingcompetitioneveryoutletbigorsmallisstriving
forinformationandmeasurestomaketheircustomerloyal.

6.0 RESEARCH METHOdOLOGy

Research Methodology is the division of science that postulates in what way research is done
scientificallyandsystematically.Variousstepshavebeentakenbytheresearchertoanalysetheresearch
problemalongwiththereasoningbehindthemandtryingtosolvethem.Elementaryconstituentsof
researchmethodologyare:ResearchDesign,Questionnairedesign,SampleDesign,DataCollection,
HypothesisofthestudyandDataAnalysis&Interpretation.

6.1 Research design
Thepresent-dayresearchisablendofequallydescriptiveaswellasexploratoryresearchdesign.
Thekeydriveoftheseexploratorystudiesistoarticulateaproblemformuchcondensedexploration
fromanoperationalviewpoint.Thecurrentstudyisfoundedonequallyexploratoryanddescriptive
analysis.Theaimofexploratorystudywastomakepreciseandin-depthinvestigationabouttheleading
factorswhichaffectoutlookofclientelesconcerningfooddeliveryapps.Thehypothesistestingwas
doneusingtheregressionweightsofrespectiverelationshipsatsignificancelevelof0.05and95%
ofconfidencelevel.AllthesetestswereanalyzedbytheaidofStatisticalPackagefortheSocial
sciences(SPSS)andAMOS22asapplicable.Primarydatawascomposedusingaquestionnaire
andsecondarydatawascomposedfromappropriatebooks,journalsandotherrelevantdocuments.

6.2 Sample design
Forrecognisingthedirectedrespondentsinsidethebusiness,stratifiedrandomsamplingmethodwas
implemented.Withrespecttoachieverepresentativesamplesofhomogeneousclusters,diversestrata
ofuserswerefashionedfoundedontheirusers.Thefieldofstudycomprisedofworkingpeople,
studentsacademiciansandresearchscholarfromdifferentcitiesofIndia.Thesamplesizeforthe
studywascalculatedbyusingtheformula

SampleSize=[X2NP(1-P)/D2(N-1)+X2P(1-P)]
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X2=Zvalue(e.g.1.96for95%confidencelevel)
N=PopulationSize
P=Populationproportion(Insurveyitisalmostsafesttostickwith50%distribution)thatis0.5

D=DegreeofAccuracy(expressedasproportion)(.05)(Source:Robert.V.Krejcie,&
Daryle.W.Morgan(1970))

Thechosenmethodforcollectingdatainthisstudyis:

• QuantitativeResearchQuestionnaire.
• FewPersonalInteractionwiththecustomeroffooddeliveryapps.
• DataSources:Primaryandsecondarydataareusedforthepresentstudy.
• SampleSizeis380

6.3 data Collection
PrimarydatawascomposedthroughaquestionnaireinGoogleformprovidedto600peoplethrough
mailandWhatsApp.Customerswereaskedtosubmitthefilledquestionnaireaspertheirconvenience.
Thetotal521filledquestionnaireformswereretrievedoutofwhich141formswererejecteddue
toincompleteanswerandsomeerrors.Finally,380usablequestionnaires63%wereretrievedand
consideredforfurtheranalysis.TheresponsewastobemarkedontheLikertScalefrom1to5where
theyhadtomarkonascaleofStronglyDisagreetoStronglyAgree.Inthisstudyequallyprimaryand
secondarydatawereusedandstructuredstandardquestionnaireused.Inprimarydatasourcesthe
informationarecollectedbyquestionnairefromthecustomerusingthesefooddeliveryappsinsome
industryaswellasstudentsofsomeuniversityinpanIndiawhereasinthesecondarydatasourcethe
informationiscollectedaboutdifferentapps,theindustrysituation,variousportalsfromtheinternet,
journals,magazines,books,annualreports.Collectingdataforanystudyisthemostimportantthing
becauseaworthwhileresearchpresumesadequate,significant,accurate,dependable,andtimelydata.
Collectionofthedatawhichwasinitiallysupposedtobeforthrightstatementcollectingexercise
cameouttobeachallengingexperience.InIndiadatamanagementisstillnotwellorganized.Unlike
thesituationindevelopedcountriesthedatacollectioninIndiarequiresconsiderableeffort,time,
perseveranceandpatience.Duringthecourseofprimarydatacollection,thefollowingproblems
wereencountered:

• Problemoccursduetopreoccupationsofworkoftherespondents.Duetothistimeandavailability
oftheexecutivesattimeswasscarce.

