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Abstract:

This study examines consumer satisfaction levels among Domino's Pizza customers in Delhi, with a focus on
understanding how key variables such as food quality, pricing, delivery efficiency, ambience, and promotional activities
shape customer experiences. As India's fast-food sector continues its rapid ascent, driven by shifting urban lifestyles, a
growing middle class, and increasing appetite for convenience foods, understanding what truly keeps customers coming
back has become crucial for global food chains. Domino's, operating as one of the world's largest pizza delivery
networks, faces unique challenges and opportunities in the Indian market, where consumer preferences are deeply
influenced by local tastes, cultural habits, and price sensitivity.

Using a structured questionnaire-based survey method, data was gathered from 85 respondents drawn from various age
groups across Delhi. The findings reveal that a significant majority of Domino's customers in Delhi fall within the 18—
22 age bracket, confirming the brand's strong appeal among younger, urban consumers. Garlic bread emerged as the
most preferred menu item, followed closely by pizza and Choco Lava Cake. While overall satisfaction levels are
reasonably positive, concerns persist around delivery timelines, pricing, and the perceived impact of promotional
campaigns. The study concludes with practical recommendations aimed at helping Domino's improve its service delivery
and deepen consumer loyalty in the competitive Delhi market.

Keywords: Consumer Satisfaction, Domino's Pizza, Fast Food Industry, Delhi, Service Quality, Customer Perception,
Food Delivery

CHAPTER 1: INTRODUCTION

India's food service industry has undergone a dramatic transformation over the past two decades, with the fast-food
sector leading this change. Economic liberalisation, rapid urbanisation, and the emergence of a young, aspirational
middle class have created ideal conditions for global fast-food brands to flourish. Among these, Domino's Pizza has
carved out a particularly strong position in the Indian market, becoming synonymous with quick, convenient, and
affordable pizza delivery. Founded on December 9, 1960, in Ypsilanti, Michigan, by brothers Tom and James
Monaghan, Domino's built its early reputation on a single, compelling promise: fast pizza delivery. What began as a
modest single-store operation evolved into a global franchise giant, today operating approximately 17,000 outlets across
more than 90 countries. In India, the brand entered through the franchise model and has since expanded aggressively,
particularly in metro cities like Delhi, where it has become a staple for both family dining and quick solo meals. Domino's
core proposition has always been centred around speed, convenience, and consistent quality. The brand's famous "30
minutes or free" delivery campaign remains a cultural landmark in its marketing history, a promise that shaped consumer
expectations around food delivery. This commitment to punctuality, combined with a menu that innovatively blends
international offerings with local Indian flavours, has allowed Domino's to resonate with a broad demographic spectrum.

The Delhi market presents a particularly interesting case study. As one of India's most densely populated and
economically active cities, Delhi is home to a highly diverse consumer base with varying income levels, food
preferences, and lifestyle patterns. Understanding how Domino's is perceived in this competitive environment, where it
faces rivalry from both global chains like Pizza Hut and KFC, as well as a vibrant local fast-food culture, is essential for
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the brand's continued growth. This paper investigates consumer satisfaction levels among Domino's customers in Delhi,
with the aim of identifying the key drivers and barriers to satisfaction. By analysing survey data across multiple
dimensions, including visit frequency, spending patterns, food preferences, ordering experience, and perceptions of
promotions and advertising, this study provides a comprehensive picture of how Delhi consumers relate to the Domino's
brand.

CHAPTER 2: LITERATURE REVIEW

Consumer behaviour in the fast-food industry has attracted considerable academic attention, particularly in the context
of emerging markets like India. Several scholars have explored the factors that drive satisfaction, loyalty, and repeat
purchase behaviour among fast-food consumers, offering valuable theoretical foundations for this study.

2.1 Consumer Perception and Fast Food Preferences in India

Goyal and Singh (2007), in a study published in the British Food Journal, explored how young Indian consumers
perceive fast-food outlets. Their findings indicated that the primary motivation for visiting fast-food establishments
among Indian youth was enjoyment and novelty rather than nutritional value. Importantly, they noted that young
consumers in India tend to maintain a strong preference for home-cooked food but view fast-food dining as a social
activity and a form of leisure. This dual identity, home food as nourishment, fast food as experience, is crucial for
understanding consumer expectations at outlets like Domino's.

