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Executive Summary
HungyNaki.com was first introduced in the year 2013.Hungrynaki.com is the first online food

delivery service provider in our country. The report has been set up with a reason for giving an
examination of all over customer experience on hungryNaki.com.Hungynaki.com is an e-
commerce based organization which gives consumer to choose their desired food from various
restaurants from their house. The organization believe that e-commerce segment in Bangladesh
will blast very soon. Day by day peoples are becoming busy so they have not any extra time to
manage for go to restaurants and pickup food so they are searching alternative option for

enjoying their desired food from their existing place.

Moreover, HungryNaki.com is early market in the business so it can pick up clients validity and
has the first mover advantage. Nevertheless, considering some critical components like the time
of delivery, the quality of food, value creation and price which are identified with consumer
experience are analyzed thoroughly in this report by collecting information from various sources
like primary and secondary.

This report contains brief findings and reviewing of clients, surveying customers, site substances,
write-ups and meeting with existing representatives. The background and history of organization

also briefly discussed in this report.

Furthermore, | have also discussed my each and every responsibility which | had to follow
within my three months long internship period. Moreover, the company’s brief informational
summary of my assigned department and the hierarchy of Hungrynaki.com also added in this

report.
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1. Introduction
Online food delivery service is an E-commerce based service and the aim of ecommerce service

is to save both time and money for its consumers and users by bringing the services closer to
them. An online marketplace provides an opportunity for the buyers and sellers to enjoy their

desired services without the hassle of visiting any physical stores or restaurants.

The online food ordering and delivering system is not much popular in our country though now a
day’s consumer’s perception is changing. Online food delivery service helps people to save their
valuable time and effort to pick up the food from outside.HungryNaki.com is a full set up
website where all restaurants food menu are synchronized on online and customers can easily
place the order as per their requirement. Moreover, the consumer can easily track the orders as
well as their past order which they placed from HungryNaki.com. The IT department maintains
customers database, and working on improve food delivery service. As a developing country,
Bangladesh has a lot of potentials to grow in different fields and ecommerce is one of those
sectors. Although the e-commerce sector is fairly new as it is believed to have emerged in the
last 90s, the trend is quickly catching on (Hassan, 2014). Moreover, ICT ministry of Bangladesh
taking various initiative to boost up the E-commerce field of Bangladesh.ICT ministry arranging
fund for the IT based organizations and they decreased the internet cost and cut off the taxes for

IT and E-commerce based organizations.

In this current online food delivery service market, hungryNaki.com has become one of the most
popular and leading online food delivery service of Bangladesh.HungryNaki.com started its

operation on 2013 and since then the company has grown a lot.
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3. Company Overview

3.1 History
In early 2013, a group of five entrepreneurs based in Dhaka, Bangladesh, found themselves

brainstorming ideas for a viable, scalable online business. They were determined to take
advantage of the burgeoning online population in the country but were stuck on the idea itself.
As most of them had prior exposure to the textile and fashion industry, their first instinct was to

set up an ecommerce store selling clothes and accessories.

However, one problem that constantly irritated them during these sessions was the unavailability
of food. Curiously, restaurants in Dhaka rarely had dedicated teams that delivered food to homes
and offices. Hence, these meetings, which often went on for several hours, had to be interrupted
so that someone could go fetch dinner. They grew to understand that their pain was undoubtedly
experienced by other consumers in the city, and therefore HungryNaki, an online food delivery
service akin to Rocket Internet’s Foodpanda, was born. “Food is, in essence, the biggest industry
in Dhaka,” says Tauseef Ahmed, HungryNaki’s co-founder. “People prefer socializing and

catching up with friends and family over a hearty meal.”

The site launched in October 2013, initially concentrating only on one Dhaka neighborhood
rather than the entire city itself. Ahmed AD, digital strategist for HungryNaki, explains this
decision was due to a higher propensity for consumers in that area to order and transact online.
Plus, they wanted to validate the idea and build some traction around their product before scaling
to other localities.

In the first month, HungryNaki managed to get 200 orders. Today, it claims double that every
day. Rocket Internet, every local startup’s nemesis, entered the Bangladeshi online food delivery
market in December 2013 through Foodpanda, forcing the startup to dig its heels if it wanted to

survive. Ahmad AD says one of the reasons they were able to compete was a clear focus on
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customer service. “We didn’t rely on marketing. It was all about service. We wanted to set

standards, timely deliveries, compensation for any issues faced. We aimed to win hearts.”

The biggest challenge HungryNaki faced was convincing restaurant owners that their model
would work and resonate with customers. Restaurants in Bangladesh — the startup claims — are
mainly family-owned businesses and used to doing things old-school. The team had to explain to
them that payments would not be made instantly, nor in cash, but ultimately, they would benefit

as their products would reach more customers across Dhaka.

To partly overcome the problem, the founders tapped into their personal networks and convinced
a number of premium restaurants to come onboard with them. As others in the industry saw these
businesses come online, they were more amenable to follow suit. This resulted in a snowball

effect, and soon traditional ways of conducting business were disrupted.

Customer acquisition was also not very easy. People had no prior experience of ordering or
transacting online so the startup had to build awareness and create demand. But as consumers

noticed the ease and convenience of ordering food online, they rapidly caught on.

As a bootstrapped startup, HungryNaki didn’t have a lot of marketing cash to burn on online
advertisements, so it focused on organic growth and the reach of their Facebook page instead.
They relied on content marketing efforts and utilized memes and jokes based on political events
in the country to attract more users. Amit explains that at the time Facebook’s algorithm was

better-suited to organic reach and virality, which helped them expand and scale.

There were efforts to understand and cater to customers in order to stand out from the
competition. Ahmad AD says customers were happy with their service and glad to support them
due to their homegrown status. As a result, they’ve managed to keep pace with Foodpanda and

haven’t been crowded out by its massive marketing spend.

10



Analysis on Consumer Experience of HungryNaki.com

A unique, hands-on approach has helped. As the startup does its own deliveries, unexpected
surges in demand sometimes led to a shortage of delivery guys. Unwilling to compromise on
service levels, the founders would sometimes drive their personal vehicles to deliver food. This
fact wasn’t lost on their customers who noticed the startup’s commitment and perseverance. As a

result, there were plenty of repeat customers and new users due to word of mouth.

HungryNaki has so far resisted acquisition offers and remains bootstrapped. They’re now
beginning to explore investment opportunities but are determined to not sell the company
outright. Tauseef claims it’ll be another month or so before the company breaks even on
operational costs, and the majority of its spend is not on marketing, but on operations, logistics,
and technology infrastructure.

Surprisingly, the startup doesn’t charge much commission from partner restaurants. Despite
doing its own deliveries, which undoubtedly adds to costs, Ahmad AD says they take, on
average, 10 percent of the total order amount. This is definitely lower than other markets in the
region. However, such margins are necessary, he claims, to convince restaurant owners to come

online and change traditional ways of doing business.

Since launching operations in Dhaka, the startup has expanded to cover Chittagong and Syllhet
as well. It says a total of 750 restaurants are online across the three cities, with approximately
300,000 registered users.

