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PREFACE 

 

A professional course like Bachelors of Business Administration is incomplete 

without theoretical knowledge gained in the classroom is supported by practical 

knowledge as theories itself don’t give excellence to any field .The interval 

between theory and practical is completed by the market research report which has 

been an important part of the curriculum. The present research project report is a 

shadow of what I have learned in my final semester project report “ Study on the 

impact od advertisement on consumer behaviour” .I have tried to make my 

research as original as possible without any plagiarism. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Abstract 

 

With the appearance of online business blast in India, the Indian shopper has seen 

his life being moved by online business in pretty much every vertical from web 

based shopping to ticket appointments, medical care, and so on. One of such 

verticals is e-food industry, which has effectively used the online business stage in 

the online food survey and food requesting business. This is a vertical, which has 

acquired pretty much every eatery India under a single rooftop in the possession of 

the shopper. Presently, viewing as an incredible spot to eat, requesting food, 

holding tables, and giving positive or then again regrettable criticism for a café has 

become extremely simple and available for the purchaser. This vertical has shown 

colossal development throughout the course of recent years implying the 

undiscovered capacity. The trailblazer and head of this section in India has been 

Zomato. Zomato is a brand, which each purchaser would partner to when he thinks 

about an e-food stage. The objective of the research is to check what kind of 

impact adverrtising on the minds of the consumer. We have chosen Zomato’s 

advertising strategy for the same. We have collected data by surveying 100 people 

from Delhi NCR from different age group, professions. The findings are: It was 

observed 58% of the respondents order food atleast once a weak and Most of them 

preferred ordering food from Swiggy followed by Zomato. Respondents ordered 

from Zomato mostly once in a week. About 48% of them come across Zomato’s 

advertisement atleast once a week. Most of them see Zomato’s advertisement in 

Youtube, followed by Social media platforms. Around 58% feels that the ads are 

moderately accurate. 

 

 



 

Introduction 

 

 

The historical backdrop of food originates before the historical backdrop of progress. Agrarian 

development has been polished for north of 5,000 years. 2 million quite a while back, the 

primary tracker finders were out searching for food. What's more, today, it is the main area of the 

worldwide economy, representing generally 20% of worldwide GDP. The rise of the Internet, 

alongside the advancement of innovations, significantly affects individuals' lives from one side 

of the planet to the other. 

The ascent of virtual stores appears to have affected advertisers, as well as customers, as now 

they can purchase anything, at whenever from anyplace. Like any remaining circles, the web has 

left an immense imprint in the food business also. Feasting out with loved ones has been 

supplanted by the idea of eating-in, presently we can arrange through internet based food 

conveyance frameworks with simply a solitary tap, maybe, our food is in a real sense one tap 

away. Online food conveyance applications have upset the manner in which individuals purchase 

food in such a limited ability to focus time. The significant purposes behind their blast are the 

usability, accommodation, and the very appealing offers  that they give which cause the client to 



lean toward utilizing the application to purchase food instead of straightforwardly from the 

eatery. 

 Whenever we discuss the food business and web based business, Zomato, Swiggy and 

Foodpanda are the main food conveyance applications which have gotten pretty much every café 

India under a solitary rooftop in the possession of the purchaser. From finding an extraordinary 

spot to eat, requesting food, reserving a spot, and giving input for an eatery, everything has 

become exceptionally simple and available for the purchaser. Zomato has been the trailblazer and 

head of this portion in India. 

 Sent off in 2008, Zomato is a global eatery aggregator and food conveyance organization, 

established by Deepinder Goyal and Pankaj Chaddah. At first presented as Foodiebay, Zomato 

has developed from a Delhi based home undertaking to one of the biggest food aggregators on 

the planet. Zomato got going as a web-based eatery disclosure guide for cafés, bars, bars and 

clubs and feast outs, and presently serves in 10,000 urban areas across 36 nations having 1.2 

million famous eateries and more than 100 million clients worldwide. As an additional 

advantage, significant cafés from across the world put advertisements on the Zomato application, 

which is basically the way that Zomato brings in cash. Zomato brings in cash by advancing cafés 

on its application. Another way they bring in cash is through participation, which it offers to 

clients as gold enrollment. Zomato additionally helps cash through per-request conveyance 

commissions, so we can say that they bring in cash from each food conveyance request set by a 

shopper.  