• Indifferentattitudeofsomeoftherespondentsduetosheerlackofinterestandawarenessabout
theobjectivityandutilityofthesurveyconsideringtheactivityasunproductive.

• Retrievingfilledupresponseinrighttime.
• Longwaitingtimeofdatacollection.
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6.3.1 List of Company and University Surveyed

6.4 Hypothesis of the Study
Thehypothesesformulatedarementionedbelow:

H1:Appqualityhassignificantimpactoncustomersatisfaction.
H2:Servicequalityhassignificantrelationshipwithcustomersatisfaction.
H3:Appqualitydesignandservicequalityhassignificantandpositiveimpactoncustomersatisfaction.
H4:Servicequalityhasindirectimpactonloyaltyofcustomer.
H5:CustomersatisfactionhassignificantandpositiveanddirectimpactonCustomerloyalty.

7.0 Analysis and Interpretation 
TheAnalysisandInterpretationsectionwillpresenttheanalysispartrelatedtothedeterminationof
validityandreliabilityofeachconstruct.

7.1 Reliability Test
Reliability test talks about consistent and stable results in case of repetition of measurement of
phenomena(CarminesandZeller,1979).Insimplewordsitcouldbeexplainedasifincaserepeated
measurementoftheoutputofasamephenomenoniscarriedoutthentheresultshouldbeconsistent

Table 3. Sample size determination

Total 
Questionnaires 
Distributed

Non-Response Received filled in 
Questionnaire

Incomplete 
Responses 

Responses 
considered for 
Analysis

Percentage 

600 79 521 141 380 63%

Table 4. List of Company and University Surveyed

Table 5. Reliability statistics

Cronbach’s Alpha N of Items

.872 13
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(Peter,P.J.1979).ThistestwasdoneforinternalconsistencybyusingCronbach’salphascore.Nunnally
(1978)inhispublishedworkexplainedthatthevalueofinternalconsistencyshouldbemorethan
0.70.Cronbach’salphacoefficientofreliabilitywasfoundtobe.855whichsatisfiesthedesiredlevel
of0.7(Nunnally,1978).

7.2 Test of Hypothesis 
Thetestingofhypothesishasbeencalculatedwiththehelpofregressionmodelaswellaspathmodel
isprojectedtoexaminetheproposedhypothesis.Tomaketheoptimumlikelihoodprojectionsforthe
pathcoefficients,thestudyusedAMOS22.Thehypothesistestingisasfollows.

Hypothesis- H1:Appqualityhassignificantimpactoncustomersatisfaction.

FromthetableitisevidentthatthevalueofRis0.353,Rsquareis0.125andadjustedRsquare
is0.118,itsignifiesthattherelationbetweenappqualityandcustomersatisfactionissignificant.In
ANOVAtableitcanbewitnessedthatsumofsquarevalueat3degreeoffreedomis40.850andthe
statedpvalueislessthan0.05predictsthatthemodelisstatisticallysignificant.Fromtheabovemodel
summary,itcouldbeconcludedthatthecorrelationbetweenappqualityandcustomersatisfaction
ispositive,butitsintensityislow.Therefore,itcouldbeinterpretedthatappdesignqualityhasbeen
effectiveusefortheircustomersatisfaction,butrelationshipvalueisnotsomuchhigh.

Hypothesis-H2:Servicequalityhassignificantrelationshipwithcustomersatisfaction.

FromthetableitisevidentthatthevalueofRis0.765,Rsquareis0.586andadjustedRsquare
is0.581,itsignifiesthattherelationbetweenservicequalityandcustomersatisfactionissignificant.
InANOVAtableitcanbewitnessedthatsumofsquarevalueat4degreeoffreedomis191.872and
thestatedpvalueislessthan0.05predictsthatthemodelisstatisticallysignificant.Fromtheabove
modelsummary,itcouldbeconcludedthatthecorrelationbetweenservicequalityandcustomer
satisfactionispositiveanditsintensityishigh.Therefore,itcouldbeinterpretedthatServicequality
hasdirectandpositiverelationshipwithcustomersatisfaction.

Table 6. Model summary of app quality
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Hypothesis - H3:Appqualitydesignand servicequalityhas significant andpositive impacton
customersatisfaction.