Facebook is also significantly embedded into the lives of Bangladeshi consumers. It’s considered
to be the primary interaction point for most. It appears that engagement around the social

network will form the core of HungryNaki’s future strategy. “We want to make it super easy for

11
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customers to make a purchase as soon as they enter the site. We’ve learned a lot of things in the

past two years and are trying to make a very lean interface,” (Ahmad AD,2015).

There are plans to introduce transparency during the delivery process as well. In the near future,
all delivery riders will be equipped with smartphones. Whenever a user places an order, they’ll
be sent a link which will allow them to track the status of their food in real time. Users will be
kept informed in case of any inordinate delays or hiccups. “The main goal is to reduce the

number of calls to our customer support team.”

3.2 Mission
The vision of HungryNaki.com is - “To be the number one online food delivery service of

Bangladesh by offering top quality service to the consumer”’

3.3 Vision
The missions of HungryNaki.com is — Expand the food delivery service all over the Bangladesh

and earn highest market in the food delivery sector of Bangladesh and beyond the border of the

country as well becoming a best food solution service for the consumer.

3.4 Objective
HungryNaki.com has some objective which need to be followed in order to achieving the

mission and vision of the company. Moreover, Hungrynaki.com has some specific goals to

achieve its loyalty through fulfilling the objectives.

e Ensure customer satisfaction by providing the best quality of service and maintaining the
good relationship with them for long time period.

e Our foremost priority is to provide excellent food services to the people of all over the
country.

¢ Fulfilling the customer satisfaction with very efficiently and effectively.

12
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e Hungrynaki.com always focus on customer loyalty and pleasure by proving variety of
cuisines and restaurants.
e Hunngrynaki.com provides effective training and coaching for their employee so that

their mission and vision can be achieve.

3.5 Organizational Department
HungryNaki as an organization which is divided into six crucial departments and those six

departments are divided into several sub departments. Each and every department is playing very

important role to run the business. The major departments of HungryNaki.com are given bellow:

1. Business Development Team

2. Human Resources and Talent Management
3. Information Technology

4. Customer Support Team

5. Finance and Accounts

6. Operations and Logistics

3.6 Business Development Team
Business Development team is focused on researching organization and identifies new potential

market opportunity. Moreover, Business Development team contact with potential client via
phone or email to set the business meeting with the restaurants or corporate clients. Business

Development team deal with corporate clients as well as the all restaurants of Dhaka, Chittagong,

13
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Sylhet and Narayanganj city. This team responsible for onboarding the new restaurants, maintain
day to day communication with clients and organizing events. On the other hand, Business

Development team working on maintaining the website and app from the back panel.

3.7 Human Resources and Talent Management
Human Resources and Talent Management is responsible for maintain a satisfied workforce and

bring the brightest talent to a company. Human resources department work for hiring a new
employee, a recruiter research on similar positions at other companies, helping determine the
qualifications and compensation for the role. Moreover, this department screening and evaluating
the employee and based on than screening and evaluation human resource department set the
compensation and increment. Human Resource Department works for salary structure and pay
roll system of organization. Besides that, Human Resources Department is sub categorized into

some others activities such as training, development, recruitment and section, compensation etc.

3.8 Finance and Accounts
Finance and Accounts Department is responsible for all financial transaction of the company.

Accounts department is responsible for recording, reporting the cash flow, maintaining regular
transaction as well as accounts receivable and payable etc. Moreover, Finance and Accounts

department is also tracing monthly and yearly revenue of HungryNaki.com.

3.9 Information Technology
The responsibility of Information Technology Department is designing and programming the

website and app of HungryNaki.com. Moreover, IT people maintain the operating systems,
database systems, embedded systems and so on. They works on both software and hardware

function. The work can involve talking to clients and consumer to assess and define what

14
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solution or system is needed, which means there are a lot of interaction as well as full-on
technical work. For working in IT department of hungryNaki.com a computer science or
software engineering or related higher degree is needed. They always research on how to create
the website and the app more users friendly.

3.10 Customer Support
Customer support department always deals with each and every query of clients and

consumer.customer support service interacts with a company’s customers to provide them with
information to address inquiries regarding our services. In addition, they deal with and help to
resolve any customer complaints. For instance, customer support assist customer to opening an
account and help them to resolve a problem if they cannot access their account or if their order
never placed on our system. Recently HungryNaki.com creates a panel for customer support
which makes their work more easier as that panel is fully automated so that customer support no

need to call the restaurants for conforming the order.

3.11 Operation and logistics
Operation and logistic department responsible for monitoring and coordinate supply chain

operation .In addition, they are responsible for all regular and corporate delivery systems. They
look after the day to day inventory and logistic calculation. Moreover, they communicate with

suppliers, retailers and customers to ensure their satisfaction.

3.12 HungryNaki.com Hierarchy Organogram
From the beginning of the journey on 2013, HungryNaki.com has grown a lot. Last three years,

the company has expended a lot as well as earn huge amount of profit. Recently
HungryNaki.com started their operation in Narayanganj city.HungryNaki.com has all total 400+
riders and 25 hubs inside and outside of Dhaka city.HungryNaki has also welcomed a lot of

restaurants to collaborate with HungryNaki and onboard since they started the journey. As the

15
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operations are growing, the organgram is also becoming complex. A simple hierarchy

description is shown in the figure below:

CEO

k¥

MD
l

¥ i ¥ ¥
Business Human Information Finanoe and Operation and Customer
Development Resources Techrology Accounts logistic Support
¥ L L L v L
Senior Senior Senior Senior Senior Senior
Executive Executive Executive Executive Executive Executive
k k4 v k v k
Exmcutive Executive Executive Exmcutive Executive Executive

Figure 1: Hierarchy Organogram ufm

3.13 Outline of Business Development Department
The Business Development team of HungryNaki.com is the biggest department of the company

which consists of many sub departments within it. Mainly Business Development is divided into
three divisions which is helps to run the business in a proper way. A brief idea of the team is

given bellow:

16
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1. Client Management
2. Field Operation

3. Data Entry Operator

3.14 Client Management
The responsibility of client management team is building and maintaining relationships with

clients. AsHungryNakiia an online food delivery service so its main clients are all restaurants
and corporate clients such as BAT, Edison, Ericson, HSBC,ACI, ICCDB etc. Moreover,
ensuring clients satisfaction with our service is another key responsibility of HungryNaki.com.
Attending meeting with corporate clients and owner o the restaurants are another responsibility

of client management team.

3.16 Field Operation
The responsibility of field operation team is to contact with restaurants and convinced them to

collaborate with HungryNaki. They have to research on restaurants business of our country as

well as they arrange the events and food fest. Their work is basically field based.

3.17 Data Entry operator
Data Entry operator works for input the data like menu of various restaurants manually.

Moreover, they input the various kinds of platter, deals and offers which are launches through

our website.

If we discuss about hierarchy of the Business Development Department then firstly have to talk
about the head of Business Development department. He is known as the coordinator of this

department. Rafid Kader rivu is the head of Business Development team. He is all in all of this

17
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department and everyone has to report to him about their daily and weekly basis working

activities.

