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Abstract—Indians love bargaining for products and services. 
Their motive for bargaining goes way beyond just the value of 
money and becomes more about making a relationship with 

the seller so that they get better deals in the long run. But in 
the present era of globalization when every country is 
embracing the cultures and ideas of other countries, their way 

of life is undergoing a transition where developing countries 
like India are adopting western cultures. This cross-culture 
coalition has also brought a change in their way of bargaining. 

As a result, the advent of online food delivery system has 
brought a drastic change in the cuisine habits of young 
Indians, especially the ones living in metropolitan cities like 

Delhi and Mumbai. Their food preferences and the methods of 
placing orders has taken a modern approach to become par 
with the western culture. Hence the objective of the paper is to 

identify the elements due to which this paradigm change has 
taken place. Taking into consideration the college going 
students which is one of the largest demographic groups in 

India, the motivation for this change has been thoroughly 
emphasized in the present study. The study concludes that due 
to the stated factors, the cuisine habits of Indians has 

undergone a massive shift and the Indian market being so 
huge, this change has opened new grounds for marketers to 
work upon to gain competitive advantage. 

 
Index Terms—Bargaining, college students, globalization, 

online food delivery. 

 

I. INTRODUCTION 

Food service is a large omnipresent industry, having its 

reach in almost every household in some way or another. 

With evolving and expanding societies, it has rapidly grown 

over the years. Since the onset of the Gen-Y population 

cohort, proportion of women in the industry has seen a 

sharp increase which has resulted in people spending less 

time to plan and cook a meal. Hence eating out regularly 

becomes a necessity for many. The food service providers 

need to make full use of the situation to generate mutual 

profits. 

A major part of food service users involves the present 

university students. They have turned into a very important 

segment for all kinds of foodservice providers [1]. Being 

sophisticated and experienced in eating-out, their opinions 

stand on receiving quality products and services, even when 

it means paying some extra bucks for that [2], [3]. 

Currently, there are around 207 million college-going 

students, which the number is expected to double, with 

India having the largest student population [4] by 2025. 

Campuses are becoming progressive and hence foodservice 
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providers find themselves competing with local campus 

eateries [5]. They have realised the need to understand the 

customers’ behaviour to successfully implement themselves. 

College students lying in the age group of 18-22 have 

unique lifestyles different from people of other age groups. 

They are choosy and but tend to spend less observing their 

food service preferences due to their busy schedules. They 

have their evening meal anytime between 8PM and 2AM 

whenever they get free [6] and always remain in lookout for 

better and more dependable on-the-go food which can offer 

satisfaction as well as value [7]. Their average lifetime-

value is brief with 3 to 4 years for an undergraduate student 

and 1 to 2 years for a postgraduate student. This creates 

problems for the foodservice providers because this young 

crowd remains exploitable for very short time and their 

perception keeps changing with changing traditions. Further, 

the number of dining options open to the students has 

created the need to develop innovative marketing schemes 

and also to create better products and services [8]. Their 

success lies in their ability to meet with the demands of the 

youngsters by providing a popular dining experience which 

exceeds or at least meets their expectations, both in tangible 

and intangible form [9], [10]. But what exactly do the 

students want?  According to Hume et al.  [6],  this  section  

of  today’s  students  want speed, quality, convenience and  

a wide range of choices in the  menu  to  get  a  personal  

touch  of  experience  [4].  With tuition  and  other  costs  

going  up  every  year,  this  cohort expects  better  in  terms  

of the  required  products  as  well as the services offered to 

them [11]. If one service fails to meet their demands, they 

hardly waste time to switch to a better and more viable 

option. Hence the students’ interests needs be monitored 

regularly to improve the services and hence retain this big 

part of market. 

 

II. THE BARGAIN-PRONE CUSTOMER 

Consumer bargaining is defined as a tangled behaviour of 

exchange for a product or service between a buyer and a 

seller to reach a mutually agreeable price. If an agreement is 

not reached, either party may walk away abruptly ending or 

delaying the process. For a better deal this has been a long 

going on process in the world. Customers bargain for 

different reasons from getting a better value for the price or 

developing a healthier relationship with the seller. Given its 

benefits, one expects it to be prevalent across all nations. 

But the nature of bargaining is different across the cultures. 

