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ABSTRACT 
The online food delivery market in India has experienced 

exponential growth over the last few years, driven by a 

combination of changing consumer lifestyles, an increasing 

demand for convenience, and rapid advancements in 

mobile technology. This sector, once relatively niche, is 

now a significant part of India’s digital economy. Among 

the leading players in this space, Zomato and Swiggy have 

emerged as the two dominant forces, each vying for 

consumer attention and market share. This study seeks to 

offer an in-depth, comparative analysis of these two 

platforms, exploring their strengths, weaknesses, and 

competitive dynamics in the context of consumer 

preferences, market performance, and financial health. 

Using secondary data sources such as industry 

reports, financial statements, and consumer surveys, 

the research delves into the key factors influencing 

consumer choices between Zomato and Swiggy. The 

study employs well-established models, including 

the Consumer Decision-Making Process and the 

Technology Acceptance Model, to assess the 

psychological and technological factors that drive 

consumer behavior. These models help identify the 

underlying motivations behind consumer 

preferences, offering valuable insights into the 

decision-making patterns that guide platform 

selection. 

The findings of this research underline the ongoing 

rivalry between the two platforms, with Zomato 

showing a strong edge in key performance metrics 

such as market share, brand recognition, and user 

base. However, Swiggy has demonstrated resilience 

and innovation in other areas, particularly in 

logistics and customer engagement, allowing it to 

remain a formidable competitor. As the market 

continues to evolve, this paper highlights the 

challenges and opportunities both platforms face in 

maintaining their leadership in an increasingly 

competitive and dynamic food delivery landscape. 

 

Keywords: Online food delivery, Zomato, Swiggy, 

Consumer preferences, Secondary data, Market 

analysis, Technology Acceptance Model. 

 

 

I. INTRODUCTION 
The online food delivery industry in India 

has seen remarkable growth in recent years, driven 

by a convergence of technological advancements, 

evolving consumer behaviors, and the growing need 

for convenience in urban life. As smartphones and 

internet access become increasingly ubiquitous, 

alongside the rise of digital payment systems, the 

Indian consumer has increasingly turned to online 

platforms to fulfil their food delivery needs. This 

digital transformation has been especially significant 

in a country where changing lifestyles, particularly 

in urban areas, have led to a greater demand for 

time-saving and hassle-free services, with online 

food delivery emerging as a preferred solution.  

Two platforms that have been at the 

forefront of this revolution are Zomato and Swiggy. 

Both have continuously adapted to the changing 

needs of Indian consumers, expanding their services 

from traditional restaurant-based deliveries to 

catering to the growing trend of quick commerce, 

which involves delivering not just food but other 

essential items within a short window of time. The 

competitive landscape between these two platforms 

is intense, with both brands innovating to maintain 

and grow their user bases while striving to dominate 

key cities across India. 

The growth of the online food delivery 

sector has also been supported by rising disposable 

incomes, increased consumer spending, and a 

growing middle class, all contributing to the 

expansion of this market. With more people 

adopting online food ordering as a regular part of 

their lives, the competition between Zomato and 

Swiggy has intensified. However, despite their 

successes, little research has been conducted to 

systematically understand the factors influencing 

consumer preferences and decisions between these 

two dominant platforms.  
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This paper aims to address this gap by 

providing a comprehensive comparative analysis of 

Zomato and Swiggy, focusing on critical metrics 

such as market share, user base, financial 

performance, and customer preferences. Through 

the use of secondary data, including industry 

reports, financial statements, and consumer surveys, 

this study will explore the dynamics at play within 

the food delivery market. By drawing on established 

theoretical frameworks such as the Consumer 

Decision-Making Process and the Technology 

Acceptance Model, the paper aims to shed light on 

the psychological, technological, and social factors 

that shape consumer choices. Ultimately, the study 

seeks to offer valuable insights for industry 

stakeholders, enabling them to better understand and 

cater to the evolving needs of the Indian food 

delivery market. 

 

Objectives 

 To compare Zomato and Swiggy in terms of 

market share, user base, and financial 

performance. 

 To identify key factors influencing consumer 

preferences between the two platforms. 