After that comes the responsibility of senior Executive, he is an in charge of every cities that
HungryNaki operate their service. There are every sub department of HungryNaki has senior
executive and they look after the cities and there are some executives who are the in charge of
the different zone. Every executive have to report to the senior executive of the organization.
Under the executive there are some junior executive they are look after sub zone of the Dhaka
cities and they have to report to the executive of the business development team. The hierarchy

of Business Development team is given bellow:

Business Development Team

l

Coordinator
{ 7 ) ! }
Senior Executive Senior Executive Senior Executive Senior Executive
Dhaka Chittagong sylhet Marayanganj
Executive Executive Executive Executive Executive
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5

Junior Junior Junior Junior

Junior

Executive
Field

Executive
Field

Executive
Field

Executive
Field

Executive
Field

Client Management Client Management Client Management Client Management

Junior Executive Junior Executive Junior Executive Junior Executive Junior Executive
Client Management

Figure 3: Business Development Hierarchy Organogram
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3.18 Operational Cities

HungryNaki.com is currently operating in four major cities of Bangladesh. HungryNaki already
establish their name and fame not only Dhaka city but also others cities of Bangladesh. The
name of cities is given bellow:

1. Dhaka
2. Chittagong
3. Sylhet

4. Narayangonj

HungryNaki.com started their operation since 2013 in Dhaka city as a first food delivery service
ofBangladesh.After that they started in Chittagong in 2015 and sylhet in 2017. Afterward
HungryNaki started their operation in Narayangong from January, 2018.HungryNaki now
planning is to move towards others cities of the country.

3.19 Zonal Operation

HungryNaki.com has total eight operational zone. They are working with Dhaka, Sylhet,
Chittagong and Narayangong and every cities have their zone and under the zone there are some
sub zone.Dhaka city is divided into five major zones.There are Gulshan, Dhanmondi, Uttara,
Mirpur and Khligoan. Moreover, these zone are also divided into subzones.For examples ,
Gulshan zone have subzones like Banani, Mohakhali ,Bashundhara etc as well as Uttara zone
have subzone like Ajampur, Airport etc .

4. Job Description and Observation

4.1 Description of the job:

Business Development Department is one of the major departments of Hungrynaki.com. Overall

performance of the company heavily depends on this department. As this department work on
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market research and maintain the relationship of clients and customer so they are playing a vital
role for betterment of the organization. As | have completed my internship in the Business
Development Department, | had to experience and learn how to do market research and how to
maintain relationship with corporate client as well as the regular clients. However, large part of
my employment | was assigned work with the on boarding management team as | joined as a
permanent employee at HungryNaki.com.My working hours is included 8 hours a day from 10
AM to 6 PM from Saturday to Thursday. My workstation was the Mohakhali DOHS, which is
the head office of HungryNaki,com.

Through these 3 months, my major responsibility was to maintain the on boarding and corporate
clients. In this time period | had to report updates to the head of Business Development team. All
the work what | done within that time period, which has great impact on the development of the
company and which has create great impact of the monthly profit. Besides learning and working
on everyday activities, my major task was look after the whole zone of Dhaka cities as well as
others. From working with this department, | have gained a lot of experience and learned many

new things which help to turn out my inner knowledge.

4.2 Key responsibilities
There are three parts of my job which includes, Maintain relationship with clients, doing regular

tasks and implementation of market research and On board new restaurants. Some of the main
responsibilities of this job have been listed below:

e Client relationship management.

e Market analysis for finding new opportunities.

e Researching customer needs and satisfaction.

e Collaborating with new restaurants.

e Maintaining regular basis contact with corporate clients.
e On boarding team management.

20
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e Web site maintaining from back panel.

e Preparing invoice for corporate orders.

e Preparing budget for corporate order.

e Selection of commission rate for specific zone.
e Dealing with new promotion and offers.

e Drawing out the business plan.

e Arranging even and campaigning.

e Team build up and maintaining coordination among all.

4.3 Challenges and experience
Every job has challenges and | always try my best to overcome the challenges which | faced to

working in the HungryNaki.com.Hungrynaki has a unique environment for employees. Thus, for
any changes both sides need to be considered. The biggest challenge of my job was to find the
potential corporate clients and maintain the on board team. As three part time employee works
under me so maintain them in a proper way and assigning them to different zone was a kind of

challenge.

HungryNakihas taught me a lot of things including how to adjust to the office environment and
deal with new challenges as well as stress.HungryNaki helps to build up my communication
skills as well as the technical skills.This organization helps to learn and work on a specific
project in the short time period. That task taught me to organize the process of work, make

decisions about various activities and deal with different set of people.

HungryNaki helps me to developed and enhance different types of skills , time management,
professionalism , team management as well as team work ability which has a great positive

impact on my career and my future. Some of those are given bellow:
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4.4 Communication Skill
Communication skill is very important for corporate world. | have learned from HungryNaki

how to deal with clines and how to convinced them in a professional way. It is helps me to
developed my communication skill al lot. Moreover, this job taught me to how to maintain a
team with others co- team members and done the team work successfully. Here, I also get the
opportunity to communicate with various multinational and national organization which helps

me to develop my communication skill.

4.6 Professionalism and Punctuality
HungryNaki.com helps me to being a professional. As a in charge of on boarding team , I had to

meeting with so many clients as like as PRAN RFL, GP ,BAT etc so that | had to maintain
formal dress code and proper time. Moreover, | had to clock in office at sharp 10amto clock out

at 6pm , so this time management helped me to be more punctual as well as professional.

4.7 Team work ability:
Team work helps to cooperate with others and taught how to work well as a part of group. In

HungryNaki so many times | had to work with my colleagues as a team. This helped me to learn
how to cooperate with others and complete the work within the timeline of the task. Moreover,
sometimes | had to handle different kind of task within a certain time period which taught me to

works under pressure.

4.8 Technical Skill:
HungryNaki.com is mainly a web based organization so various kind of work is online based that

is why | had to learn how to access the back panel as well as the Microsoft excel. As my major
was Human resources and marketing so | have a sound knowledge in Microsoft word, power
point and Microsoft excel. However, this organization helps me to master these skills. In
HungryNaki.com most of the work has to do in Microsoft Excel so it was very necessary to learn

the shortcut method of Microsoft excel. My seniors helped a lot to learn how to complete the
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work quickly by using Microsoft excels related terms. Furthermore, | have improved my typing

skill and presentation skill by using Microsoft power point.

4.9 Challenges
Each and every job has challenges. So, HungryNaki.com has some challenges to overcome and

working in the Business Development department is more challenging as | realize. Hungrynaki
has a unique environment. The work environment is so friendly. Everyone is so cooperative, they
helps me in each and every task where | faced problem. Hungrynaki is an E-commerce based
organization so the company needs to take care of both the seller and buyer needs. That is why,
in case of any kind of changes both sides need to be considered. The biggest challenge of my job
was to deal with corporate clients. As we know corporate orders are bulk orders so placed that
bulk amount of order and fulfill the commitment by proving good quality of services was kind of
challenges for me.
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5. Research Background

5.1 Origin of the Report
The purpose of this report is to fulfill the requirement for completing the internship program.

From the three month period of my internship at HungryNaki.com under the supervision of Ms.
Fabiha Enam, this report has been prepared.

