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ABSTRACT: The culinary business is a business that is growing rapidly, especially with online food delivery service applications such 

as Gofood and Grab food, which help MSMEs to market their products. However, the increasing number of merchants who join 

as partners, especially with the promo program, makes merchants compete with one another. This research approach is 

qualitative where researchers observe and interview MSME merchants in Surabaya who have joined as Gofood and Grabfood 

partners. The results obtained are that MSME merchants benefit by taking advantage of promos such as additional sales and 

increasing brand awareness to consumers, but they do not only rely on sales media through this service so that profit margins can 

be more optimal. Suggestions from the author for application providers, it is better to provide subsidies for promos that can be 

distinguished between MSME merchants and large class ones. 
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1. INTRODUCTION  

 Culinary business is a business that never ends, because of the human need to consume food. Day by day, the type of food is 

growing so that consumers have many choices when they want to buy food. Nowadays people are very easy to order and buy 

food, they don't even have to bother to queue and go to the location. Especially with the Covid-19 pandemic, many people are 

ordering food through online food delivery applications. So this application is very helpful for consumers to be able to order the 

desired food easily and practically.  

 The online food delivery application is currently provided by 3 major startups, namely Gojek  

(Gofood), Grab (Grabfood), and Shopee (Shopeefood). According to data (Katadata.co.id, 2021), 2 market leaders in Indonesia, 

namely Grabfood, have accumulated purchase value through the application of US $ 1.96 billion (53%) and Gofood of US $ 1.74 

billion (47%). So Shopee can still be said to be a new player in online food delivery. Furthermore, in the article, based on reports 

from Google, Temasek, and Bain, food delivery transactions are predicted to increase from US$ 5.2 billion in 2019 to US$ 20 billion 

in 2025. While Research and Markets predict, that the value of this service business globally reached US$ 84.6 billion in 2019 and 

became US$ 164.5 billion in 2024. So this is a great opportunity for startup companies to be able to reach the market and 

collaborate with culinary business partners.  

 On the other hand, from the point of view of culinary entrepreneurs, this is also a great opportunity to market their food products 

where they can join as partners to sell food. According to Ningsih, C., & Sudono, A. (2016) in the digitalization era, culinary 

entrepreneurs must utilize renewable technology to advance their tourism and culinary arts, so that they can compete at home 

and abroad. This is an impetus for culinary entrepreneurs to use digital media to sell their products, one of the media that can be 

used is an online food delivery platform. However, with the large market in Indonesia, application provider companies also have 

to cooperate with many culinary entrepreneur partners or better known as merchants. So from the merchant's point of view, 

there will be more and more food brand competitors in the application, where consumers have many choices of types of food and 

brands to choose from.  

 Culinary companies also have many classes, ranging from small merchants, and MSMEs, to large franchise companies such as Mc. 

Donald and Burger King. For micro, small, medium, and street vendors (MSMEs) joining as partners in the online food delivery 

service application, it is progress in itself because they have started using digital media for sales. They are all in the same 

application to market their products.  
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 With the increasing number of merchants who join online food delivery, inevitably they also have to compete to attract 

consumers, one of which is by using promo offers, both programs from their applications and their tenants. This also has an impact 

on competition from one merchant to another. Especially for MSME merchants to be able to compete in the same service, namely 

in online food delivery. This phenomenon is very visible when MSME merchants compete for promos with other MSME merchants, 

even with large companies. Based on the background that has been stated, this study intends to determine the effect for MSME 

merchants of the phenomenon of the number of promos in online food delivery services.  

  

2. LITERATURE REVIEW  

2.1 Food Delivery Online   

According to Christopher Lovelock (2012), food delivery service is the creation of a website that provides information and takes 

orders, and even serves as a channel for delivering information-based services.  

 There are 3 applications currently used by the public for online food delivery services, namely Gofood, Grabfood, and Shopeefood, 

but the 2 largest applications currently controlling the market are Gofood and Grabfood (Katadata.co.id, 2021). Each application 

has features that can make it easier for partners to apply such as promo features, sales, menus, etc.  

