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Abstract 

Post lockdown Consumer's attitudes, behaviors, and buying habits are changing and many of 

these new ways will remain post-pandemic. The present paper attempts to analyze Indian 

consumers, psychology, and preferences towards outside food in lockdown with the help of a 

survey conducted nearby my area (50) people. The findings of this study suggest how 

psychology and preferences of consumers converge, and their relative effects on their fast 

food eating patterns. The study proposes 2 factors that evolve out of responses of consumers 

towards 50, variables that a consumer normally faces. The first factor i.e. – consumers 

ordering food from restaurants advocates three segments restaurant viz. "Discounts," "taste" 

and, depending on their tastes, "experience seekers." And second-factor consumers are not 

opting to buy direct food from the restaurant but are willing to buy raw food and cook it at 

home. 
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Introduction 

COVID-19 widespread is progressively 

an authentic challenge that the world 

is called upon to confront without 

earlier arrangement. In expansion to 

an unavoidable financial emergency 

due to the shutdown of numerous 

financial exercises, the widespread is 

causing imperative changes within the 

social propensities of the populaces all 

over the world, and it is exceptionally 

likely that a few of these changes will 

endure until after the emergency. One 

of the perspectives in which COVID-19 

widespread is causing major changes is 

in people’s nourishment obtaining and 

utilization behavior due to the 

lockdown and social segregation 

orders as well as vulnerability about 

what will happen within the quick 

future. Understanding nourishment 

obtaining conduct is certainly valuable 

not as it were to get it how consumers’ 

conduct changes and adjusts amid 

emergency periods but moreover to 

supply valuable direction in crisis 

administration efforts. 
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Fast food is an item that can be 

arranged and served rapidly. 

Restaurants are providing good 

services to people away from home 

(Mirza Shoaib, 2016). But due to 

COVID-19, everything has come at 

stake. This study focuses on analyzes 

Indian consumers, psychology, and 

preferences towards outside food in 

lockdown. This chapter explains the 

background of the study, statement of 

the problem, objective, theoretical 

framework, research hypothesis of the 

study, and limitation, and that 

hypothesis was tested in the research. 

Studying the consumer’s behaviour is 

not an easy task at all, and even less 

simple is observing only one aspect of 

this behaviour, like in the present case, 

the consumers’ preference for a certain 

product (Mirela-Cristina Voicu, 2013).   

Consumers of research can express 

their needs and desires and still act in 

a completely different way; at times, 

they may not even be aware of the true 

reasons behind their buying behaviour, 

or they may respond to the factors that 

decide last-minute purchase decision 

changes. Although the consumer 

decisions are relatively easy to notice 

and quantify, it's quite difficult to take 

into account the psycho-physiological 

processes behind them. 

Unprecedented Preferences 

Shift: COVID-19 has done something 

which no amount of advertising by 

brands could do: it has made 

consumers change their ‘preferences’ 

(Jones Mathew. 2020). ‘Preferences’ 

have never been easy to change; they 

are stubborn and often impervious to 

marketing communication pleas. But a 

pandemic changed the game faster 

than what brands could have ever 

imagined. Almost overnight, hardwired 

hoggers and reluctant fence-sitters 

were pushed into the deep end of the 

online ordering of food will this shift to 

a different channel be permanent? Will 

restaurants and street food stalls be 

reduced to mere show windows? 

Admittedly, it is too early to claim that, 

but with new hygiene and 

contagiousness concerns, it is possible 

that people will reconsider venturing 

into public domains such as fast-food 

restaurants and street food stalls with 

the same carefree and reckless gusto 

as before. Or at least not as unarmed as 

before – now a bottle of sanitizer and a 

mask would be minimal essential 

weapons for anyone goes anywhere 

outside of their homes. In addition, 

there could be paranoia about the 

physical distance to be maintained 

with the nearest guy trying to be too 

social. Would restaurant people need 

to pitch their voices louder and farther 
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in times of physical distancing? Would 

there have to be teams to manage 

queues outside popular restaurants as 

lines snake away? If demonetization 

jump-started the digital payments' 

mindset in India, it may be safe to 

suggest that C-19 might change the 

way we behave as consumers. 

Objectives of the Study  

 To find out the determinants of 

consumer's preference towards fast-

food restaurants in Mumbai by using 

ordering Applications. 

 To find whether consumers order food 

from restaurants in lockdown. 

Scope of the study 

The study is for the academic purpose 

with the intention to know the 

consumer’s preference for the (local) 

fast-food restaurants. This study is in 

Mumbai’s context which will help us to 

understand the customer's psychology 

and preferences in buying fast food 

from restaurants in this pandemic 

situation. 

