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Abstract: The rise of food delivery platforms has revolutionized consumer behavior, with social media 

and online reviews playing a crucial role in shaping preferences. This study explores how digital 

interactions, including social media engagement, influencer recommendations, and user-generated 

reviews, impact consumer decision-making. Consumers increasingly rely on peer reviews, star ratings, 

and brand presence on platforms like Instagram, Facebook, and Twitter to assess service quality, menu 

variety, and delivery efficiency. Positive online feedback enhances trust and brand loyalty, while negative 

reviews can deter potential customers. Additionally, promotional campaigns, sponsored content, and 

interactive engagement influence purchasing choices. The study highlights that transparency, 

responsiveness to customer feedback, and social media marketing strategies significantly affect consumer 

trust and preference. Understanding these dynamics is essential for food delivery services to optimize 

their digital presence and improve customer satisfaction. This research provides insights into leveraging 

social media and reviews to drive customer engagement and business growth. 
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I. INTRODUCTION 

The rapid expansion of food delivery platforms has transformed the way consumers access and experience dining. With 

the advent of digital technology, traditional dining-out experiences have been replaced by the convenience of ordering 

meals online. In this evolving landscape, social media and online reviews have emerged as influential factors shaping 

consumer preferences. Platforms like Zomato, Swiggy, Uber Eats, and FoodPanda have integrated social media 

marketing and customer review mechanisms to enhance their outreach and credibility. 

Consumers increasingly rely on online reviews, star ratings, and influencer recommendations to make informed 

decisions about food quality, service efficiency, and overall satisfaction. The accessibility of user-generated content on 

social media platforms such as Instagram, Facebook, Twitter, and YouTube has further intensified the role of digital 

influence. Positive reviews and engaging social media content can significantly boost a platform’s reputation, while 

negative feedback can lead to loss of trust and reduced customer retention. 

Additionally, personalized advertisements, promotional campaigns, and interactive customer engagement strategies 

contribute to shaping consumer behavior. Companies strategically use social media trends, influencer partnerships, and 

customer testimonials to create a strong brand presence. As a result, consumer decisions are no longer based solely on 

traditional word-of-mouth but are increasingly driven by digital narratives. 

This study aims to examine the extent to which social media and online reviews influence consumer choices in the food 

delivery industry. By understanding these dynamics, food delivery platforms can refine their digital strategies, enhance 

customer trust, and ensure long-term business sustainability in a highly competitive market. 
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Objective: 

 To analyze the impact of social media engagement and online reviews on consumer decision-making for Food 

Delivery Platforms. 

 To examine the role of digital word-of-mouth, influencer marketing, and user-generated content in shaping 

consumer trust and brand perception. 

 

Hypothesis: 

1. Null Hypothesis (H₀): Social media engagement and online reviews do not have a significant impact on consumer 

decision-making for Food Delivery Platforms. 

Alternate Hypothesis (H₁): Social media engagement and online reviews have a significant impact on consumer 

decision-making for Food Delivery Platforms. 

2. Null Hypothesis (H₀): Digital word-of-mouth, influencer marketing, and user-generated content do not significantly 

influence consumer trust and brand perception. 

Alternate Hypothesis (H₁): Digital word-of-mouth, influencer marketing, and user-generated content significantly 

influence consumer trust and brand perception. 

 

II. REVIEW OF LITERATURE 

1. In 2017 Banerjee, Bhattacharyya, and Bose look at the crucial question of reviewer credibility and how it affects 

company performance. The study looks at elements affecting consumer confidence in online reviews, stressing things 

like writing style, reputation, and reviewer experience. The authors examine extensive online reviews using machine 

learning methods in order to find trends either strengthening or weakening credibility. The results imply that while too 

positive or generic evaluations generate mistrust, consumers usually trust reviews from verified buyers and experienced 

reviewers. The study underlines how important review authenticity is for influencing purchase decisions since false 

reviews could mislead buyers and damage company reputation. Through providing insights for companies to reject 

false reviews and increase customer trust, the study helps to support decision-making for All things considered, this 

research offers platforms depending on user-generated content important direction and helps them apply trust-building 

