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Topic: ‘A study to assess the consumer buying behaviour of university students in the UK towards Uber Eats’



[bookmark: _Toc128437669]Abstract 
The research intends to analyse the consumer buying behaviours of the University Students in the context of UberEats. For this reason, the required literature about the consumer behaviours of the online based food delivery business are analysed in the proper manner. The primary research has been conducted to collect the required data. For this reason, the students from University of Wales trinity St David’s London campus are conducted the structured questionnaire to collected the key data from them so that their buying behaviours of the foods from online can be assessed in the significant way. After collecting data, they are analysed by different kinds of mathematical and statistical analysis. The suitable graphs and charts are used in the analysis section so that the findings of the research can be presented in the optimum manner. The suggestions are also asked from the responded to improve the quality of the food delivery of UberEats by assessing the consumer buying behaviours. Finally, the recommendations are given to UberEats so that the company can take its strategic decisions about expanding the business and fulfil the demand of the consumers at the online based food delivery sector. 
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[bookmark: _Toc128437670]Introduction 
[bookmark: _Toc128437671]Background of the research 
The market mechanism at the modern age have become very complex as the association of various customers and sellers have been increased rapidly. The offering of many business organisation towards customers have been enhanced and it has made the intense completion among them. Hence, the buying behaviours of the customers is very effective factors to choose between different alternatives. The buying behaviours of the consumers is considered as dynamic factors as it plays vital role behind the buying decisions of the consumers (Choudhury & Bandyopadhyay, 2019). At the age of globalisation, the demand of the customers towards online food delivery has been increased and different kinds of online based food delivery business have been emerged rapidly at the market. This research intends to assess the buying behaviours of the consumers towards Uber Eats. The research intends to be conducted on the university students so that the trends among them associated with buying behaviour can be presented in proper ways. Moreover, the analysis of buying behaviour of customers is very significant for the content of the business organisations so that the products and services can be designed as per the demand of the customers (Tomkinson & Oldham, 2020). The influential factors in making the buying decisions also intends to be determined through the research so that the appropriate steps to promote online based food delivery business can be taken by the authority. 
[bookmark: _Toc128437672]Rationale of the research 
The buying behaviour of University students depend on various kinds of factors. For example, the choice, preferences, values, ethics, attitudes are other kinds of factors are directly involved in affecting the buying behaviours of the University students. These factors are also associated with changing the buying behaviour of other customers. The business organisations need to conduct the market research to assess how the buying behaviours of the target customer changes as per different factors (Wiedmann et al., 2020). The promotional campaign by the business organisations are also considered as the key factor that affects the buying behaviours of the wide range of customers at the market. Through conducting the research, the complete concept can be created on the consumer buying behaviours. The values, belief and norms of the university students may also be evaluated though this research. As Uber Eats is operated its business as online based food ordering and delivering platform in 45 countries around the world, the company needs to assess the buying behaviours of the consumers. Most of the consumers of the company are young aged people and University student. For this reason, this research can add values to examine the behaviours of the consumers and identifying the key factors behind their buying behaviour of different products. 
[bookmark: _Toc128437673]Literature gap 
There are many studies existed about the consumer behaviours, but the analysis of consumer buying behaviours on online based food delivery companies are rare. The little studies on the online based foods and consumer buying behaviours are identified as the research gap. Moreover, the conventional research data are on the average customer buying behaviour but the research on the university students are rare. This research on the university students can enable to determine the influential factors on the consumer buying behaviours for Uber Eats. 
[bookmark: _Toc128437674]Research aims 
The aim of the study is to analyse the influential factors that have significant impact on the buying behaviours of the customers in the point view of Uber Eats. 
[bookmark: _Toc128437675]Objectives of the research 
The key objectives of the research are given as follows: 
· To examine the buying behaviours of the university students towards Uber Eats 
· To analyse the influential factors that have impact on the consumer buying behaviours of Uber Eats customers
· To analyse how promotional approaches of Uber Eats affect the buying behaviour of their target market
[bookmark: _Toc128437676]Research questions 
The research will be conducted to fulfil the following questions: 
· What affects the buying behaviours of the university students towards Uber Eats? 
· What impact do the influential factors have on the consumer buying behaviours of Uber Eats customers?
· How do promotional approaches of Uber Eats affect the buying behaviour of their target market?


[bookmark: _Toc128437677]Outline of the dissertation 
Chapter 1: Introduction 
This chapter includes the discussion of research background, aims of the research, objectives, research questions and so on. Basically, the introductory discussions are analysed in this phase of the research so that one can enable to assess about the motto and objectives of this dissertation. 
Chapter 2: Literature review 
The analysis on the existed research findings will be conducted in this part of the research. For instance, the research findings of the scholars and researchers will be analysed critically and they are compared with the research questions so that it can be relevant in the context of this research. Moreover, the existed theories and models intend to be discussed in the effective manner in this part of the research. 
Chapter 3: Methodology of the research 
The details method by which the required data will be collected and research data will be discussed are intends to be examined in this phase. For instance, the choice between the primary and secondary will be chosen and each steps of the research will be clarified effectively. 
Chapter 4: Analysis and discussions 
The proper analysis of the collected data will be conducted in this part so that the stated objectives of the research can be met. For this reason, the relevant graphs and charts will be shown to discuss the research outcomes and various statistical tools will be applied to examine the collected data. 
Chapter 5: Conclusions and recommendations 
Finally, the conclusions of the whole research will be drawn in this phase. Hence, the summary of the whole research will be given and it will be discussed how research objectives are met. Moreover, the recommendations will be given in this phase so that the findings can be strengthen in the optimum manner. 