5.1.1 Objective of the Study

5.1.2 General Objective
As a requirement to complete the graduation from Bachelor of Business Administration program

of BRAC University™ this report has been created and this is the general intention for it as per

policy of the university.

5.1.3 Specific Objective
In order to understand the mind of consumer about the HungryNaki.com, this study was done.

Moreover, the main propose of this project is to measure is to satisfaction level of
HungryNaki.com as a food delivery service. This report tries to analyze the customer experience.
The specific intentions of this research are mentioned below:

= Finding the consumer experience level about services of HungryNaki.com.
= Ranking which factors affect the consumer experiences the most.

= Measuring the different areas and factors leading to consumer experience.
= Understanding the gaps and processes to improve overall experience

= To find out the mental map of HungryNaki.com users.
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5.1.4 Scope of the Study
This survey will provide us the experience of Hungrynaki.com consumer. Moreover, the

population of this research is the previous and current customers of HungryNaki.com. The
survey will give us the exact information about the experience of consumer. This paper is
focusing on the experimental type of research. Here both primary and secondary data has been
taken. From analyzing previous studies the questionnaire was developed. The research only
focuses on people who have already had experience with Hungrynaki.com. The service and
quality is measured by gender, age and occupation wise. We have in total 16 questions so that it

will be easy for the respondent to response.

5.1.5 Significance of the Study
From this research we have gained potential information of the consumer experience and what

are their lacking and how to overcome it. Moreover, by doing this research we also found the
level of consumer satisfaction level and attitude regarding online food delivery service. This
report has the potentiality to help the practitioners regarding the very topic of customer
experience. It has the clear knowledge about how the survey has found the customer perceptions
and executes the result to convey it to the generals who need the research for their fair decision..
Moreover, the paper has been focused on the way towards consumer satisfaction and experience
which leads them most. From this research organization can also have the explicit idea about

what general and genuine customers want and what does not want.

5.1.6 Methodology
This report was prepared based on topic for focusing on the organization where | am doing my

internship on, HungryNaki.com. After discussion with my respective advisor, this topic was
selected for the internship report. This research is quantitative research as the responses are

associated with numbers which conveys the importance of each factor.

25



Analysis on Consumer Experience of HungryNaki.com

5.1.7 Sources of Data
There are two ways to collect data and these are:

* Primary Sources

= Secondary Sources

The report is prepared by using both primary and secondary data. Primary data is collected from
work experience, observation, involvement of some direct client, random employees of
HungryNaki.com. Moreover, interaction with the customer through preparing questionnaire
helps me a lot. Secondly, relevant books, journals, research paper and websites were used to
collect secondary data. Furthermore, some articles and reports are also used to collected

secondary data.

5.1.8 Respondents & Sampling Procedures
In this research, the people who have had at least one time service experience of HungryNaki

he/she is considered as customer of this organization are the population for this report. Sample is
a subset of the population that is selected for a research. Thus, some people were taken as the
respondent for this research from my total consumer. Moreover, everyday on an average 800

consumer orders from HungryNaki.com.

As in this research population is known. To be more precise, the sample random sampling
technique was followed for this report. As | said earlier that everyday 800 consumers orders from

HungryNaki so from those consumer, randomly chosen 150 respondents were taken

5.1.9 Sample size
The population size was 150. The survey was conducted on online platforms with the help of

Google form. From my previous courses and studies helps me to create the questionnaire.
Trough this online survey, the consumer of HungryNaki got a chance to express their experience

of the service.
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5.1.10 Research Questionnaire
Various types of questions can be used in the survey question. In this paper, some basic

questions followed the simple attitude scale for survey. Respondents indicated their own
perspective by checking how strongly they agree or disagree with a statement. For this research,

the questionnaire consisted of 18 questions about consumer’s experience of HungryNaki.com.

5.1.11 Findings Interpretation
All information of this report are gathered in a systematic way and lastly appeared as discoveries

at the final part of the report.

5.2.12 Limitation of the Study
This research and survey has some limitations. Firstly this research was limited to only some

customers. As other consumer like general people, website visitor and employees of the
organization were not taken as samples. Secondly this research only employed some developed
questions which were created after analyzing other papers before conducting the survey. The
third limitation is that the evaluation of all the online food delivery service was not undertaken,
so comparison could not be made. Moreover, the administration of the company was not willing
to share some data due to privacy issues, which could have been useful in this research. For
example, data from company’s previous orders statistics could have given a better idea about the

customer of the organization.

For this research 150 responses were considered and the participants were the customers of
HungryNaki.com. Survey is made in based on a few factors that have specifically or in a

roundabout way effect on the consumer experience level.

5.2.13 Scale of Measurement:
For conducting the survey | have used nominal scale and the likert scale as both of this scale is

very popular and the responded can easily understand it.
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6. Analysis
Each and every area of analysis has been given bellow:

6.1.1Gender

What is your Gender?

@ Female
® Male

Figure 3: Gender indication

From this chart we can see that, 62.2% of the respondents are Male and 37.8% respondents are

Female. The percentage of male customers is more than female at this point. So this indicates

that HungryNaki.com has more male consumer. Furthermore, for this research, the survey was

done on 94 men and 56 women.
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6.1.2 Age group

What is your Age?

$ 18-25
® 25-35
® 36-45
@ 46-above

Figure 5: Age group Indication

In terms of age group, most of the respondents were from the range of 18 to 25 years old,

whereas, the least number of participants were from the 46 and above group. As we the concept

of online service is very new for our country that is why it has been seen that most consumer are

very young.
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6.1.3 Occupation

What is your occupation?

@ Student

@ Government employees
0 Enterprize officers

@ Employes

@ Business Cwner

i Housewife

@ Engineer

@ Intern

@ Unemployed

Figure 6: Occupation Indication

In this survey, There are people who are belongs from different professional background..
However, the major respondent was students. The percentage of students is 66.2% and 20.3% is
employee, 4.1% is business owners, 3.4% is government employee and rest of them is from

others occupation.
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6.1.4 Constancy of using online food delivery service

How often do you use online website for buying food?

@ COften (At least once a month)

@ Occasionally (Once in 5/6 months)
@ Rarely (once in a year or 2 years)
@ When there is an offer

Figure 7: constancy of online service.

The first option was given to people who have visited or buying food HungryNaki.con at least
once in their life time and the number customers in this survey is the second highest, which is
about 29.1% of the total. Then the second option was once in five or six month and the result is
highest which 33.8% consumer buying food is occasionally. There were significant numbers of
people who are buying food rarely from HungryNaki.com. Moreover, there are some people who
are buying food just when Hungrynaki provides any offer.
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6.1.5 Factors affecting the experience most

Which of these factors affected your experience the most?