 2.2 Advertising  

According to Moriarty, Mitchell, & Wells (2014: 9), advertising or advertising is a paid form of communication that uses mass 

media and interactive media to reach a broad audience to connect a clear sponsor with a buyer (target audience) and provide 

information about products (goods). , services, and ideas).  

 2.3. Promosi  

According to Tjiptono (2011) promotion is: "Marketing activities that seek to disseminate information, influence or persuade and 

remind the target market of the company and its products to be willing to accept, buy, and be loyal to the products offered by the 

company concerned".  

 The online food delivery application has promo options where merchants can set their promos, such as promos for each menu, 

menu category, free shipping, or total sales. This promo is very attractive for consumers to choose the types of food available in 

the application.  

  

3. RESEARCH METHOD  

The approach used is qualitative. Based on its nature, this research is a qualitative descriptive study where the research procedure 

produces descriptive data in the form of descriptions with written sentences that focus on the phenomena that are happening 

when the research is carried out as it is. Qualitative descriptive research is a research method that aims to describe in full and in-

depth social reality and various phenomena that occur in the community that is the subject of research so that the characteristics, 

characters, characteristics, and models of these phenomena are described.  

 While the data sources that will be used in this study are as follows:  

1. Primary Data  

Primary data is data obtained or obtained by researchers directly from the data source. Sugiyono (2010:137) states that: 

"Primary sources are data sources that directly provide data to data collectors". To obtain primary data, researchers must 

collect it directly. The technique used by researchers to obtain primary data is by interviewing respondents.  

2.  Secondary Data  

Secondary data is data obtained or obtained by researchers from various existing sources that can be obtained from various 

sources such as literature, books, research journals, and others.  

    The population is the whole subject of the study where someone wants to examine all the elements that exist in the 

research area. The population of this research is SMEs in Surabaya. According to Sugiyono (2011), the sample is part of the number 

and characteristics possessed by the population. The characteristics of the sample in this study are MSME actors who use online 

food delivery service applications both at Gofood and Grabfood in Surabaya as a sales medium. However, because this research 

is qualitative, we took several MSMEs as respondents.  

  While the data collection tool used in this study is observation where the researcher observes several implementations of 

merchant sales as well as conducts interviews with respondents consisting of MSME actors who use the application as a marketing 

medium.  
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 4. RESULTS AND DISCUSSION  

To become a Gofood or Grabfood partner, merchants must first register with the system. They can download applications provided 

by the provider, so they can monitor and manage promos, products to be sold, etc.  

Regular application provider to provide posters, promos, tips, and webinars as a form of support to MSME merchants where 

merchants always get knowledge updates and network with one another.  

  

 
Figure 1. MSME Support Poster from Grabmerchant 

 

Another form of support for MSME merchants is the promo feature. Gofood and Grabfood always provide offers to tenants to 

give them a choice whether they want to arrange promos automatically from the provider program or merchants want to arrange 

their own. One of the promo programs for merchants is as follows:  

                                                                
Figure 2. Choice of Promo Programs from Grabmerchant and Gobiz 

  

The promo above is a program held by the application provider, this makes it easier for merchant users to choose one or several 

programs without having to set promos one by one per menu category or total sales. This promo program has a time limit and is 

held at certain moments such as national holidays, paydays, special discounts, etc. Each program also has a different amount of 

discount.  

 However, when merchants decide they want to set up their promos, users can choose whether they want promotions based on 

menu category, menu, free delivery, or total purchases with discount offers starting from 10%. Application providers recommend 

that consumers are interested in promo offers, then merchants can provide a promo of at least 20%.   
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Figure 3. Details of the Promo Program from Grabmerchant and GoBiz 

  

Promos are held to attract consumers to merchants because according to Cholili R & Rachmi A (2020) promos influence consumer 

purchases from merchants. However, for merchants, this promo has several systems where the merchant bears the promo fee of 

around 40-70%, and excludes revenue sharing of about 20-25%, this automatically reduces the merchant's profit margin.  

 When viewed from the system above, there are a lot of discounts given by MSME merchants, thereby reducing net profit margins. 