strategies to keep credibility in digital markets.1 

2. 2012 Cheung and Thadani offer a thorough investigation of electronic word-of-mouth (eWOM) communication and 

how it affects consumer decision-making. The paper proposes an integrated model including the antecedents, features, 

and effects of e-WOM by synthesising current literature. The writers pinpoint important elements influencing the 

success of online recommendations: source legitimacy, message quality, and receiver properties. Their results imply 

that e-WOM greatly influences consumer attitudes and buying behaviour, especially in digital markets where peer 

reviews are rather important. The report also emphasises the need of social networking sites, online forums, and review 

platforms in disseminating e-WOM, therefore rendering social media a necessary marketing tool for companies. By 

filling in gaps in previous studies, the writers stress the need for trust-building strategies to improve the accuracy of 

internet evaluations. Companies trying to use consumer-generated content to increase interaction and revenue must first 

understand this.2 

3. Emphasising the part review authenticity and author traits play in shaping customer impressions, Filieri (2015) 

investigates the elements that contribute to the credibility of online consumer reviews. The study points up important 

factors such as review depth, informativeness, writing style, and conformity with other user viewpoints. Well-detailed, 

balanced, and experience-based assessments are seen as more reliable than too promotional or vague ones, Filieri notes. 

The survey also shows that consumers trust reviewers with confirmed purchases, experience, and a track record of 

offering useful comments more. The study emphasises the need of online platforms including credibility-enhancing 

devices such as artificial intelligence-based false review identification and verified buyer labels. The study offers firms 

                                                 
1
 2017 Banerjee, Bhattacharyya, and Bose 

2
 2012 Cheung and Thadani 
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looking to maximise their online reputation management strategies and increase customer engagement by transparent 

and real user-generated content insightful analysis of consumer trust development.3 

4. In the framework of luxury brands, Pentina, Guilloux, and Micu (2018) look at consumer involvement activities on 

social media. The study looks at how several kinds of participation—likelihood, comments, and sharing of brand-

related material—affect customer impressions and brand loyalty. To keep their reputation and encourage customer 

contact, the writers underline that luxury businesses have to strike a balance between exclusiveness and accessibility on 

digital channels. Their results imply that engagement is driven in great part by emotional connection, perceived brand 

legitimacy, and social impact. Furthermore underlined in the study are how influencer partnerships and user-generated 

content shape brand perception. The research offers advertisers insightful analysis since it shows that a well-written 

social media plan can improve brand awareness, consumer confidence, and long-term loyalty. Generally, especially in 

the cutthroat luxury market, the study emphasises the increasing relevance of social media marketing in forming 

customer behaviour.4 

5. Analysing the elements influencing customer behaviour on social media platforms, Zhang and Benyoucef (2016) 

offer a thorough evaluation of the body of research on social commerce. The study distinguishes these elements into 

social, technological, and personal determinants, therefore stressing the part played by peer influence, confidence, and 

platform usability in determining customer decisions. The writers underline how much interactive elements such 

reviews, recommendations, and community debates influence buying behaviour by raising consumer confidence. They 

also go into how social presence and involvement influence internet sellers' supposed legitimacy. The study emphasises 

the need for tailored marketing plans and advises companies to improve customer experience by using big data 

analytics and recommendations generated by artificial intelligence. The study is a great tool for companies trying to 

maximise their digital marketing plans since it provides a framework for comprehending customer motives in social 

commerce by combining ideas from several disciplines. 5 

 

III. METHODOLOGY 

Research Design: 

A stratified random sample of 75 participants was used to gather quantitative information about demographics. Twenty 

five participants were interviewed in semi-structured interviews that yielded qualitative insights. Descriptive statistics, 

correlation, quantitative regression, and qualitative thematic analysis were all used in the analysis. Strict ethical 

guidelines were followed.  

Sampling:  

The sample size used was 75. To collect quantitative demographic information and responses to the " Role of Social 

Media and Online Reviews in Influencing Consumer Preferences for Food Delivery Platforms" survey, a Google 

form was made.  

 

Data Analysis: 

How often do you order food online? 