FromthetableitisevidentthatthevalueofRis0.770,Rsquareis0.593andadjustedRsquare
is0.586,itsignifiesthattherelationbetweenAppqualitydesignandservicequalityandcustomer
satisfactionissignificant.InANOVAtableitcanbewitnessedthatsumofsquarevalueat7degree
offreedomis194.467andthestatedpvalueislessthan0.05predictsthatthemodelisstatistically

significant.From theabovemodel summary, it couldbeconcluded that thecorrelationbetween
Appqualitydesignandservicequalityandcustomersatisfactionispositiveanditsintensityishigh.
Therefore,itcouldbeinterpretedthatAppqualitydesignandservicequalityhassignificantpositive
relationshipstoimpactoncustomersatisfactionforfooddeliveryservice.

Hypothesis - H4:Servicequalityhasindirectimpactoncustomerloyalty.

Table 7. Model summary of service quality

Table 8. Model summary of app quality design and service quality
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FromthetableitisevidentthatthevalueofRis0.214,Rsquareis0.046andadjustedRsquare
is0.035,itsignifiesthattherelationbetweenServicequalityandcustomerloyaltyissignificant.In
ANOVAtableitcanbewitnessedthatsumofsquarevalueat4degreeoffreedomis8.895andthe
statedpvalueislessthan0.05predictsthatthemodelisstatisticallysignificant.Fromtheabovemodel
summary,itcouldbeconcludedthatthecorrelationbetweenServicequalityandcustomerloyaltyis
positiveanditsintensityislow.Mostofthecustomerneedbetterservicequalitybutiftheproduct
qualityisnotuptothemarksoeveryconsumermindhaschangedi.e.itindicatesthelowrelationship.

Hypothesis - H5:Customersatisfactionhaspositiveanddirectimpactonloyalty.

FromthetableitisevidentthatthevalueofRis0.901,Rsquareis0.811andadjustedRsquareis
0.808,itsignifiesthattherelationbetweenCustomersatisfactionandcustomerloyaltyissignificant.
InANOVAtableitcanbewitnessedthatsumofsquarevalueat6degreeoffreedomis158.032
andthestatedpvalueislessthan0.05predictsthatthemodelisstatisticallysignificant.Fromthe

Table 9. Model summary of service quality indirectly impact on customer loyalty

Table 10. Model summary of customer satisfaction and loyalty
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Figure 2. Conceptual framework model

Table 11. Computation of degrees of freedom (default model)
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abovemodelsummary, itcouldbeconcluded that thecorrelationbetweenCustomersatisfaction
andcustomerloyaltyispositiveanditsintensityishigh.Therefore,itcanbepredictedthatcustomer
satisfactionhaspositiveanddirectimpactonloyaltyforfooddeliveryservice.

Result of Proposed Conceptual Framework Model
Asstatedabovethenumberofdistinctsamplemomentsare91,Degreeoffreedomis60.Inthis
case31distinctparametershavetobeestimated.ThevalueofChi-square(basedonanidentified
model)isfoundtobe115.522withaprobabilitylevelequalto.000.Itclearlyindicatesp-valuetobe
statisticallysignificance.

Convergentvalidityisaboutexplainingtheconstructconvergencethatisthistypeofvalidity
explainsthoseconstructsthatarehavingahighproportionofvarianceincommon.Discriminant
validityrepresentsthedistinctivenessthatiswhethertheconstructsthatwassupposedtobedistinct
areactuallynotrelated(Nunnally,1970).FollowingthewidelyacceptedliteraturebyFronelland
Larcker(1981)AverageVarianceExtracted(AVE)isusedtoevaluatediscriminatedvalidityincase
ofanyconstructthatexceedsthesquaredcorrelationsbetweentheconstructsalsothesquarerootof
AVEshouldbemorethanthatofthelatentvariablescorrelation.Inthestudy,convergentvalidity
isevaluatedtoexaminethedegreeofindicatorscoefficientandtheirsignificance(Andersonand
Gerbing,1988).Inthestudyimpending,allloadedobjectshavesignificantandsubstantialloading
thatisgreaterthan0.05relatedtotheconcernedconstructs.Discriminantvalidityisvindicatedby
examiningwhetherpairsofconstructsarecorrelatedlessthanunity.Basedondegreeoffreedom,Chi
squareisusedtotesttheunitybetweentheconstructs.Chisquaretestisassumedtobesignificant
atthegivenlevelofsignificance(115.522).

