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ABSTRACT: 

This study explores consumer satisfaction towards food delivery apps among Generation Z in Madurai, focusing on various 
factors that influence their usage and overall satisfaction levels. With the rapid growth of online food ordering services, 
understanding the preferences, challenges, and expectations of Gen Z consumers has become essential for food delivery 
companies seeking to enhance customer experience and retain users. The primary problem addressed in this research is the 
lack of a comprehensive understanding of the satisfaction levels of Gen Z consumers using food delivery apps in Madurai. 
Despite the increasing reliance on these platforms, there is limited research on the specific factors that contribute to their 
satisfaction or dissatisfaction. This study seeks to bridge this gap by identifying key determinants that impact their experience. 
A quantitative research methodology is employed, utilizing surveys and structured questionnaire to collect data from a sample 
of Gen Z users in Madurai. Statistical analysis will be conducted to evaluate satisfaction determinants such as delivery speed, 
app usability, customer service, food quality, pricing, and promotional offers. The expected outcome of this research is to 
uncover patterns and insights that will help food delivery companies improve their services, refine their business strategies, 
and enhance customer loyalty among Gen Zusers. Additionally, this study aims to highlight areas where food delivery 
companies can innovate to meet the evolving expectations of this tech-savvy and convenience-driven demographic. 
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1.1 INTRODUCTION 

The rapid growth of mobile technology and internet 
penetration has revolutionized various industries, and the 
food delivery sector is one of the most significant 
beneficiaries of this change. Food delivery apps, such as 
Swiggy, Zomato, Uber Eats, and others, have become an 
essential part of the daily lives of millions of consumers 
worldwide, particularly among the younger generation. 
Generation Z, those born between 1997 and 2012, are 
digital natives and make up a substantial portion of the 
customer base for food delivery apps. 

In recent years, Madurai, a major city in Tamil Nadu, has 
seen a surge in the usage of food delivery platforms. The 
convenience, variety of food options, and user-friendly 
interfaces have made food delivery apps increasingly 
popular among the youth in the region. However, as 
competition between food delivery platforms intensifies, 
understanding consumer satisfaction—especially among 
Generation Z—becomes crucial for improving services, 
enhancing user experience, and sustaining business 
growth. 

This study aims to explore the level of satisfaction among  

 

Gen Z consumers in Madurai towards food delivery apps, 
identifying factors that influence their choices, 
expectations, and overall experiences. By analysing 
consumer feedback and preferences, this research will 
provide valuable insights into the strengths and 
weaknesses of these platforms, enabling providers to tailor 
their services to meet the evolving demands of the Gen Z 
demographic. 

1.2 REVIEW OF LITERATURE 

1. Ansar.Z & Jain.S (2016) - E-Commerce Growth and 
Its Impact on Online Food Ordering Services 

The research examines the role of e-commerce in the 
success of online meal delivery services, with over 400 
apps thriving in India, backed by significant venture 
capital. Thestudy also discusses the food sector’s repetitive 
nature, making it an attractive business for investors. 

2. Ayush Sing & Siddharth M. Nair (2020) - The Shift 
from Dining Out to Online Food Delivery 

This study explores the shift in consumer behaviour from 
dining out to using online food delivery systems, noting 
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how easy it is for people to order food from apps, marking 
a significant change in the food consumption trend. 

3. Brundidge &McCollough (2022) - Sustainability in 
Food Delivery Apps: The Influence of Eco-Friendly 
Practices on Gen Z Consumers 

This research explored how food delivery apps that focus 
on sustainable packaging, eco- friendly practices, and 
socially responsible behaviour resonate more with Gen Z 
consumers. 

4. Das.J (2018) - Comparing Top Food Delivery Apps: 
Zomato, Swiggy, Foodpanda, and Uber Eats 

This study analyses and compares the four leading food 
delivery apps, finding that Zomato ranks highest in 
customer satisfaction for delivery time, service quality, and 
restaurant selection, while Uber Eats is ranked lowest in 
these aspects. 

1.3 OBJECTIVE OF THE STUDY 

 To identify the various factors influencing the 
consumers to choose online services of food 
delivery apps. 

 To analyse the consumer p references among food 
delivery apps by GenZ. 

 To study the level of consumers satisfaction 
towards food delivary apps. 

 To examine the challenges faced by the Gen Z 
when ordering via food delivery apps. 

