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tartup entrepreneurs in India have access to staggering opportunities. A majority of them in the country are 

Sinformation technology (IT) service firms, followed by health care and life science-based firms, and 
agriculture and food sector firms (Dwivedi, 2019). The food-tech industry represents a fusion of food and 

technology (Gupta & Sarraf, 2019), characterized by technological development in food and related activities, 
including preparation, storage, and delivery. Startups share certain common features with each other, including 
access to insufficient resources, having to function in uncertain situations, severe time pressure, and the need for 
flexibility for venturing into rapidly growing markets (Korreck, 2019). The need for nurturing the idea, 
innovating, and venturing into potential new markets for ensuring growth and sustainability (Sharma &         
Goyal, 2020) is at the core of the constant endeavors required to be made (Jang, 2020; Raman, 2018). The 
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evolution of an online food culture indicates that life is getting busier, especially in the cities. This has led to the 
emergence of several food-tech aggregators in urban areas, including Swiggy, Zomato, FreshMenu, Faasos, 
HungerBox, Box8, and Curefit, which satiate the appetite of customers who lack the time and energy to cook at 
home or visit restaurants on a regular basis (Hasan et al., 2020). India's online food delivery business is burgeoning 
while witnessing prospective development (Ray et al., 2019). The food delivery business has excellent prospects 
as an online platform in the retail sector, next only to electronics and fashion products (Li et al., 2020). The online 
food delivery business is a promising option due to its massive size and high repeat ordering behavior, leading to 
brand creation and promoting strong long-term loyalty among customers. From the point of view of Bagla and 
Khan (2017), paucity of time to prepare food, variety of items available, and cashbacks and rewards are some of 
the core factors leading to the mass popularity of online food ordering. In addition, the high margins emanating 
from it make it a fundamentally strong business, while the absence of large multinational brands in this area 
provides the relatively smaller aggregators an opportunity to offer branded services at reasonable costs             
(Munshi, 2019). Thus, for a promising sector like the food delivery business, it becomes imperative to strategize 
and adopt strategic options for improving the performance of startup food tech platforms while taking cognizance 
of personalization, focused marketing, quality assurance, extended convenience, and value to consumers.  

This research paper is based on the empirical exploration of existing food tech platforms in India written from 
the viewpoint of their delivery staff. While several studies have been carried out in this area, most of the studies 
have limited themselves to a single city while taking on board only a couple of significant variables. None of the 
studies reviewed here have involved an assorted platter of variables included in the present study that can lead to a 
sustainable conceptual model.

The uniqueness of this research work lies in the simultaneous incorporation of different key growth drivers and 
challenges as antecedents that propose a more complete conceptualization of the strategies for improved 
performance. The paper would aid the concerned food tech sector in further developing and implementing 
strategic options for enhancing their business performance. The paper analyzes startup food tech platforms' key 
growth drivers and challenges and delineates a strategic model for ensuring improved performance. 

Review of Literature

One of the important aims of conducting the literature review for this empirical paper is to examine the antecedents 
and consequences of research activities pertaining to similar studies in the past. This review highlights the key 
growth drivers and strategies for improving the performance of startup food tech platforms and the challenges 
faced by them, as propounded below.

Key Growth Drivers

Li et al. (2020) studied the economic, social, and environmental impacts of food tech startups in India. From the 
economics point of view, food tech startups are seen to provide better job opportunities and encourage the creation 
of new business models as compared to the traditional restaurant patterns. However, this new business model may 
initially entail a lower level of job satisfaction than other business ventures. Socially, this model has a range of 
repercussions in terms of changing the human–food and human–human relationship patterns and providing 
comfort in the hectic pace of urban life, but it simultaneously signifies a threat to public health and also adversely 
impacts traffic in the urban landscape. The environmental impact of this business model is seen in the generation 
of food waste and plastic waste and an increase in the carbon footprint. Annaraud and Berezina (2020) explored the 
advocacy factors of online food delivery. They found that an increase in the daily number of orders led to large 
headroom for expanding reach and engagement. The study also found that ordering food through the online 
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delivery mode has become a habitual tendency for many customers of food tech startups. While attempting to 
understand the effect of availability and transaction reliability of the food delivery service apps, Verma (2020) 
found that positive reviews from family and friends motivated many customers to try this method of food 
purchase. Hence, food delivery applications or websites should be featured in such a way as to enable customers to 
compare and choose from a wide range of service providers and restaurants (Bajaj & Mehendale, 2016). This 
study, while using data till March 2016, examined the critical success factors and focused on the viability of the 
food-delivery business.