TheoverallconceptualframeworkmodelhasbeenestablishedwiththehelpofAMOSsoftware
and to evaluate the relationshipbetweenAppdesignqualities toServicequality and also check
substantialpositiverelationshipamidcustomersatisfactionandservicequality.Moreover,substantial
positiverelationshipsarealsoseennotonlyamidtheAppdesignqualitytoservicequalitybutalso
checktheindirectlysignificantrelationshiptothecustomerloyalty.Theanalysisoftheresultshas

Table 12. Convergent and discriminant validity
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shownintableno.10provideanoverviewofthegoodnessofmodelfit.Cronbach’salphacoefficient
ofreliabilitywasfoundtobe.872whichsatisfiesthedesiredlevelof0.7(Nunnally,1978).Itwas
observedthattheresultofoverallmodelwasexcellent.Thegoodnessoffitstatisticsforthemodelis
recordedhere:(ᵡ2/dforCMIN/df=1.925,PValueforTestofClose=0.000,GFI=0..959,AGFI
=0..937,CFI=0.984,NFI=0..967andRMSEA=0..063).Hencethemodelshowsanoverall
acceptablefit.

Nowtheregressionweightsresultshowsthatalltheindicatorsunderthelatentvariablelikeapp
designqualityaswellasservicequalityisstatisticallysignificantbutindirectlyservicequalityto
customerloyaltyhasinsignificanti.e.431whichisgreaterthanatsignificancelevelof0.05and95%
ofconfidencelevel.Thedeliverytimeactsasavitalcharacterinsatisfyingandholdingclienteles.
Timingplaysanimportantinfluenceontherelationshipamidsatisfactionandonlinestorefeatures.
Postponeddeliverypastthegeneraldrill(e.g.onehourdelivery)isoughttohaveanegativeinfluence
on satisfaction irrespective of the weather and road situations. Delivery grows into becoming a
specificallysignificantcharactertonon-store,comprisingonline,retailingwhereverthereisatime-
basedsegregationamidorderassignmentanddeliveryoforderedproduce.Customerfondnessis
thechiefinspiringaspectfortradeownerstoinvolvewithonlinedeliveryservicesastofurthermore
satisfypurchasers’demandsandneeds.

8.0 MANAGERIAL IMPLICATIONS

CustomeristheKingofeverybusinessandfoodserviceisnoexception.Inatechnologicalerainwhich
thereiscompetitionwithinserviceproviderstodeliverqualityfood,anewdimensionofthequality
appandonlinewebsiteshasposedafreshchallenge.Inordertoincreasethedistributionchannel,food
serviceprovidershavetheirownappandtheirownwebsiteapartfromlistingthemselvesintheapp
forcommonfoodserviceproviders.However,adilemmaaboutthecustomer’sexperienceandtheir
expectationneedtobeaddressed.Further,duringCOVID-19pandemicthedependenceintheseapp
andwebsitehasincreasedmanyfolds.Hence,itbecomesimportantforthefoodserviceprovidersto
understandanddeliveraspertheexpectationofthecustomersothattheydonotlackbehindothers.

Table 13. Overall model fit indices
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Thefindingofthisstudyprovidesadeepinsighttothemanagementregardingtherelationship
amidtheonlineorderingplatformandcustomersatisfaction.Thefollowingtakeawaycanbeofuse
tothemanagementofvariousfoodserviceproviders.

• Themealexperiencestartsbeforetheactualfoodservice;hence,itisimportanttheorderingthe
foodisasgoodanexperienceasconsumingthemealitself.

• Thequalitiesofimagebeinguploadedintheappassistincreatingtheimageoffooditemto
beprovided.Thisfurtherassistinorderingthatparticularfooditem.Hence,themanagement
shouldprovidetheirbestimageoffoodproductstotheapp/websitedesigner.Theyshouldhire
professionalfoodphotographertogettheimagecaptured.

• Thedescriptionof the foodproducts shouldbeprecise and accurate as it is next important
criteriaforthefoodselection.Theingredient&cookingmethodshouldfindtheplaceinthe
menudescriptionalongwiththespicesused.

• Wordofmouthhasgivenwaytowordofmouse.Hence,itbecomesimportantthattheappshould
havethefeedbacksectiontocollectthefeedbackfromcustomerabouttheirorderingexperience.
Thiswillassistincontinuouslyimprovingtheapp.

• Thereshouldbeseveralsecuredpaymentoptionsintheapp.However,thechoicetosavethe
guestpaymentdetailsshouldbewithintheguestcontrolonly.