In India, Zomato faces direct rivalry from rival Swiggy. Until 2020, it likewise had a solid rival 

as Uber Eats, which it obtained in a $206 million arrangement. Zomato partakes in a syndication 

in the food conveyance business in numerous more modest urban communities like Chandigarh, 

Mohali and Panchkula. 

 

Presented Contactless Delivery during COVID-19 pandemic 

The web-based food aggregator made numerous upgrades to its conveyance convention during 

the phenomenal pandemic. Temperatures of all conveyance valets were checked on various 

occasions a day and they needed to disinfect their hands prior to getting any request. 



 

The organization quit tolerating Cash on Delivery (COD) and urged individuals to utilize any 

sort of advanced installment technique. At the hour of the conveyance, the leader dropped clients' 

bundles outside their entryways and left rapidly to keep away from the gamble of communicating 

or getting the infection. Wearing a veil and a couple of gloves was, obviously, compulsory for all 

valets. Assuming that they neglected to do as such, clients could report them through the 

conveyance rating from the application. 

There are many purposes for the fruitful send off and development of Zomato. Here we present 

to you the most eminent ones: 

1) First-mover advantage 

India was curious about with the expressions "online food requesting" until Zomato went along. 

Hence, Zomato has consistently had the first-mover benefit to exploit. Furthermore, it did so 

successfully as well. 

2) Continuous progression of venture 

Zomato has never been shot of assets. Assuming you investigate the subsidizing timetable 

referenced above in this blog entry, you will see that Zomato has been extremely effective in 

persuading financial backers about its drawn out vision and development goals. 

3) A solid organization of eateries and conveyance valets 

Zomato has figured out how to bring the majority of the eateries and lodgings on its application, 

without hardly lifting a finger, in spite of the strong commission and advancement expense that it 

charges. A modest bunch of eating joints that are not recorded on the stage are passing up some 

great income amazing open doors. 

The web-based food requesting and conveyance organization additionally has a solid labor force 

of conveyance specialists. Therefore, Zomato has given work to lakhs of youth in the country. 

4) Aggressive Marketing 

In the present season of such serious rivalry, you need to place a ton of assets in taking the word 

out. Be it customary showcasing strategies like TV and papers, or the current procedures 



including web crawlers and online entertainment, Zomato has investigated every possibility in 

making itself an easily recognized name. 

 Purchaser conduct is affected a ton by the promoting methodologies utilized by an organization 

and it isn't required that they should be compelling constantly and that is the thing we are 

investigating here. In this paper, we might want to perceive how viable Zomato's promoting 

techniques are. We look to acquire a superior handle of the extent of these procedures' 

consequences for Indian residents' purchaser conduct through our examination. 

Understanding  Zomato's Marketing Domain  

Zomato meant to be where Foodies home base. In reality, it had rechristened itself as a Food 

Network. Allow us to investigate the brand‟s STP Analysis 

Segmenting: Under the segment division technique, Zomato focuses on the age 18-35. 

Individuals who need to eat out what's more, need to have sufficient information about the 

eateries they wish to visit. Zomato has observed a bigger objective section in the functioning 

experts who need to feast out and furthermore need to get food conveyed very close to home. 

Targeting: The primary objective client of Zomato is the adolescent who frequently needs to eat 

out with their companions and partners. It focuses on those clients who are looking to have a 

decent time with their companions and need to be guaranteed that the spot is going to worth the 

cost. It targets two sorts of clients: The principal bunch incorporates individuals who need to 

arrange their food home and the subsequent gathering incorporates individuals who like to feast 

out. In a ton of cases, these gatherings cross-over. It offers food conveyance to the individuals 

who need it conveyed as well as gives motivators to individuals to feast out through its Zomato 

Gold program. 