Currently, there is a high demand for healthy variants of food items among many customers of online food 
delivery services in India (Singh & Kaur, 2020). This study also found a set of people looking for home-cooked 
meals, thereby leading to meal subscription options. The empirical study conducted by Sivathanu (2017) in one 
city examined the impact of food marketing techniques on adolescents' food choices and showed that food 
marketing targeted at adolescents affected their food choices and influenced their health due to unhealthy food 
choices, making them vulnerable consumers.

Yeo et al. (2017) studied their sampled respondents' intentions, experiences, and attitudes toward online food 
delivery. They discovered that despite enjoying a positive reputation and popularity among their clients, many 
service providers still largely depended on restaurants for a smooth delivery experience. Besides, many of the 
respondents in this study expressed the desire to explore and try different cuisines. Tittle et al. (2020) analyzed the 
impact of service failures on the behavioral loyalty of the respondents. This is ostensibly a serious problem that 
needs to be addressed urgently by ensuring hassle-free delivery of customers' orders, leaving no room for 
confusion and misunderstandings, which emerges as a major motivating factor for startups engaged in this 
business. The research also outlined the benefits of taking orders 24/7 for the startups. Further, the availability of 
multiple payment options encourages more customers to utilize the app-based system for buying food. The 
assurance of minimum delivery time plus the offer of additional services like cash on delivery (COD) and Global 
Positioning System (GPS) to enable people to track their orders also attracts more customers to use this option 
(Gendron & Audet, 2012).

Hirschberg et al. (2016) closely examined the market for food delivery and realized that though delivery 
service providers are not involved in the preparation of food, they win the trust of people because of their service 
quality. Many customers accept the need for levying of delivery charges, and some of them buy food through the 
food apps whenever they get discount coupons. Many such customers also asserted that they never had any 
payment problems in this system (Crotts et al., 2008). Quynh (2019) studied the relationship between customer 
engagement (CE) and customer loyalty by investigating the diverse nature of the relationships among marketing 
structures and CE and suggested that the moderating influence of brand image weakened the relationship between 
the two. The importance of customer loyalty in the online environment also influences the re-ordering or 
repurchase behavior (Kurup & Jain, 2018). The study suggested some focus areas for e-marketers to remain 
competitive. 

While for the construct key growth drivers, the variables like CE, loyalty, and service quality are critical, 
however, there ought to be many more variables that can act as key growth drivers and drive the sector. Most of the 
studies have limited themselves to a single city or so. None of the studies analyzed have holistically taken an 
assorted platter of variables on board that can lead to a sustainable conceptual model.  

Challenges Facing the Food  Tech Startups

Syamala Rao and Nagaraj (2018) surveyed users of online food delivery services and identified certain challenges. 
These included lack of knowledge and proficiency of use of mobile applications for utilizing the service among 
customers, delivery time issues for clients residing in remote or difficult-to-locate areas, the tendency of this 
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service to compel certain buyers to spend more than their buying power, and the challenges associated with a 
multicultural and multi-ethnic clientele with diverse food preferences. Salamzadeh and Kesim (2015) identified 
certain other challenges — encountering a startup business, including financial problems, the need to hire efficient 
delivery staff, problems of accessing support mechanisms, and lack of understanding of critical environmental 
issues. Korreck (2019) also came across certain typical challenges that startups in the online food delivery 
business all over the world struggle with. These include the selection of the right investor, the need for raising 
sufficient funds, understanding the requirements of customers in different regions, competition from large 
corporate-funded startups that are adept in capturing a large section of the market, price sensitivity that hampers 
the creation of effective customer strategies in Indian markets, working for a startup being an unattractive career 
option for many job-seekers, the existence of a complex regulatory framework, and bureaucratic procedures.