@ Fromise fulfillment

@ Ease of ordering process

@ Food selection

@ Timely delivery

@ Fricing

@& Customer service

@ Cverall organization/navigation
@ Payment options

@ Shipping options

Figure 8: Factors affecting the experience most

In this question majority of consumer select the promise fulfillment, 21.8% of consumers choose
it. Secondly, timely delivery is very important for consumer as it an online food delivery service.
So time is played a very important role here that is why the 21.1% consumer pointed it. Thirdly,
ease of ordering process is the 3" priority of the consumer and the percentage is 19%and rest of

the consumer selects the different option of the questionnaire.
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6.1.6 Reason behind visiting HungryNaki.com

What persuade you to visit HungryNaki.com?

@ Researching food information

@ Interested in purchasing food/services
& Looking for restaurant menu

@ Looking for customer support

@ Looking for contact information

@ Food panda

& Hunger

Figure 9: Reason behind visiting HungryNaki.com

It is very important to know which things persuade a consumer most to visiting the
HungryNaki.com website. While most customers visited Hungrynaki website to purchase food.
Then secondly people visit the website for researching food information and others
purpose.51.7% people visit the website for buying food and 33.3% people visit to get the food

information.
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6.1.7 Satisfaction level

Are you satisfied with your experience at HungryNaki.com?

@ Strongly agree
@ Agree

& Meutral

@ Disagree

@ Strongly disagree

Figure 10: Satisfaction level

In this question the major consumer pointed on agree and neutral.38.1% of consumer pointed on

agree and neutral. Moreover, only 19% consumer pointed on strongly agree. However,

HungryNaki.com should have focused on this point and lot of attention needs to be given here to

ensure a positive score.
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6.1.8 Ensured services delivered

Provide what HungryNaki.com promise to their consumer

@ very important
@ important

& Meutral

@ Less important
@ not important

Figure 11: Ensured service delivered

Companies promise is very important to the consumer as highest number of consumer pointed on
very important and the number is 44.5%.Secondly 34.2% said promise is important to them.
However, some consumer pointed on neutral and the number is 20.5% and rest of the consumer

pin on less important or not important.
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6.1.9 Responsibility and care for consumer

How do you feel responsibility and cares for consumer is needed?

@ Very Important
& important

& neutral

@ less important
@ not important

Figure 12: Responsibility and care

From this question we get to know that responsibility and care is very important for consumer,

63% of consumer said very important. Secondly, 21.9% said important and rest of the consumer

pointed on neutral as they do feel like this.
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6.1.10 Payment system

The payment System

@ very important
& important

@& neutral

@ less important
@ not important

Figure 13: Significant of payment system

For majority of the consumer payment system is very important. However, Hungrynaki.com
provide lots of payment option ad those are cash on delivery, Bkash, Rocket, card payment etc.
As most of the people believe that payment system is very important to them and the ratio is 51%

and people have agreed that this affects on their buying attitude.
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6.1.11 Product Reliability

Virtual images of the food exactly match with original food

@ very Important
@ Important

@ neutral

@ less Important
@ not Important

Figure 14: Product reliability

As we know that some that, sometimes the food pictures are more lucrative than the real one. So
this factor affects a consumer.50% of consumer feel it is very important while 28.8% feel is

important. However, some people does not care about the picture.
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6.1.12 Importance of Promo code

The promo code which are provided by HungryNaki.com is-

@ very Important
& mportant

@ neutral

@ less Imporiant
@ not Important

Figure 15: Importance of promo code

HungryNaki.com provides promo code for their consumer frequently. Normally promo codes
send to the consumer based on their purchase rate as well as based on various occasions. For
some consumer promo code is very important though the ratio is not the highest.28.8% consumer
pointed it as very important on the other hand 46.6 consumer rated promo code as important.

Basically it is vary on consumer to consumer.
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6.1.13 Delivery Time
On time delivery

@ Very Important
@ Important

@ neutral

@ less Important
@ not Important

Figure 16: On time delivery

In food delivery service the most important issue that customers concern about is time. Delivery

time is very essential factor for HungryNaki.comand most of the consumer agrees with

that.62.8% consumer pointed on very important, 24.8% pointed it as important and other point as

neutral.
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6.1.14 Quality and taste of food

The Quality and test of food

& very Important
@ Important

@ neutral

@ less Important
@ not Important

Figure 17: Quality and test of food.

Food is very essential element of every life so the quality of food should not be considered by
anyone. The consumers of HungryNaki.com are very concern about this factor.65.3% people

said the taste and quality of food is very important and others said important and neutral.
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6.1.15 Frequency of using service

How often do you think you would use the HungryNaki.com service?

@ Three or more times a week
@ Once ortwice a week
O Once aweek or less

@ Rarely

Figure 18: frequency of using service

We selected the responded from regular consumer of HungryNaki.com. This part of question we
asked consumer that how often they purchase from HungryNaki.com and the most of the
consumer pointed on once or twice a week. Secondly people pointed on once a week or less and

thirdly pointed on three or more times a week.
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6.1.16 Timing preference

Please tell us your first choice when you would most likely use a food delivery service:

& Mornings (breakfast/brunch)
@ Moontime (lunch)

O Afternoon (break/meetings)
@ Evening (dinnerfwork meal)

Figure 19: Timing preference

HungryNaki.com started its service from 10am to 10.30 pm so this service can able to provide
breakfast to dinner. In this part of survey we want to know the most preferable timing of food

consuming from the consumer and the answered was evening, noon and afternoon.
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7. Findings

7.1 Factor Comparison
In this survey the questionnaire was prepared with lot of different factors as well as the answered

which we get from our consumer that was also very different from one to another. There were
some section which are scored very high on the other hand some sectors are scored less. These

points are described below:

= The quality and taste of food is got highest priority from the consumer. As
HungryNaki.com is a food delivery service so the quality and taste is very important to

their consumer.

= Secondly, on time delivery got the second most priority from the consumer. The quality
of food is very important for consumer and the food quality is somehow depends on

timing of the delivery.

=  When the question was about the satisfaction level of HungryNaki.com most of people

were neutral at this point. So, the organization should focus on this point.

= For some people pricing is less important instead of others factors.

Although all of the factors are answered by every individual and most of the people have positive
view on HungryNaki.com service. However some people were neutral at the point of satisfaction
level, so there are some factors which lead them to stand on this point of view as it is very

essential to contain more satisfied and loyal customers.
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7.2 Online food delivery service factors
Online food delivery services have great opportunity to grab the attention of the consumer of

Bangladesh, as this service is not much popular in our country. Moreover people are getting busy
day by day so they didn’t get enough time to go outside for having food. However, it can be a
challenging task to ensure the level of satisfaction for different consumer. As this is very new
industry, there are many factors that need to be developed. There are some common factors

which should be focused on by the organization. Those are given bellow:

7.1.1 Maintain the taste and quality of food

The big challenge of food delivery service is maintaining the taste and quality of the food. As
food is the core product of this service so they always have to give priority on this factor.So, the
organizations should always give highest priority to make sure the quality and taste of the food.

7.1.2 On time delivery
On time delivery is another big challenge for online food delivery service. In our country traffic

jam is very common phenomena so on time deliver is a big challenge for organization.

Moreover, food is very sensitive product so on time delivery is very important for this service.