Research Methodology 

Research Model 

The research model is a model that 

defines the base of the study according 

to which the study was conducted by 

the researcher. It is a flow of research 

design according to which the research 

preliminary takes place. The 

researcher firstly drew the objectives 

and scope of the study, which was 

further, was designed by the 

researcher to conduct the significance 

and relevance of the topic, features of 

the topic. 

Significance of the Study  

The Researcher felt the need to study 

the Topic - “Changing Customer 

Psychology and Preferences for Fast 

Food Restaurants during Lockdown in 

Mumbai”. Because in previous research 

papers the majority of the researchers 

studied the CHANGING CUSTOMER 

PSYCHOLOGY in terms of emotional 

factors, trends, consumer purchasing 

behavior, impulse buying. 

But, Lockdown a situation that has 

aroused due to COVID -19 which is also 

a vital issue of today’s time was not 

studied. Considering the typical online 

and offline scenario of hoteling, people 

used to go to Restaurants anytime and 

order foods anytime who are more into 

fast food and especially into eating 

outside food. But, due to lockdown, 

many changes have been noticed in 

consumer’s preferences especially in 

terms of eating outside food. 
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The traditional approach to attract 

consumers was quite different and 

today in COVID times the approach is 

different i.e. restaurant owners are 

trying to promote safety measures 

carried on by the restaurants and the 

assurance is given by them. 

These aspects made the researcher 

think and felt the need to understand 

whether Fast Food Restaurants brings 

a convincing stop for the customer to 

get influenced by their Quality and 

Safety assurance information or not. Or 

the Customers have started making 

fast food items at home? 

This Study is of great importance as it 

will give us an insight into how an 

Indian consumer is changing his 

preferences in this pandemic. 

Research Design 

A research design is the set of 

techniques and procedures used to 

collect and analyze measurements of 

the variables collected from the study. 

The system that has been developed to 

find answers to research questions is 

the research design. 

The Research Design undertaken by 

the Researcher is DESCRIPTIVE 

RESEARCH DESIGN. Descriptive 

Research Design is a study designed to 

accurately represent the participants. 

Descriptive analysis, in simpler terms, 

is all about defining individuals 

involved in the study. 

A descriptive research project can be 

done in three ways, and they are: 

 Observational, described as a method 

of observing the participants and 

monitoring them.  

 Case Study, which is described as an 

in-depth study of a person or group of 

people.  

 Survey, which is described as a brief 

interview or discussion about a 

specific subject with a person. 

The descriptive research was based on 

a survey conducted by the researcher. 

Data Collection 

Primary Data 

As far as data collection methods were 

concerned, the research analysis 

included the use of a semi-structured 

questionnaire which was used as an 

interview guide for the researcher. 

Some questions were planned in order 

to direct the interview towards the 

fulfillment of the study goals, but 

during the interviews, additional 

questions were identified. Primary 

data was obtained using a 
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standardized questionnaire consisting 

of all closed-ended questions. 

Secondary Data 

Secondary data is collected through 

various sources: 

 Articles 

 Websites 

Sampling Decisions  

Sampling Size: The sample size is 50 

Respondents for collecting primary 

data from people.  

Sampling Method: For this research, a 

non-probability approach based on 

Stratified Random Sampling was used. 

Geographical Area: The study was 

undertaken in Mumbai.  

Data Collection Instrument: The 

study is conducted by using primary 

data by using 50 questionnaires, each 

consisting of 18 questions. All the 

questions are closed-ended questions. 

The random sampling method of 

research using questionnaires 

formulated by the researcher himself. 

The descriptive method was the 

research method that was used for this 

study. As far as data collection 

methods were concerned, the conduct 

of the research involved the use of a 

structured questionnaire, which was 

used as an interview guide for the 

researcher. In order to direct the 

interview to the fulfillment of research 

goals, some questions were prepared 

for the interviewer. 

Limitation of the study 

There are several limitations to the 

study. As this study is done in Mumbai 

so data is collected from limited 

restaurants and areas of Mumbai. The 

data is collected through the adaption 

of the questionnaire by convenience 

sampling, so the results do not 

represent the whole population. There 

are some other factors that can also 

influence consumers for fast food 

restaurants. 

Literature Review 

In this paper includes the theoretical 

background of the study, reviews of 

the past studies have been conducted 

which are related to my variables. 

COVID-19 has spread widely taking 

into consideration the effects it has 

caused on the general well-being of the 

consumers; it has affected the 

consumer's psychology to the next 

level. With the growing fear and 

changed psychology of consumers, 

their preferences toward the fast-food 

have also changed to a great extent. 
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Over the years, many studies have 

been conducted on the preferences of 

consumers on fast food. They use 

different models in their studies. There 

are two schools of thought for the fast 

food. One who doesn’t want to go and 

second who used to go to take the 

service of the fast-food restaurants. 