Positioning: Zomato has situated itself as a stage that brings cafés, providers, shoppers, food 

providers, and operations accomplices together. It means to make a reality where nitty gritty food 

utilization and taste designs across the globe are shared cleverly with the providers. Besides, with 

its web-based conveyance administration, it has cut a specialty for itself through proficient and 

compelling assistance mediums. Through the presentation of Zomato Gold, it has made feasting 

pocket cordial for its clients. 



 

Marketing strategies of zomato 

SEO Strategy of Zomato 

Web optimization system has no other option and Zomato utilizes it to the furthest reaches. As 

we have previously seen that the majority of its traffic (more than 66%) comes from look made 

on the web. Zomato cruises all over 99.44% of natural traffic and the rest comes from paid 

advertising efforts. This demonstrates that Zomato is energized by a secure SEO methodology 

alongside buckling down to the point of keeping the brand taking off in the Google natural SERP 

results. 

  

Keyword Targeted 

Zomato focuses over 900K watchwords for their SEO purposes. Focusing on these numerous 

watchwords and further enhancing them naturally consistently has a high ground in SEO, which 

is the reason it has gotten a prevailing situation in query items. 

Zomato is furnished with a gigantic index of food and eateries, and this is a help in camouflage 

for their SEO. From the names of the eateries to the names of the dish, spots, and that's just the 

beginning, everything is catchphrases that help the SEO of the brand. Indeed, even expressions 

like "cafés close to me", "bars to eat in," and so forth, additionally act as helpful long-tail 

watchwords for the brand. 

Pages on site 

Zomato is enrolled with over 6.5K eateries and each has its own pages, which are kept up with 

consistently. This shoots the absolute number of pages on Zomato to north of 54 million, which 

enjoys its own benefits for the SEO of the site. We as a whole realize that the more the pages on 

a site the more is the power of the site, and the higher the conceivable outcomes of acquiring 

significant positions on the web search tools. 

Connecting of the URLs 



Zomato supports its area authority by getting backlinks from incalculable sites that incorporate 

significant position sites including sites from .gov and .edu spaces. The site right now has 

significant position backlinks from more than 13 million spaces. 

Inward Linking 

Obviously, the normal SEO methodology is to interface explicit URLs applicable to the 

watchwords. This assists web indexes with perceiving our site pages and show applicable query 

items for the clients, which likewise latently betters the positions of the catchphrases. 

Exactly the same thing occurs with Zomato however for a bigger scope where the brand focuses 

on a mind-boggling number of catchphrases and key expressions to connect in their URLs. 

Social Media Strategy of Zomato 

The objective clients for Zomato normally range between 18-35 years, and thusly the brand must 

really buckle down in its online entertainment advertising and Zomato invests the additional 

energy on making extraordinary virtual entertainment promotions and other drawing in presents 

on stay associated. 

As the vast majority of our online entertainment stages stay loaded with images if not with 

anything more, Zomato has used the image promoting procedure effectively to its advantage. 

Zomato confides in its images such a lot of that even the brand's profile states, "Image page… 

sometimes presenting brand posts due on business group pressure." 

It posts interesting substance that entertains the crowd and drives them to arrange food 

simultaneously. 

Objective 

The objective of the research is to check what kind of impact adverrtising on the minds of the 

consumer. We have chosen Zomato’s advertising strategy for the same. 

 

 

 



Literature review 

This paper has been arranged after a thorough exploration from various articles and exploration 

pieces and by visiting a number of articles offering viewpoints on the equivalent. 

Serhat Murat Alagoz and Haluk Hekimoglu (2012) 

Decided an observable development in web based business with a comparable development in 

the web-based food industry. They utilized Innovation Acceptance Model (TAM) model to study 

the online food requesting framework. Straightforwardness and handiness of the web based 

requesting and conveyance administrations has been stressed as a central point towards the 

acknowledgment and development of these administrations and a significant justification for 

buyer inclination for these administrations. 