Maimaiti et al. (2018) offered distinctive viewpoints on the opportunities and challenges of shifting from 
offline to online food purchasing habits of the Chinese, bringing to the food environment, health outcomes caused 
by related behavior change, and its broader influence on the social environment. Although these food tech 
companies have several merits, they also encounter some problems such as accountability diffusion, improper 
supervision, and poor service standards. Hasan et al. (2020), through an empirical analysis, identified the 
following challenges of the food tech startup business model in the form of online food delivery platforms: 

Ä There is very little loyalty among customers in this type of business, as different offers and food varieties 
offered by the competitors make the customers easy brand switchers. 

Ä There is no standard model for pricing this service. On entering into this business, many startups provide 
unbelievable offers and discounts, which makes the pricing model more complex and unpredictable. 

Ä On the other hand, many startups also face the dilemma of having to choose between maintaining a customer 
relationship or optimizing profits while offering delivery to a customer if the cost of delivery is not profitable. 

Ä Despite the efforts of the service providers to ensure fresh food delivery, this can never compare with the hot 
food delivered straight from the kitchen to the dining table in a restaurant. 

Ä During peak lunch or dinner times or even weekends, the large quantity of orders poses a struggle to many 
restaurants of prioritizing between walk-in customers and online delivery orders. 

Kurode et al. (2016) broadly analyzed these challenges and offered some ideas to overcome these problems. 
These are delineated below :

Ä The plan of action developed by a startup should be both sustainable and profitable rather than a unique idea 
that ends in failure during implementation. 

Ä It is critical to assess monetary requirements at a particular stage, including whether to raise capital by giving a 
portion of the proprietorship to an external investor, and the debt and equity ratio. 

Ä The startup needs to weigh the pros and cons of employing human resources with a high potential that could 
also lead to high monetary outflows in terms of remuneration, especially since such staff is often likely to switch to 
big firms with better business sustenance possibilities.  

Ä The management needs to take the crucial decision of selecting an appropriate market location, be it a single 
territory, or a state, or the whole country. 

Ä The startup must not ignore the crucial concept of marketing its service, including the costs and benefits of 
specialized advertising.  
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Ä Last but not the least, the startup has to consider the cut-throat competition that prevails in this business and 
accordingly choose the sectors and product lines that it wishes to enter. 

As is evident from the above, there are several challenges that ought to be converted to opportunities to remain 
competitive. It is also true that challenges crop up with the changing environment. Having said so, it becomes 
pertinent to identify and inclusively address the key challenges that can factor not only sustainability, trust, loyalty, 
and ensure quality assurance, besides other things. While relevant studies included above identified some such 
core issues that could be instrumental in performance disruption, it is inevitable to ascertain and recognize 
associated variables that are liable to impact the market in this sector. 

Strategies for Improved Performance

Korreck (2019) studied the present environment of startups in India and identified three goals for successful 
performance — proper identification of factors for motivating growth, listing out the challenges that disrupt them, 
and formulation of strategies that support the development of these startups. Sparta et al. (2019) developed a case 
study on Zomato to understand its operational strategy. They found that Zomato's strategy is based on their     
value-driven parameters as they keep increasing their restaurant tie-ups. Listing of a restaurant's name on the 
Zomato app certainly increases its visibility, thereby reaching wider audiences. The food app is designed in such a 
way that it facilitates easy location of restaurants as well as food choices.

Further, Zomato also incorporates a 'delight' offering as a feature of its marketing strategy to entice customers. 
Saxena (2019) empirically analyzed the business models of the Swiggy and Zomato apps in India and identified 
some pros and cons. The pros include the convenience of ordering, variety and availability of food choices, ease of 
use of the app, ease of payment, timely delivery, and regular discounts on the orders. On the other hand, some of the 
cons, as pointed out by some respondents, included the compromised quality of the food, technical glitches in 
delivery, occasional failure to satisfy customer preferences, and lack of the human touch in an online delivery 
service vis-à-vis a restaurant serving an onsite customer. Das and Ghose (2019) also analyzed the impact of food 
delivery apps on the traditional restaurant business and found that a majority of the restaurants concerned used 
third-party apps, which has a considerable impact on their business performance.  