7.1.3Promise fulfillment
Organizations should always give the highest priority on the service what they have promised to

give the consumer. Online service is totally new for the consumer of Bangladesh so fulfillment
of the promise is very important for gaining the consumer faith.

7.1.4 Security
The privacy of information is very concerning factor for the consumer. In our country people

never feel comfortable when they are asked to provide their personal information in the website.
Moreover, they are more conscious about the payment issues. People always feel uncomfortable
to share their payment related information through websites. In that case, HungryNaki have to be
more conscious about the security issues and let the consumer know that their security always be

first priority for the organization.
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7.1.5 Customer support service
Virtual medium is only one way to communicate with consumer that is why customer service

should be very supportive. If consumer faces any kind of difficulties, customer service has to be
help the consumer in a proper way so that the consumer being satisfied always. Thus,
HungryNaki.com must make sure that the customer support service is well trained and have the

ability to handle any kind of consumer related situation.

8. Recommendations
E-commerce service is very fast growing service industry of Bangladesh. The demand of this

service is increasing day by day. Now a day’s people are more focusing on online based
shopping and buying process as they have not enough time to spend on buying. Moreover, online
food delivery service is a new concept and there are very few competitor to compete , so
HungryNaki needs to make sure the security of their consumer loyalty at this moment by
providing better service and focusing on improving consumer satisfaction level. There are some

factors that need to look over by HungryNaki.com are listed below:

= Need to be focused on consumer satisfaction and work on how to provide them better

service. If the consumer being satisfied, sales will automatically increase.

= HungryNaki.com should focus on more promotional activities which will helps to

increase public awareness as well as the sales.

= HungryNaki.com can arrange training session as recently they launce a new panel for the
restaurants. Moreover, special training can help them to develop new skills and

experience.

= HungryNaki.com should focus on more corporate sector so that they can grab the

corporate industry.

= Need to be more focus on more numbers of restaurants in each and every area of Dhaka

city. This will help to generate more consumers and thus will effect on their revenue.
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= HungryNaki.com should focus on more areas. Moreover, other essential part should be

new riders recruiting so that HungryNaki.con can cover vast area.

= More preference to website content should be given so that consumer has a clear idea of
the food.

= Customer review and feedback should be gathered which will helps to find out the gaps

between the consumer and service provider.

HungryNaki.com should focus on their consumer so that they can achieve the consumer loyalty.

The improvement of their service will helps them to achieve their target easily.

9. Conclusion
HungryNaki.com is a first online food delivery service of Bangladesh. Their aim is provide every

kind of solution which is related to food. Thus they have lot of future plan to achieve and lot of
expectation from the consumer and regular people of our country who want food delivery

service.

Through in this research, | tried my best to analysis the factor which the consumer experience
the most as in the survey they have directly indicated how much important each element gets
from them. Moreover, by studying previous researches, it is easier to understand how much
priority should be given to each of the factors. However, this research is not enough to found

satisfaction level of all consumers.

To sum up, | would like to say that the main goal of my report was analysis the consumer

experience of HungryNaki.com as a food delivery service and I tried my best to do so.
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11. Appendix

11.1 Survey question
1. What is your Age?

= 18-25
= 26-35
= 36-45

= 46 and above

2. Which of the following age groups are you in?

= 18-25
= 26-35
= 36-45

= 46 and above
3. What is your occupation?

= Student

= Employee

= Government employees
= Business Owner

= Housewife

= Other

4. How often do you use online website for buying food?

= Often (At least once a month)
= QOccasionally (Once in 5/6 months)
= Rarely (once in a year or 2 years)

=  \When there is an offer
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5. Which of these factors affected your experience the most?

= Promise fulfillment

= Ease of ordering process
= Food selection

=  Timely delivery

= Payment options

= Pricing

= Customer service
6. What persuade you to visit HungryNaki.com?

= Researching food information

= Interested in purchasing food

= Looking for Restaurants Menu information
= Looking for customer support

= Other

7. Are you satisfied with your experience at HungryNaki.com?

= Strongly agree

=  Agree
= Neutral
= Disagree

= Strongly disagree
8. Provide what HungryNaki.com promise to their consumer

= very important
= important

= Neutral

= Less important

= not important
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9. How do you feel responsibility and cares for consumer is needed?

very important
important
Neutral

Less important

not important

10. The payment System

very important
important
Neutral

Less important

not important

11. Virtual images of the food exactly match with original food

very important
important
Neutral

Less important

not important

12. The promo code which are provided by HungryNaki.com is-

very important
important
Neutral

Less important

not important

13. on time delivery

very important

important
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= Neutral
= Less important

= not important
14. The Quality and test of food.

= very important
= important

= Neutral

= Less important

= not important
15. How often do you think you would use the HungryNaki.com service?

= Three or more times a week
= Once or twice a week

= Once a week or less

= Other

16. Please tell us your first choice when you would most likely use a food delivery service

= Mornings (breakfast/brunch)
= Noontime (lunch)
= Afternoon (break/meetings)

= Evening (dinner/work meal)
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11.2 Survey Shit

0 c o = B & ] | f x Jr w ] o = a = C T

it You are satisfied w Frovide what the ¢ responsitle and « Eror free food daliery The psyment sys Virtusl imsges of The promo coda: On time delivery

' your ocz How ohten do you us= onl Pisase tall us which of the hat

1 ] Your Gencer mpted your ‘The qusity and How ofen do s Fiesse tell s your frst cheice wha