Daily 10 

2-3 times a week 25 

Once a week 15 

Once a month 30 

Rarely 20 

                                                 
3
 Filieri (2015) 

4
 Guilloux, and Micu (2018) 

5
 Zhang and Benyoucef (2016)  
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Interpretation 

The most often occurring frequency among the respondents is thirty percent ordering food online once a month. 25% 

order two-three times a week, clearly depending on meal delivery providers. 20% hardly orde

some customers still enjoy home-cooked cuisine or dining out. Indicating a small yet committed group of regular users, 

15% order once a week and 10% order daily. This distribution shows a mix of occasional and regular users, implyin

that although meal delivery is rapidly embraced, most consumers do not yet have it as a daily habit.

 

How frequently do you check food delivery service advertisements on social media?

Always 

Often 

Sometimes 

Rarely 

Never 
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The most often occurring frequency among the respondents is thirty percent ordering food online once a month. 25% 

three times a week, clearly depending on meal delivery providers. 20% hardly order online, implying that 

cooked cuisine or dining out. Indicating a small yet committed group of regular users, 

15% order once a week and 10% order daily. This distribution shows a mix of occasional and regular users, implyin

that although meal delivery is rapidly embraced, most consumers do not yet have it as a daily habit. 

How frequently do you check food delivery service advertisements on social media? 

25 

10 

15 

35 

15 
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Interpretation 

According to the study, 35% of respondents hardly view food delivery service ads on social media, suggesting a 

reduced degree of interaction with promotional material. 25% of people always check such adver

subset of very interested consumers. Reflecting a reasonable degree of influence, 15% occasionally interact with ads 

and 10% often do. Especially 15% never check these ads, suggesting that some consumers might rely more on direct 

app usage or personal recommendations than on social media campaigns. Though ads appeal to a small number of 

people, a good amount does not interact with them actively. 

 

Do you follow food bloggers or influencers before making a purchase decision?

Yes, always 

Sometimes 

Rarely 

No, never 
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According to the study, 35% of respondents hardly view food delivery service ads on social media, suggesting a 

reduced degree of interaction with promotional material. 25% of people always check such adver

subset of very interested consumers. Reflecting a reasonable degree of influence, 15% occasionally interact with ads 

and 10% often do. Especially 15% never check these ads, suggesting that some consumers might rely more on direct 

sage or personal recommendations than on social media campaigns. Though ads appeal to a small number of 

people, a good amount does not interact with them actively.  
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According to the study, 35% of respondents hardly view food delivery service ads on social media, suggesting a 

reduced degree of interaction with promotional material. 25% of people always check such advertising, displaying a 

subset of very interested consumers. Reflecting a reasonable degree of influence, 15% occasionally interact with ads 

and 10% often do. Especially 15% never check these ads, suggesting that some consumers might rely more on direct 

sage or personal recommendations than on social media campaigns. Though ads appeal to a small number of 
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Interpretation 

The results show that 40% of respondents always follow food bloggers or influencers before deciding what to buy, 

therefore underlining the great influence of influencer marketing on consumer decisions. Whi

suggesting a modest degree of impact in some circumstances, 15% occasionally accept influencer advice. 35% of 

consumers, on the other hand, never depend on food bloggers or influencers, implying that a good number of them base 

their judgements on other criteria, including personal tastes, reviews, or direct restaurant ratings. This divide shows that 

although influencer marketing is quite effective, it does not always determine consumer behaviour in meal delivery 

decisions.  

 

How important are online reviews in your decision to order food from a particular restaurant?