 

II. RESEARCH METHODOLOGY 
The research methodology for this study is 

based on secondary data, collected from a wide 

range of reliable and credible sources, including 

financial reports, industry publications, and 

consumer behavior studies. The use of secondary 

data provides a comprehensive perspective on the 

online food delivery market, allowing for an in-

depth analysis of market trends and a detailed 

comparison between Zomato and Swiggy. 

Secondary data analysis is particularly beneficial as 

it offers access to a broad spectrum of historical 

data, providing insights into the performance of 

these platforms over time and enabling an objective 

evaluation of their competitive positions. 

The key metrics analyzed in this study are central to 

understanding the dynamics of the online food 

delivery industry and include: 

1. Market Share: This metric involves the 

proportion of the market each company commands 

in terms of revenue and active user base. Analyzing 

market share will offer insights into each company's 

dominance and growth trajectory within the 

industry. 

2. Gross Order Value (GOV): GOV refers to the 

total monetary value of orders placed through each 

platform. By comparing the GOV of Zomato and 

Swiggy, the study aims to understand the volume of 

transactions and the revenue-generating potential of 

each platform. 

3. Monthly Transacting Users: This refers to the 

number of unique users who make at least one 

transaction per month on the platform. Monthly 

transacting users serve as a key indicator of 

customer retention and platform engagement. 

4. Year-on-Year Growth: This metric evaluates 

the annual growth rate of critical financial and 

operational figures, such as revenue, user base, and 

order volume. Year-on-year growth offers a 

perspective on how each platform has evolved over 

time and its long-term sustainability. 

5. Profitability: Profitability is assessed through 

key financial indicators, including operating profits, 

EBITDA (Earnings Before Interest, Taxes, 

Depreciation, and Amortization), and net losses or 

gains. These financial measures provide insights 

into the efficiency and financial health of each 

company, revealing how well they manage costs and 

generate profits. 

6. Quick Commerce: Both Zomato and Swiggy 

have ventured into the rapidly growing quick 

commerce segment, with Zomato acquiring Blinkit 

and Swiggy launching Instamart. This comparison 

will examine how each platform has positioned 

itself in the quick commerce space, focusing on the 

speed and efficiency of their delivery services for 

non-food items. 

The data used in this study is gathered from a 

variety of reputable platforms and sources, such as 

Cultinvestor, Snackfax, and the quarterly financial 

reports of Zomato and Swiggy, along with consumer 

behavior studies. These sources provide a well-

rounded view of the companies' performance, as 

well as insights into consumer preferences and 

behaviors. 

To analyze the data, a combination of descriptive 

and comparative analysis techniques will be used. 

Descriptive analysis will be employed to summarize 

the key statistics and trends associated with each 

metric, while comparative analysis will facilitate a 

side-by-side evaluation of Zomato and Swiggy's 

performance across various dimensions. This 

approach will help draw meaningful conclusions 

about the platforms' competitive positioning, 

strengths, and areas for improvement. Through this 

methodology, the study aims to provide a data-

driven understanding of the factors influencing 

consumer choices and the broader competitive 

landscape of the online food delivery market in 

India. 
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III. REVIEW OF LITERATURE 
A comprehensive review of existing literature 

provides valuable insights into the factors shaping 

consumer behavior and market trends in the online 

food delivery industry. As this industry continues to 

evolve, several studies have explored the key drivers 

behind consumer preferences, loyalty, and 

satisfaction, shedding light on the dynamic and 

competitive nature of platforms like Zomato and 

Swiggy. 

1) Kumar and Shah (2021) explored the 

profound impact of the COVID-19 pandemic on 

consumer behavior in the food delivery sector. Their 

research found that hygiene and safety became top 

priorities for consumers during the health crisis, 

influencing their platform choice. They highlighted 

that platforms which proactively communicated 

their hygiene measures, such as contactless delivery 

and enhanced sanitation protocols, were able to gain 

higher levels of trust and user loyalty. Their study 

underscores the significant role of trust in the food 

delivery market, particularly during uncertain times, 

and suggests that platforms focusing on consumer 

health and safety can foster long-term consumer 

relationships [4]. 