2.2 Rural vs. Urban Consumer Attitudes

Singh and Goyal (2008), writing in the Journal of Strategic Marketing, drew an important distinction between rural and
urban consumer attitudes towards foreign food brands. Their research found that rural consumers demonstrated a
stronger aspiration for foreign brands, associating them with prestige and superior quality. Urban consumers, by contrast,
tended to be more price-conscious and analytically driven in their purchasing decisions. For a brand like Domino's,
which targets primarily urban markets, this finding underscores the importance of value-for-money propositions
alongside product quality.

2.3 Service Quality and Customer Loyalty

Raffia (2007), in Restaurant Business, highlighted Domino's remarkable growth trajectory and attributed it to a
combination of aggressive expansion, strong franchise management, and a relentless focus on delivery efficiency. The
study noted that at the time, Domino's had added a thousand new units within five years, reflecting high consumer
demand. However, it also cautioned that sustaining growth required continuous innovation in service delivery and
customer experience management.

Further research by industry analysts, including work by Patcher (cited in existing literature), reinforced the view that
Domino's competitive advantage lay not merely in its product but in the totality of its service experience. Training
programmes, employee incentives, and operational efficiency were identified as key internal drivers of customer
satisfaction. From a theoretical standpoint, these findings align with the SERVQUAL model, which posits that service
quality is determined by the gap between customer expectations and actual service delivery across dimensions such as
reliability, responsiveness, assurance, empathy, and tangibles.

2.4 India's Fast-Food Industry Landscape

Jaitley (2010), a technical director at Midas Food International, offered a compelling macro-level analysis of the Indian
food service market. She observed that India's cultural diversity, combined with heightened consumer awareness and a
growing desire to engage with Western food culture, made it an exceptionally promising market for international fast-
food brands. Crucially, she emphasised that success in the Indian market required an understanding of regional taste
preferences, making localisation of menus not just a marketing strategy but a business necessity.

Taken together, the existing literature suggests that consumer satisfaction in the fast-food industry is a multidimensional
construct, shaped by food quality, service efficiency, pricing, ambience, and brand image. In the Indian context, the
interplay between global brand appeal and local cultural expectations adds another layer of complexity. This study builds
on these insights by examining how these factors manifest specifically among Domino's consumers in Delhi.

© 2026, IJSREM | https://ijsrem.com DOI: 10.55041/IJSREM63571 | Page 2



https://ijsrem.com/

5T 3
; IJSREM { . . . . . . .
cwea 82 [nternational Journal of Scientific Research in Engineering and Management (IJSREM)
w Volume: 10 Issue: 05 | May - 2026 SJIF Rating: 8.659 ISSN: 2582-3930

CHAPTER 3: RESEARCH METHODOLOGY

3.1 Research Design and Objectives

This study adopts a descriptive research design, drawing on primary data collected through a structured questionnaire
administered to Domino's customers in Delhi. The research was guided by three primary objectives: first, to assess the
overall level of consumer satisfaction with Domino's Pizza; second, to identify specific challenges or pain points
experienced by customers; and third, to examine the broader landscape of consumer behaviour within the fast-food
segment, including ordering preferences, menu choices, and responsiveness to promotional activities.

3.2 Data Collection Methods

Both primary and secondary data sources were utilised in this study. Primary data was gathered directly from respondents
through a structured, close-ended questionnaire, which covered personal demographics, consumption patterns, menu
preferences, satisfaction ratings, and perceptions of Domino's marketing efforts. Secondary data was sourced from
academic journals, published research articles, and corporate information available through Domino's official channels
and related business publications. This combination of data sources allowed for a richer, contextually grounded analysis.

3.3 Sampling

The study population comprised Domino's consumers across Delhi. A convenience sampling technique was employed,
given the need to reach actively engaged customers in an accessible manner. A total of 85 respondents participated in
the survey, representing a cross-section of age groups, genders, and consumption frequencies. While this sample size is
modest, it is appropriate for an exploratory study of this nature and provides sufficient data to identify meaningful
patterns and draw tentative conclusions.

3.4 Analytical Tools

Data analysis was conducted using percentage analysis and visual data representations, including pie charts and bar
graphs generated through RStudio. Percentage analysis allowed for a clear comparison of response distributions across
different survey questions, while visual tools facilitated intuitive interpretation of key findings. The combination of these
analytical approaches supports a thorough and accessible presentation of the study's results.