[bookmark: _Toc128437678]Literature review 
East et al., (2013) carried out a study to determine the impact of five stages on the consumer decision making in the point view of United Kingdom. Hence, the researcher focused on the preferences of the consumers to choose the online based food products at United Kingdom. According to the study, it has been found that the culture of the company, demographic and social culture, personality influencer, economic condition and brand and product profile are five key factors to affect the buying behaviours of the consumers. Hence, the brand and product profile have most extent of impact in affecting the buying decisions of the consumers at the market. The consumers at the market of the United Kingdom also prefers the organisational profile before buying products from a particular organisation. The brand values, its activities, quality of products and its overall good will at the market are regarded as effective factors that are considered by wide range of consumers at the market in taking their buying decisions. 
Consumer decision making Process
According to Rose and Samouel (2019) The consumer decision-making process can seem mysterious, but all consumers go through basic steps when making a purchase to determine what products and services will best fit their needs. Different septs are denoted as follows: 
[image: Marketing Theories – Explaining the Consumer Decision Making Process]
Problem recognition: Understanding the need for a service or product is the first stage in the decision-making procedure for consumers. Whether motivated internally or externally, need recognition yields the same outcome: a want. Consumers must first identify their wants before they can learn how to satisfy them, which brings us to step two. 
Information search: When investigating their alternatives, buyers rely on internal and external considerations, as well as good and negative past experiences with a product or brand. In the information phase, consumers may explore possibilities in a real store or utilize internet resources, such as Google or customer reviews.
Alternative evaluation: At this stage in the customer decision-making cycle, new buyers have acquired product preferences. Now, they compare their prospective options to similar alternatives. Choices may come in the shape of lower prices, greater product benefits, product availability, or even something as personal as colour and style variations.
Purchase decision: The moment the consumer has been anticipating has arrived: the purchase. After gathering all relevant information, including comments from past customers, buyers should reach a logical decision regarding the product or service to acquire.
Post purchase evaluation: This phase of the consumer decision-making process that involves both the customer and the seller introspection. As a vendor, you should assess the following:
1. Did the purchase satisfy the consumer's stated requirements?
2. Is the consumer pleased with the acquisition?
3. How can you maintain your relationship with this customer?
According to Kacen and Lee (2012) the factors affecting consumer behaviours are divided into situational, personal, cultural and social factors. In all kinds of buying decisions of the consumers these factors affect their decisions in effective manner. Hence, the situational factors affect the consumers to choose between different products. In different situations, the decisions of the consumers can also be various types. So, it is considered as dynamic factor. The personal factors include the attitudes, preferences, values of the consumers to choose between the products. In either case, the social factors are social values, brand values, social image of the company and so on. Finally, the cultural factors are also regarded as influential factors in this case. By the impact of cultural factors, the traits of the consumers, their belief, norms affect them internally and their buying decision of various products can be varied in systematic manner. 
Norbert Wiener (1961) proposed the black box model of consumer behaviours. Consumer behaviour refers to the purchasing of things for individual, household, or group usage. Over centuries, marketers have utilized the research of behavioural scientists, philosophers, economists, and social psychologists, among others, to better comprehend customer behaviour. 
Influences on Buying Behaviour
[image: Black Box Model Archives - Assignment help in Australia]
Figure: Black Box Model of Consumer Behaviour
Stimuli: Included among the external stimuli to which customers respond are the marketing mix and other market environment characteristics. The marketing mix (the four Ps) of UberEats represents a set of planned and generated stimuli by the business. A society's economic, political, and cultural circumstances provide the environmental stimuli. These factors collectively describe external circumstances that influence consumer decisions of UberEats.
Black Box: The "black box" describes the internal variables that influence customer decisions. This "box" contains several factors that reside within the individual's mind. These include consumer qualities such as their beliefs, values, desire, and lifestyle, among others. The decision-making process of UberEats is also a component of the black box, as customers become aware of an issue they need to solve and examine how a purchase decision may help them do so. As a customer responds to external stimuli, their "black box" processes internal factors and determines their reactions to purchase or not. Thus, the byer’s characteristics and decision making process within UberEats are carried out to the organisation. 
Buyer response: After purchase, the quality of a product can also effect purchasers' reactions. If an individual with buyer's remorse feels furious or upset about a prior event, he or she may feel compelled to make a purchase in order to erase this unpleasant emotion. However, this is a rare occurrence because most individuals in UberEats purchase a thing without giving it much thought. When the revenues of UberEats diminish rapidly, it indicates that customers are unsatisfied with their experience with that brand, which leads to a lack of desire for its items and a decline in its value, which discourages others from purchasing it. If loyal consumers return to "fix" their problem, this can have a beneficial effect on sales. In many cases, the actual damage produced by not obtaining any clients or losing a client will have a greater negative effect on UberEats than ceasing to offer those goods.
Consequently, numerous theories and models are utilized to explain why customers behave as they do. Consumers are essentially active or passive. Reasoning or emotion? How do they make purchasing choices? Buyers are crucial participants in the exchange procedure. Without them, transactions would cease. Buyers of Uber Eats are the focal point of effective marketing; their wants and requirements are the raison d'être for marketing. Without knowledge of consumer behaviour, it is impossible to personalize a product to the needs of prospective customers. When prospective purchasers are unsatisfied, trade does not occur, and the marketer's objectives are not realized. As long as purchasers have unrestricted access to a variety of competitive options, they will ultimately exercise influence over the market. 
Based on the study of Kahle and Close (2016) the location, environment and weather condition may affect the buying decisions of different food products. The consumers feel the need of various food products at different situation. For this reason, their preferences may also be changed in the systematic manner. In this study, it has also been examined how the consumers maintain their stress in choosing between various products. The buying decision may be generated by evaluating different kinds of alternatives. Basically, the features and quality of the products can have valued by most of the customers. For the context of food products, the healthiness of the products and its nutrition are focused by the consumers. The hygiene feature of the food products is also considered as key feature that is evaluated by the consumers to take their buying decisions. 


