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ABSTRACT  

India's online food delivery market has witnessed rapid growth due to urbanization, busy lifestyles, and technological progre ss, with Swiggy, founded in 2014, 

emerging as a key player. This report evaluates Swiggy’s marketing strategies and their impact on customer behavior, satisfaction, and brand loyalty by analyzing 

promotional efforts, user demographics, service usage, and competitive positioning. The literature review shows that Swiggy appeals to a young, urban 

demographic—primarily students—due to its convenience, fast delivery, and wide food variety, while its use of digital marketing through push notifications and 

social media boosts engagement. A survey of 70 users confirms that convenience, discounts, and food options drive usage, especially during dinner and late-night 

hours, with promotions playing a major role in encouraging repeat orders; however, low participation in loyalty programs highlights a gap. Despite its strengths, 

Swiggy trails Zomato in brand recognition, reach, and service diversification, with Zomato Gold and broader campaigns giving it a competitive edge. The report 

recommends that Swiggy expand to Tier 2 and Tier 3 cities, strengthen its brand identity, promote Instamart more effectively, revamp its loyalty programs, enhance 

personalization, refine push notifications, and improve customer support to boost engagement, satisfaction, and market share in the evolving food delivery 

landscape. 

INTRODUCTION 

India’s online food delivery market has expanded significantly over the past decade, driven by changing consumer preferences, greater internet 

accessibility, and the growing need for convenience. As urban lifestyles become busier, many consumers now prefer ordering food online rather than 

dining out, making food delivery platforms an essential part of daily life. 

Swiggy, launched in 2014 and headquartered in Bengaluru, has quickly established itself as a major player in this sector.  

Known for its customer-first approach, efficient delivery system, and use of technology. 

Swiggy offers services like real-time tracking, quick deliveries, and added features such as Swiggy Instamart and Swiggy Genie to meet a wide range of 

customer needs. 

This research report focuses on analyzing Swiggy’s marketing strategies and their influence on consumer behavior, satisfaction,  

and brand loyalty. By examining its promotional offers, loyalty programs, social media activities, and personalized communication through push 

notifications, the study aims to understand how Swiggy engages users and maintains its competitive edge. The goal is to identify key strengths and areas 

for improvement as the company continues to grow in a fast-evolving digital marketplace. 

 

2. LITERATURE REVIEW 

Research by Madhuritha and Nedumaran (2024) identifies convenience, pricing, and service quality as critical factors shaping consumer preferences in 

the online food delivery market. Their study reveals that Swiggy’s primary users are young adults aged 21 -30, predominantly students and employed 

individuals living in urban areas. These users value time-saving solutions and often place orders during dinner hours, reflecting a preference for ease of 

use and accessibility. 

Hitesh Bhasin (2023) examines Swiggy’s marketing strategy, highlighting its strong emphasis on personalized marketing and data analytics to target 

younger, urban consumers seeking convenience. Swiggy’s competitive advantage lies in its efficient logistics network, ensuring rapid deliveries, and its 

expansion into hyperlocal services such as Instamart. Strategic partnerships with popular brands and influencer marketing campaigns have further 

strengthened Swiggy’s brand presence and appeal among diverse customer segments.  

The SWOT analysis conducted by Dsouza and Bhat underscores Swiggy’s focus on enhancing customer experience and reducing delivery times as key 

contributors to its growth. Their study notes significant increases in revenue and customer base since Swiggy’s inception, driven by its user-friendly  

platform and consistent efforts to improve service quality. These strengths position Swiggy as a strong contender in India’s competitive food delivery 

market. 

Gupta and Sharma (2023) explore the role of social media marketing in augmenting Swiggy’s visibility and customer engagement. They advocate for 

social listening—monitoring and responding to customer feedback on social platforms—as a vital strategy to build stronger relationships and foster 

loyalty. Their research highlights that creating engaging content tailored to Swiggy’s audience, managing negative feedback effectively, and maintaining 

active customer communication are essential for sustaining brand reputation and expanding the user base in a digital-first market. 

http://www.ijrpr.com/
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3.OBJECTIVE 

The key objectives of this study are as follows: 

 To evaluate Swiggy's current marketing strategies, focusing on loyalty programs, discounts, and promotional campaigns and their role in 

enhancing customer retention. 

 To study the behavior, interests, and purchasing habits of Swiggy users, with attention to convenience, affordability, and delivery time. 

