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India’s online food ordering sector saw a strong growth rate in the number of 
daily orders, growing consistently at 15 per cent on a quarterly basis from January  to  
September last year,  according to a report   from Red Seer Consulting. There is a need 
to identify risk factors and attitude of customers in using food ordering apps. The aim 
for this study is to identify whether the perception impact the Engagement of 
Customers in using food ordering apps. Descriptive research approach is used to assess 
the opinion of the customers and how they perceive in using the app and how these 
perceptions motivate the customers to engage in using the food ordering app. A 
structured questionnaire with 6 constructs – 3 measuring customer perception and 3 
measuring Customer Engagement was designed with close-ended questions and the 
survey was conducted in different areas of Coimbatore. The total respondents of 193 
were recorded using questionnaire and Google forms using Convenience sampling. To 
attain the specific objective, T- TEST, ANOVA were used and suitable hypothesis 
formulated. According to results there is a difference in Customer Perception and 
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Engagement. It has been  found that there is an association between Customer 
Perception on online food ordering app and Customer Engagement. Keywords: Customer Engagement- Customer Perceived Perception - T - Test - 
ANOVA   I. INTRODUCTION 

India’s online food ordering sector saw a strong growth rate in the number of 
daily orders, growing consistently at 15 per cent on a quarterly basis from January to 
September last year, according to a report from Red Seer Consulting. The growth has 
resulted in the number of orders on a daily basis clocking an average of 400,000 during 
the September quarter. It has also meant players, including Swiggy, Zomato and 
Foodpanda, are investing in in-sourcing deliveries. The market for online food delivery 
is mainly driven by rising disposable income, changing demographics, increasing 
penetration of internet & smart- phones, favorable lifestyle changes, consumption 
levels, a greater share of women in the workforce, aggressive marketing strategies 
adopted by food startups and the convenience of ordering is increasing significantly 
which led to the growth of the market. Apart from the advantages some of the 
challenges include unpredictable demand patterns, inability to influence external 
circumstances (traffic, weather & changing demand on a daily basis), high delivery cost, 
highly concentrated peaks in ordering during meal-times, limited delivery times and 
kitchen operation setc.  Market Size in Coimbatore 

Let us consider the city of Coimbatore, Tamil Nadu, India for our calculation. 
Coimbatore has a total population of 10,50,721 people, then approximately it will be 
about 2,62,681 households. Considering 30% of the population come under 
affordable/willing category a little larger than the national average, we get 78,804 
households. Eliminating various constraints such as Restaurants, Traditional Hotels, 
Various other conventional competitions it would be like 60% of the households who 
will be willing. Then we get  47,282 households. Considering on average they order 
once a month for average of Rs.1,750 then, The market size would be 5,67,384 
deliveries a year, that's 1,554 deliveries perday. II. LITERATURE REVIEW Customer Engagement 

Customer engagement has been predicted to be among the top priorities for 
firms (Verhoef, Reinartz, & Krafft, 2010). Patterson, Yu, and Ruyter (2006) defined it 
as the level of customer’s cognitive, physical, and emotional presence in a firm. It was 
also defined as the intensity of personal involvement and connection with the company 
offerings (Ashley et al., 2011; Vivek et al., 2012). 
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Absorption 
Dimension of engagement, absorption, is characterized by being fully 

concentrated and happily engrossed in one’s work, whereby time passes quickly and 
one feels carried away” ( Schaufeli et al. 2002, p.465). 
 Enthusiasm 

The first aspect of the affective dimension is enthusiasm. Enthusiasm 
represents an individual’s strong level of excitement and interest regarding the 
engagement partner (Vivek et al., 2014), and several researchers have found enthusiasm 
to represent a positive affective engagement state in both employee and consumer 
engagement literature.  Attention 

Attention is the first aspect of the cognitive dimension of engagement. In the 
context of work, attention has been found to be an important dimension of employee 
engagement whereby the employee focuses and is mentally preoccupied with work 
(Rothbard, 2001). 
 Customer's Perceived perception 

Customers are not able to judge service quality before the service is 
performed. In such cases, image can influence norm development as well as the 
customer expectations (Oliver, 1997). Image is described as the "overall impression" 
left on the minds of customers, a "gestalt", and an "idiosyncratic cognitive 
configuration" (Mazursky and Jacoby, 1986).  Perceived Attitude 

According to Anh Kim Dang, Bach Xuan Tran, assess food information and 
consumers’ behaviors towards food product selections purchased via the Internet. The 
majority of participants reported a positive attitude towards using the Internet in 
seeking foodservices. 
 Perceived Risk 

One of the key elements of consumer behavior that has been found to be 
prevalent in most purchase decisions, and even more so in the online shopping 
context, is risk (Pappas, 2016).  Perceived Value 

Perceived value is seen as the “process by which an individual, receives, 
selects, organizes, and interprets information to create a meaningful picture of the 
environment”, as researched by Prebensen et al.(2013). 
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III. OBJECTIVES OF THE STUDY 
� To study if the Customer engagement, Perceived perceptions like Perceived 

attitude, Perceived risk and Perceived value vary across Age of respondents in 
using online food orderingapp. 