Hall [12] made a broad distinction according to the 

difference in cultures. He divided the cultures into high-

context and low-context cultures based on the importance of 
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social interaction prevalent across the culture. Consumers 

from high context cultures tend to place a greater deal of 

importance on the social context of transactions [13]. On the 

other hand, the interactions taking place in low context 

structures are more emphasised on promptness, saving time 

and being on schedule with the job at hand [12].  For 

example, in US, customers are not expected to bargain over 

common household goods as they are termed as fixed priced 

goods [14]. They mostly haggle over the price of expensive 

products like automobiles, real estate or special services 

provided by the companies [15]-[17]. But in contrast with 

other parts of the world, consumer bargaining in US is 

direct, gentle and economic in nature. Their bargaining is 

more like a peaceful negotiation over the price and may 

seem quite lifeless. Whereas, customers in east world 

countries like China, Malaysia and India are a lot more 

vigorous while negotiating over the price. Surveys suggest 

that Indians love to bargain and their obsession with price 

goes beyond getting the value of money. More than the 

monetary transaction, they have other reasons to bargain. 

They bargain to get a perception of price disparities among 

the sellers, to develop a personal relation with the seller, to 

derive satisfaction from the perception of being favoured 

and also to draw additional benefits from the seller in the 

future [16]-[21]. In fact, sometimes the customers pay a 

higher price to earn some special features which are relevant 

to them [22]. Hence the underlying motive for consumer 

bargaining is to seek better deals in the long run [23]. 

Tactics like engaging a polite dialogue or showing 

disinterest towards the product help them in order to strike a 

bargain deal at the typical ground level of eastern countries 

[24]. In the recent times due to rapid globalization of world 

economy, changes in government policies and the 

proliferation of media, the mindset of Indian youth has 

slowly acquired a western approach [22], [25]. 

Immigrations all over the world have lead to exchange of 

ideas which has resulted in a cross-culture transition of 

Indian mindset. This process where individuals from one 

culture socialize with individuals of different cultures 

resulting in a blending of ideas and traditions is called 

acculturation [26]-[28]. Due to high acculturations, the 

differences shown in the behaviours exhibited by groups 

tend to diminish [13], [29]. As immigrants blend into the 

host nation, they increasingly align their behaviours with the 

society of the host culture. Hence as the Indians acculturate 

into the US culture, their attitude towards bargaining 

becomes less rigid and their attitude slowly becomes less 

effective in bargaining [30]. Even though they still want to 

earn better value for their money, a feeling of 

embarrassment seeps into these modern minds while 

bargaining about petty deals. In contrast with the typical 

Indian behaviour, they feel abashed on publicly fighting 

with dealers for acquiring small profits and extended offers. 

Hence unwillingly they end up paying a higher price for the 

product. 

 

III. M-WALLETS AND E-COMMERCE 

The birth of Internet has eliminated any such 

“embarrassment” resulting from haggling in public [13]. 

The advancement in technology has brought smartphones to 

every common man and with access to cheap internet, there 

has been a 40-fold increase in the use of mobile transactions 

from 2013 to 2018 [31]. This increase has been most 

significant in metropolitan cities like Delhi, Mumbai and 

Bangalore. The younger generations are more tech savy and 

consider online transactions safer and time-saving [32]. 

Hence it immensely used to carry out transactions quickly 

[33]. The Indian Government has active to promote 

partnerships among IT companies and banks to increase the 

rate with which M-Wallets are adopted by the public. For 

example, Tata Teleservice entered into contract with ICICI 

bank back in 2009 to offer mobile payment services, Bharti 

Airtel and Western Union Bank collaborated to provide 

mobile money service from 2007 [34]. Hence the sphere of 

IT and cashless transactions is rapidly spreading far and 

wide and the youth now prefer the online way to carry out 

any payments [32]. Apart from normal banking transactions, 

Indians are now shifting towards digitally carrying out retail 

and educational processes. But typical to their nature, they 

still dig for better ways to draw additional profits over the 

deal. Hence keeping the Indian way of bargaining in mind, 

online retail stores have evolved their channel in certain 

ways to suit the local taste. 

The Indian e-commerce industry grew at an exceptional 

rate of 88 percent in 2013 [35] and from $8.8 billion in 2016 

[36], it is posed to touch $76 billion by 2021. More and 

more MNCs are coming to India to join this recent spurt of 

online retail market and are becoming alternate source of 

consumer product over time [37]-[40]. Apart from the lower 

prices, they provide their customers with other incentives 

like loyalty programmes, one-day deliveries, special 

services, discount coupon etc to satisfy both their urge to 

bargain over price and to get special treatment [41], [42]. 

Hence the crowd responds positively to these offers and are 

slowly becoming the entrepreneurs of consumption [43].  As 

a result, online retail stores like Amazon and Flipkart have 

gathered immense success in the Indian market. 