Despite these studies, a cohesive and holistic approach to understanding the challenges and opportunities to 
lead to a sustainable strategic model has not been forestalled. Thus, based on the literature analysis, the research 
gaps observed and the research endeavors carried out to present a sustainable performance model are given below. 

Research Gaps and Problems

The successful performance of a startup food tech platform is dependent on two aspects. First, it must be able to 
serve the needs and expectations of its existing consumers. Second, the increasing number of food delivery apps 
also leads to increasing competition among them (Ray et al., 2019). In this scenario, these firms need to understand 
the challenges and opportunities for improving their performance in the Indian market (Bhotvawala et al., 2016). 
They need to realize that they can increase their market size while achieving steady performance only by 
implementing a sustainable strategic model (Meenakshi & Sinha, 2019). 

However, despite the existence of several studies on identifying the challenges, not enough empirical analyses 
have been conducted on critical issues in this domain (Gandhi et al., 2019). Further, no research has yet been done 
by collecting information from the delivery staff who work for various food tech platforms in India. The present 
study addresses these gaps by focusing on the key growth drivers and challenges faced by app-based food delivery 
firms and explores various opportunities to overcome these challenges. Simultaneously, this research attempts to 
offer a strategic model for augmenting a business's success. 
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Objectives of the Study

Keeping the above in context, the objectives of this study are to:

(1)  Understand the key growth drivers that shape the startup food tech platforms in the Indian market. 

(2) Identify the existing challenges faced by food tech startups in India with a special reference to online food 

delivery apps.

(3)  Explore opportunities for improving the performance of these online food delivery service providers. 

(4)  Frame an innovative strategic model that would lead to successful business performance. 

Research Questions

Based on the above objectives, this research seeks to answer the following research questions:

Ä RQ1 : What are the key growth drivers that shape startup food tech platforms in the Indian market?

Ä RQ2 : What are the existing challenges that lead to complications for online food delivery firms?

Ä RQ3 : What are the opportunities that can help in improving the performance of online food delivery firms?

Ä RQ4 : What are the innovative strategies that can make the food delivery business more successful?

Methodology

The study employed a cross-sectional survey research design (Coggon et al., 1997). The data for the study were 
collected by administering a fully structured questionnaire exclusively designed for this research. The survey was 
conducted among 180 delivery staff working for various online food delivery firms such as Swiggy, Zomato, 
FreshMenu, Faasos, HungerBox, Box8, and Curefit, in seven cities (Delhi, Mumbai, Kolkata, Chennai, Pune, 
Bengaluru, Hyderabad) across India in October 2020. These cities were identified based on the average monthly 
order volume. A simple random sampling method was used in this study to select these respondents (Fink, 1995). 
The research instrument consisted of questions pertaining to the demographic data of the respondents, questions 
measuring key drivers for the food tech platforms, challenges faced by the food tech platforms, and the strategies 
for overcoming these challenges. 

The study considered the validity and reliability of the research instruments and the results. The quantitative 
method was used for the analysis of the data. Descriptive analysis was used for categorical variables described in 
terms of frequencies and percentages. Thereafter, inferential analysis was done using appropriate statistical tools 
(SPSS 21).  