CHAPTER 4: DATA ANLYSIS & INTERPRETATION

4.1 Demographic Profile of Respondents

The survey gathered responses from 85 participants. In terms of gender, the sample comprised 52.9% male respondents,
45.9% female respondents, and 1.2% who identified as other. The slightly higher proportion of male respondents
suggests a marginally stronger engagement with the survey among men, though the distribution is broadly balanced.

Gender ‘ No. of Respondents Percentage (%)
Male 45 52.9%

Female 39 45.9%

Others 1 1.2%

Table 1: Gender Distribution of Respondents

In terms of age, the largest cohort of respondents (50.6%) fell within the 18-22 age group, affirming that Domino's holds
its strongest appeal among young adults. The 32—40 age group accounted for 23.5% of respondents, followed by the 22—
26 group at 15.3%. The 26-32 age bracket contributed 5.9%, while those above 40 made up the remaining 4.7%. This
distribution clearly positions Domino's as a primarily youth-oriented brand in the Delhi context.
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Age Group ‘ No. of Respondents Percentage (%)
18-22 43 50.6%
22-26 13 15.3%
26-32 5 5.9%
32-40 20 23.5%
Above 40 4 4.7%

Table 2: Age Distribution of Respondents

4.2 Frequency of Visits

When asked how frequently they ate at Domino's in a given month, 34.1% of respondents reported visiting twice a
month, making this the most common visit frequency. This was followed by once a month (31.8%) and thrice a month
(25.9%). Only 8.2% of respondents visited Domino's more than three times a month, indicating that while the brand
enjoys regular patronage, it is primarily a periodic indulgence rather than a daily staple for most consumers.

Visit Frequency ‘ No. of Respondents Percentage (%)
Once a month 27 31.8%

Twice a month 29 34.1%

Thrice a month 22 25.9%

More than three times 7 8.2%

Table 3: Monthly Visit Frequency

4.3 Monthly Spending Patterns

Analysis of monthly expenditure at Domino's revealed a concentration of spending in the mid-range brackets. Both the
3200—400 and ¥400-900 categories accounted for 27.1% of respondents each, together representing more than half the
sample. The T1000—-1500 bracket attracted 21.2% of respondents, while 15.3% spent below 3200 and just 9.4% exceeded
%1500. On average, the typical Domino's consumer in Delhi spends approximately X500 per month at the chain,
reflecting a value-conscious customer base that nonetheless engages meaningfully with the brand.

Monthly Spending (I) ‘ No. of Respondents Percentage (%)
Below 200 13 15.3%

200400 23 27.1%

400-900 23 27.1%
1000-1500 18 21.2%

Above 1500 8 9.4%

Table 4: Monthly Spending Patterns

4.4 Ordering Preferences

When examining how consumers prefer to experience Domino's, the data revealed an evenly split preference between
dine-in and takeaway, each chosen by 35.3% of respondents. Home delivery, interestingly, was the least preferred option
at 29.4%. This finding is somewhat counterintuitive given Domino's identity as a delivery-first brand. It may suggest
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that consumers in Delhi value the social and physical experience of visiting the outlet, or it may reflect dissatisfaction
with delivery timelines, an issue also surfaced elsewhere in the data.

Order Preference ‘ No. of Respondents Percentage (%)
Dine In 30 35.3%
Home Delivery 25 29.4%
Take Away 30 35.3%

Table 5: Consumer Ordering Preferences

4.5 Menu Preferences

Respondents were asked to identify their preferred menu items from Domino's. Garlic bread topped the list, favoured by
49.4% of respondents, closely followed by pizza (47.1%) and Choco Lava Cake (42.4%). Pasta was the least popular
option, selected by only 20% of respondents. The strong preference for garlic bread, even above pizza in a pizza-chain
survey, speaks to the success of Domino's side-item menu in capturing consumer affection. It also suggests opportunities
for cross-selling and bundling strategies built around these non-pizza favourites.