Extremely important 

Somewhat important 

Neutral 

Not very important 

Not important at all 
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The results show that 40% of respondents always follow food bloggers or influencers before deciding what to buy, 

therefore underlining the great influence of influencer marketing on consumer decisions. Whi

suggesting a modest degree of impact in some circumstances, 15% occasionally accept influencer advice. 35% of 

consumers, on the other hand, never depend on food bloggers or influencers, implying that a good number of them base 

ments on other criteria, including personal tastes, reviews, or direct restaurant ratings. This divide shows that 

although influencer marketing is quite effective, it does not always determine consumer behaviour in meal delivery 
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The results show that 40% of respondents always follow food bloggers or influencers before deciding what to buy, 

therefore underlining the great influence of influencer marketing on consumer decisions. While 10% hardly do, 

suggesting a modest degree of impact in some circumstances, 15% occasionally accept influencer advice. 35% of 

consumers, on the other hand, never depend on food bloggers or influencers, implying that a good number of them base 

ments on other criteria, including personal tastes, reviews, or direct restaurant ratings. This divide shows that 

although influencer marketing is quite effective, it does not always determine consumer behaviour in meal delivery 

nt are online reviews in your decision to order food from a particular restaurant? 
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Interpretation 

According to the statistics, 40% of respondents said online reviews "Not very important" in their decision

process, implying that a sizable portion of customers might rely on personal experience, br

elements while ordering food. Still, 15% of respondents say they "Extremely important," and 20% say they are 

"somewhat important," underscoring how important reviews still are to a good number of people. While 10% do not 

find reviews particularly valuable, 15% remain impartial. This implies that even if online reviews affect some 

consumers, many still give menu alternatives, discounts, or convenience first priority over customer comments. 

 

What aspect of online reviews do 

Star ratings 

Detailed customer feedback 

Number of reviews 

Recent reviews 

Restaurant response to reviews 
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According to the statistics, 40% of respondents said online reviews "Not very important" in their decision

process, implying that a sizable portion of customers might rely on personal experience, brand reputation, or other 

elements while ordering food. Still, 15% of respondents say they "Extremely important," and 20% say they are 

"somewhat important," underscoring how important reviews still are to a good number of people. While 10% do not 

ws particularly valuable, 15% remain impartial. This implies that even if online reviews affect some 

consumers, many still give menu alternatives, discounts, or convenience first priority over customer comments. 

What aspect of online reviews do you consider the most before ordering food? 
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15 

20 

10 

25 
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According to the statistics, 40% of respondents said online reviews "Not very important" in their decision-making 

and reputation, or other 

elements while ordering food. Still, 15% of respondents say they "Extremely important," and 20% say they are 

"somewhat important," underscoring how important reviews still are to a good number of people. While 10% do not 

ws particularly valuable, 15% remain impartial. This implies that even if online reviews affect some 

consumers, many still give menu alternatives, discounts, or convenience first priority over customer comments.  
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Interpretation 

Thirty percent of respondents give star ratings top priority when evaluating online reviews prior to food ordering, 

suggesting a taste for quick, graphic markers of quality. 25% of respondents evaluate the restaurant's reaction to 

evaluations, stressing the need for customer service and the way companies manage comments. Twenty percent of 

respondents pay close attention to the review count, i

need of in-depth knowledge, 15% value thorough client input. Only 10% of respondents give fresh reviews top priority, 

suggesting that while feedback quality counts, customer decisions are more sha

than by freshness.  

 

How satisfied are you with the accuracy of online reviews compared to your actual experience?

Very satisfied 

Satisfied 

Neutral 

Dissatisfied 

Very dissatisfied 
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Thirty percent of respondents give star ratings top priority when evaluating online reviews prior to food ordering, 

quick, graphic markers of quality. 25% of respondents evaluate the restaurant's reaction to 

evaluations, stressing the need for customer service and the way companies manage comments. Twenty percent of 

respondents pay close attention to the review count, implying that more reviews boost legitimacy. Emphasising the 

depth knowledge, 15% value thorough client input. Only 10% of respondents give fresh reviews top priority, 

suggesting that while feedback quality counts, customer decisions are more shaped by general ranking and involvement 

How satisfied are you with the accuracy of online reviews compared to your actual experience?