PESTLE analysis on UberEats
[image: How to conduct an effective PESTEL Analysis? - SpringWorks]
Political: The governments of several nations are preparing to enact minimum wage legislation to ensure that no employee encounters this dilemma. UberEats must ensure that its employees are compensated adequately. Otherwise, its business license could be revoked, which would be detrimental to its brand's goodwill. UberEats has faced several charges in numerous countries due to its lack of taxicab licenses. Hence, the lack of taxi cab licence is regarded as unfavourable factor for UberEats. 
Economic: The supply and demand for a certain product from a target firm is the key driver behind the entire industry. Economic considerations are those that influence the company's supply-demand ratio. Consumers are attempting to control their expenses generated by ridesharing and the economy due to the rising cost of living. The economic crisis caused by the epidemic has caused in a 32% decline in UberEats revenue and profits. UberEats success stems from its more affordable rates compared to traditional taxi services. At the recent age, the economic recession at the global economy created the unfavourable situation for UberEats. 
Social: The majority of the population is reaching its senior years. Therefore, it would raise the demand for transportation services, resulting in a rise in UberEats's revenue. The larger the city, the more expensive UberEats rides are relative to smaller ones. UberEats's social media marketing is quite extensive, allowing the company to attract more people. People are more at ease booking transportation using their smartphones. This is where UberEats excels and has a market domination to some extent. UberEats has social attraction and the community based service of the organisation is very effective. For this reason, the strong social base for UberEats is regarded as favourable factor in this context. 
Technological: As a result of recent technology breakthroughs, the current generation relies heavily on quick technologies. For a firm to be successful, it must be up-to-date on the most recent technology and have adequate technical knowledge. Companies in the technology industry have developed autonomous driving systems. Consequently, major automakers now use this technology into their vehicles. Therefore, UberEats can leverage the same to generate profits. There are currently a variety of innovative and advanced features accessible in autos. It offers online ride monitoring and pop-up messages, among other features. Thus, this inventiveness can benefit customers in several ways. Moreover, the new technologies are used widely by the customers and the companies at the recent age. The technological excellence has created the favourable situation for UberEats. 
Legal: Managing the legal aspect of society is required if you wish to maintain a solid reputation in your field. UberEats fought numerous legal battles to guarantee that its drivers are treated as permanent workers. UberEats has a history of neglecting its client database. Therefore, they must do greater effort to provide security for their clients. The legal constraints in various counties are regarded as key barrier for UberEats. So, the legal provision about online food delivery has created the unfavourable situation for UberEats. 
Environmental: As need for UberEats rides rises, the company has expanded the number of automobiles on the road. This will result in a rise in traffic, emissions, carbon emissions, fuel usage, and other issues if this trend continues. UberEats has announced a new environmental initiative. The Green UberEats, which is powered by electricity, is a significant step towards environmental preservation. Due the green environment obligation and carbon food print control, UberEats has some challenges in this context. 
According to Lord et al. (2022) the online based the food delivery companies have been growing fast at the age of globalisation. As a part of gig economy, the food delivery business has been emerged in the high extent. The consumers are not preferring online food delivery rather going to restaurant. The time and costs of the consumers are saving in high extent by taking online food. For this reason, this sector is growing fast at the international market. In this context, the consumers can order food and take the delivery instantly. The flexibility in online food delivery is also so high that can attract the people to get food instantly. 


Maslow’s motivation model
Abraham Maslow (1954) developed the hierarchy of needs model which can help us understand the basis of human motivation and customer buying behaviours of the specific group of customers specifically the University Students. The hierarchy can be divided into basic (or deficiency) needs. 
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The first level includes physiological requirements (water, sleep, food). After these needs are met, the individual can focus on meeting their safety (shelter, security, and protection) and belongingness (love, friendship, and acceptance) needs on the third level. The fulfilment of these requirements enables the individual to progress to the ego needs. Ego wants that are aimed inside include self-esteem, accomplishment, individuality, and independence. In contrast, status, prestige, reputation, and social acknowledgment are classified as outwardly-directed ego wants. At the top of the list is the urge for self-actualization, which involves striving to realize one's full potential through education, travel, hobbies, involvement in environmental/social concerns, etc. Prior to advancing to the higher level growth demands, the lower level basic needs must be met. Everyone is able to move up the hierarchy, according to Maslow, and everyone strives to do so. Unfortunately, failing to address lower level demands frequently impedes advancement; life-altering events such as divorce and job loss may cause an individual to swing between levels of the hierarchy. Maslow observed that hardly one in a hundred persons achieve self-actualization since our culture predominantly rewards motivation based on esteem, love, and other social needs.
Neal et al., (2016) identified the impact of digital technology and social media on the purchasing decision of the consumers at the market. By the development of modern technology, the application of digital media and social network have been increased. For instance, the Facebook, Twitter, Instagram and various social networks are used to promote the products towards the consumers. Moreover, the website of the company, blogs, search engine optimization and different use key digital technologies are used widely for the product promotion. The motto of these promotional tools are to affect the behaviours of the consumers and to persuade their buying decision. The costs of promotion in these online based promotional channels are low and the consumers can be easily perused by the companies to take their buying decisions. Moreover, the visual display of different kinds of products through the digital technology can increase the attraction of the consumer in products and their buying behaviour are affected by this way. 
[bookmark: _Toc118751574]Based on the research of Rose and Samouel, (2019), the consumer buying behaviour follows six stages to buy the most valued products from the market. They are problem recognition, information search, evaluating alternatives, purchase decision, purchase and post purchase evaluation. At the very inception point, the problem recognition is carried by the consumer. In this stage, the need of particular product is analysed and the rationality of the need of the product is evaluated in the systematic manner. After that the information search is conducted at the market regarding the product. Then, different types of available alternatives for the products are analysed so that the best product can be chosen in this way. By evaluating different alternatives, the purchase decision is made by the buyers. Then, the desired product is purchased from the seller. After purchasing the products, the post purchase evaluations are also conducted so that the purchasing decision is evaluated whether it is good or bad for the buyers. The values that can be added by purchasing the product is are also analysed in this case.


ABC attitude model 
[image: 15 ABC model of attitudes | Download Scientific Diagram]
Affective: This focuses with emotions and feelings such as dread or hatred, which are brought to the surface by something. A person's attitude could be that they adore all infants because they are adorable or that they dislike smoking due to its unhealthy. The affective aspect relates to an individual's emotional response to an attitude object. In relation to UberEats, the company intends to supply the products that are in generate adorable and effective to all kinds of customers so that it can be linked by all. 
Behavioural: The behaviour aspect of an attitude includes of a person's propensity to act in a specific manner to an object. It is a component of an individual's behaviour that expresses his or her short- or long-term goals. The management of UberEats focuses on the behavioural segmentation of the customers to supply different kinds of products to them. Hence, the behavioural segmentation of customers creates values for UberEats. 
Cognitive: The cognitive process of attitudes relates to the beliefs, thoughts, and characteristics that we ascribe to an object. It is the idea or thought component of an attitude. It denotes to the portion of a person's attitude that relates to their conceptual understanding. Based on the belief, values and thoughts of the customers, UberEats operate the promotional strategies to the market so that the cognitive aspects of the customers can be fulfilled effectively by the company. 


Comparison Between Maslow and Herzberg Theory of Motivation
Both Maslow and Herzberg have motivation theory for the employee motivation at the organisation. the organisational motivation is very effective to fulfil the demand of the employees and increase the commitment at the workplace. In this context, the difference between the motivation model of Maslow has been compared with that of Herzberg. The differences between these motivation model are explained as follows: 
	Particulars
	Maslow’s Model
	Herzberg’s Model

	Order of needs
	The hierarchical arrangement of needs.
	No such hierarchical arrangement.

	Emphasis
	Descriptive.
	Prescriptive

	The essence of the theory
	Unsatisfied needs energize behaviour; this behaviour causes performance.
	Gratified demands affect performance.

	Motivator
	Any demand can be a motivator if it is relatively unsatisfied.
	Only higher-order needs serve as motivators.