Menu Item No. of Respondents Percentage (%)
Garlic Bread 42 49.4%
Pizza 40 47.1%
Choco Lava Cake 36 42.4%
Pasta 17 20.0%

Table 6: Menu Item Preferences

4.6 Perception of Promotional Measures

When asked whether they found Domino's promotional measures useful, 54.1% of respondents were ambivalent,
choosing "sometimes." Only 24.7% reported finding promotions consistently helpful, while 21.2% found them unhelpful
altogether. These findings suggest that Domino's promotional strategy resonates with a portion of its Delhi consumer
base but fails to create a compelling value proposition for the majority. This points to a need for more targeted and
personalised promotional communication.

4.7 Influence of Advertising

Responses regarding the influence of Domino's advertisements were similarly mixed. A slight majority (34.1% each)
said they were either uninfluenced or only sometimes influenced by the brand's advertising, while 31.8% acknowledged
being influenced. Taken together, roughly 68% of respondents reported some resistance to Domino's advertising
influence. This is a significant finding in the context of the brand's considerable marketing expenditure, suggesting that
word-of-mouth, personal experience, and peer recommendations may carry greater weight than traditional advertising
among this demographic.

4.8 Ease of Placing Orders

On the subject of order placement, a clear majority of respondents (47.7%) reported experiencing no difficulty in placing
orders at Domino's. A further 25.6% occasionally encountered difficulties, while 26.7% reported consistent challenges.
The relatively smooth ordering experience for most customers is a positive indicator of the brand's operational
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infrastructure, though the nearly one-quarter who report consistent difficulty represents a meaningful service gap that
warrants attention, particularly in the context of digital ordering platforms.

CHAPTER 5: SUMMARY& CONCLUSION

5.1 Summary of Key Findings

This study set out to examine consumer satisfaction among Domino's customers in Delhi, drawing on survey data from
85 respondents. The key findings can be summarised as follows. Domino's enjoys its strongest appeal among young
consumers, particularly those in the 18-22 age group, who form the backbone of its Delhi customer base. The brand
sees consistent but moderate patronage, with most consumers visiting roughly twice a month and spending around X500
per visit. Garlic bread has emerged as the brand's most beloved menu item in Delhi, ahead of pizza, pointing to the
success of its side-dish offerings. Preferences for dine-in and takeaway experiences are equal, and somewhat surprisingly
outpace home delivery, despite Domino's traditional identity as a delivery-first brand. Consumer response to promotions
and advertising is largely neutral or mixed, with a minority feeling strongly engaged by either. Order placement is
generally smooth for most customers, though a notable segment encounters occasional or persistent friction.

5.2 Conclusions

The overarching picture that emerges from this research is of a brand that is well-established, consistently patronised,
and broadly liked in Delhi, but one that has not yet succeeded in converting casual customers into deeply loyal advocates.
Domino's strengths lie in its brand recognition, accessible price points, and a menu that has been thoughtfully adapted
to local tastes. However, areas of concern, particularly around delivery reliability, the perceived value of promotions,
and advertising effectiveness, represent important opportunities for strategic improvement.

For a brand that built its global identity on delivery speed and efficiency, the finding that home delivery is the least
preferred option among Delhi consumers is especially worth examining. Whether this reflects genuine service
shortcomings or simply a preference for the social experience of in-store dining, it calls for a fresh examination of how
Domino's positions and executes its delivery proposition in this market.

From a broader academic perspective, this study reinforces the understanding that consumer satisfaction in the fast-food
context is not reducible to any single variable. It is a composite experience, shaped by food quality, service efficiency,
pricing fairness, the ease of the ordering process, environmental ambience, and the emotional resonance of the brand's
marketing. Companies that manage all these dimensions effectively are better positioned to build the kind of deep
consumer loyalty that drives sustained commercial success.

5.3 Recommendations

Based on the findings of this study, the following recommendations are offered to Domino's management in the Delhi
region. First, the brand should invest in improving delivery consistency, particularly around its time commitments, as
unmet delivery promises erode trust more significantly than most other service failures. Second, promotional strategies
should be revisited to offer more personalised and contextually relevant offers, moving beyond generic discounts to
rewards that feel individually meaningful to the customer. Third, given the strong preference for garlic bread and Choco
Lava Cake, there is clear appetite for expanding and innovating within the side-dish and dessert categories. Fourth, the
brand should explore ways to enhance the digital ordering experience to reduce friction for the 26.7% of customers who
report consistent difficulty placing orders. Finally, investing in staff training and outlet ambience improvements could
help Domino's strengthen its dine-in proposition, capitalising on the equal preference expressed for in-store experiences.
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