25 

10 

20 

15 

30 

  

  

Technology  

Reviewed, Refereed, Multidisciplinary Online Journal 

 732 

Impact Factor: 7.67 

 

 

Thirty percent of respondents give star ratings top priority when evaluating online reviews prior to food ordering, 

quick, graphic markers of quality. 25% of respondents evaluate the restaurant's reaction to 

evaluations, stressing the need for customer service and the way companies manage comments. Twenty percent of 

mplying that more reviews boost legitimacy. Emphasising the 

depth knowledge, 15% value thorough client input. Only 10% of respondents give fresh reviews top priority, 

ped by general ranking and involvement 
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Interpretation 

The data shows mixed consumer satisfaction with the veracity of online reviews. Thirty percent of the responders are 

quite unhappy, suggesting a notable discrepancy in trust between internet reviews and pe

percent are unsatisfied, which feeds mistrust of internet ratings. 25% are rather satisfied, though, indicating that a 

sizable portion deems reviews trustworthy. Ten percent are happy, twenty percent are indifferent, implying som

customers neither particularly trust nor doubt online evaluations. Overall, even if internet reviews affect choices, 

differences between expectations and reality can cause discontent for most of the customers. 

 

Challenges Faced in the Influence of Social

Delivery Platforms 

Despite the significant impact of social media and online reviews on consumer preferences, food delivery platforms 

face several challenges in leveraging these digital tools effec

Fake Reviews and Misinformation – Many platforms struggle with the presence of fake reviews, either overly 

positive (paid or biased) or negative (from competitors or disgruntled customers). This manipulation can mislead 

consumers and damage brand credibility. 

Negative Publicity and Viral Backlash –

leading to widespread criticism and loss of consumer trust. Managing online reputation in real

challenge. 

Consumer Trust and Authenticity – With growing skepticism around influencer marketing and paid promotions, 

consumers often question the authenticity of revie

interactions is crucial. 

Dynamic Consumer Preferences – Social media trends change rapidly, making it difficult for food delivery platforms 

to keep up with evolving consumer preferences, viral food trends, and shifting marketing strategies.
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The data shows mixed consumer satisfaction with the veracity of online reviews. Thirty percent of the responders are 

quite unhappy, suggesting a notable discrepancy in trust between internet reviews and personal experience. Fifteen 

percent are unsatisfied, which feeds mistrust of internet ratings. 25% are rather satisfied, though, indicating that a 

sizable portion deems reviews trustworthy. Ten percent are happy, twenty percent are indifferent, implying som

customers neither particularly trust nor doubt online evaluations. Overall, even if internet reviews affect choices, 

differences between expectations and reality can cause discontent for most of the customers.  

Challenges Faced in the Influence of Social Media and Online Reviews on Consumer Preferences for Food 

Despite the significant impact of social media and online reviews on consumer preferences, food delivery platforms 

face several challenges in leveraging these digital tools effectively. Some of the key challenges include:

Many platforms struggle with the presence of fake reviews, either overly 

(from competitors or disgruntled customers). This manipulation can mislead 

– A single negative customer experience can quickly go viral on social media, 

iticism and loss of consumer trust. Managing online reputation in real

With growing skepticism around influencer marketing and paid promotions, 

consumers often question the authenticity of reviews and recommendations. Building trust through genuine customer 

Social media trends change rapidly, making it difficult for food delivery platforms 

evolving consumer preferences, viral food trends, and shifting marketing strategies. 
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The data shows mixed consumer satisfaction with the veracity of online reviews. Thirty percent of the responders are 

rsonal experience. Fifteen 

percent are unsatisfied, which feeds mistrust of internet ratings. 25% are rather satisfied, though, indicating that a 

sizable portion deems reviews trustworthy. Ten percent are happy, twenty percent are indifferent, implying some 

customers neither particularly trust nor doubt online evaluations. Overall, even if internet reviews affect choices, 

Media and Online Reviews on Consumer Preferences for Food 

Despite the significant impact of social media and online reviews on consumer preferences, food delivery platforms 

tively. Some of the key challenges include: 

Many platforms struggle with the presence of fake reviews, either overly 

(from competitors or disgruntled customers). This manipulation can mislead 

A single negative customer experience can quickly go viral on social media, 

iticism and loss of consumer trust. Managing online reputation in real-time is a major 

With growing skepticism around influencer marketing and paid promotions, 

ws and recommendations. Building trust through genuine customer 

Social media trends change rapidly, making it difficult for food delivery platforms 
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High Competition and Brand Differentiation – The food delivery market is saturated, with numerous platforms 

competing for consumer attention. Standing out through social media marketing and customer engagement requires 

continuous innovation. 