	Application 
	Takes a common view of the motivational problems of all workers.
	Takes a micro-view and deals with work-oriented motivational issues of professional workers

	Factors
	The existence of some factors creates a positive attitude and their non-existence creates a negative attitude.
	The positive and negative factors are completely different.





[bookmark: _Toc128437679]Research methodology 
The ways by which this research product intends to be conducted are described through the research onion. Hence, the research philosophies, research approaches, strategies of the research, the choices of the research, time horizon of data and different techniques and procedures are discussed so that the overall process of the research can be outlined in the effective manner. It has been tried to describe the reliability and validity of the research method in this section towards the audience so that the ultimate process of the research and its values can be clear to them. The methodology of the research is explained as follows: 
[image: Research Onion - Made easy to understand and follow]
Source: (Saunders et al., 2007)
[bookmark: _Toc128437680]Philosophies
The positivism research philosophy has been chosen to conduct this research. Hence, the positivism research philosophy is associated with the belief concerting the nature of the collected data that are investigated to determine the research outcomes. The positive vision of the research is also effective here to meet the positivism research philosophy.  The ethical considerations and valid data of the research are regarded as evidence of the positivism research philosophy that can also generate the ultimate outcomes of the research (Creswell, 2019). The advantage of the positivism research philosophy is to fulfil the objectives of the research in the optimum manner. The valid data collection with positive manner can also fulfil the ethical obligations of the researcher and it can enable them meet the research criteria. For this reason, the positivism research philosophy has been chosen so that the research outcomes can be reliable to the wide range of audiences. 
[bookmark: _Toc128437681]Approaches
In between inductive and deductive approach, the deductive approach of the research has been chosen for this research project. The reason behind choosing the deducting research approach is to analyse the research data critically so that it can fulfil the research questions in the proper ways. The deductive method of the research is an arrangement that critically analyse the research data with the stated objectives of the research. Thus, the outcomes of the research can be determined in the optimum manner (Creswell, 2019). Moreover, the deductive research approach analyses the collected data in broad range to increase the reliability and validity of the research outcomes. 
[bookmark: _Toc128437682]Strategies
The survey strategy has been chosen to conduct this research. The rationality of survey strategy method is to ensure the valid data for the research and it can help to conduct very effective research. Hence, the buying behaviours of the University Students will be analysed as per random sampling survey questionnaire. The sampling size is 30 and random type sampling has been conducted. The survey has been through email to the university students so that their buying behaviour towards UberEats can be analysed through the survey questionnaire method. This kind of strategy of the research can enable the researcher to interact with the respondents and the quality and reliability of collected data can be reserved in the optimal standard (Creswell, 2019). Moreover, the accuracy and validity of the survey method are regarded as advantages of this strategy. On the other hand, the time consuming and high cost of the survey method are identified as the disadvantages of this method. 
[bookmark: _Toc128437683]Techniques and procedures
The personal administer technique and procedure has been applied to collect and evaluate data. Based on the personal administer technique, the primary research has been conducted. The direct communication with the respondents has been taken place through e-mail and they are convinced to give information regarding the research topic (Adams, 2017). Hence, the structured questionnaire has been prepared it has bene conducted to about 30 respondents in random sampling method. Through the primary research, the validity of the research data has been maintained so that the meaningful outcomes can be determined by different kinds of mathematical and statistical techniques. 
[bookmark: _Toc128437684]Choices
In between the mono method and mix method, the mono method has been chosen in this research project. Basically, the Quantitative Data has been collected through the questionnaire and it tends to be presented to the research outcomes, the qualitative research enables the researchers to investigate the opinions of the respondents according to research questions and fulfil the research objectives in proper ways (Adams, 2017). The mix methods may also be effective but for this research project, the mono method has been chosen over the mix method. Through the mono method, the views of the university students tend to be represented in the systematic manner so that the research objectives can be met in this context. 
The advantages of collecting the quantitative data are explained as follows: 
Objectivity: quantitative data is objective and can be quantified numerically, making it easy to compare and analyse.
Accuracy: Quantitative data collection enables exact measurements and provides a high level of precision.
Generalizability: Quantitative data may frequently be generalized to a larger population, providing for deeper insights and more accurate forecasts.
Easy analysis: With quantitative data, researchers can apply analytical methods to examine and analyse the results, resulting in a more concrete comprehension of the data.
There are, however, disadvantages to gathering solely quantitative data, such as:
Limited understanding: Quantitative data cannot provide a comprehensive picture of the environment in which the data was acquired, which can result in a limited comprehension of the data.
Lack of depth: In the case of social and behavioural sciences, quantitative data may not adequately convey the depth and extent of the information.
Inflexibility: Quantitative data are frequently obtained using pre-designed methods and instruments, which may prevent a comprehensive examination of the data.
Lack of nuance: Quantitative data may not represent the complexities and nuances of a particular scenario because it only measures what can be quantified numerically.
[bookmark: _Toc128437685]Time horizons
The cross sectional data has been used in this research. In reality, the cross sectional data is very effective for the research context. The cross sectional data has validity and they can be used effectively to the research (Adams, 2017). Different kinds of statistical methods can be applied on the cross sectional data. For this reason, the cross sectional data has been used in this research. 
[bookmark: _Toc128437686]Advantages and disadvantages of primary and secondary research
The benefits of primary research are:
· Primary research gives data that are especially targeted to the study problem or question, making it very relevant and informative.
· In primary research, the researcher has control over the data collection process, including the methodologies employed, sample size, and study topics.
· Primary research data are constantly current and up-to-date because they are acquired expressly for the present study endeavour.
· The researcher is the sole proprietor of the data acquired through primary research, which can be utilized for a variety of purposes and shared with others.
Negative aspects of primary research:
· Primary research can be time-consuming and may require a large time and resource investment to design and implement.
· Due to the need for the researcher to develop, conduct, and assess the data collection process, primary research can be costly.
· The researcher may unwittingly inject bias into the data gathering process, which may compromise the accuracy and validity of the findings.
The benefits of secondary research are:
· Secondary research is less costly than primary research since the data has already been collected and is easily accessible.
· Secondary research is quicker than primary research because the data are already accessible and no time or funds are required to obtain them.
· Access to a greater range of information Secondary research enables the researcher to gain access to a broad range of information, including data from sources that may not have been accessible via primary research.
Negative aspects of secondary research:
· Secondary research findings may not be immediately pertinent to the study issue or problem, hence diminishing its utility.
· The quality of secondary data might vary based on the original source of the data and the collection techniques utilized.
· The researcher lacks control over the data collection process and is unable to adjust the data to satisfy specific study requirements.
· The data do not belong to the researcher since they are owned by the original source, which may place restrictions on their use and distribution.
[bookmark: _Toc128437687]Data collection and analysis
Sample size
The sample size is 30. The university students have been conducted the questionnaire 
Sample type
The random sample type has been applied for this research and this type is suitable in this research that can determine the required outcomes. To apply the random sampling method, the students studying the course of MBA in marketing has been conducted the questionnaire randomly so that the overall perception of most of the students about the customer buying behaviours on branding can be assessed in the significant manner. 
Sampling method
Cluster sampling is a type of sampling in which a representative sample is drawn from subsets of a larger population. The clusters in a cluster sample can be chosen at random or using some other approach. It's usually a guessing game as to which people or things will end up in each cluster (Adams, 2017). There are situations in which a comprehensive list of the broader population's members would be impractical or impossible to gather, and this is where this sampling approach comes into play. A researcher can collect a representative sample more quickly and easily if the population is first divided into subgroups.