In all, for three constructs, that is, key growth drivers, challenges, and strategies for improved performance, 16 
variables were identified, having 57 items or statements that were worked out based on the previous research 
studies. The key growth drivers comprise of four variables, of which the first, namely, 'peer/network advocacy,' 
has three items, taken from Li et al. (2020), Annaraud and Berezina (2020), and Verma (2020), respectively. The 
second variable, that is, 'variety and flexibility,' has five items taken from Bajaj and Mehendale (2016) and Singh 
and Kaur (2020). The next variable, 'convenience,' has four items adopted from Yeo et al. (2017), Tittle et al. 
(2020), and Gendron and Audet (2012), respectively. The last variable under the key growth drivers, that is, 
'accessibility, payment, and promotions,' consists of four items developed from Hirschberg et al. (2016) and  
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Crotts et al. (2008). The second construct, that is, the challenges facing the startup food tech platforms, contains 
eight variables. Among these, the variable, 'sustaining customer loyalty,' has three statements developed from 
Korreck (2019) and Syamala Rao and Nagaraj (2018). The variable, 'price model dynamics,' has four items 
developed from Salamzadeh and Kesim (2015) and Korreck (2019). The variable, 'managing competitors,' holds 
only two items taken from Maimaiti et al. (2018) and Syamala Rao and Nagaraj (2018). The variable 'dilemma 
over logistics' contains five statements adopted from Hasan et al. (2020) and Korreck (2019). The next variable, 
'food quality consistency,' has three items adopted from Kurode et al. (2016) and Korreck (2019). The variable, 
'coping with volumes,' has three items taken from Salamzadeh and Kesim (2015) and Korreck (2019). The 
variable, 'reliability issues,' has five items adopted from Hasan et al. (2020) and Korreck (2019) ; whereas, 
'packaging' has four items taken from Korreck (2019) and Syamala Rao and Nagaraj (2018). The dependent 
variable, 'strategies for improved performance' is measured in terms of the following four sub-variables with the 
number of concomitant items for them listed in parentheses against each of them: personalization and focused 
marketing (three items); quality assurance (three items); extended convenience (three items); and value to 
consumers (three items) adopted from Korreck (2019), Sparta et al. (2019), Saxena (2020), and Das and Ghose 
(2019), respectively. 

All the constructs are measured using a 5 - point Likert scale with multiple item choices ranging from 'strongly 
disagree' to 'strongly agree.' The confirmatory factor analysis (CFA) is carried out to assess the validity of the 
survey items based on the overall fitness of the proposed model. The convergent validity and discriminant validity 
are assessed using CFA. Structural equation modeling (SEM) is used to test the hypothesized relationships 
between the latent factors. 

The conceptual model depicted in Figure 1 shows the relationship between the antecedents, namely, the key 

Figure 1. The Conceptual Model for Improved Performance of a Food  Tech Startup
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growth drivers for startup food tech platforms, the challenges faced by them, and their impact on strategic options.
      In accordance with this, the following three main hypotheses are tested :

Ä H  : There are many drivers/no key drivers that shape startup food tech platforms in the Indian market.01

Ä H  : There are four key growth drivers (Peer/ network advocacy, variety & flexibility, convenience and a1

accessibility, payment & promotions) that shape startup food tech platforms in the Indian market.

Ä H  : Food tech startups have many challenges that cannot be linked to the key growth drivers.02

Ä H  : The food tech startup has eight main challenges that can be linked to four key growth drivers.a2

Ä H  : It is not possible to construct a simple conceptual model using a variety of growth drivers and challenges as 03

variables.

Ä H  : It is possible to construct a conceptual model with key growth drivers (four variables) and challenges a3

(eight variables) as independent variables and using their relationship to arrive at strategies for improved 
performance (four dependent variables).

Analysis and Results 

This research comprises three sections of data analysis. The first section contains descriptive analysis based on the 
respondents' demographic information. The second section discusses the validity of the research variable based on 
confirmatory factor analysis. The third section, which concludes the analysis, examines the structural equation 
modeling and tests the hypothesized relationships. The three types of analyses are detailed below.

Demographic Profile of the Respondents 

The outcome of the study included 158 properly filled questionnaires. Table 1 summarizes the important 
demographic characteristics of the respondents. As shown in Table 1, among the online food delivery staff who 
responded to the survey questionnaire, 53.80% were in the age group of 21 – 30 years, 17.72% were in the age 
group of 31 – 40 years, 26.58% were between 41 – 50 years of age, and 1.90% were above 50 years old. As regards 
the organizations the respondents were working for, Swiggy employed 13.92%, 19.62% each were employees of 
Zomato and FreshMenu, respectively; 25.94% were working for Faasos, 6.96% were with HungerBox, 6.33% 
with Box8, and 6.96% were working for Curefit. As far as the locations are concerned, 14.56% were working in 

Table 1. Demographic Profile of the Respondents

Demographic Information Frequency Percentage

Age Group (in Years)

21 – 30 85 53.80

31 – 40 28 17.72

41 – 50 42 26.58

Above 50 3 1.90 

Organization

Swiggy 22 13.92
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Delhi, 15.19% in Mumbai, 13.30% in Kolkata, 18.99% in Chennai, 11.39% in Pune, 13.92% in Bengaluru, and 
12.66% in Hyderabad. 