 To identify the core factors affecting client satisfaction and long-term engagement, particularly service quality, delivery efficiency, and 

personalized support. 

METHODOLOGY 

This research aims to evaluate the impact of Swiggy’s marketing strategies—such as promotional offers, loyalty programs. 

And personalized digital engagement—on consumer behavior, satisfaction, and brand loyalty. It is a systematic investigation that begins with identifying 

the research problem, forming hypotheses, collecting and analyzing data, and concluding with meaningful recommendations. The study uses a 

combination of both primary and secondary data to ensure a comprehensive understanding of Swiggy’s performance in the competi tive online food 

delivery market. 

The research follows both applied and descriptive approaches. It is applied in nature as it seeks to address practical challenges related to Swiggy’s 

customer engagement and retention efforts. At the same time, it is descriptive because it aims to observe and analyze user behavior, marketing 

effectiveness, and customer preferences using both qualitative and quantitative data. This dual approach helps in accurately capturing user trends and the 

effectiveness of Swiggy’s current strategies. 

Primary data was collected through a structured Google Form, which was distributed among a diverse group of Swiggy users, including students, 

professionals, and regular online food consumers. The sample size was limited to 70 respondents due to accessibility and practical constraints. The 

questionnaire focused on several key aspects such as frequency of orders, preference for discounts, participation in loyalty programs, customer service 

satisfaction, and the influence of push notifications on order decisions. 

In addition to survey responses, secondary data was gathered from reliable sources such as Swiggy’s official website, industry reports, blogs, academic 

research papers, and online databases.  

These sources provided insights into Swiggy’s overall marketing evolution, brand strategies, consumer demographics, and market performance. 

Information related to competitors like Zomato was also reviewed to position Swiggy’s strategies in a broader context.  

The research design integrates both primary and secondary data into a mixed-method framework. Data was analyzed using descriptive statistics and 

thematic interpretation to identify consumer trends, satisfaction levels, and gaps in Swiggy’s marketing approach. Ethical considerations were observed 

throughout the study by maintaining participant confidentiality and ensuring informed consent. This methodology supports the goal of offering strategic 

insights to enhance Swiggy’s customer experience and strengthen its position in India’s online food delivery landscape. 

DATA COLLECTION  

The survey of 70 respondents revealed key insights into Swiggy’s user demographics and behavior. Most users (55.7%) are aged 18–24, and a majority 

(53.5%) are students, highlighting Swiggy’s popularity among young, urban individuals. Around 59.4% of users reside in metro cities, reinforcing the 

platform’s urban-centric appeal. 

Usage patterns show that 36.6% of users order once a week, with peak activity during the night (39.4%). The top reason for using Swiggy is convenience 

(40%), followed by food variety and discounts. Dinner is the most ordered meal (70%), and food deliver  

 remains the main feature over Swiggy Instamart. 

Marketing effectiveness is evident, as 65.7% of users are likely to use promo codes, and 58% confirm promotions influence their orders. In-app 

notifications (41.4%) and social media (31.4%) are key communication channels. However, loyalty program participation is low (45.7% said no), 

indicating an area for improvement. 

Customer satisfaction is generally high (68.6% rated 4 or 5), though customer service ratings were mixed. Discounts, food quality, and restaurant variety 

are primary factors for continued use. Personalization and push notifications are moderately valued, and 71.4% of users would  recommend Swiggy, 

reflecting strong brand loyalty. 

FINDINGS 

Marketing Strategy  

 Impact: Promotions and discounts significantly boost customer engagement. Loyalty programs, however, show low participation and need 

better visibility and benefits. 

Consumer Behavior: 

 User preferences are strongly driven by convenience, pricing, and food variety, confirming their importance in purchasing decisions. 

 Client Retention Factors: Delivery speed, service quality, and customer support influence satisfaction. While most users are content, 

improvements in support and personalization can enhance retention. 