The advantages of cluster sampling method are: 
· Cluster sampling can save money because it cuts down on the total number of people or things that need to be sampled.
· Implementing a cluster sampling strategy is simple and can be done rapidly.
· The obtained sample can be representative of the greater population if the clusters are chosen randomly and representatively.
The disadvantages of cluster sampling method are: 
· Inaccurate findings may be obtained if the clusters are not chosen at random or in a representative fashion.
· Cluster samples are frequently smaller than those obtained using other sampling techniques, which might lead to a reduction in accuracy.
· It's possible that the individuals or things within a cluster aren't truly independent of one another, since they may share more similarities with those in their own cluster than with those in other clusters.
Data collection method
The structured questionnaire has been desired. Here, about 5 questions are open end questions of which 3 questions are demographic questions and 2 questions are opinion based question. Rest of 10 questions are close end question. The close end questions are multiple choice questions, dichotomous questions and rating scale questions. The respondents have been given time about 20 minutes to answer different questions at the questionnaire. 
Data analysis
The collected data has been analysed using the Microsoft excel software. Data analytical methods are techniques used to analyses and interpret data. The choice of data analytical method depends on the type of data being analysed, the research question, and the goals of the analysis (Creswell, 2019). Hence, the descriptive statistics has been applied to analyse the collected data in the effective manner. 



[bookmark: _Toc128437688]Research ethics
As a part of the research ethics, the respondents of primary data have been certified that their given data will be kept in secret and will be used only for research purpose. When discussing the conduct of research involving human participants or the use of animals, the term "research ethics" is typically used to refer to the guiding principles and norms that regulate such activities. Ethical considerations in research guarantee that studies are carried out in a way that safeguards the rights and well-being of participants and the wider community. The informed consents and confidentiality have been maintained in the effective manner to ensure the research ethics in this research project.


[bookmark: _Toc128437689]Presentation of data and discussions of findings 
After collecting the required data, this section is associated with presenting those data into different kinds of charts and graphs. Hence, the relevant graphs and charts are used so that the proper understanding of the audience can be created by reign the graphs and charts. The structured questionnaire has been conducted on the students of University of Wales trinity St David’s London campus to the student who are studying the MBA in marketing. The random sampling method is applied on these kinds of students so that the consumer buying behaviour of the university students can be determined in the effective manner (Tran et al., 2021). Various questions have been asked to the students so assess the buying behaviours of them. The collected data have been processed via Microsoft excel and the relevant graphs and charts are prepared here to ensure the better understating of the outcomes in this research. 
[bookmark: _Toc128437690]General information 
The data of this research has been collected from specified number of sample. Hence, the structured questionnaire was designed to conduct it on the sample. Various kinds of questions including the demographic questions, open end questions, multiple choice, scale rating were asked to the respondents to collect different kinds of data regarding the research topic. The multi-level data of this research has been collected to ensure the quality of the research findings and determine the actual buying behaviours of the University students (Martin, 2020). The respondents have been certified that their given data wold be used only for research purpose. By this way, the issues of the respondent have been minimized and their quality participation in the research has been ensured in systematic way. 
[bookmark: _Toc128437691]Response rate 
As per the electronic source, about 50 respondents were conducted the questionnaire. As some respondents were reluctant to provide answer, the required data from about 30 more or less respondents have been collected as per conducting the electronic communication system. From this perspective, the response rate is about 70% in this research. There are some questions where the response rate is very high. On the other hand, there are a few questions where the response rate is very low. Above all, the response rate is presented via relevant graphs and charts to ensure the proper understanding of the audience of this research. 


[bookmark: _Toc128437692]Data presentation and interpretation 
About 15 questions were asked to the respondents to gather the relevant data regarding the research. The buying behaviours of the University students have been assessed through these types of questions. The respondents have taken about 5minutes to provide their answer. As the buying behaviours of the consumers is very sensitive, the questions are designed in proper manner so that the actual buying behaviours of the consumers can be presented by different kinds of questions. As the buying behaviours are related to brands, delivery time of foods, quality, and many kinds of issues. These types of data have been collected from wide range of customers in this research and these collected data are analysed in this section to fulfil the research objectives. 
Age of the respondents 
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The age of the respondents has been presented by above bar chart. Hence, about 17.6% respondents are 23 years old. There are 11.8% respondents who are 27 and 28 years old. Hence, the range of the respondents is from 22 to 39 years old. As the age of the respondents has impact on their response, the respondents of different ages are selected for this research project so that the actual scenario of the buying behaviours of the customers in online food can be determined in the optimum manner. The response of different aged people is collected and their various response has consolidated the research findings. 


Buying foods by respondents from online based food delivery companies 
This question has been asked to the respondents whether they buy foods from online based food delivery companies. The experience of the customers having foods from the online based food delivery companies can share theirs views about their buying behaviours and it can increase the quality of the research findings (Mintel, 2020). The response about buying goods through the online based food delivery companies has been depicted so that the overall percentage of the respondents having the previous experience in buying the foods can be determined.
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Based on the question, about 73.5% respondents have the response to buy the food products from different kinds of online based companies. Hence, about 26.5% responded that they did not buy foods through the online based food delivery companies. As most of the respondents in this context buys foods from the online food companies, through buying behaviours have been determined in the effective manner. The positive response of the respondents denotes that the university students buy food products from different kinds of online based food sellers. 