2) Mehta et al. (2020) examined the influence 

of discounts, offers, and timely deliveries on 

consumer decisions in the food delivery market. 

Their study specifically focused on urban 

millennials, who were found to be highly responsive 

to personalized discounts, reward programs, and 

offers tailored to their preferences. This research 

suggests that price sensitivity, combined with a 

desire for tailored incentives, plays a crucial role in 

shaping consumer behavior. Timely deliveries were 

also identified as a major factor, with consumers 

increasingly expecting quick and reliable service. 

Mehta et al.'s findings highlight the importance of 

personalization and promotional strategies in driving 

consumer engagement and satisfaction in the 

competitive food delivery market [5]. 

3) Choudhury and Jain (2019) provided a 

broader context for the growth of app-based food 

delivery services in India, linking the rapid adoption 

of these platforms to the increasing penetration of 

smartphones and internet access. They emphasized 

that the ease of use, accessibility, and convenience 

of food delivery apps were critical factors driving 

consumer adoption. Their research also noted that 

the user experience on mobile platforms, including 

app interface design and functionality, was integral 

to attracting and retaining customers. This study 

highlights the importance of technological 

advancements, such as mobile optimization and app 

performance, in shaping the widespread acceptance 

of food delivery services in India [6]. 

4) Rao and Patel (2022) focused on user 

loyalty in food delivery platforms, offering insights 

into the factors that contribute to higher retention 

rates. Their study concluded that a combination of 

app performance, customer service, and consistent 

order delivery were key drivers for building user 

loyalty. They argued that platforms like Zomato and 

Swiggy, which provide smooth app interfaces, 

responsive customer service, and timely deliveries, 

have a greater chance of retaining users over the 

long term. The importance of consistent and reliable 

service was also highlighted as a critical factor for 

consumer satisfaction. This research suggests that 

loyalty in the online food delivery market is not just 

about price or promotions, but about delivering a 

high-quality, seamless experience for the user [7]. 

5) Sen and Ghosh (2021) investigated user 

satisfaction in the digital food ecosystem, 

emphasizing the importance of several key features 

that influence repeat usage of food delivery 

platforms. Their study found that user interfaces that 

were intuitive, real-time order tracking, and 

personalized recommendations were crucial for 

enhancing user satisfaction and driving repeat 

business. The study indicated that consumers are 

more likely to return to platforms that offer a 

smooth, personalized experience, which includes 

tracking their orders in real time and receiving 

customized recommendations based on their past 

preferences. Sen and Ghosh’s research highlights 

how personalization and convenience are essential 

for creating a satisfying and engaging user 

experience in the competitive food delivery market 

[8]. 

 

Theoretical framework 

Together, these studies offer a 

comprehensive understanding of the diverse factors 

influencing consumer behaviour in the online food 

delivery market. Key elements such as safety, 

convenience, app performance, discounts, and 

personalized experiences are identified as significant 

drivers of consumer decision-making and loyalty. 

The rapid growth of this industry, driven by 

technological advancements and changing consumer 

expectations, underscores the need for food delivery 

platforms like Zomato and Swiggy to continuously 

innovate and adapt to maintain their competitive 

edge in an increasingly crowded market. 

To gain a deeper understanding of 

consumer behavior and preferences when choosing 

between Zomato and Swiggy, this study utilizes two 

well-established theoretical frameworks: The 
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Consumer Decision-Making Process Model and The 

Technology Acceptance Model (TAM). These 

models offer valuable insights into the 

psychological and technological factors that 

influence consumer choices in the online food 

delivery market. 

1) The Consumer Decision-Making Process 

Mode 

The Consumer Decision-Making Process Model 

suggests that consumers follow a structured series of 

stages when making purchasing decisions. This 

model breaks down the decision-making process 

into five distinct stages: problem recognition, 

information search, evaluation of alternatives, 

purchase decision, and post-purchase behavior. Each 

of these stages plays a crucial role in shaping 

consumer choices, and they can be applied directly 

to the context of food delivery services like Zomato 

and Swiggy. 