• Theapp/websiteshouldloadeasilyandshouldhaveleastbufferingtime.Delayinloadingmay
leadtoswitchingintoanotherapp.Hugedatashouldnotbeusedandforthistheappinterface
shouldbeproperlydesigned.Differentsectionandsubsectioncanassistinensuringthatthe
appdoesnothavetoloadallthesectionatonce.

• Trustbetweentheserviceproviderandcustomerisimportantforagoodexperience.Hence,the
appshouldnotmisleadinanyform.Specially,thepricequotedshouldclearlymentionifthere

Table 14. Regression weights: (group number 1 - default model)

      Estimate S.E. C.R. P Label

CSatifaction <--- SQ .097 .046 2.131 .033  

CSatifaction <--- ADQ .285 .060 4.781 ***  

CusLoyal <--- CSatifaction .861 .047 18.296 ***  

CusLoyal <--- SQ .019 .024 .787 .431  

MOP <--- ADQ 1.000        

Safty <--- ADQ 1.269 .090 14.075 ***  

IQ <--- ADQ 1.099 .080 13.802 ***  

Res <--- SQ 1.000        

CS <--- SQ .930 .038 24.319 ***  

Del <--- SQ 1.027 .049 20.798 ***  

CSL1 <--- CSatifaction 1.000        

CSL2 <--- CSatifaction .985 .043 22.826 ***  

CSL3 <--- CSatifaction 1.039 .040 26.005 ***  

Rep <--- CusLoyal 1.000        

Anr <--- CusLoyal .927 .059 15.823 ***  

Lps <--- CusLoyal 1.098 .056 19.764 ***  

Rel <--- SQ .919 .041 22.298 ***  
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isanyadditionalapplicabletax.Withoutthatthecustomermayfeelcheated,iftheyareasked
topaymoreincaseofCashonDeliveryordersorduringonlinepayments.

CustomerSatisfactionhasgivenwaytoCustomerDelightwhichispossibleifcustomerissatisfied
fromalltheaspectoffoodservice.Hence,managementshouldensurethatnostoneisleftunturned
ingivingagoodmealexperiencetocustomers.Inthecurrentpandemicscenariowherecustomeris
unabletoreachtotheirfavouriteeatingjoints,itbecomesimportantforthesefoodserviceproviders
toreachtocustomer.Onlineserviceplatformhenceplaysanimportantroleinfoodservicedelivery.
Hence,managementshouldensurethattheseplatformsarenotonlyappealingbutalsohaveeased
touseandprovidecorrectinformationtothecustomers.

9.0 CONCLUSION

In this study, effortwasmade to recognize the crucial success featureswhich lead to loyalty in
onlineorderingsetting.Outcomeoftheanalysisshowsthatonlineservicedeliverycompanieshave
emphasizedonmoreoninformationquality,paymentsystemandsecurity/privacyofthecustomer
throughappdesign.Properandconvenientappdesignensuringthementionedfeatureswillprovide
baseonwhich long termrelationshipcanbeestablished through improvedcustomersatisfaction
whichwillleadcustomerloyalty.Theoutcomesoftheempiricalstudyoffersupportforthepositive
relationshipsofappdesignqualitywithservicequality,customersatisfactionaswellascustomer
loyalty. It is positively correlated and has strong impact. With growing economy customers are
busierthaneverbeforeandtoovercomethestressofworkloadqualityfoodservicethroughsafe
andconvenientmethodcannothavebetteroptionforenjoyment.Further,thechanginglifestyleof
eatingoutoranexperienceofdifferentfoodwithvarioustastesisincreasingbyday.Thisculture
hascreatedastrongplatformforonlinefooddeliveryserviceandscopeforhugepotentialinfuture
providedtheserviceproviderensuresall theessentialfeaturesanalyzedin thestudyareensured
byeffectiveappdesignquality.Wemoreoverdiscover,convenienceplacedasthethirdimportant
causetotheoutsourcingchoice.Thestudyhasalsocomeupwiththefactthatmanycustomersfind
convenienceas the important factor associatedwithoutsourceddelivery service as compared to
servicedeliverybytheestablishmentitself.Therestaurantssensethatonlineorderingsystemhas
modernizedCustomerRelationshipManagement(CRM)wheretheycandeliverendtoendservices
totheclientelesbeginningfromfoodorderingtoitsdelivery.Onlineorderingsystemhaslikewise
heightenedbusinesspromotionbyleapsandbounds.Todaysocialmediaistheutmostinfluential
podium and ordering system facilitates amalgamation with several social media podiums like
Instagram,Facebook,Twitter,etc.toendorseanythingandeverythingtoattractevermorecustomers.
Duringthesurveyitrevealsthatoneoftheotherfactorsi.e.,App Integration with Businessitallows
integrationwiththeGPRS/SMSremoteprinter.Thesystemisautomatedinamannerthatassoon
asorderisreceivedthereissignalabouttheorderandatthesamepointconfirmationcanbegiven
whetheritisrejectedorconfirmed.
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APPENdIX

