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INTRODUCTION OF SWIGGY

Swiggy is an online food ordering and delivery service and has it’s headquarters in Bangalore. It was a startup founded by Nandan Reddy, Sriharsha Majety and Rahul Jaimini in 2014, with 6 delivery boys providing food from 25 restaurants. Now in 2019 it has more than 6000 food delivery boys delivering from thousands of top restaurants. It operates in over 25 cities of India. Swiggy’s total valuation in the market is $1.3 billion.  

Swiggy aims to connect restaurants to the foodies around the city. Making food accessible to customers is their main strategy. Swiggy aims to stand out by offering curated lists of restaurants and services and have its own fleet that picks up orders from restaurants and deliver them to the customers. 

THE ONLINE FOOD ORDERING MARKET IN INDIA 

Indian households have traditionally relied on home-cooked food, and considered a meal out an occasional treat rather than a matter of convenience. Now the new generation of busy professionals is more inclined to treat meals as an opportunity to quickly refuel rather than as a family moment. The country’s smartphone boom means the number of potential customers has increased.  Unlike in other markets, Indian users are allowed to pay for their food in cash when it arrives.

Growth in online food ordering market has also been attributed to the rising number of women in working population in most of the metro cities. 95 % of customers order food online, due to promotional offers and discounts, while 84 % customers believe it is hassle-free, time-saving and convenient. 78% also order food online because of a wide variety of cuisines on a single-click.

The online food ordering market in India is likely to grow at over 16 % annually to touch USD 17 billion by 2023. Bangalore gets the highest number of online orders with 20 % of the market share. It is followed by Mumbai, Pune, Delhi and Hyderabad with a share of 18 %, 17 %, 15 per cent and 12 per cent, respectively, while other cities account for 18 % of the market share. Swiggy is the market leader. Zomato is an online restaurant directory is expanding aggressively into delivery. According to a survey, restaurants get 50% of their order from Swiggy and 20-25% from Zomato. Uber Eats is also growing quickly in India

The sector faces tough growth challenges — a shortage of restaurants. In a country of 1.3bn people, there are only about 100,000 restaurants. About half the country’s restaurants have partnered with Swiggy, according to the company’s CEO, Harsha Majety. That is a fraction of the number in China, where Swiggy’s counterpart Meituan-Dianping has 6.5 million restaurant listings. 

However, India now has more than 300m smartphone users and this sector has the potential to penetrate far more deeply into the country

SWIGGY’S MARKETING STRATEGY

The $15 Billion Indian food delivery market has now become a very competitive. Swiggy faces tough competition from Zomato and other start-ups like Foodpanda and Faasos. Uber eats has been trying to capture Swiggy’s market share by providing cheaper and quality food to the price conscious Indian customers. Google has also launched its delivery app called Areo in Mumbai, Bangalore and Pune. Hence, Swiggy needed to get more creative in its business model to stay ahead of the competition.

Swiggy has mastered the concept of bringing the food to the customers rather than the customers to the restaurants for food.  It has become a go-to-app when it comes to delivering food at their doorsteps. Swiggy has become very popular among the millennial customers of India. It’s main target audience is the ages of 18-35. These are the people who are college students, working professionals, or entrepreneurs.

The marketing efforts of Swiggy have helped create an image that Swiggy makes life convenient and easy for its customers. It is positioned to revolutionize the way people eat their food. It has the motto that “no customers go hungry” and helps customers connect with their favorite restaurants with a click of the button. The brand name Swiggy has become a synonym for quick food in the mind of customers.

Swiggy has a delivery diversification strategy. It aims to not only make the delivery for the food, but it also aims to create a delivery system for medicine, grocery, gift shops, and flower shops and capture a larger share of the delivery market of India. This is the concept of “Swiggy stores” is initially launched in Gurugram and has already partnered with 3500 stores. It also aims to extend its services in all the developing cities of India and capture the market share.

Swiggy has its own growing fleet of delivery partners and the fleet is growing with currently 1.25 lakh active partners. This has allowed Swiggy to deliver its promise to deliver food within 30 min to the customers with just a tap. Swiggy has recently launched the “Swiggy Access kitchen”. It is a ready-to-occupy kitchen which is offered to restaurant partners rent-free access with all required amenities. Swiggy will assist the restaurant owners to optimize their kitchens in terms of demand forecasting and stocks planning.

Swiggy Daily, a home-style meal subscription service was launched in Gurugram that gives consumers access to a variety of home cooked meals prepared by home chefs, tiffin providers and organised vendors.

Swiggy is now a reputed brand not just because of its services but due to its excellent social media strategy. Swiggy has almost one million fans on Facebook, which is highest among the competitors.  Every online campaign of Swiggy is extremely engaging and interactive. The posts are light, appealing and funny. Campaigns like #EatYourVeggies, #SuperSwiggy, #EarnYourCheatMeal conveyed the idea of eating healthy by using witty one-liners and puns. 

Memes have become the millennial language today. Memes go viral in a matter of minutes and to achieve customer interaction on Social Media, Swiggy hooks onto these trending memes and spices up with their own flavors. Amul has followed the ‘current topic’ approach in it’s advertisements for decades. Now Swiggy makes graphics on the topics that are relevant in India, from cricket to politics in their social media posts.

Swiggy has designed their social media feed with mouth-watering food placed in alluring backgrounds. Their platforms on social media are filled with pictures of meals which qualify for a millennial’s #Instafood, a popularly used hashtag by the youth. Swiggy holds weekly two quizzes on Twitter. They have a specific hashtag for their quizzes – #SwiggyTuesday & #LightningFastQuiz. This helps the brand to expand its reach and also creates a constantly flowing activity on the page. 

MULTI-PRONGED STRATEGY FOR GROWTH
Swiggy found that 5,000 people had downloaded their app from 300 different cities, but could not purchase, as Swiggy was not available in their areas. To cater to this demand, Swiggy had set up a special team to expand in these 300 new locations.

Swiggy has put its expansion on a fast track, ramping up the national network to 245 cities from 17 in a mere 12 months while the restaurant partner network has been scaled up three times to 1 lakh. It has also expanded its delivery fleet from 14,000 delivery partners to 2.05 lakh during the same period. 

This was the result of a multi-pronged strategy to expand its reach across the country. The team came up with multiple business models to launch Swiggy in the new cities/towns

(a) The Traditional model - Swiggy will set up an office in the new city to get restaurant partners on boarded. This was done for Mysuru in Karnataka. 
(b) The Satellite model - Swiggy adopted this model to launch in Hosur which is part of Tamil Nadu but is a satellite of Bangalore, by running it from Bangalore. 
(c) The University model (also called Launchpad) – Swiggy ties up with universities, targeting captive students on campus to deliver quality food to them. Launchpad is currently operational across 40+ campuses, including IIT-Kharagpur, IIT-Roorkee, and three campuses of BITS.
(d) The Local Partner/ Franchisee model that Swiggy works with to launch operations in small cities and towns.

Launchpad, which kicked off in January 2019 and has seen over 1.25 lakh transactions. “The aim is to have Launchpad across 150 campuses by the end of 2019,” says Swiggy COO, Vivek Sunder. 

CONCLUSION
Swiggy aims to be to be the “King of Convenience” by providing services like live tracking of food delivery and delivery in 32 minutes. Now Swiggy is extending the convenience of food delivery to other areas like delivering medicines, groceries, bread etc,  as they already have their delivery fleet and other logistics in place. Swiggy must continue to focus on customer, while expanding at rapid pace to beat the competition.
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