
Deconstruct the psychology 
behind Zomato



Even before I open the app, I see 
the icon has been updated during 
these peculiar covid times to show 
that its safe to order from the App. 
This generates some confidence 
and makes me wonder how 
Zomato is ensuring safety
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Loading time = Opportunities

A simple loading spinner only adds 
uncertainty and adds minimal 
value or feedback. The load time 
can be used to add value to the 
user or showcase features of the 
app.

They do climate conscious delivery.
What does this mean 
specifically???
Are they doing something to help 
the environment?
Am I contributing somehow?
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Design Elements – 

I never noticed the “SKIP”. Its such 
a tiny button almost hidden behind 
the colourful UI

Ahh.. Helloo mr Zomato.
We just met!! Why are you 
straightaway asking for my 
number? Didn’t things get too 
serious too fast?
Don’t I have a choice?
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Reciprocity– 

Users will only feel comfortable to 
reciprocate with information if 
they get some value in return.
The ability to ger a customised 
feed can be a strong motivator.

I believe it could however been 
timed better, rather on the 
discovery page to get further 
acceptance after having shown a 
glimpse of the reward.

More information?? Ah I see 
you will use my location 
information to suggest 
nearby restaurants to dine in 
/ order from.
I guess that makes sense
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Personalisation = Greater 
retention

Since Zomato knows my address, 
ordering on the app will always be 
a tad faster than any other app I 
haven’t used. I do not have to 
indulge in any repetitive steps like 
setting location, writing address 
etc, which makes me feel that the 
experience is personalised for me.

Great!! It remembers where 
my home is. It is already 
showing restaurants near my 
house. I guess location 
sharing was not that bad an 
idea earlier on.
It saves me a lot of effort  by 
not having to re-enter my 
address every time I want to 
order.
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The first copy on the page is 
of “cutlery not being 
delivered” . I came here to 
order food, why is this more 
important? Why is it at such a 
prominent space of the 
discovery screen. Is it similar 
to the climate conscious 
delivery they were talking 
about earlier? Let me click 
and check.

Noble Edge Effect – 
Users tend to prefer socially 
responsible companies. The 
fact that Zomato is doing 
something that would help 
save the environment 
increases the attractiveness 
of the app.
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Epic Meaning -  To be a part of 
something bigger is a huge 
motivator for any user and can 
improve his psych 

-5%

Status Quo – Power in Defaults:-
People are more likely to leave 
things as it is rather than make 
changes. A conscious choice should 
me made on what is default. Not 
delivering plastics on default can be 
appreciated by the user as well.



Loading time = 
Opportunities

Another creative use 
of loading time, 
reminding the user 
that Zomato cares for 
their safety

Microcopy

The error message 
could have simply 
been to refresh the 
page – Using a 
disconnected oven 
with a prominent try 
again button ads a 
positive sentiment to 
the user during the 
negative error, 
helping maintain 
Psych.
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Curiousity Gaps –

This gap is the space 
between what they 
know and what they 
need to know.

Such gaps can cause 
pain, to take it away , 
users need to fill the 
knowledge gap.

I am big time cricket 
fan. I know the IPL 
was going on and I 
myself watched the 
final yesterday. 
Zomato continues to 
suggest enjoying 
food with cricket. Is 
there a league I don’t 
know about or have 
they just forgotten 
and is a bug??

Ps
yc

h

-5%



Usage based personalsation

I tend to experiment less 
with online food ordering 
and prefer ordering from 
places I trust. The ability to 
immediately checkout places 
I ordered from recently 
probably because I liked 
them , give me a chance to 
quickly place an order in 
accordance to Hicks Law
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Hicks Law – Too many 
options lead to a harder 
decisions. Not everyone 
wants to try out something 
new ever time. Having the 
order again screen increases 
checkout velocity

Cognitive Load -   is also 
reduced as I do not have to 
invest a lot of effort into 
deciding.

My Favourite food!!! Here I 
come!!!



Even Better!! I don’t even 
have to scan the past 
orders, I already know what 
to order
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+5% Familiarity Bias -  Users have an 
innate desire for things they are 
already familiar with.
Availability of common patterns of 
the past can help the user checkout 
faster with greater confidence 



Goodnight, It was a lovely meal. Need to sleep 
early, my relatives are visiting tomorrow, will 
have to plan the day. They have a different  taste 
pallet, will have to try ordering from some place 
new for them tomorrow!!