e | Make Cezasionally (Once in 5 Timely defivery Intereste in purchasng 1 Agres Newtral Jess impertant  very Important neutial very Imporiant _ Imgortant Very Imporiant  very important | Dnce 2 wesk ¢ Evening (dinnariviork mesl)
Cften (At east onoe 2 mo Food selecton Leoking for customer sup Strongly agree  very mpariant  Very Important | very Important neutial neuteal Imgortant Very Imporiant  very Important | Once or twice Afiemoan (breakimestings)
Gocasionally (Once in 568 Ease of ardering process Interested in purchasing | Neutral importan Very Important | very Important very Important _ Important Very Important very important | Dnoe 2 week ¢ Afemoon (breakimestings)
Gfien {Atleast onoe 2 mo Gustomer senvice Researching food informs Neutral veryimportant  Very Important _ very Important very Important _ very Important  Very Important_ very important | Thres: or more: Evening (din
2635 Business Owner Gfien (At least onoe 2 mo Fromis fulfment Researching food informs Strongly agree  importan important very Important Imgortant very Important _ Important very Important | Three or more tmes a wiesk
225 Employee  Rarsly (oncein 3 yesr or Guerall oranizarion/navig Researching food informe Neutral imporian Very Imporant | very Important Imgortant reutral Very Imporant very important | Dnoe 2 week ¢ Evening (din
345 Govemment em Gecasionaly (Once in 5 Promise fulfiment Interested in purchasing f Strongly ayree | very impantant important very Imporant very Imporant _ Imgertant Imgortant Imgorant | Onoe or twice Afiemoon (breakimestings)
2635 Swdent Rearsly (once in 3 yesr or Food selection Lacking for customer sup Neuwral revwal neutral neutal retral neural neutral Onte 2 wesk ¢ Afemoon (breakimestings)
2635 | Enteryriss ofice Rarely (oncain 3 yesr or Payment options Interested in purchasing f Neural Very Important  very Important nautrsl Imgortant Imgortant Imgorant | Once 3 week ¢ Evaning (dinnariviork mesl)
825 | Swdent Gezasionally (Onee in 58 Pricing Interested in purchasing f Agres impoctant impaniant Imgertant Imgortant Imgortant Imgorant | Once 3 week ¢ Evening (dinnariviork mesl)
825 Swoent Rearaly (once In 3 yesr o Timely delivery Intarestes in purchazing § Newrsl Very Imporant | imponiznt vary Imponan:  Imgortant Very Imponan:  very Imponant | Once of twice Afemoon (breskimestings)
225 Enginesr Whenthereis an ofler  Prcng Researching foos informs Strongly sgrse Newral Very Imporant  imponiznt veryImponan: jess imponan:  VeryImponan:  Imgorant | Once s wesk ¢ Evening (dinnen
2695 Busness Owner Cfien (Atlesstence 2 mo Ease of ordering process Resesrching food informs Newiral veryimportant  Very Imporiant  very Important Imgortant Imgertant Very Important  very important | Dnce 2 week ¢ Evening (din
1825 Swdent Cezasionally (Once in S8 Cverall erganizstion/navig Resesrshing foed informs Agres T Very Important | neutral neatial retsl Very Important  very important | Thres or more Evening (din
1825 Cozasionally (Onze in S Customer senvice Researching food informs Agree Very Important | very Important very Important _ Imgortant Very Important very important | Thres:or more: Evening (din
225 Rarsly (once in 3 yesr or | Food selecton Researching food informs Newtral veryimportant  Very Imporiant _ impartan very Imporiant  very Imporiamt  Very Imporant  very Important | Thres or more Noorsime lunc)
1825 Gften (At least onoe 2 mo Fricing Researching food informs Neutral Neutral important importan neutial Imgortant neutra neutral Onoe or twice. Hoortime lunch)
1825 Rarsly (once in 3 yesr or Fromise fulfdment Interested in purchasing 1 Neutral Neutral Very Important | very Important very Important _ Important Very Important_ very important | Dnce or twice. Evening (din
225 Gozasionally (Once in 518 Ease of ardering process Researching food informe Neutral Neutral revwal neutral neutial neutral neuta neutral Thrse or more Aflemoon (breakimestings)
225 Ease of ardering process Researching food informe Agree porian Imgortant Imgortant Very Imporant very important | Onoe or twice. Hoorsime lunch)
225 Rearsly (once in 3 yesr or Timely delivery Lacking for contact infarm Neutral Neural revtal neutral less Importar_ very Imporart_ Imgortant Imgorant | Once or twice. Noordime lunck)
225 sty {once in 2 yesr or Ease of ardering proosss Researching food inform Agres veryimponant  VeryImponant _ very Imporant very Imporant  Imgrtant Very Imporant  very important | Thres or mere: Evening (din
225 Gezasionally (Onee in 568 Premise fulfimant Interested in purchasing { Agres veryimponant  Very Imponiant  very Important Imgertant very Importamt  Imgrtant comant | Onceor twice Aftemoon (breskimestings)
225 Chen (At heast ence & mo Promis fufdment Researching food informs Agree veryimponant  imporiant imponant veryImponant  veryImponiamt  Very Imponan:  wery important | Once or twice: Noorsime ilunch)
825 Unempoyst  Whenthersisanofler  Promise fufiment Intarestes in purchazing § Newrsl veryimponant  VeryImponant | very Imponant veryImponan:  very Imponiant  Imgortant very Imporian: | Onc or twice Evening (dnneswork mesl
225 Emppss Ofien (Atiesstonce s mo Cusiomer senice Intarested in purchazng § Agree imponiant Very Imporan: | neutral vary Imponant  nevtrsl Very Imporant  very important | Once & week ¢ Noondime (lunc)
1825 Swdent Whenthereis an ofier  Pricing Researching food informs Dissgre= Newtral Very Important | very Important neatial retsl Very Important  very important | Thres or more Evening (dinnerivork mesl)
1825 Swdent Rarsly (once in 3 yesr or | Ease of andering process Lecking for restaurant me Disagree importan reatral less important neutial reutral ] neutral Once or twice Afemoon (breskimestings)
925 Swdent Rarsly (once in 3 yesr or Fromis Rufment Researching food informs Strongly disagres | very imperiant  Very Important | very Important veryImporiant  very Imporiant  Very Imporiant  very Important | Once 2 week ¢ Evening (dinnariwork mesl)
2635 Swdent Rearsly (once in 3 yesr or Timely defivery Looking for customer sup Agree importan Very Importart | neutral Imgortant neutral Imgortant very Important | Once or twice Noontime (lunch)
1825 Swdent Rearsly (once in 3 yesr or Gustomer senvice Hunger Neutral veryimportant  Very Important _ very Important Imgortant very Important_ Important very Important_ Rarsly Evening (dinneriwork mes))
2635 Empioyee  Gfien (Atleastonoe 2 mo Fromise Rulfiment Interested in purchasing f Agree veryimportant  Very Important _ importan very Important _ Important Very Important_ very important | Onoe 2 week ¢ Hoortime lunch)
225 Swdent Gecasionally (Once in 518 Ease of ardering process Researching food informe Agree veryimponant  Very Imporiant _ imponian Imgortant Imgortant Very Imporant very Important | Onoe 2 week ¢ Evening (dinnariviork mesl)
2635 Swdent Gezasionally (Once in 568 Promis fulfiment Researching food inform Agres Neural imporant imporiant Imgerant Imgartant Imgortant Imgorant | Onoe 2 wesk ¢ Evening (dinneriviork mesl)
2635 Neural very Imponant very Impariant

Business Owner Chien (A lesst onos 3 mo Promise fulfilment

Lacking for restaurant me Disagres

1 [[¥our Genger

: |Femsle 1805  Empojss  Often [Atleast onos 3 mo Food selection Strongly agree

BRI 1825 Swdent Occasionaly (Once in 5 Esse of ordering proosss  Interasied i purchasing f Neutral

+ | Mae 1825 Sudent Often (At least onoz 2 mo Timey delivery Researching food informz Agree

5 | Femae 1825 Stdent Often (At least onoe 3 mo Timely delivery Interested in purchasing f Agree

& | Mak 1825 Sudent Often (At feast onoe & mo Timely delivary Intrested in purchasing  Agree

T [ mae 1228 nt Often (At lzast onoz 2 mo Overall organization/navi Interested in purehasing f Strongly agree

& | Mae 1825  Stdent Rarely (once in 3 year or | Shipping options Interested in purchasing f Agree

o |Femsle 1335  Sudent Rarely (oncein a year or Fromise fuilment  Interested in purchasing | Agree