Harshleen Kaur Sethi (2017) 

Decided a few variables like topographical inclusion and client service to break down the 

reactions that clients generally have concerning these. This was joined by a total understanding 

of use of online entertainment actually by the brand. This was supported by a PESTLE and 

valuing methodology examination of the brand. The situating and correspondence methodology 

of the brand was related and a hole was found with regards to powerful execution. 

Anshul Sharma (2017) 

Did an extensive report on the framework of Zomato counting factors like Zomato treats, 

Zomato Gold and so on and actually related it with the deals the board methods of the brand. 

This was finished remembering deals arranging, deals documentation, mechanization and other 

key variables. The review finished up by calling attention to certain issues in the execution and 

generally speaking administration of the framework regarding enrollment and information 

verification. This was trailed by a progression of ideas and suggestions for more control. 

 

Most examinations come up short on dual viewpoint that of the brand as well as the customers. 

This has been considered in this paper by first giving a total investigation of the brand and an 

ensuing connection with customer insight. 



Methodology 

 

The philosophical basis for research is referred to as methodology. It's a logical and methodical 

framework that guides researchers' judgements. It's built on viewpoints, attitudes, and values. It 

is a set of methodologies for conducting research in a given field of study or activity, to put it 

another way. There are two types of research methods: quantitative research and qualitative 

research. 

Quantitative research is a sort of study that focuses on the quantification, collecting, and analysis 

of data. Quantitative research is the process of gathering and evaluating numerical data. 

Qualitative research is a method of acquiring non-numerical data through observation that is 

based on science. Meanings, concepts, definitions, traits, metaphors, symbols, and descriptions, 

rather than counts or measures, are the focus of this type of research. Furthermore, rather of 

determining how frequently a phenomenon occurs, this research explains why and how it occurs. 

 

TYPES OF DATA 

The data collected is divided into two categories: 

 1) primary data and  

2) secondary data.  

Primary data is information that has been obtained for the first time, usually by personal 

experiences or proof, and is specifically for the research in question. Raw data or firsthand 

information are other terms for it. 

Secondary data is information that has already been collected and documented by other 

researchers for reasons unrelated to the current research topic. It comes in the form of data 

compiled from a range of sources, including government publications, censuses, organisational 

records, manuals, scientific journals, the internet, and surveys, to name a few. 

SAMPLING PLAN 

➢ Sample size- A sample size of 100 individuals were considered. 



➢ Sample unit- People from different age group, different profession and different gender 

were taken into consideration.  

➢ Sampling Method: A simple random sampling method was adopted, in which individuals 

were chosen at random and questions were asked of them. The study was based on the 

idea that respondents will provide honest and fair replies in a practical and non-biased 

manner. 

➢ Total questions- A total of ten questions were asked to the sample size to which all of 

them responded according to their personal level of ability and interest. 

➢ Time frame- The research was carried out over the course of ten days. 

 

Both primary and secondary data were used to conduct the research and arrive at a result. A 

quantitative study was also carried out, and a questionnaire was created and distributed among a 

group of people as a source of primary data. Quantitative study was carried out in order to 

ascertain the general trends and opinions of various groups of people. 

Data was collected using both primary and secondary methods: - 

➢ Primary Data: Primary data included a questionnaire with open-ended and closed-ended 

questions to better understand what impact Zomato’s advertisement has created on them. 

➢ Secondary Data: Secondary data was gathered from company websites, blogs, the 

internet, articles and magazines. 

 

 

 

 

 

 

 



PRESENTATION OF DATA COLLECTED 

 

1.  GENDER OF RESPONDENTS 

 

Table 1: Gender of Respondents 

Gender In numbers 

Male 63 

Female 37 

Total 100 

 

 

 

FIGURE 1: Gender 
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2. OCCUPATION OF RESPONDENTS 

 

 

TABLE 2: PROFESSION OF RESPONDENTS 

PROFESSION In numbers 

Business 21 

Service  33 

Retired 4 

Student 23 

Without Occupation 19 

Total 100 

 

 

  

 

 

 FIGURE 2: PROFESSION OF RESPONDENTS 
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3. AGE GROUP 

 

TABLE 3: AGE GROUP OF RESPONDENTS 

 

Age Group Respondents (in numbers) 

Below 25 37 

25-50 44 

Above 50 19 

 Total  100 

 

 

 

 

 

FIGURE 3: AGE GROUP 
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4. Respondents were asked how often they order food online. 