Cognitive Load – Searching for a 
place to order from when there 
are 1000’s of restaurants will 
become very difficult. Having the 
ability to list only restaurants who 
serve a particular genre will make 
the decision making process 
much easier…….

In concurrence to Hicks law -  
Too many options can lead to 
indecisiveness. Having a minimal 
genre to select from during 
discovery can aid and make the 
process simpler.

They like healthy food. Not 
sure which nearby restaurant 
serves it. Great I have an 
option to list restaurants 
serving healthy only. Let me 
click Healthy!
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SPARK EFFECT – The action was a little 
complex for the user having to order 
healthy food for the first time. By 
reducing the effort to discover various 
options, the possibility of the user to 
take action is drastically increased!

What is healthy food? How do I 
decide? WOWWW! There is a 
pre curated list of healthy 
foods. Job made easier!!
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Customer Job (Deciding what 
to order) is made simpler by 
using  “External Trigers”. 
They simultaneously also act as 
nudges that help user decision 
making in a positive way

+5%



Group Attractiveness effect – 
Individual items seem more attractive 
when presented in a group!
Though frowned by many, the cluster 
of healthy foods as shown in the 
screenshot do look appealing.

I never knew healthy food 
could be so good!! I think I will 
start eating healthy from now 
on.
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Sensory Appeal – 
Users engage more to things that 
appeal to multiple senses. Senses 
amplify one another when mixed and 
are not perceived as marketing 
messages. Showing beautiful photos 
and videos of food items actually 
increase the desirability to order.



Social Proof– Users adapt their 
behaviour based on what others do.  
Social proof is a convenient shortcut 
users take to decide.  The greater 
number of people, the more 
appropriate the action seems. Eg – 
ordering from Subway where 4500 
people ordered recently seems like a 
safe bet.

Wow , the rating is good. The 
food here must be excellent. 
Also >5000 orders were placed 
recently, looks like a hot 
favourite.
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Nudge/ Upsell– 
To compete with established places, 
this place has an option to upsell their 
product showing an offer to get 1 free 
with 2 orders.
Monetary benefit can be a great nudge 
to convince users to try out the new 
place.

Wow , the rating is good. The 
food here must be excellent. 
Also >5000 orders were placed 
recently, looks like a hot 
favourite.

Nudge/ Upsell– 
To compete with established places, 
this place has an option to upsell their 
product showing an offer to get 1 free 
with 2 orders.
Monetary benefit can be a great nudge 
to convince users to try out the new 
place.
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Wow, my subscription has so 
many benefits; I get prioritised 
deliveries as well and get more 
discounts

Loss Aversion – 
People prefer to avoid losses than 
earning equivalent gains. Loss hurts 
more than gains. Seeing added 
discounts on the Pro membership, 
the user may be tempted to renew 
his subscription on time

Reciprocity – 
People feel 
the need to 
reciprocate 
when they 
receive 
something. 
Since they are 
prioritised by 
Zomato valet, 
their 
perception of 
the value 
offering of Pro 
increases 
which may 
lead them to 
becoming 
loyal 
customers. 
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Hyperbolic Discounting – Users 
prioritise immediate benefits 
over future gains. The discount 
available at this restaurant is 
more, however delivery charges 
and time are more, ignored by 
the user

Noble Edge Effect – 
Users tend to prefer socially 
responsible companies.
Meaning – Reminding the user that 
they played a part saving the 
environment helps increase user 
satisfaction

Aha Moment– 
Sending food across 
to a loved one with a 
specialised message 
and Ecard is a great 
way to say I love you 
to a person!! Thanks 
Zomato 

Nudge – Tips are not 
included in the bill. 
This is a great way to 
push a user to tip. 
The “most tipped” Rs 
30 text is a good 
example of social 
consensus
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Progressive Disclosure– From 
the start (Safe symbol on the 
icon) to ordering ( Users 
marked restaurant safe) to 
delivery ( valets temperature 
and vaccination certificate), 
slowly but continuously 
disclosing info ensures the user 
doesn’t face a info overload and 
also appreciates all the various 
thigs done by the company.

Exclusivity – A reminder timed at 
the right time that users delivery is 
high priority helps create a delight 
in the mind if the user 

Labour Illusion – People love and value 
results more when they obtain them 
after a well crafted delay. Updating the 
user on the entire journey from finding 
the valet, picking up the order and 
delivering it creates an illusion of 
Zomato doing multiple things for the 
user. 