© |Femde 1225  Sudent Oazasionaly (Once in 54 Food selecion Intzrezd in purchasing f Agree

| Make 45  Empojes | Often (Atleast onoe 3 mo Ease ofordering process | nteresizd n purchasing F Stiongly agree
Femsle 1335 Sudent Occasionaly (Once in 5€ Prcing Interested in purchasing £ Neutral
Maie 1825 Sudent Often (At feast onoe a mo Promise fufilment | Interested in purchasing | Agree
Maiz 03  Empioys=  Occasionaly (Once in 58 Fromissfufiment  Reseaching food informa Neutra
Malz 28-35  Business Owner Rarely (once in a year or 2 years) Researching food informe Neutral

© |Femsle 1335  Sudent Rarsly (once n a year or Timely delivary Looking for contact inforr Neutral

v | Femde 1328 nt Often (At least onoz 2 mo Ezse of ordering process  Inerested in purchasing f Agree

12 | Make 1825  Emplojes Often (At least onios 2 mo Ease of ordering proosss Researching food informa Agree

o |Femsle 1335  Sudent Often (At least onoe a mo Food selection Interested in purchasing F Neutral

= | Mae 03 Suden When there s an ofer | Timely delivery Researching food inform Strongly spree

2 | M 1825 Sudent Oczasionaly (Onoe in 58 Promise fulfiment Researching food informe Strangly sgree

z | Mae 1325 Sudent Rarely (once in a year or Esse of ordering process  Interesied i purchasing f Neutral
Famsle 1328 Oczasionaly (Once in 5% Prcing Researching food informz Neurral

| Femsk 1325 Often (At least onoz 2 mo Pramise fulilment | Interested in purchasing f Agree

= | Mae 1825 Sudent Oten (At least onos  mo Timsly delivery Inrestedin purchasing f Agres

= | Mae 1825 Sudent Often (At least onoe & mo Overall organization/nai Interested in purchasing | Agree

¥ |Femae 1826 Sudent Oczasionaly (Once in 5% Proing Intzrestedin purchasing £ Neutral

= | Mae 1825 Stdent Oczasionaly (Once in S€ Food selection Interested in purchasing f Agree

= | Mae 1825 Sudent Occasionaly (Oncs in 54 Timey delivary Intsrested in purchasing  Agree

= | Mae 23 Business Ownar Ofen (At =ast onoe 2 mo Timey delivery Intzrezd in purchasing f Agree

o | Femse 1825 Sudent Occasionaly (Once in 5¢ Prong Researching food informs Neutral

= | Mae 1325 Sudent When there s an ofler | Timely delivery Interested in purchasing f Neutral

= |Famak  40above Houssuffe | Occasionaly (Once in 51 Timey delivery Researching food inform Strongly spree
Maiz 03 Business Owner Often (At lzast onoe 2 mo Fring Researching food informe Agree
Femsle 1335 Sudent Rarely (once in 3 yesr or  Customes senice Interested i purchasing f Neutral
Female 1335 Sudent Often (At feast onoe @ mo Promise fufilment | Locking for customer sup Strongly agree

7| Mae 1825 Sudent Occasionaly (Once in 5 Pramise fufiiment | Inerested in purchasing f Agree

= | Mae 1825 Stdent Rarely (once ina yearor | Pricing Interested in purchasing f Neutrsl

veryimpartsnt
imporiant
imporant
veryimpartsnt
veryimpartant
impor
importars
veryimpartant
Newral
importart
veryimpartsnt
veryimpartant
imporant

veryimpartant
imporant
Newtsl
veryimpartant
Newral

very mpartant
Newtral
Newral

very mpartznt
important
veryimpartant
Newral
importart
imporis
impor
Neutral
Newtral
veryimpartant
very mpartznt
Newral
veryimpartant
veryimpartnt
veryimpartsnt

reutrsl

Very Important
Very Important
imporsant
Very Important
imporiant
imporsant
Very Important
Very Important
imporsant
Very Imporiant
nautral

Very Important
imporsant
Very Important
Very Important
imporsant
important
Very Important
reural

Very Important
reutral

reursl

Very Important
Very Important
Very Important
imporsant
Very Important
reutral

reural

neutral

reutral

Very Imponant
Very Important
nautral

Very Important
Very Imponant
Very Important

very Important
reatial
imponiant
very Important
very Imporiant
very Important
reatral

very Imgortant
imporiant
very Importan
neutrsl

very Imporiant
very Important
very Important
very Imporiant
retral

reatral

very Imporiant
retral

very Important
important
reatrsl
neutral
reatra|
reatial
imponiant
importar
very Imporiant
importar
netral
reatial
very Important
neutral

important
very Imporiant
very Important
very Important

neutral
reutal
imponan:
sz impartant
imporant
very impertant
very impertant
very mportant

very Important

very Important
Imgor@nt
Imgorant
Imgorant
very Imporiart
neural

very Important
very Imporiart
Imgorant
very Importart
neutral
reutral

very Imponiart
very Important
very Imporiart
neural

Izas Importart
very Imporiart
Imgortant
very Importart
Imporant
Imgorant
very Importart
very Important
very Imporiart
very Imponiart
very Important
very Imporiart
very Imponiart
neutral

reutral
Imgorant
very Importart
Imgorant

very Imporiart
very Imponiart
very Important

reutrsl

Imgortant
reatrsl
Imgortant
very Importart
reatrsl
neutral

very Importart
very Important
Imgortant
neutral
Imgortant
Imgortant
very Importart
very Importart
Imgortant
very Importart
reutral
Imgortant
neutral

very Importart
Imgortant
nzutrsl
Imgortant
reutrsl
reatrsl
Imgortant
very Importart
Imgortant
very Importart
neutral
Imgortant
vary Important
Jess Important
Imgortant
very Important
very Importart
reutral

Very Important

Very Important
Very Imporiant
Imgortant
Very Important
Very Imporiant
neutral
Imgortant
Very Imporiant
Imgortant
Very Imporiant
Very Important
Imgortant
Very Imporiant
Very Important
Very Imporiant
Very Imporiant
retral

Very Imporiant
Very Imporiant
Very Imporiant
Imgortant
nzutrsl

Very Imporiant
Very Important
Very Imporiant
Very Imporiant
Imgortant
Very Imporiant
Imgortant
neural

nat Important
Viery Important
Very Imporiant
reutral

Very Imporiznt
Very Imponiant
Very Importsnt

Imgortant
reatral
Imgortant
very Importart
very Importart
neutral

very Importart
very Imporiart
Imgortant
Imgortant
very Importart
Imgortant
very Imporart
very Importart
very Importart
Imgortant
Imgortant
very Imporiart
very Imporart
very Importart
Imgortant
nautrsl

very Importart
very Importart
very Importart
very Imporart
very Importart
reatral

very Imporart
neutral

ey Importart
vary Imporart
very Importart
reatral

very Importart
very importart
erj important

nce 3 week ¢ Hoortime lunck)

Which ofth Vihat = your ocs How often do you use onl Fieaze tell us which of te What sromptad your visit You v satisfied w Prowide whatthe ¢ responsizle and  Envor = food deluery The payment sy Vinusl images of The promo code | On time delivery  The quaity and How often do | Piease tell us your st chaios

Grce ortwise. Evering (dinneriwork mes))
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Gnce artwice Evening (dinnzrwor mes))
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