These foods are taking people towards 

obesity as well as there are some 

restaurants which are providing 

unhygienic food which causes diseases 

to the consumers. Quick food 

restaurants are favoured by customers 

because of the quality of service and 

also the affordable price. 

People are so keen on fast food 

nowadays that this lockdown has 

completely changed their mindset but 

the love for fast food hasn't gone away. 

Then the majority of people are still 

keen on having fast food even in 

lockdown researched and surveyed 

about it. The majority of people have 

started making fast food at home 

because they have fear in their heads 

of getting stale food from restaurants 

or they might get infected for COVID 

19. But there are still minorities who 

still are okay ordering food from fast-

food restaurants because the kind of 

taste the fast-food restaurants give is 

impossible to get at home and there 

are other reasons as well as there is no 

one at home to cook food for them and 

they might be getting some great 

discounts from the restaurant people. 

Analysis  

Questionnaire Analysis of the Survey 

Gender 
Male – 52.4%.  

Female – 47.6% 

Age 

18- 25 – 61.9 %  

 26-35 – 31%  

 36 – 45 – 2.4% 

46 – 55 – 2.4%  

above 55 – 2.4% 

Highest Degree 

of Qualification 

Undergraduate – 11.9%  

Graduate – 31%  

Postgraduate – 52.4%      

Doctorate – 4.8% 

Occupation 

Student – 26.2%           

Employed – 50% 

Self-employed – 2.4%  

Professional – 19% 

Retired – 26.2% 

Annual Income 

<50,000 – 35.7%  

50,001–1,50,000–11.9% 

1,50,001–3,00,000-28.6%  

3,00,001–5,00,000-11.9% 

>5,00,001 – 11.9% 

Around 92.9% of people agree that 

COVID-19 has changed consumer 

preferences whereas 7.1 % of people 

are neutral about it. Around 90.47% of 

people say that they go out for 

necessary shopping and the rest go out 

for a walk, medication, and for some 

other reasons. Later I asked them in 
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this pandemic which cuisine you would 

prefer around 73.8% of people 

answered Veg and the rest answered 

Non-Veg. Then they were asked in this 

pandemic situation what would you 

prefer veg or non-veg. Around 81% of 

people answered veg. From this, we 

can understand that how consumers 

are affected by the COVID-19 scenes 

that they are consuming more of veg 

food then non-veg food. 

In veg, people are consuming the right 

amount of all the veg elements right 

form leafy vegetables to fruits to keep 

themselves strong and immunity 

boosted up. In non-veg, people are 

consuming more seafood than meat. 

Around 81.3% answered seafood and 

rest answered meat. And when asked 

about veg fast food the majority of 

78% of people mentioned that they 

would prefer to beg fast food but 

homemade and rest would like to have 

it at fast-food restaurants. When asked 

for non-veg fast food around 90% of 

people would prefer homemade and 

the rest 10% would like to have it at 

restaurants. Reasons for homemade 

food, when asked the majority, 

answered that it is more hygienic safe, 

and fresh to consume. Later when 

asked reasons for ordering fast food 

from restaurants majority answered 

because of the authentic taste they 

have, another reason was that there is 

no one at home to cook because the 

stay alone, and the third major 

response was for discounts given by 

the fast-food restaurants. Later they 

were asked about if restaurants are 

assuring you with the safety, measures 

are taken by them, would you order 

then majority answered now around 

35.7% answered yes and around 4.8% 

people answered maybe. Concluding 

with the questionnaire at the last they 

were asked that the outside food can 

majority answered stale food can be 

given from the restaurants because 

they are hardly having a customer base 

these days and there are no such 

customers consuming fast food from 

the restaurants. So they might give 

stale food. Second people have fear in 

their mind that they might get COVID 

19 from ordering food from outside or 

visiting restaurants and then having 

food because we never know from 

which direction the COVID-19 disease 

can affect us. 

Conclusion  

This study can be implied and helpful 

to those all who want to know about 

the changing preferences and changing 

demands of the consumers in this 

pandemic situation during the 

lockdown and want to go further for 

detailed research. This research is also 
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helpful to all the restaurant owners 

who must be aware what the customer 

is actually looking in this pandemic 

situation and how safety is the utmost 

priority of each and every consumer, 

this research might help them to 

promote or reach out their product in 

such a way that they are taking into 

considerations all the things which are 

necessary according to customer point 

of view. 

Suggestions 

 For more sales, restaurant owners 

should only focus on deliveries 

rather than entertaining the 

customers at their restaurants and 

they should start contactless 

deliveries. 

 The study reveals that the 

restaurant owners should make use 

of a discount coupon or wallet 

promotional strategy with a view to 

reaching a large audience and 

ignoring the direct contact with the 

customer.  
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