International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025) Page – 11075-11078                         11077 

 

SWOT ANALYSIS 

Strengths 

 Strong brand presence in the Indian food delivery market 

 Broad network of restaurant partnerships 

 User-friendly and efficient app interface 

Weaknesses 

 Heavy dependence on discounts and offers to retain users 

 Limited presence in rural and Tier 3 areas 

 Occasional issues with delivery delays or errors 

Opportunities 

 Potential for expansion into Tier 2 and Tier 3 cities 

 Scope for highly personalized offers through AI and data analytics 

 Growing demand for hyperlocal services and quick commerce 

Threats 

 Intense competition from Zomato, Dunzo, and emerging platforms 

 Regulatory changes and labor-related challenges in the gig economy 

 Rising customer expectations around service speed and quality 

RECOMMANDATIONS 

To expand its reach and compete more effectively with rivals like Zomato, Swiggy should focus on penetrating Tier 2 and Tier 3 cities, where the market 

remains underutilized. Strengthening its brand identity through influencer marketing, engaging digital campaigns, and relatable storytelling can help  

improve brand recall and build trust among new users.  

Additionally, Swiggy should increase awareness and adoption of Swiggy Instamart by offering bundled discounts and improving in-app visibility to 

encourage cross-platform usage. 

Survey results also highlight areas for internal improvement. Swiggy's loyalty program currently sees low participation, indicating the need for a 

redesigned system that offers compelling benefits such as exclusive deals and free deliveries. Personalization features should also be enhanced by using 

user data to suggest relevant meals based on order history and preferences. Furthermore, optimizing push notifications by making them timely, 

customizable, and non-intrusive can improve user engagement without causing fatigue. 

Finally, Swiggy can capitalize on peak usage periods—especially dinner and late-night hours—by offering targeted promotions and faster deliveries 

during those times. Upgrading customer support with quicker response times, real-time chat assistance, and 24/7 availability will also significantly 

improve the overall user experience and help retain loyal customers. 

CONCLUSION 

Swiggy has firmly established itself as a top player in India’s online food delivery market by leveraging its strengths in logistics, technology, and user 

experience. The platform primarily attracts young, urban users—especially students—who value convenience, food variety, and quick service. Marketing 

strategies such as discounts, push notifications, and targeted promotions have proven effective in driving engagement. However, areas like customer 

support and loyalty programs show room for  

improvement and should be prioritized for long-term retention. 

Compared to Zomato, Swiggy’s reach is more limited, with Zomato benefiting from wider geographical coverage and a more aggressive brand presence. 

To bridge this gap, Swiggy should expand into Tier 2 and Tier 3 cities, enhance its brand identity, and actively promote services like Instamart. Strategic 

improvements in personalization, loyalty offerings, and customer service—especially during peak hours—will help Swiggy grow its user base, boost 

satisfaction, and maintain a competitive edge. By aligning its offerings with customer expectations and addressing current ga ps, Swiggy can further 

strengthen its leadership in the dynamic food delivery landscape. 

Furthermore, Swiggy’s future growth will depend on its ability to innovate and adapt to evolving consumer needs. With increasing competition in the 

online delivery space, the company must invest in data-driven insights to personalize user experiences, introduce flexible pricing models, and explore 

partnerships that enhance value for customers. By continuously refining its digital engagement strategies and optimizing operations, Swiggy can not only 

retain its loyal customer base but also attract new users, ensuring sustained success in India’s fast-growing food delivery ecosystem. 

 

 



International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025) Page – 11075-11078                         11078 

 

REFERENCES 

1. Madhuritha, M. and Nedumaran, G. (2024) ‘Behavior Analysis Among Swiggy Users: Insights and Trends’.  

2. Bhasin, H. (2023) ‘Marketing Strategy of Swiggy – Swiggy Marketing Strategy’. 

3. Frederick, D.P. and Bhat, G. (2020) ‘SWOT Analysis of Swiggy - An Online Food Deliverer’. 

4. Gupta, S.K. and Sharma, R.K. 'A Framework to Effectively Use Social Media as a Marketing Strategy for Swiggy'.  

5. Swiggy. (n.d.). Official Website. Retrieved from https://www.swiggy.com 

6. Business Standard. (2023). Swiggy vs Zomato: Market Trends and Growth Strategies. Retrieved from https://www.business-standard.com/ 

7. Statista. (2024). Online Food Delivery in India - Statistics & Facts. Retrieved from https://www.statista.com/ 

8. Economic Times. (2024). How Swiggy Is Competing in India’s Hyperlocal Market. Retrieved from https://economictimes.indiatimes.com/ 

https://www.swiggy.com/
https://www.business-standard.com/
https://www.statista.com/
https://economictimes.indiatimes.com/