Table 15. Demographic Data of Respondents

Gender

  Frequency % Valid %t Cumulative %

Valid

Male 291 76.6 76.6 76.6

Female 89 23.4 23.4 100.0

Total 380 100.0 100.0  

Table 16. Demographic Data of Respondents

Age

  Frequency % Valid % Cumulative %

Valid

15-25Yr. 148 38.9 38.9 38.9

25-35Yr. 189 49.7 49.7 88.7

35-45Yr. 41 10.8 10.8 99.5

Above45Yr. 2 .5 .5 100.0

Total 380 100.0 100.0  

Table 17. Demographic Data of Respondents

Income

  Frequency % Valid % Cumulative %

Valid

Lessthan40,000 202 53.2 53.2 53.2

40,000-50,000 60 15.8 15.8 68.9

50,000-60,000 75 19.7 19.7 88.7

Above60,000 43 11.3 11.3 100.0

Total 380 100.0 100.0  

Table 18. Demographic Data of Respondents

Education

  Frequency % Valid % Cumulative %

Valid

UnderGraduate 32 8.4 8.4 8.4

PostGraduate 211 55.5 55.5 63.9

Other 137 36.1 36.1 100.0

Total 380 100.0 100.0  



International Journal of Customer Relationship Marketing and Management
Volume 13 • Issue 1

23

Anand Prasad Sinha currently working is an Assistant Professor in Department of Management, BIT Mesra, Ranchi. 
He joined as a Sr. Research Associate since 2002 in Department of Management, BIT Mesra, Ranchi, assisted 
Govt Sponsored Project on Department of Scientific and Industrial Research, Ministry of HRD, Govt of India. He 
has awarded Ph.D. in management from BIT, Mesra. He has several national and international research papers 
published in reputed and indexed journals to his credit.

Praveen Srivastava is an Assistant Professor in the Department of Hotel Management & Catering Technology, 
Birla Institute of Technology, Mesra, Ranchi. He holds a Ph.D. Degree from Ranchi University and postgraduate 
degree of MBA and MA (Tourism Management) and Hotel Management Degree from IHMCTA Bhopal. He has to 
his credit more than 16 years of experience in academics and has contributed his thought and written chapters 
for books and articles in Journal of National and International repute. He is also certified Instructor by American 
Hotel & Lodging Association (AH&LA), USA. He has to his credit organization of several national and international 
seminar and workshop.

Ashok Kumar Asthana is currently working an Assistant Professor in Department of Management, Sarla Birla 
University, Ranchi, Jharkhand. He started his career as an Assistant Professor in at New Delhi Institute of 
Management, since 16 June 2008 to August 2019. Currently he is Pursing Ph.D. from ICFAI University, Ranchi. 
He has received “Chairman’s Special Appreciation Award” for Best Faculty researcher research in the Year, 2018 
and also received “Chairman’s Special Appreciation Award” for writing maximum number of research papers in the 
Year, January 2016. He has several national and international research papers published in reputed and indexed 
journals to his credit.

Sanjiv Kumar Srivastava working as Assistant Professor in the department of Hotel Management, Birla Institute 
of Technology, Ranchi. He is pursuing Ph.D form IIT (ISM Dhanbad. He has many research publication in both 
National and International journals of repute and has authored a book “An Introduction to Hotel Industry”.

Table 19. Demographic Data of Respondents

Marital Status

  Frequency % Valid % Cumulative %

Valid

Married 277 72.9 72.9 72.9

Unmarried 101 26.6 26.6 99.5

Prefernottoanswer 2 .5 .5 100.0

Total 380 100.0 100.0  

Table 20. Demographic Data of Respondents

Occupation

  Frequency % Valid % Cumulative %

Valid

Business 59 15.5 15.5 15.5

Colleges 62 16.3 16.3 31.8

PrivateJob 127 33.4 33.4 65.3

Prefernottosay 132 34.7 34.7 100.0

Total 380 100.0 100.0  