Validity 

Confirmatory factor analysis was carried out as part of the data validity test to assess the validity of the survey 
items based on the overall fitness of the model and the construct validity (Hair et al., 2010). In other words, this 
analysis aims to determine whether the model fits the data. After the data were collected, the convergent validity 
and discriminant validity were assessed using confirmatory factor analysis (Anderson & Gerbing, 1988), the 
results of which are shown in Table 2.

Zomato 31 19.62

FreshMenu 31 19.62

Faasos 42 25.94

HungerBox 11 6.96

Box8 10 6.33

Curefit 11 6.96 

Service Location

Delhi 23 14.56

Mumbai 24 15.19

Kolkata 21 13.30

Chennai 30 18.99

Pune 18 11.39

Bengaluru 22 13.92

Hyderabad 20 12.66 

Total 158 100.0

Table 2. Results of Confirmatory Factor Analysis

Construct/Variables Chi- Square Value P - Value GFI AGFI CFI RMSR RMSEA

Strategies for Improved Performance 4.338 0.411 0.976 0.943 0.991 0.025 0.032

Sustaining Customer Loyalty 4.221 0.311 0.995 0.977 0.998 0.011 0.020

Price Model Dynamics 3.212 0.432 0.991 0.923 0.993 0.031 0.053

Managing Competitors 3.422 0.432 0.991 0.923 0.993 0.031 0.053

Dilemma Over Logistics 3.315 0.322 0.996 0.979 0.999 0.014 0.015

Food Quality Consistency 2.543 0.623 0.966 0.921 0.936 0.032 0.021

Coping with Volumes 3.126 0.168 0.997 0.967 0.991 0.025 0.058

Reliability Issues 4.654 0.074 0.991 0.956 0.966 0.021 0.072

Packaging 3.750 0.430 0.990 0.970 0.987 0.019 0.035

Key Growth Drivers 3.665 0.234 0.981 0.950 0.987 0.032 0.077

 Note : GFI = Goodness of fit index ; AGFI = Adjusted goodness of fit index ; CFI = Comparative fit index ; RMSR = Root mean square 
residuals ; RMSEA = Root mean square error of approximation.
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The results of confirmatory factor analysis reveal that all the values of chi-square, p-value, GFI, AGFI, CFI, RMR, 
and RMSEA fall within the acceptable range, which makes the model acceptable. 

Results of Structural Equation Modelling 

As per the results of structural equation modeling, the calculated p-value is 0.191, which is more than 0.05, 
indicating a good fit. Here, both the goodness of fit index (GFI) and adjusted goodness of fit index (AGFI) values 
are greater than 0.9, indicating that it is a good fit. The calculated comparative fit index (CFI) value is 0.901, which 
implies that it is a good fit, and the root mean square residuals (RMSR) value is 0.021, which is less than 0.036, and 
the root mean square error of approximation (RMSEA) value is 0.080, which is slightly higher than the expected 
value, indicating that it is acceptable.

The coefficient of key growth drivers towards sustaining customer loyalty is 0.35, representing the partial 
effect of key growth drivers towards sustaining customer loyalty, holding other variables as constant. The 
estimated positive sign implies that such an effect is positive and that sustaining customer loyalty would increase 
by 0.35 for every unit of increase in the key growth drivers, and this coefficient value is significant at the 1% level. 
The key growth drivers also correspondingly impact the other variables, that is, 'price model dynamics' by 0.17, 
'managing competitors' by 0.36, 'dilemma over logistics' by 0.17, 'food quality consistency' by 0.28, 'coping with 
volumes' by 0.19, 'reliability issues' by 0.19, and 'packaging' by 0.18. As regards the impact on the dependent 
variable, the impact of 'sustaining customer loyalty' on 'strategies for improved performance' is 0.56, which means 
that given the impact of key growth drivers on the variable 'sustaining customer loyalty,' the impact on the variable 
'strategies for improved performance' is 0.56. The impact of the other variables can also be seen in the SEM output 
diagram (Figure 2). These findings confirm that the key growth drivers should be mainly concentrated on 
sustaining customer loyalty, food quality consistency, and reliability issues to ensure better strategies for 
improved performance.