1.4 RESEARCH METHODOLOGY 

1.4.1 SAMPLE TECHNIQUE 

This study focuses on evaluating consumer satisfaction 
with food delivery apps among Gen Z consumers in 
Madurai, identifying key influencing factors such as 
pricing, service quality, and app features. Convenience 
sampling is used, targeting easily accessible Gen Z 
respondents in locations like universities and cafes, with a 
total sample size of 130. 

1.4.2 DATA COLLECTION AND SOURCE 

Data collection involves both primary and secondary 
sources, with a well-structured questionnaire using Likert 
scale and multiple-choice questions, while secondary data 
is gathered from academic literature and industry reports. 

1.5 DATA ANALYSIS 

Statistical tools applied include Garrett Ranking to 
prioritize factors based on consumer preferences, the 
Chi-Square test to analyze associations between 
categorical variables, ANOVA to compare means across 
multiple groups. The study formulates hypotheses to test 
significant relationship between gender and consumer 
satisfaction, demographics and ordering frequency, as well 
as educational qualification and influencing factors in 
using food delivery apps. 

1.5.1 GARRETT RANKING METHOD 

Customers preference to purchase in online food 
delivery apps 

Customers have reasons for continuous preference of 
online food delivery apps. There are 15 components like 
Price, Good quality, Service, Satisfaction, Time saving, 
Service, 24/7 availability, Packing and Convenience. The 
customers were asked to rank the factors which made 
them to prefer the online food delivery apps. For this 
study, 130 customers were selected, and they preferred to 
purchase through online food delivery apps. According to 
their preferences, 15 components were ranked. By using 
the Garret Ranking method the preference of customers 
are arranged in the order of priority. 

TABLE 1.1 RANKING OF CUSTOMERS PREFERENCE FOR 
ONLINE FOOD DELIVERYAPP 

No. Factors 
Garrett 

Mean Score 
Rank 

1 Price 91.97 1 

2 Time Saving 91.03 2 

3 Good Quality 89.82 3 

4 Direct delivery 89.29 4 

5 Service 88.89 5 

6 24/7 Availability 88.88 6 

7 Security 88.60 7 

8 Information 88.30 8 

9 Right Quantity 87.07 9 

10 Satisfaction 86.84 10 

11 Packing 86.79 11 

12 Convenience 86.54 12 

13 Easy Payment Option 86.43 13 

14 Navigation is easy 86.23 14 

15 Easy placing order 86.22 15 

Source: Primary Data 

From the Table 1.1, it is found that the factor “price” got 
the first rank with a mean score of 91.97 of the products 
that satisfied the customers mainly. This shows that price 
is the important factor that has convinced many customers 
and nowadays people are more conscious about “time - 
saving” and it got the second rank with a mean of 91.03. 
Customers are highly considered about “good quality” of 
their purchase and therefore it got the third rank with a 
mean score of 89.82. 24/7 availability does not affect the 
sales. The Service provided by the online sellers is also 
good which satisfies the buyers. Customers are satisfied 
with packing, convenience to purchase, easy payment 
facility, and navigation to track and easy to place the order. 

1.5.2 SATISFACTION LEVELS OF THE CONSUMERS 
USING THE ONLINE FOOD DELIVERY APP WITH 
GENDER 



Research Paper IMPACT FACTOR VALUE : 5.983 | E-ISSN NO : 2455-295X | VOLUME : 11 | ISSUE : 5 | MAY 2025 

 

 

I N T E R N A T I O N A L  E D U C A T I O N A L  S C I E N T I F I C  R E S E A R C H  J O U R N A L  

 

118 

H0: There is no significant relationship between gender 
and satisfaction levels of the consumers using the online 
food delivery app. 

The Chi-Square test is a statistical method used to 
determine whether there is a significant association 
between categorical variables. It compares the observed 
frequencies in each category of a contingency table with 
the frequencies that would be expected if there were no 
association. This analysis is particularly useful for testing 
hypotheses about relationships between variables in a 
dataset. 

The Pearson Chi-Square test evaluates the goodness of fit 
between observed and expected frequencies, whereas the 
Likelihood Ratio test assesses the same using a different 
computational approach. The Linear-by-Linear Association 
test is used to evaluate trends or associations in ordinal 
data. 