- Problem Recognition: The process begins 

when consumers recognize the need for food 

delivery, typically due to convenience, time 

constraints, or a desire for variety in their meals. In 

the context of Zomato and Swiggy, users may 

realize they are hungry, lack time to cook, or want 

to explore new dining options, prompting them to 

consider ordering food online. 

- Information Search: Once the need for food 

delivery is identified, consumers begin to search for 

available options. This search may involve looking 

up various platforms, reading online reviews, asking 

for recommendations, or browsing through the app 

stores. Consumers may also explore different 

restaurants or cuisines available through these 

platforms, evaluating their preferences. 

- Evaluation of Alternatives: At this stage, 

consumers compare alternatives based on various 

criteria. In the case of food delivery platforms, 

factors like price, delivery speed, menu variety, user 

reviews, app interface, and customer service are 

commonly evaluated. Zomato and Swiggy, as direct 

competitors, are likely to be compared against each 

other on these dimensions, and the consumers' 

personal preferences for these attributes will heavily 

influence their decision-making. 

- Purchase Decision: After evaluating 

alternatives, consumers make a purchase decision. 

This is the point where they choose between Zomato 

and Swiggy based on the factors that matter most to 

them, such as the best value for money, fastest 

delivery, or most reliable customer service. 

- Post-Purchase Behavior: After placing an 

order, consumers assess their satisfaction with the 

service. If the delivery experience meets or exceeds 

expectations, they may return to the platform for 

future orders, enhancing brand loyalty. On the other 

hand, if the experience falls short, dissatisfaction 

may lead to negative reviews or the decision to 

switch platforms. This stage is critical for building 

long-term customer retention and ensuring repeat 

business. 

This model provides a comprehensive framework 

for understanding the decision-making process of 

consumers in the online food delivery market, 

highlighting the importance of user experience and 

service quality in influencing both immediate and 

long-term consumer behavior. 

2) The Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM), 

developed by Davis (1989), is a widely used 

framework for understanding how users come to 

accept and use new technologies. According to 

TAM, the two primary factors that influence a user's 

decision to adopt a new system are perceived ease of 

use and perceived usefulness. These factors play a 

crucial role in shaping user intent to use platforms 

like Zomato and Swiggy, which rely heavily on 

technology to deliver their services. 

- Perceived Ease of Use: This refers to the 

degree to which users believe that using a particular 

system will be free of effort. For food delivery apps, 

the ease of navigation, intuitive design, and overall 

usability of the app play a major role in consumer 

adoption. A well-designed app that is easy to use, 

with clear menus and simple checkout processes, 

will likely encourage users to adopt the platform. 

Zomato and Swiggy have heavily invested in app 

interface improvements to ensure that their 

platforms are user-friendly and that users can 

quickly and easily place an order, track their 

delivery, or explore menu options. 

- Perceived Usefulness: This refers to the 

degree to which users believe that using the 

platform will improve their experience and meet 

their needs. In the case of Zomato and Swiggy, 

features such as fast delivery, wide restaurant 

variety, real-time order tracking, accurate delivery 

times, and customer support contribute to the 

perceived usefulness of these platforms. Users are 

more likely to adopt a food delivery app if they 

believe it will save them time, offer a wide range of 

dining options, or provide a seamless and 

convenient service. 

The Technology Acceptance Model helps explain 

why users are drawn to one platform over another 

based on their perceptions of how easy and 

beneficial the app is to use. 

Features like a smooth user interface, simple 

payment options, personalized recommendations, 

and efficient delivery tracking are factors that 
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enhance the perceived usefulness and ease of use, 

which in turn drive higher adoption and usage rates. 

 

 

Together, these models offer 

complementary perspectives on consumer behavior 

in the online food delivery market. The Consumer 

Decision-Making Process model provides a 

structured understanding of the steps consumers 

take when choosing between Zomato and Swiggy, 

while the Technology Acceptance Model sheds light 

on the technological features that influence users' 

decisions to adopt and engage with these platforms. 

By combining these frameworks, this study aims to 

offer a holistic view of the factors that shape 

consumer preferences, satisfaction, and loyalty in 

the competitive online food delivery industry. 