� To study if the Customer engagement, Perceived perceptions like Perceived 
attitude, Perceived risk and Perceived value vary across Age of respondents in 
using online food orderingapp. Scope of the study 
The main aim of the study is to identify whether the customer's perceived 

perceptions impact their engagement in using online food ordering apps. The areas like 
the customer's perception towards attitude, risk and value in using food ordering apps 
is researched briefly  in context with customer engagement. Research Design 

We employed a Descriptive research approach which focuses on how 
customer’s engagement in using food ordering app is based on customer’s perceived 
perception such as attitude, risk and value. This helps to assess the opinion of the 
customers and how they perceive and engage in using the online food ordering app. Primary Data source 

This Primary data source is gathered using a questionnaire which includes 
various constructs of customer's perceived perceptions and customer's engagement in 
using online food ordering apps and demographic profile of customers across various 
constructs like Name, Age, Gender, Education, Occupation, Family monthly income 
and Pocket money per month if student.  Secondary Data source 

Various research papers such as [ Laurence Dessart, Consumer Engagement in 
Online Brand Communities, Shiri d. Vivek, a scale of consumer engagement, Anh Kim 
Dang, Bach Xuan Tran, Consumer Preference and Attitude Regarding Online Food 
Products in Hanoi, Vietnam] on customer's perceived perception and customer 
engagement in using online food ordering apps has been taken into consideration.  Sampling method 

A structured questionnaire was designed with close-ended and open-ended 
questions. It was designed in such a manner so that it caters all the areas of study. The 
survey was conducted in different areas of Coimbatore. As the population was small & 
homogeneous, all subsets of the frame are given an equal probability. Thus non-
probability sampling method, convenience sampling was used. The population consists 
of the students, self-employed, homemaker, private company employee and business 
owners of different areas in Coimbatore. For all variables used in the study, multi-item 
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scales (5-point, Likerttype) ranging from strongly agree (5) to strongly disagree (1) are 
used. Hypothesis formulated 

Ha: There is a significant difference in the constructs like Customer 
Engagement and Perceived Perceptions in using online food ordering app with respect 
to male and female customers. 
Ha: There is a significant difference in the constructs like Customer Engagement and 
Perceived Perceptions in using online food ordering app with respect to age of the 
customers. Analysis Testing For Differences In Customer's Engagement And Perceived Perceptions In Using Online Food Ordering App Based On Gender 

To study whether the app users have same perceptions, an independent T-test 
was carried out. T-test was used to test the difference in the sub-constructs between 
the genders (male or female) of the employees. The hypothesis formulated is as 
follows: 

H0: There is no significant difference in the mean scores of the constructs 
Customer engagement dimensions such as Absorption, Enthusiasm, Attention and 
Perceived perceptions of customer's perceived attitude, perceived risk and perceived 
value in using online food ordering app with respect to male and female.  Table No 1  T-Test- Testing for difference in the perspectives between male and female employees with reference to the constructs of Customer Engagement and Perceived perception  S. No Construct Gender Mean F Sig T Sig ( 2 Tailed) H0(1) Accepted Or Rejected  

1 Absorption 
M 2.9183 

.062 .803
-.756 .451 

ACCEPTED 
F 2.9890 -.758 .449  

2 Enthusiasm
M 3.1922 

.757 .385
.008 .994 

ACCEPTED 
F 3.1912 .007 .994  

3 Attention 
M 3.0907 

.040 .843
.301 .764 

ACCEPTED 
F 3.0577 .302 .763  

4 
Perceived 
Attitude 

M 3.9314 
.000 .987

.531 .596 
ACCEPTED 

F 3.8891 .529 .597  
5 

Perceived 
Risk 

M 3.0650 
1.377 .242

-1.384 .168 
ACCEPTED 

F 3.2170 -1.396 .164  
6 

Perceived 
Value 

M 3.6814 
.031 .861

-.710 .478 
ACCEPTED 

F 3.7418 -.712 .477 
 M- Male F- Female 
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From Table 1, there is no significant difference between the perspective of 
male and female with respect to the constructs Customer's Engagement and 
Customer's Perceived Perceptions in using online food ordering app. This implies that 
both male and female counterparts give equal importance to absorption, enthusiasm, 
attention, perceived attitude, perceived risk and perceived value in using online food 
ordering app, however the mean scores for female respondents were similar to their 
male counterparts. 
 Test for Homogeneity Across age of Respondents 