Algorithm Changes and Platform Dependency – Frequent changes in social media algorithms affect organic reach 

and visibility. Food delivery brands must constantly adapt to these changes to maintain engagement. 

Data Privacy and Security Concerns – Consumers are becoming increasingly concerned about data privacy, which 

affects how platforms collect and use customer data for personalized marketing strategies. 

Addressing these challenges is essential for food delivery platforms to maintain credibility, enhance customer 

experience, and sustain long-term growth in the digital marketplace. 

Remedies to Overcome Challenges in Social Media and Online Reviews for Food Delivery Platforms 

To effectively address the challenges posed by social media and online reviews, food delivery platforms can implement 

the following remedies: 

Implementing Review Verification Systems – Platforms can use AI-powered algorithms and moderation techniques 

to detect and eliminate fake reviews. Verified purchase-based review systems can enhance credibility and trust among 

consumers. 

Proactive Reputation Management – Food delivery brands must actively monitor online reviews and social media 

mentions. Quick responses to negative feedback, issue resolution, and public engagement can prevent viral backlash 

and mitigate reputational damage. 

Building Trust Through Transparency – Encouraging real customer testimonials, user-generated content, and honest 

brand communication can enhance authenticity. Disclosing paid promotions and influencer partnerships also fosters 

consumer trust. 

Adapting to Changing Trends – Platforms should stay updated on evolving consumer preferences by leveraging trend 

analysis and data-driven insights. Engaging with viral trends, food challenges, and social media movements can keep 

the brand relevant. 

Strengthening Brand Differentiation – Unique marketing strategies, personalized offers, loyalty programs, and 

exclusive partnerships with restaurants can help food delivery platforms stand out in a competitive market. 

Optimizing Social Media Strategies – Brands must adjust their social media marketing techniques based on platform 

algorithm changes. Investing in targeted advertising, influencer collaborations, and interactive content can maximize 

visibility and engagement. 

Enhancing Data Privacy Measures – Ensuring compliance with data protection laws, improving cybersecurity 

measures, and maintaining transparency in data collection practices can help build consumer confidence in digital 

transactions. 

By adopting these strategies, food delivery platforms can effectively manage online reviews, leverage social media 

influence, and create a stronger, more trustworthy brand presence in the market. 

 

IV. CONCLUSION 

The influence of social media and online reviews on consumer preferences for food delivery platforms has become 

increasingly significant in the digital age. Consumers rely heavily on digital interactions, such as customer reviews, 

influencer recommendations, and brand engagement on social media, to make informed purchasing decisions. Platforms 

like Zomato, Swiggy, and Uber Eats leverage these tools to build brand loyalty and attract a wider customer base. 

However, challenges such as fake reviews, negative publicity, and shifting consumer trends present obstacles to 

maintaining credibility and engagement. 

To address these challenges, food delivery platforms must adopt proactive strategies, including implementing robust 

review verification systems, engaging in reputation management, and ensuring transparency in customer interactions. 

The use of artificial intelligence to filter authentic reviews, timely responses to customer grievances, and adaptation to 

social media trends can enhance trust and reliability. Moreover, brands must differentiate themselves through 

innovative marketing strategies, personalized user experiences, and improved data privacy measures. 
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The ever-evolving nature of digital marketing and consumer behavior necessitates continuous adaptation by food 

delivery platforms. Success in this competitive industry requires businesses to not only focus on operational efficiency 

but also invest in building a strong online presence that resonates with consumer expectations. By leveraging social 

media effectively and maintaining the authenticity of online reviews, food delivery platforms can foster long-term 

customer trust and loyalty. 

Ultimately, the role of social media and online reviews extends beyond simple consumer influence—it shapes the 

reputation, growth, and sustainability of food delivery businesses. Platforms that successfully navigate these challenges 

while capitalizing on digital opportunities will continue to thrive in the evolving market landscape. 
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