Frequency of buying foods from online based food suppliers 
The COVID-19 pandemic has significantly increased the demand for online food delivery services, as people have been encouraged to stay home and practice social distancing. Moreover, the advancement of digital technology has increase the tendency of the people to buy the food products from online media (Bettman & Park, 2016). In this section of the research, the frequency of buying the online based food products from different kinds of suppliers has been analysed from the respondents so that it can be determined how frequent they order foods from online. 
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The above pie chart shows the frequency of University students to buy the online based food products from the suppliers. Hence, about 50% respondents concluded that they rarely buy foods from online based food suppliers. In this research, about 23.5% respondents buy online food once in a month and about 17.6% respondents buy online based foods once in a week. Only 8.8% students buy online food regularly. The buying pattern of online food depends on the taste, financial position, values and purchasing behaviours of the customers. Hence, different kinds of students of University of Wales trinity St David’s London campus having different kinds of purchasing behaviours of the online based foods. The variances of their purchasing mainly affects their food consumption. As about 8.8% students of University of Wales trinity St David’s London campus buy online based foods regularly, it can be concluded that UberEats has the prospect at the market. Since, about 50% students buy online based foods rarely, there has still market gap for UbrEats based on the buying behaviours of the customers. The company has the prospect to capture the market gap to fulfil online based food demand of the wide range of customers at the market. 


Knowledge of students about UberEats 
The knowledge of the respondents on a specific company denotes to the promotional effectiveness of the organisation. In this section, the knowledge of the students of University of Wales trinity St David’s London campus about the UberEats has been asked through this question. The knowledge of the students on the company has been asked to assess whether they purchase products from the organisations (Blackwell et al., 2016). The rational choice of the customers may also depend on their knowledge on different kinds of companies. For this reason, it has been asked to the respondents whether they know about UberEats 
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About 88.2% of the students responded that they know UberEats. Hence, only 11.8% students concluded that they don’t know about UberEats. As most of the students of University of Wales trinity St David’s London campus know about UberEats, the company has promotional based among the students. From this perspective, the company can launch its branch at the location of the University to capture the demand of the students about the online based food products. Most of the students at the University campus are familiar with the brand of UberEats. By this way, their buying decisions can be affected as per the strong presence of the company near the University. 


How the respondents got to know about UberEats 
As most of the respondents know about UberEats, they ways by which they got to know about the company has been analysed in this context. The social media, newspaper, friends, and other kinds of sources may affect them to know about the brand. The interactions among the University students may also affect the knowledge about UberEats. Basically, the medium by which the students got to know about the UberEats has been analysed to examine their buying behaviours of food products through online arena. 
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About 55.9% students of University of Wales trinity St David’s London campus knew about UberEats by different kinds of social media. The social media including Facebook, Twitter, Instagram and so on have the great impact on the university students to connect them with the service of UberEats. In this case, about 20.6% students got to know about UberEats from their friends. The mutual communication with the friends has enabled them to know about the service of Ubereast. About 23.5% students have known from other kinds of sources. As the students got to know about UberEats from diverse sources, it has been determined that the promotional level of the company is highly diversified. The people with different kinds of medias are connected with the promotion of UberEats and the service of the company is widely circulated. As the company is well known to the customers, it has been prospect to shine effectively at the market. 


Preference of customers in buying the goods from online shopping 
Different kinds of consumers at the online based food sector have different types of preferences to buy the food products. In this phase of the research, it has been analysed that what is preferred by the most of the customers to buy the online based food product. In general, the preference of the customers can be in brand, quality, price and other kinds of factors. The brand mainly preferred by most of the consumers at the market (Hirschman & Holbrook, 2012). Based on these factors, the customers take their buying decisions to buy the food products from specific brand at the market. The real data conducting on the university students of University of Wales trinity St David’s London campus are explained as follows: 
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About 52.9% students replied that they focus on the price of the food products before taking their buying decision. Hence, the quality of different types of food products is considered by about 26.5% university students. The brand is also preferred a significant number of students. About 6.1% students prefer the brand of different food suppliers when they buy foods from online. Apart from these, about 14.7% students prefer other kinds of factors to choose the brand to buy the foods products from online. The findings in this context represent that the preference of the customers to buy the food products is very diversified. They buy the food products based on considering different kinds of key factors. But, the economic considerations are thought by most of the customers as they prefer the price of the foods. The price of the food products affects most of the purchasing decisions of the buyers. The quality of foods is preferred after that the price. A significant number of customers at the market prefer the quality at the time of taking the buying decisions. The quality includes the range of value addition from the foods towards the customers. 
Meal that is ordered most by the university students 
As the students of University of Wales trinity St David’s London campus buy the food products from online sellers, they buy foods for their different kinds of meal. In this section of the research, it has been analysed that which meal of the students is ordered from online. The buying behaviours of the students is largely depending on their taking meal from the online food delivery companies. The busyness of the students is also a key factor to take the meal by ordering from the online (Kacen & Lee, 2012). Sometimes, the student hasn’t enough time to take the meal on time. In this case, they order the meal to the online food delivery companies and consume their food products. The collected data about which meal the customers ordered most in buying from online are described as follows: 
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Based on the collected data, about 36.4% students order snacks from the online sellers. About 27.3% respondents take dinner by ordering through online. It is a significant fact that about 9.1% students of University of Wales trinity St David’s London campus take breakfast by ordering from the online suppliers. Another 27.3% take the online food delivery for their lunch. The collected data depicts that most of the students have online food order for snacks. It means that the demand of the snacks is high for the consumers. The breakfast, lunch, and dinner are also ordered by the students in high extent. On the basis of the findings, it is overt that the tendency of the customers to buy the online based foods for different meals has been increased over times. 


Preference of customers in ordering foods on online 
The orders for online based foods can be placed by the consumer through different kinds of ways. Hence, the preference of the customers to order the online on online by different media has been analysed (Laroche et al., 2016). The order by mobile app or web browser are mainly analysed towards the consumers. Based on the response of about 33 respondents the findings are discussed as follows: 
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On the basis of the findings, about 75.8% students of University of Wales trinity St David’s London campus order the online foods from mobile apps. By the advancement of the digital technology, the mobile apps are very convenient to the customers to order foods from online sellers. Hence, about 24.2% respondents concluded that they use web browser to order the foods via online. As most of the respondents concluded that they use the mobile apps to order the foods, the buying behaviours of the customers is associated with mobile apps. The customers can easily provide orders by using the mobile apps and this process is considered as very effective to them. The use of web based system has been dropped in the recent age due to the great advancement of the technological tools. 