The sample under this study is divided into five groups, namely below 20 years 
old, 20- 30 years old, 30-40 years old, 40-50 years old, 50- 60 years old and 60 years & 
above. The constructs are Customer's Engagement (Absorption, Enthusiasm, 
Attention), Customer's Perceived Perceptions (Perceived attitude, Perceived risk, 
Perceived value). Existence of Homogeneity in the perception of respondents with 
respect to the two above-stated constructs was tested across the six age groups of the 
sample respondents. The hypothesis is as below. 

H0 - There is homogeneity in Customer's Engagement and Customer's 
Perceived Perception across different levels of age group of people using online food 
ordering app. The results of ANOVA are as follows: 
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Table No 2  Test for homogeneity across age of  respondents and various  constructs 
  Descriptive Statistics Results of Anova S. No Construct Levels of Age Mean Between/ Within Group Sum of Squares  Df Mean Square F Sig 
1 Absorption 

Less than 20 
years 2.9912 

BW  
2.485 

 
5 

 
0.497 

1.19 0.031620 - 30 years 3.0208 
30 - 40 years 2.9063     
40 -50 years 2.7569 

WG 78.119 187 0.418 
50 - 60 years 2.5417 
Above 60 years 2.5833     

2 Enthusiasm 

Less than 20 
years 3.4105 

BW  
3.094 

 
5 

 
0.619 

0.807 0.546 20 - 30 years 3.1446 
30 - 40 years 3.2625     
40 -50 years 3.2333 

WG 143.373 187 0.767 
50 - 60 years 2.5500 
Above 60 years 3.4000     

3 Attention 

Less than 20 
years 3.0658 

BW  
1.294 

 
5 0.259 

0.444 0.817 20 - 30 years 3.0982 
30 - 40 years 3.1484     
40 -50 years 2.9375 

WG 108.992 187 0.583 
50 - 60 years 2.6875 
Above 60 years 3.1250     

4 Perceived 
Attitude 

Less than 20 
years 4.0048  

BW 
 

2.303 
 
5 

 
0.461 

1.538 0.18 20 - 30 years 3.8742 
30 - 40 years 3.8977     
40 -50 years 4.0909 

WG 56.002 187 0.299 
50 - 60 years 3.9318 
Above 60 years 3.1364     

5 Perceived Risk 

Less than 20 
years 3.1842  

BW 
 

0.5 
 
5 

 
0.1 

0.168 0.974 20 - 30 years 3.1362 
30 - 40 years 3.0703     
40 -50 years 3.1719 

WG 111.537 187 0.596 
50 - 60 years 3.0625 
Above 60 years 3.5000     

6 Perceived 
Value 

Less than 20 
years 4.0105 BW 3.428 5 0.686 

2.03 0.076 
20 - 30 years 3.6420 
30 - 40 years 3.7219     
40 -50 years 3.8250 WG 63.163 187 0.338 
50 - 60 years 3.7250 
Above 60 years 3.0500     
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Table 2 shows that there exists a homogeneity and there is no significant 
difference in Customer's Engagement (Enthusiasm and Attention) and Perceived 
Perceptions (Perceived attitude, Perceived risk, Perceived value) in using online food 
ordering apps by the respondents of different age levels. However, there is a significant 
difference in Customer's Engagement (Absorption) by the respondents of different age 
levels. This is mainly absorbed because the number of respondents below 30 years is 
around 163 and above 30 years is only 30 respondents. There is a difference among the 
age group of the people in absorption level and the interest they show towards using 
online food deliver yapps. Results and findings 
� The analysis is done using 193 respondents across different regions of 

Coimbatore. 
� It is found that there is no significant difference in gender (Male/Female) of the 

customer’s perception towards their Engagement in using online food 
orderingapp. 

� There is no homogeneity in Perceived perception and the Customer engagement 
(Absorption) across the different levels of Age of the customers using online 
food orderingapp. 

� It’s clear that there is an association among the Customer’s Perceived 
Perceptions and Engagement in using online food ordering app. The difference 
in perceptions level of the customers affects their engagement in using online 
food ordering app with respect to age and gender.  IV. REFERENCES 
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