 

IV. ONLINE FOOD DELIVERY SYSTEM 

One area where, until a few years ago, Indians hadn’t 

been successful in drawing bargaining benefits was 

readymade food. Whether it was going for a dine-in option 

or ordering food through telephone, customers had to pay 

the exact amount as in the menu. There was no scope of 

bargaining for extra discounts or obtaining special offers. 

Moreover with the liberalization of economy when the 

employment increased exponentially, a large section of 

Indian youth found themselves busy in their jobs. Hence 

with a tighter work schedule, they were not willing to travel 

distances to explore cheaper cuisine options [23]. Also, 

ordering food by telephone was not feasible as there were a 

very few restaurants who offered home delivery and that too, 

the services were quite poor. Hence the youth were left with 

no viable option to get an efficient source of readymade 

food with negotiable prices. The advent of Internet among 

the masses also found a potential solution to provide 

readymade food delivery to the customers. On similar 

grounds to online retail stores, online food delivery services 

like Swiggy, Zomato and Foodpanda have used the 
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cyberspace to get hold of Indian market. They provide the 

customers with a pool of restaurants along with the menus 

to choose their favourite dishes. These online services 

provide food freshly prepared from the selected restaurants 

and deliver it free of cost without any minimum order bar. 

They cater the customers with seemingly unbelievable 

coupon offers for trial purchase like desserts for Rs.9, 

snacks for Rs.19 and first-five-orders-free which turns out 

to be very effective in bringing new customers in the market 

[44], [45]. Premium offers like Buy-One-Get-One free and 

substantial discounts remain the strongest tool for regular 

sales promotions [39]. Some customers opt for the long term 

loyalty programmes laid by these services to draw long term 

benefits from the offers. Furthermore, customers are 

provided with options to cancel or alter the order anytime. If 

the customers do not like the quality of food or the service, 

they can lodge a complaint and get full reimbursement for 

the loss incurred. The delivery personnel remain equipped 

with GPS so can be live-tracked anytime by the customer. 

All this is done through a mobile app and hence no human 

interaction is required in the entire process. 

 

V. FOOD PREFERENCE OF COLLEGE STUDENTS 

The current university students are ultra modern and their 

food preference has seen a drastic change by the growth of 

the online food delivery interface. Their expectations have 

grown   over   the   time   due   to   the   changing   

landscape, increasing   literacy   rate,  and   development   of   

culinary culture  [46].  They are regarded as  the  generation  

with continuous   updates   and   high   social   awareness.   

Global competition  has  made them  spend  more and  more 

time on the  digital  interface  and  hence  they  tend  to  

minimize  the time  spent  on  their  meals.  So  to  

occasionally  please  their taste buds, it becomes 

cumbersome to them to physically go to  an  eatery,  wait  

for  the  food  to  be  prepared  and  eat  it there.  They  

prefer  the  online  food  delivery  option  where they only 

spend  a minute or a half to order  their  favourite dish  and  

continue  with  their  work  as  the  food is  prepared and  

delivered  to  them  without  distracting  them  [23].  Also 

since these students usually work late nights, their demand 

for quality food after midnight is catered only by the mobile 

apps  [47].  Further, these students usually do not have a 

source of  income.  Hence they find the online delivery 

system more pocket-friendly in the long run. 

 

VI. CONCLUSION 

Consumer bargaining is alive and is flourishing across the 

world. Due to the expansion of Internet, it has switched 

modes from face-to-face to online bargaining. Now because 

of increasing global competition and shifting economies 

from manufacturing to service sector, there has been a 

phenomenal increase in the products categories to be 

explored online. This transition seems to be expanding and 

is likely to continue for decades as more and more 

customers become the entrepreneurs of consumption. 

Like a good entrepreneur, they are value seeking and are 

likely to bargain to get better deals. Sellers cannot afford to 

ignore consumer bargaining as modern consumers compare 

the stated value of the product with their perceived value to 

motivate themselves for bargaining for a better deal. 

Marketing scholars are behind these changing market trends 

as hardly any research has been done on that. But it is high 

time now that consumer bargaining must be considered as a 

positive market force and its prevalence must be recognized 

while designing marketing strategies. By analysing the 

extant literature, this work has reflected the change in 

consumer bargaining of Indian consumers due to 

globalization. The second contribution of this work is to 

portray how the cuisine behaviour of youth, mainly the 

college going students, has changed due to the advent of 

internet and due to the creation of online food delivery 

system. But also on the broader sense, it provides a 

consumer’s point of view regarding the phenomenon and 

hence can be used to generate long term competitive 

advantage by the firms. 
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