 

IV. Data analysis and discussion 
The data analysis is based on the secondary data 

collected from reliable sources. The following table 

presents key metrics for Zomato and Swiggy: 

 

 
Pie chart showing ‘Market share’ of Zomato and 

Swiggy 

     

 
Pie chart showing of ‘Quick Commerce Share’ 

Zomato and Swiggy 

 

 

Table comparing Zomato and Swiggy on different Macrices. 

V. Findings 
The data from various sources clearly indicates that 

Zomato holds a dominant position in the online food 

delivery market across several critical metrics, 

outpacing Swiggy in multiple domains. This 

competitive advantage is reflected in key areas such 

58%

42%

Market share (%)

Zomato

Swiggy

46%

25%

29%

Quick Commerce 
Share

Zomato
(Blinkit)

Swiggy
(Instamart)

Others

METRIC ZOMATO SWIGGY 

Market Share (%) 58% 42% 

Gross Order Value (GOV) ₹9,264 crore ₹6,808 crore 

Monthly Transacting Users 20.3 million 14.03 million 

Year-on-Year GOV Growth 31% 26% 

Profitability Positive EBITDA Operating at a loss 

Quick Commerce Share Blinkit: 46% Instamart: 25% 
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as market share, monthly transacting users, financial 

performance, and quick commerce operations, 

where Zomato has consistently demonstrated 

superior performance. 

1) Market Share and Monthly Transacting 

Users 

Zomato has a significantly higher market share 

compared to Swiggy, which positions it as the 

market leader in the Indian online food delivery 

space. This larger market share is indicative of a 

broader user base and greater consumer adoption of 

Zomato’s platform. Zomato’s ability to capture and 

retain a larger portion of the market can be 

attributed to several factors, including its extensive 

restaurant partnerships, diverse range of cuisines, 

and comprehensive geographic coverage. The 

company’s strong presence across metro cities and 

tier-2 towns contributes to its widespread popularity 

among consumers. 

In terms of monthly transacting users, Zomato also 

outperforms Swiggy. Monthly transacting users are 

a critical indicator of platform engagement and 

customer retention. Zomato’s higher number of 

transacting users suggests that it has a more loyal 

and active user base. The platform's ability to 

maintain consistent engagement can be linked to its 

user-centric approach, including personalized 

recommendations, loyalty programs, and a seamless 

user experience. By keeping users engaged and 

encouraging frequent use of the platform, Zomato 

has solidified its position as the preferred choice for 

a large section of the Indian population. 

2)  Financial Performance 

When it comes to financial performance, Zomato 

leads with a positive EBITDA (Earnings Before 

Interest, Taxes, Depreciation, and Amortization), 

which reflects the company’s operational efficiency 

and profitability. Zomato’s ability to achieve 

positive EBITDA indicates that it is not only able to 

generate significant revenue but also manage its 

operating costs effectively. This suggests that 

Zomato has a more sustainable business model 

compared to its competitor Swiggy, which continues 

to operate at a loss. Swiggy’s inability to achieve 

profitability is a concern, as it relies on heavy 

funding to sustain its operations and expand its 

market share. In contrast, Zomato’s financial 

performance demonstrates that it is on a path toward 

long-term sustainability and may be better 

positioned for future growth without needing to rely 

as heavily on external funding. 

3)  Quick Commerce Segment: Blinkit vs. 

Instamart 

The quick commerce segment, which focuses on the 

rapid delivery of groceries and other non-food 

items, has been a key area of expansion for both 

Zomato and Swiggy. Zomato has emerged as the 

stronger player in this space, primarily due to its 

acquisition of Blinkit, which has outpaced Swiggy’s 

Instamart in terms of growth and consumer 

adoption. Blinkit’s ability to offer ultra-fast delivery 

of groceries and other essentials has resonated well 

with consumers, particularly in urban areas where 

convenience is a major driver of consumer behavior. 

In contrast, Swiggy’s Instamart, although a 

competitor in the quick commerce space, has 

struggled to achieve the same level of market 

penetration and operational efficiency as Blinkit. 