Therefore, the author asked several MSME merchants who have joined as application provider partners.  

 

 Table 1. Merchant Respondent Data  

 No  Merchant Name  Gofood Rating  Grabfood Rating  

1  Nagesushi  4,6 (600+)  4,7 (300+)  

2  Bellycious  4,6 (90+)  4,9 (90+)  

3  Kebab Jepang Gyubab  *Baru  4,7 (200+)  

4  Sop Janda Suroboyo  4,6 (1rb +)  4,6 (1rb+)  

  

From the results of interviews by several culinary businesses that use online food delivery applications, the effects and benefits 

they get when using promos include the following:  

1. Additional Sales  

MSME merchants not only use marketing media through online food delivery service applications, but they also have other sales 

channels such as using social media, outlets, and direct sales to consumers. Because the margin is not big enough, especially if you 

follow the promo, so this service is only used as a form of additional sales, not the main media to market their products.  

2. Increase brand awareness  

The system in the application makes it easier for consumers to find the desired food. With promos being one way for consumers 

who are looking for food that is currently on promo, the merchant will appear on the consumer's homepage. This will become 

brand awareness where consumers will often see the merchant's brand on their homepage and more and more people will know 

the merchant's brand, thus providing the potential for buying and selling transactions.  

3. Creating a database  

One of the application providers displays the mobile number and name of the customer, so this can give the merchant the 

opportunity to save the contact. The importance of databases for MSMEs is that they can provide information at once to the 
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consumer database. Information can be in the form of new products, promos, or just a greeting to consumers. This also provides 

the potential for sales to occur.  

  

4. CONCLUSION  

Basically, various kinds of sales media can be done from offline or online. The online food delivery application is one of the media 

that can be used by culinary business actors from small to large, especially many who use the cloud kitchen concept without 

having an outlet. Moreover, in this application, there is a promo service that merchants can use to increase sales even though the 

profit margin is not that big.  

The promos held by Gofood are very helpful for culinary businesses to sell their products, but because of the large subsidy given 

to be able to participate in the promo, MSMEs only get a not-so-big net profit margin and some even don't get any profit at all. So 

the main thing that culinary SMEs are looking for is to increase brand awareness among Gofood users so that their brand is more 

widely known by the public. So suggestions for providers that this promo is fair for MSME merchants, so that MSMEs do not lose 

to compete with large merchants, then the distribution of opinions and subsidies to MSMEs can be adjusted, for example based 

on sales turnover and business scale. With suggestions like this, MSMEs are also able to compete with large merchants and their 

sales can be helped without reducing their profit margin much.  

 The limitation of this study is that the respondents interviewed are MSMEs, while the brands at Gofood are many, both MSMEs 

and big brands such as Mc. Donald, Burger King, etc. Research that can be carried out in connection with this research is to look 

at the perception of platform provider companies, namely Gojek and large culinary brands such as Mc. Donald and Burger King 

who are also actively using promos. So by looking at all perspectives, the results of the research can be given to platform providers 

and provide policies so that there is no disparity between culinary SMEs and big brands.  

  

REFERENCE  

1) Chai, L. T., Ng, D., & Yat, C. (2019). Online Food Delivery Services: Making Food Delivery the New Normal (Vol. 1, Issue 1).  

2) Cholili, R. N., & Rachmi, A. (2020). Pengaruh Harga Dan Promosi Terhadap Keputusan Pembelian Menggunakan Gopay 

(Studi Pada Konsumen Gofood Di Kota Malang). Jurnal Aplikasi Bisnis, 6(1), 1–4.  

3) Christopher Lovelock, J. W. (2012). Services Marketing: People, Technology, Strategy -7/E. Pearson.   