  

 

Regularity  Number of respondents 

Atleast once a day 19 

Once in a week 58 

Once a month 12 

Other  11 
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5. Respondents were asked which brand do they prefer to order food 

 

Brands  Number of respondents 

Swiggy 49 

Zomato 46 

Ubereats 4 

Others  1 
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6. How often do you use Zomato? 

 

 

Usage  Respondents 

Once a day 22 

Once a week 35 

Once a month 33 

Never  10 
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7. Respondents were asked how often do they come across Zomato’s advertisement 

 

Interval of Zomato’s advertisement Respondents 

Atleast once a day 34 

Atleast once a week 48 

Atleast once a month 14 

Never 4 
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8. Where do you often across Zomato’s ad? 

 

Platforms  Respondents  

YouTube 44 

Social Media 21 

Google  12 

Others  23 
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9. How often do you find the ads are accurate? 

 

Accuracy  Respondents  

Highly Accurate 25 

Moderately Accurate 54 

Irrelevant 21 
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10. How would you rate current Zomato ads? 

 

 

Rate  Respondents 

1 15 

2 22 

3 37 

4 16 

5 10 
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ANALYSIS 

 

❖ Majority of the respondents were male that is 63% of the total respondents and the rest 37% 

were female. 

❖ Most of the respondents were from the service class (33%). 

❖ The other majority were from business background (21%) and the other few were students, 

retired people and those without occupation. 

❖ Majority of the respondents were from the age group between 25 to 50 years that makes up to 

44% of the total population.  

  

The next few questions were asked regarding online food ordering, mainly emphasizing on 

Zomato. 

 

❖ It was observed 58% of the respondents order food atleast once a week. 

❖ Most of them preferred ordering food from Swiggy followed by Zomato. 

❖ Respondents ordered from Zomato mostly once in a week. 

❖ About 48% of the respondents come across Zomato’s advertisement atleast once a week.  

❖ Most of them see Zomato’s advertisement in Youtube, followed by Soccial media platforms. 

❖ 25% of the respondents feels the ads are highly accurate, 58% feels the ads are moderately 

accurate and about 21% feels that the ads are totally irrelevant. 

❖ Most of the respondents has rated 3 to Zomato’s ads. 

 

 

 

 

 

 

 

 



Conclusion 
 

The proceeded with outcome of Zomato is a declaration to its heavenly Business technique. 

Zomato secured itself as a dependable food administration when there weren't some other food 

administrations like this accessible, making the most of the low rivalry being the principal 

mover. Because of its solid vision and results, Zomato has figured out how to get weighty 

financing for its extension. It has assembled an extremely impressive organization of Valets and 

Restaurants, figuring out how to get the most famous café on their rundown. Last yet not the 

least, Zomato has never halted forcefully showcasing itself. Television, Newspapers, Social 

Media, Search Engines-and so on and you will see a Zomato commercial there, which has 

created an impact in the minds of the consumer leading to its growth and market survival. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Limitations 
 

Due to time and resource constraints, the study is likely to have certain limitations. Some of 

these are listed below in order to put the study's findings into context. The limitations of the 

study are: 

 • The research was completed in less than eight weeks. As a result, the sample size and other 

parameters were chosen to ensure that the work was completed within the time range.  

• Because some respondents may not be interested in providing accurate information, the 

information provided by the respondents may be skewed.  

• The study is focused on some specific cities.  

• As the sample size is only 100 and it represents the whole population of the country, it may or 

may not be accurate for the whole population.  

• The responses may be biased. 
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