Blinkit has capitalized on the growing demand for 

instant deliveries, expanding its network of dark 

stores (small warehouses strategically located for 

quick deliveries) and continuously improving its 

logistics to reduce delivery times. This focus on 

speed and convenience has allowed Blinkit to 

establish itself as a leader in the quick commerce 

market. 

Swiggy, while a strong player in the food delivery 

sector, has not been able to replicate the same level 

of success in the quick commerce segment, where 

Blinkit’s offering is seen as more robust and aligned 

with consumer expectations. The rapid growth of 

Blinkit has further strengthened Zomato’s 

competitive position, providing it with a diversified 

revenue stream and enhancing its brand presence 

beyond just food delivery. 

4)  Overall Competitive Advantage 

Zomato’s lead across these key metrics—market 

share, monthly transacting users, financial 

performance, and quick commerce—demonstrates 

the company’s strategic advantage over Swiggy. 

Zomato has been able to capitalize on its strong 

brand recognition, consistent service quality, and 

innovative approaches to expand its reach in the 

online food delivery and quick commerce sectors. 

Swiggy, while still a formidable competitor, faces 

challenges in its efforts to achieve profitability and 

maintain growth in the face of rising competition. 

Moreover, Zomato’s acquisition of Blinkit and its 

ability to leverage this acquisition to further enhance 

its market position highlights the company’s 

proactive strategy in adapting to consumer trends, 

such as the growing demand for rapid delivery 

services. The success of Blinkit has allowed Zomato 

to diversify its business model, enabling the 

company to tap into a new, high-growth sector that 

Swiggy is still trying to establish a foothold in. 

 

VI. CONCLUSIONS 
The comparative analysis between Zomato 

and Swiggy reveals that Zomato has firmly 
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positioned itself as the dominant player in the Indian 

online food delivery market, surpassing Swiggy in 

several critical areas. These areas include market 

share, profitability, and user base, all of which play 

significant roles in determining the overall success 

and sustainability of each platform. However, 

despite Zomato's current leadership, both platforms 

continue to adapt and innovate in order to cater to 

the changing demands of consumers, particularly in 

the fast-evolving quick commerce segment. This 

sector has become increasingly important as 

consumers demand faster and more convenient 

delivery options for not just food, but also groceries 

and other essential goods. 

1) Zomato's Dominance in Market Share and 

Profitability 

Zomato has managed to outpace Swiggy in terms of 

market share, establishing itself as the leader in 

terms of revenue generation and consumer adoption. 

This is largely attributed to Zomato’s strong brand 

recognition, strategic partnerships with a vast 

network of restaurants, and its ability to penetrate 

both metropolitan areas and smaller cities, creating a 

more inclusive and far-reaching service. Zomato’s 

market share continues to grow as it successfully 

attracts and retains users through a combination of 

competitive pricing, appealing user experiences, and 

effective marketing strategies. 

In addition to its market share, Zomato has 

also emerged as the more profitable platform, 

achieving positive EBITDA (Earnings before 

Interest, Taxes, Depreciation, and Amortization). 

This profitability is a clear indicator of Zomato’s 

efficient operational model and effective cost 

management, which have allowed the company to 

turn a profit despite the highly competitive and often 

low-margin nature of the food delivery industry. In 

contrast, Swiggy continues to operate at a loss, 

struggling to achieve profitability despite its sizable 

market share. Swiggy’s reliance on external funding 

to cover losses raises concerns about its long-term 

sustainability and its ability to compete with Zomato 

in a rapidly changing market. 

2) User Base and Consumer Preferences 

Zomato’s larger user base is another crucial factor 

that gives it a competitive edge. A higher number of 

monthly transacting users reflect Zomato’s ability to 

maintain user engagement and drive repeat business. 

This consistent user activity highlights consumer 

trust in the platform’s offerings and underscores 

Zomato’s success in building a loyal customer base. 

The company has invested heavily in features that 

cater to consumer preferences, including a user-

friendly app interface, personalized 

recommendations, and a robust loyalty program that 

incentivizes repeat usage. 