Spending of university students on per food delivery 
The spending of the university students on the foods is a significant factor to assess their buying behaviours of the products from the food delivery organisations. In this section of the analysis, the range of money that is spent by the university students on the food consumption has been analysed (Solomon, 2014). The taste pattern of the consumers of the particular products may also affect them to spend on the food. The findings are described as follows: 
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Hence, about 69.7% students spent 5 to 15 pound on per food delivery. From this finding, it has been demeaned that the spend pattern of the students is moderate. There are about 18.2% students who spent 15 to 25 pound on per food delivery. There are also a significant number of students how spend less than 5 pound and more than 25 pound. Hence, different kinds of students are found who spent different ranges of money on their food purchase. As most of the students spent in moderate extent, the value of each food delivery is not very high. Basically, the snacks are order by the students by using the online media to fulfil their food demands. 


Favourite restaurants of the students on online food delivery 
The students also have some favourite restaurants form where they buy foods regularly. In this context, some favourite restaurants of the respondents are analysed to determine the how frequent the consumers purchase the food products from the same seller. Based on the favourite restaurant, the loyalty among the customers can be created and from their loyalty they can choose the brand easily (Spiggle, 2014). The findings about the favourite restaurants of the students in the online based food delivery are described as follows: 
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Hence, the students of University of Wales trinity St David’s London campus favour Ask Italian and Tacos Bell the most to purchase the online foods. Moreover, the Chaiiwala, Dicksy chicken, Hot Pot, Lahore, Macadamia, Nanna’s chicken, Sarvana Bhaban are also chosen by the respondents as their favourite brand at the market from where by buy the foods through online. As most of the students concluded that the Ask Italian and Tacos, they have strong customer base at the market. Above all, the buying behaviours of the customers are also affected by their favourite restaurant at the market. 


Feeling of the customers in minimum limit of delivery 
Depending on their unique demands and circumstances, clients' attitudes toward minimal delivery requirements can differ. Minimum order requirements might annoy or frustrate certain clients, especially if the minimum is excessively large or they only need a little order. On the other hand, if it enables the company to run more profitably and sustainably, certain clients may comprehend and even value minimum delivery constraints (Verplanken & Holland, 2012). They might also be aware that there may be minimum delivery requirements in order to cover shipping expenses and maintain the profitability of the company.
[image: C:\Users\USER\Desktop\Miraj and Taruna final project\Miraj ahmed data\12.png]
Here, about 48.5% consumers conclude that they are neutral about the delivery minimum limit. But this scenario is not same for other kinds of respondents. About 33.3% respondents are strongly disagree on this matter. In this case, about 12.1% respondents the are agreed on the delivery minimum limit. Only a few students are strongly agreed on this matter. Finally, the key to controlling customer perceptions of minimum delivery restrictions is to be open and honest about the reasons for the limit, the advantages it offers the company and the client, and any potential alternatives. Customers' misgivings can be lessened as a result, and trust and understanding can be increased.  


Promotional media that is preferred most to get connected with the promotion of online foods 
Research indicates that the most effective promotional media channels are individualized, relevant, and targeted. Every day, customers are inundated with promotional messages, so it is crucial for businesses to discover ways to stand out and provide value. Email, social media, SMS, direct mail, and influencer marketing are among the most prominent promotional platforms. Email continues to be a popular option for businesses because it permits direct, individualized engagement with clients (Verplanken & Holland, 2012). Social media is also incredibly effective since it allows for real-time communication with clients and the dissemination of compelling content. SMS is a terrific way to reach clients fast and directly, although direct mail might be useful for customers that prefer real mail. Ultimately, influencer marketing can be incredibly beneficial for acquiring new customers and expanding brand recognition.
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Hence, the collected data shows that about 52.9% consumers want to connect with the promotion on online food companies via Facebook. Moreover, about 20.6% consumers prefer the Instagram to connect with the promotional campaign of the food delivery companies. At the market, about 8.8% concluded to prefer the Twitter as promotional tool to be connected with the promotional campaign of the organisations. It is a significant fact that about 17.6% consumers prefer other types of promotional tool to be connected about the promotion on online food. Based on the overall data, it is clear that the preferred by most of the consumers at the market as effective promotional tool. The organisations can design different kinds of promotional contents on the basis of Facebook. In the end, the key to successful promotional media is understanding the tastes and wants of the clients and adapting your strategy accordingly. By utilizing a combination of these channels and experimenting with various tactics, businesses may determine the optimal balance that resonates with their audience and promotes sales.
Suggestions by the respondents to ensure more quality in online based food delivery 
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The recommendations have been collected from the respondents so that the quality of the food delivery cab be improved. Commonly, five types of recommendations are given by most of the respondents in this research. The more offer with more quality food is recommended by a significant number of respondents. The good delivery is also recommended by a number of university students in this context. After that the better review and more picture, speedy delivery and more quantity are also recommended by the respondents to improve the quality in online based food delivery. These types of recommendations can be very effective for UberEats to increase its quality delivery towards the customers. The values of the company can be increased among the consumers by maintaining this way. The customer satisfaction and brand loyalty are also associated with these recommendations as overall brand loyalty on the brand and the level of customer satisfaction can be enhanced in the high extent by meeting the given recommendations by the respondents of the research. 

