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Zomato is One of India’s leading Food-Delivery and
Restaurant-Discovery Platforms, founded in 2008
by Deepinder Goyal and Pankaj Chaddah was
headquartered in Gurgaon, India. What began as a
Restaurant-Menu Discovery Platform has evolved
into a Large-Scale Food-Tech Ecosystem.

About



Zomato is No Longer just about
Discovering Food. It has become part of
India’s everyday food-ordering behaviour.

Source 1 / Source 2

Average monthly
transacting customers

Average monthly active
restaurant partners

Food Delivery 
NOV — Q1 FY27
+20% YoY

27M+ 300K+ ₹10,769 Cr

About

https://www.eternal.com/blog/q1fy27/
https://www.eternal.com/investor-relations/impact/customer-centricity/


“Better Food for More People.”

Misson
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Convenience

Value

Choice

Personality

What does Zomato already
own in the Consumer’s Mind?
What does Zomato already
own in the Consumer’s Mind?
What does Zomato already
own in the Consumer’s Mind?

Brand Positioning & Consumer Perception

Food whenever the Craving hits.

Offers, Discounts and
Membership benefits.

Large Restaurant & Cuisine Ecosystem.

Witty, Conversational & Culturally
Relevant Communication.



Consumers value convenience, 
but not always the 
price that comes with it.

Consumers value convenience, Consumers value convenience, 
Market Problem

Say food prices on
Aggregator apps are higher
than at restaurants.

report higher Listed prices,
taxes/charges or both as
a key pricing issue.

This is based on LocalCircles’ January 2026 survey, 
which received 79,000 responses across 359 Indian districts. 

want dine-in/pickup/online
prices displayed transparently.

55% 75% 87%

https://m-www.localcircles.com/a/press/page/food-aggregator-survey-jan-2026
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Zomato  Leads.  
But Leadership Doesn't
Guarantee  Loyalty.

Zomato  Leads.  Zomato  Leads.  

Zomato/Eternal holds 58%+ of India's food-delivery GOV
Swiggy remains the key competitor
Food-delivery users are increasingly value-conscious
Customers can easily switch between platforms based
on offers, convenience and value

Zomato is already a market leader; the real opportunity
is to increase customer loyalty, order frequency, and
lifetime value through CRM and Zomato Gold.



Who Are We
Targeting?
Who Are We
Targeting?
Who Are We
Targeting?

Age: 20–35
Location: Metro / Tier 1 urban user
Behaviour: Orders multiple times per month
Mindset: Convenience-driven but price-conscious
Platform behaviour: Checks offers before ordering
Gold status: Non-member / expired member
Problem: Doesn't clearly understand how much Gold
would personally save



Buyer Persona Buyer Persona Buyer Persona 





Potential 
Customer Journey
Potential Potential 



Customer’s
Pain Point
Customer’sCustomer’s

Doesn't know the actual savings
Discounts feel uncertain
Checks offers before ordering
Membership feels like an extra expense
Past savings are invisible
No strong reason to upgrade now

Core Problem
Users know Gold has benefits, but they don't
know what Gold is worth to them personally.



CampaignCampaignCampaign

THE GOLD RECEIPT
Turn your order history into your savings receipt.Turn your order history into your savings receipt.



Campaign ideaCampaign ideaCampaign idea

THE GOLD RECEIPT
Instead of promoting Gold through generic benefits, We will be using a
customer’s actual eligible ordering behaviour to show how much they could
have saved with Gold across delivery benefits and extra discounts.

The campaign begins with Social Media Awareness, moves users into a
personalised in-app and CRM journey, and converts high-potential users
through their individual Gold Receipt.

Once they purchase Gold, the communication shifts from “You could have
saved” to “You actually saved”, continuously tracking their savings to encourage
repeat orders and membership renewal.

Core Idea
Turn Gold from a promised benefit into personalised proof of value.

Instead of promoting Gold through generic benefits, We will be using a
customer’s actual eligible ordering behaviour to show how much they could
have saved with Gold across delivery benefits and extra discounts.

The campaign begins with Social Media Awareness, moves users into a
personalised in-app and CRM journey, and converts high-potential users
through their individual Gold Receipt.

Once they purchase Gold, the communication shifts from “You could have
saved” to “You actually saved”, continuously tracking their savings to encourage
repeat orders and membership renewal.

Core Idea
Turn Gold from a promised benefit into personalised proof of value.
Core IdeaCore Idea



Order toh full enjoy kiya… bill bhi. 
Bas ek chhoti si problem hai.

Gold hota, toh shayad bill thoda
kam aur next craving ka budget
thoda zyada hota. 
Ab regret mat karo, bas hisaab
dekh lo.

Order Now & Check what’s Hiding 



Campaign Strategy
Turn Gold From Promise Into ProofTurn Gold From Promise Into Proof

Awareness → Personalisation → Conversion →
Value Proof → Retention



Customer
SegmentationSegmentationSegmentation

High Potential
Customers

Medium Potential
Customers

Expired Potential
Customers

Customers who order
frequently and have high
Gold-eligible savings potential.
Goal: Encourage them to
purchase Gold by showing
their potential savings.

Customers with moderate
order frequency and some
Gold-eligible orders.
Goal: Create curiosity and
encourage them to check
their Gold Receipt.

Customers who previously
had Gold but did not renew
their membership.
Goal: Remind them of the
value they could regain by
subscribing again.



Automation
WorkFlow 









Channels Used

Push Notifications — Primary trigger, reminders &
personalised Gold savings.
In-App Messages — Gold Receipt, personalised
benefits & conversion CTA.
Email — Detailed Gold Receipt, savings breakdown
& monthly Gold statement.
WhatsApp — Follow-up for users who don’t convert
through push/email.



KPIs 
Gold Conversion Rate
Gold Receipt CTR
Gold Renewal Rate
Customer Retention Rate
Customer Lifetime Value (CLV)



Expected Result
Higher Gold Conversion Rate — More high-
potential users convert into Gold members.
Increased Order Frequency — Gold members
order more frequently to utilise their benefits.
Higher Gold Benefit Usage — Members
actively use delivery and discount benefits.
Improved Gold Renewal Rate — Visible
cumulative savings give users a stronger
reason to renew.
Higher Customer Lifetime Value (CLV) —
More repeat orders and renewals increase
long-term customer value.



From Generic Benefits to Personalised Value
Zomato already has a strong Gold ecosystem.
The opportunity is to make its value personally
relevant to non-Gold users.
The Gold Receipt uses customers' own ordering
behaviour to show what they could have saved,
turning a generic membership offer into a
personalised reason to subscribe.

Conclusion 



Presented by 
Pratham, Ananya, Veer & Ness

Thank YouThank You


	Zomato is No Longer just about Discovering Food. It has become part of India’s everyday food-ordering behaviour.
	Source 1 / Source 2
	“Better Food for More People.”
	Source 1 / Source 2
	Brand Positioning & Consumer Perception
	What does Zomato already own in the Consumer’s Mind?
	Convenience
	Value
	Choice
	Personality


	Market Problem
	55%
	75%
	87%
	Core Idea

	Order toh full enjoy kiya… bill bhi.
	Order Now & Check what’s Hiding
	Turn Gold From Promise Into Proof