Consumer preferences play a pivotal role in shaping 

the success of both platforms, and app usability, 

pricing strategies, and service reliability are some of 

the most influential factors in determining platform 

choice. Both Zomato and Swiggy have fine-tuned 

their platforms to enhance user experience, 

incorporating real-time tracking, intuitive ordering 

systems, and smooth payment options. Pricing 

strategies such as discounts, seasonal offers, and 

bundled meal deals have been key in attracting 

price-sensitive consumers, particularly in urban 

areas where competition is fierce. Both companies 

have introduced attractive promotional campaigns to 

maintain consumer interest and drive new user 

acquisition. 

The reliability of the delivery service—ensuring that 

orders are delivered on time and in good 

condition—is also critical. Zomato’s successful 

expansion into quick commerce through its Blinkit 

service demonstrates the company’s commitment to 

diversifying its offerings and adapting to consumer 

demand for faster delivery times, not just for food 

but also for groceries and other essentials. This 

quick commerce model has allowed Zomato to tap 

into a lucrative market of consumers seeking ultra-

fast deliveries, which is a significant trend in the e-

commerce space. 

3) Innovation and Adaptation in Quick 

Commerce 

Both Zomato and Swiggy are keenly aware of the 

shifting consumer preferences and are actively 

expanding their offerings in the quick commerce 

segment. This sector, which focuses on the rapid 

delivery of groceries, snacks, and other non-food 

items, has gained considerable traction as consumers 

increasingly prioritize speed and convenience in 

their shopping experiences. Zomato's Blinkit and 

Swiggy’s Instamart are both vying for a piece of this 

growing pie. However, Zomato’s Blinkit has shown 

greater growth and adoption, providing faster 

delivery times and a wider selection of products. 

Swiggy’s Instamart, although still an important 

competitor, faces challenges in scaling its operations 

to match Blinkit's success. This competition in quick 

commerce represents a significant opportunity for 

both platforms to broaden their revenue streams and 

meet the changing needs of consumers who are 

looking for convenience beyond just food delivery. 

4) Strategic Focus for Continued 

Competitiveness 

To maintain their competitive edge in the 

increasingly crowded online food delivery space, 

both Zomato and Swiggy must continue to focus on 



 

   

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 5, Issue 2, Mar.-Apr., 2025, pp: 1440-1448                      ISSN: 3048-6874 

www.ijhssm.org 

 

 

 

| Impact Factor value 7.52 |                                   ISO 9001: 2008 Certified ‘Journal                             Page 1447 

customer satisfaction, technological advancements, 

and expansion into new market segments. 

- Customer Satisfaction: Building customer 

loyalty through positive user experiences will 

remain a cornerstone of both platforms' strategies. 

Whether through improved delivery times, better 

customer service, or personalized offerings, both 

Zomato and Swiggy must work tirelessly to ensure 

that consumers are satisfied with their services, as 

dissatisfaction can quickly lead to users switching 

platforms. 

- Technological Advancements: The 

integration of artificial intelligence, machine 

learning, and big data analytics will be crucial for 

both platforms in the coming years. These 

technologies can help improve operational 

efficiency, personalize user experiences, optimize 

delivery routes, and enhance inventory management 

for quick commerce services. Investing in 

technology will also help the platforms stay ahead 

of competitors by offering new features and 

improving the overall user experience. 

- Expansion into New Market Segments: 

Both platforms must also continue to explore and 

expand into new market segments to maintain 

growth. While food delivery and quick commerce 

are the primary drivers of revenue, exploring 

verticals such as meal kit deliveries, premium 

subscription models, and corporate catering services 

could offer significant growth opportunities. 

Additionally, expanding into underserved regions or 

international markets could provide new revenue 

streams and reduce dependence on highly 

competitive urban markets. 

In conclusion, while Zomato currently 

leads the Indian online food delivery market in 

several key metrics, both Zomato and Swiggy 

remain committed to innovation and adapting to 

evolving consumer demands. Their ability to stay 

competitive will depend on their capacity to 

continuously enhance user experience, leverage 

technological advancements, and diversify their 

service offerings. As the market continues to grow, 

both companies must remain agile, respond to 

emerging trends, and focus on providing 

unparalleled convenience, speed, and reliability to 

maintain their positions in the market. 
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