TABLE 1.2 RELATIONSHIP BETWEEN GENDER AND 
SATISFACTION LEVELS OF THE CONSUMERS USING 

THE ONLINE FOOD DELIVERY APP 

Chi-Square Tests 

 Value Df 

Asymptotic 
Significance 

(2-sided) 

Pearson Chi-Square 37.143 41 .643** 

Likelihood Ratio 43.544 41 .364 

Linear-by-Linear 

Association 
4.635 1 .031 

Non Valid Cases 130   

Source: SPSS *- Significant **-Not significant 

INTERPRETATION OF THE RESULTS 

Asymptotic Significance (p-value): 0.643 

Since the p-value (0.643) is greater than 0.05, the test 
indicates no significant association between the variables. 
The null hypothesis, assuming no relationship, cannot be 
rejected. 

The asymptotic significance, or p-value, of 0.643 indicates 
that the observed data does not provide sufficient 
evidence to reject the null hypothesis, assuming no 
association between the variables. Since the p-value is 
greater than the commonly used significance level of 0.05, 
the result is not statistically significant, meaning that any 
observed relationship between the variables is likely due 
to random chance rather than a true underlying effect. This 
high p- value suggests a 64.3% probability that the 
observed outcome could occur under the null hypothesis, 
thereby reinforcing the lack of strong evidence for an 
association. Therefore, the test fails to reject the null 
hypothesis, implying that the relationship between the 
variables, ifit exists, is not evident within the analysed 
data. It is important to note that statistical insignificance 
does not confirm the complete absence of a relationship 

but highlights that the data does not strongly support its 
existence. 

1.5.3 FACTORS INFLUENCING THE USE OF ONLINE 
FOOD DELIVERY APPS WITH EDUCATIONAL 
QUALIFICATION 

H0: There is no significant relationship between 
educational qualification and the factors influencing the 
use of online food delivery apps. 

ANOVA (Analysis of Variance) is a statistical technique 
used to determine whether there are significant 
differences between the means of three or more groups. It 
evaluates the variability within groups compared to the 
variability between groups. A one-way ANOVA is applied 
for analyzing a single independent variable with multiple 
levels. 

Between Groups represents the variation due to 
differences between the group means. Within Groups (or 
error variance) reflects the variation within individual 
groups. 

Total is the overall variability in the data. 

TABLE 1.3 EDUCATIONAL QUALIFICATION AND THE 
FACTORS INFLUENCING THE USE OF ONLINE FOOD 

DELIVERY APPS 

ANOVA 

 
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

Between 
Groups 

614.138 3 204.713 .901 .443** 

Within 
Groups 

28614.239 126 227.097   

Total 29228.377 129    

Source:SPSS*- Significant **-Not significant 

INTERPRETATION OF THE RESULTS 

The analysis evaluates the variability between groups and 
within groups to determine if there are significant 
differences in group means. The sum of squares between 
groups (SS = 614.138) reflects the variation explained by 
the differences between group means, whereas the 
within-groups sum of squares (SS =28,614.239) represents 
the variation due to individual differences within groups. 
Dividing these sums of squares by their respective degrees 
of freedom (df = 3 for between groups and df = 126 for 
within groups) yields the mean squares: 204.713 and 
227.097, respectively. The F-statistic, calculated as the 
ratio of the mean square between groups to the mean 
square within groups (F = 0.901), assesses whether the 
variability between groups is significantly larger than 
within-group variability. The resulting p-value of 0.443, 
being greater than the conventional significance level of 
0.05, indicates no significant difference between group 
means. Thus, the null hypothesis cannot be rejected, 
suggesting that the observed differences are likely due to 
random variation rather than any meaningful effect of the 
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independent variable. 

1.6 CONCLUSION 

The findings indicate that the primary customer base for 
food delivery apps consists of young, educated, and 
predominantly female students with lower income levels 
who prefer affordability, convenience, and user-friendly 
experiences. Zomato emerges as the most favored 
platform, with social media displaying key role in 
influencing choices. While Customers value factors like 
delivery speed, app design, and cash-on-delivery options, 
challenges such as high delivery charges and infrequent 
app usage highlight areas for improvement. 

To enhance customer satisfaction and increase 
engagement, food delivery services should focus on afford 
ability through student discounts, cash back offers, and 
budget-friendly meal plans. Strengthening partnerships 
with popular restaurants, optimizing delivery logistics, and 
improving digital payment incentives can further drive 
customer loyalty. Additionally, enhancing app UI/UX, 
expanding restaurant options, and leveraging targeted 
marketing strategies can solidify the app’s market 
presence. Implementing these suggestions will ensure a 
seamless and rewarding experience, encouraging higher 
usage and positive recommendations. 
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