4) Desy Setyowati. (2021). Peta Persaingan GrabFood dan GoFood di Tengah Kehadiran ShopeeFood. 

https://katadata.co.id/desysetyowati/digital/601279c09f33d/peta-persaingangrabfood-dan-gofood-di-tengah-

kehadiran-shopeefood  

5) Gupta DAIMSR, M. (2019). A Study on Impact of Online Food delivery app on Restaurant Business special reference to 

zomato and swiggy. In International Journal of Research and Analytical Reviews (Vol. 6). http://ijrar.com/  

6) Hafidz, S., Ningsih, C., & Fajri, I. (2021). Dampak Pelayanan Gofood Terhadap Penjualan  Unit Usaha Mikro Makanan Lokal 

Mitra Gofood di Kota Bandung. Tourism Scientific Journal, 6(2), 251–262. https://doi.org/10.32659/tsj.v6i2.137  

7) Hong, L., Li, Y. N., & Wang, S. H. (2016). Improvement of Online Food Delivery Service Based on Consumers’ Negative 

Comments. Canadian Social Science, 12(5), 84. https://doi.org/10.3968/8464  

8) Hirschberg, C., Rajko, A., Schumacher, T., & Wrulich, M. (2016). The changing market for food delivery.  

9) Maharashtra Vidyapeeth, T. (n.d.). Mukt Shabd “Cloud Kitchen-Case Study Of Swiggy Cloud Kitchen In Pune.” Nilesh 

Upadhye Research Scholar (Tilak Maharashtra Vidyapeeth) And Dr. Suvarna Sathe Guide-HOD.  

10) Mehrolia, S., Alagarsamy, S., & Solaikutty, V. M. (2021). Customers response to online food delivery services during 

COVID-19 outbreak using binary logistic regression. International Journal of Consumer Studies, 45(3), 396–408. 

https://doi.org/10.1111/ijcs.12630  

11) Michael, R. 2011. Integrating innovation into enterprise architecture management.  Proceeding on tenth International 

conference on Wirt-schafts informatik. 12-18 February  2011. Zurich, Swiss. Hal. 776-786.  

12) Moriarty, S., Mitchell, N., & Wells, W. 2014. Advertising. Jakarta: Kencana Prenada Media Group.   

13) Ndruru, F., Sihombing, T., & Marpaung, F. K. (2021). Pengaruh Kualitas Pelayanan, Pengiklanan Dan Harga Terhadap 

Keputusan Konsumen Dalam Memilih Go-Food. Jurnal Ekonomi Bisnis Manajemen Prima 2(2). Hal 199-129.  

14) Ningsih, C., & Sudono, A. (2016), The Competitiveness of Indonesia Tourism Industry in Facing ASEAN Economic 

Community. Heritage, Culture, and Society: Research agenda and best practices in the hospitality and tourism industry  

15) Li, C., Mirosa, M., & Bremer, P. (2020). Review of online food delivery platforms and their impacts on sustainability. In 

Sustainability (Switzerland) (Vol. 12, Issue 14). MDPI. https://doi.org/10.3390/su12145528  

 



Study of Food Promo Phenomenon on Online Food Delivery in Surabaya 

JEFMS, Volume 5 Issue 09 September 2022                    www.ijefm.co.in                                                                 Page 2542 

16) Suhartanto, D., Dean, D., Leo, G., & Triyuni, N. N. (2019). Millennial experience with online food home delivery: A lesson 

from Indonesia. Interdisciplinary Journal of Information, Knowledge, and Management, 14, 277–294. 

https://doi.org/10.28945/4386  

17) Tjiptono, 2011. Service, Quality and Statisfaction. Edisi 3. Penerbit Andi, Yogyakarta.   

18) Winarta, K. 2015. Ojek Online yang Menjadi Pesaing Gojek. Retrieved Oktober, 10, 2015.  

19) Yuda Pramudyatama. (n.d.). Cara Menjual Makanan di Gofood atau Grabfood. Retrieved April 13, 2022, from 

https://whello.id/tips-digital-marketing/cara-menjual-makanan-digofood-atau-grabfood/  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There is an Open Access article, distributed under the term of the Creative Commons 

Attribution – Non Commercial 4.0 International (CC BY-NC 4.0) 

(https://creativecommons.org/licenses/by-nc/4.0/), which permits remixing, adapting and 

building upon the work for non-commercial use, provided the original work is properly cited. 

 