Thus, based on the above analysis and validation:

Ä H01 : The null hypothesis is rejected.

Ä Ha1 : The alternate hypothesis is accepted.

Ä H02 : The null hypothesis is rejected.

Ä Ha2 : The alternate hypothesis is accepted.

Ä H03 : The null hypothesis is rejected.

Ä Ha3 : The results of CFA reveal that all the values are within the acceptable range, which makes the model 

acceptable. Hence, the alternate hypothesis is accepted.

Managerial and Theoretical Implications 

An important contribution of this research effort is the simultaneous incorporation of the different key growth 
drivers and challenges as antecedents of strategies for improved performance. Since the challenges faced by food 
tech platforms have been studied extensively in isolation, this study proposes a more complete conceptualization 
of the 'strategies for improved performance.' Likewise, the impacts of key growth drivers on the challenges and 
subsequently on the strategies for improved performance have also been studied. The study confirms that effective 
management of challenges, especially food quality consistency and reliability issues, plays a crucial role in 
building strategies for improved performance. Thus, the paper would aid the concerned food tech sector to further 
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Figure 2. Structural Equation Modelling Output 
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develop and implement strategic options for enhancing its business performance. Table 3 lists the strategic options 
for improving the performance of startup food tech platforms based on discussions with the respondents at the end 
of the survey.

Conclusion

Consumers cannot see, touch, taste, smell, or listen to the products on an online platform. They thus assess the 
quality of the product they propose to buy by relying on the picture and the given description of the products and 
services on the web page. Hence, it is vital to provide clear and understandable information to maximize the 
customer's trust. This information should also be accompanied with a reasonable explanation to increase the 
reliability of the service and quality of the food being provided. This will help create satisfied customers, who will 
give repeated orders and also recommend the products to others. Finally, it is crucial to address other factors like 
the quality of the food,  the temperature at which it is maintained, as well as efforts to provide proper responses to 
customers' queries. This kind of comprehensive service and adherence to high product quality will enable food 
tech platforms to enhance their performance and expand their customer base across all cities in India. Thus, this 
study recommends some strategies for improving the performance of startup food tech platforms. Personalization 
and focused marketing, quality assurance, extended convenience, and value to consumers are core strategic 
options. Simultaneous incorporation of different key growth drivers and challenges as antecedents has resulted in 
proposing a more complete conceptualization of the strategies for improved performance. 

Limitations of the Study and Scope for Further Research 

As this study focuses only on startup food tech platforms, the outputs cannot be generalized for use in other 
industries, and related research pertaining to other online service providers needs to be cross-validated to the 
findings. Furthermore, the use of self-reported scales to measure both the independent and dependent variables 
may imply the possibility of a common method bias for the results. Therefore, qualitative studies may be 
considered to verify these findings amongst the same respondents (that is, delivery staff) and the managerial staff 
of delivery services and restaurants.

Table 3. Strategies for Improved Performance of Startup Food Tech Platforms

Personalization and   · Frequent buyers could be rewarded with customized offers.

Focused Marketing ·�App experience and user interface could be improved. 

 ·�User ordering patterns could be analyzed to afford personalized offers and subscriptions for frequent buyers.

Quality Assurance ·�Assurance should be given with respect to the presence of ingredients mentioned in the description. 

 ·�Environment-friendly packaging can be made mandatory for all orders.

· Thermostat bags could be used for temperature maintenance.

Extended Convenience ·�Flexible order updating option could be offered.

 · A combination of restaurants could be created on the basis of proximity for the convenience 

 of both customers as well as service providers.

·�Some 'bundles' of benefits could be offered to consumers as a part of a 'combo' deal.

Value to Consumers ·�Minimum delivery charges should be positioned appropriately.

·�Frequent buyers could be randomly offered deep discounts or free delivery.

·�Customers can be informed that the delivery fee would be the lowest at a particular time of the day. 

Source : Author's development - outcome based on discussions with the survey respondents.
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