[bookmark: _Toc128437693]Discussions 
The study has been conducted to examine the consumer buying behaviours of the students of University of Wales trinity St David’s London campus as per the primary research. The collected data has been presented as per different kinds of graphs and charts. The findings arse included that the demographic data, multiple choice questions, rating scale questions, open end questions and so on. Basically, the experience of the respondents about buying the food products from different kinds of online based food delivery companies are collected and presented in this context (Tomkinson & Oldham, 2020). By this way, the buying behaviours of the consumers are assessed in the point view of the online based food delivery. The age, chosen brands, frequency of buying, per order costs, preference of the promotional channels, the knowledge of the consumers about the market, their preferences of the quality or brand, their recommendations and many other aspects are analysed in this research so that the actual buying behaviours can be pointed out in the effective manner. 
At the inception pint age, the age of the respondents is asked and it has been found that the most of them are 23 to 28 years old. It means that the respondents are middle aged people and the promotional strategies of the organisation based on the middle and young aged people are very effective here to capture them to the organisations. Then, the experience of the University students about buying foods from online sellers are asked by the questionnaire. Hence, most of the respondents replied the positive answer. Only a few respondents have argued on this matter but almost all types of students at the University have the experience to purchase the food products from different kinds of online based food suppliers (Llorca & Martín, 2018). After that the frequency of buying foods of the students from the online food companies were asked by the questionnaire. Though most of the respondents replied that they rarely buy foods from the online based food sellers, a significant portion of the students buy the food products from different kinds of food sellers in the regular basis. The buying belabours of the consumers in regular basis denotes to the prospect of the online based food delivery business by the companies at the market. Hence, the market trends about the purchasing foods from online has been analysed by asking different kinds of questions. The preference of the customers and their frequency of buying from the existed sellers have been represented by the graphs and charts. 
Moreover, it has been asked to the respondents whether they know about the services of UberEats. It has been found that about 88% consumers have knowledge in the service provided by UberEats at the market. By this way, the availability of the services provided by UberEats at the market has been tested. Only a few respondents yet to know about the services of UberEats at the online based food sector. As most of the consumers have the proper knowledge about the services provided by UberEats, it can be concluded that the company has high prospect to shine at the online based market of London (Tomkinson & Oldham, 2020). The target of the company can also be based on the young aged people to capture the values from the consumers and increase the organisational values in the significant manner. 
[bookmark: _GoBack]At the research project, the respondents have been asked how they got to know about the services provided by UberEats at the market. Different kinds of respondents responded that they have known about the organisation from different kinds of ways. It has been found that the social media, Newspaper, friends and relatives and others kinds of sources are mainly involved with the considers to promote the services of UberEats. About 55.9% respondents have known about the services of UberEats by social media. The University students are associated with Facebook, Twitter, Instagram and various kinds of social media. Through these social media, the promotional campaign of the organisation has been covered to the university students (Tomkinson & Oldham, 2020). By this way, the university students have known about the organisation. Though other kinds of media have impacts on the promotion of the services of UberEats, different kinds of social media have played the most vital role. From this context, it has been determined that the buying behaviours of the consumers in online based food delivery is highly associated with social media and other kinds of electronic based media. The advancement of the modern technology has made the promotional campaign of the organisation very convenient at the recent age the promotion through the digital media can provide the ultimate advantage to the organisation. 
In this research project, it has been asked to the respondents about what they prefer most in buying the food products from the online media. The response is based on brands, quality, price and other kinds of factors by which are consumers are affected to take their buying decisions. These kinds of factors are also very effective in taking the personal buying decisions of every kinds of products (Llorca & Martín, 2018). At the research, it has been found that about 52.9% respondents have the preference on the price of the food products. Based on the price of the food products, they take their buying decisions most. Sometimes, the price of different food products fluctuates and the demand of the foods from the customer side can be varied systematically. About 26.5% have been responded that they prefer the quality of the food products during the online order. Other kind of students have the preferences in brand and many other aspects to choose the company for the online based food delivery. 
The analysis about which meal is ordered most by the university students has been conducted in this research. The rate of most order is placed by the students for their snacks, dinners and lunches. Basically, the snacks are order by most of the university students from online food delivery company. From this context, the snacks item can be increased by the companies and relevant offers can be provided to the wide range of customers to increase the overall sales in the online arena (Zhang et al., 2018). Hence, the analysis about the preference of placing the order by the university students has also been determined. It has been found that the about 75.8% respondents use the mobile apps for ordering the foods. A few respondents use the web browser to place the orders. As the mobile phone is very convenient ways for the consumers to place the orders in online, the rate of using the mobile based apps has been increased. From this perspective it is clear that the buying behaviours of online based food is associated with rapid use of mobile apps developed by different kinds of companies at the market. 
The amount of money that is spent by the consumer on the per food delivery has been analysed in this research project. It has been found that the consumers use 5 to 15 pound for most of their online based food order. There are some consumers who have more or less amount of food order but this range is used by most of the students. From this perspective, the food item of the organisation should be produced on this range so that it can be matched that the demand of the wide range of consumers at the market. As the buying behaviours of the university students is associated with spending moderate amount of money, the management of UberEats can consider this information to design different kinds of products for the customers. Moreover, this kind of consumer pattern is followed by the most of the consumers as their income level is also moderate (Choudhury & Bandyopadhyay, 2019). Thus, the online based food delivery organisations should consider the income level and taste pattern of the young aged people to launch the new food produced to be distributed by the online media. 
Some favourite restaurants of the consumers at the market has also been analysed by this research project. Many restaurants are found are favourite to the university students. Basically, the taste pattern and cultural variances are the key factor behind the favourite restaurants of the students. Above all, the Ask Italian and Tacos Bell are found as most favourite restaurant by most of the respondents in this research. For this reason, UberEats can contact with these kinds of most favourite restaurants by the respondents (Mintel, 2020). The promotional campaign based on the discount form the purchase from these restaurants can also be circulated by UberEats as the students buy the food products from these restaurants most frequently. 
The perception of the consumers about the delivery minimum limit has been evaluated by this research. Based on the findings, the organisations should be designed its delivery plan in moderate limit as the consumers have different opinion on this issue. After that the promotional media in where the consumers are connected with the promotional campaign of the organisation are analysed. Basically, the social media in where the consumers are associated are analysed in this phase. It has been found that the Facebook is used by the most of the University Students. From this perspective, UberEats can increase its preference at the social media particularly at Facebook so that different types of promotional message can be easily reached to the target consumers. Most of the consumers prefer to get the promotional contents to the social media as it is very convenient way to them. A significant portion of consumers at the market have also the preference on Twitter and Instagram. Other kinds of social media are also preferred by the large portion of the consumers at the market (Mintel, 2020). From this perspective, it is clear that the buying behaviours of the organisation is high associated with using social media and digital technology. The digital marketing by the organisations are conducted as per the social network. Thus, the association of many kinds of target customers can be ensured to the social network and organisational predetermined objectives can be fulfilled by this way. 
At the end, the recommendations are taken by the consumers to improve the level of services by the online based food delivery organisations so that the management of UberEats can assess the buying behaviours of the consumers and effective decisions about their marketing strategy can be taken by this way. A large portion of consumers recommended to offer quality foods, good delivery, better review, speedy delivery and increasing quantity (Choudhury & Bandyopadhyay, 2019). These kinds of value added suggestions from the respondents can be considered in the effective ways by the management of UberEats so that the values in the food delivery can be increased and the brand loyalty towards the organisation can be ensured. By the overall analysis, the buying behaviours of the considers are determined in this research and it can be followed by the management of UberEats to design their marketing plan to capture the most possible number of consumers from the online based food delivery sector. 


[bookmark: _Toc128437694]Conclusions 
It can be concluded that by conducting this research, the predetermined objectives about assessing the consumer buying behaviours of the university students have been fulfilled. The findings of this research reinforced the marketing strategy of UberEats to capture more customers as per analysing their buying behaviours. The knowledge of the consumers about UberEats and the frequency of buying of the consumers are analysed by this research. As per asking these questions, the perception of the consumers about the online based food delivery market are analysed. The buying pattern of the consumers and their spending level for the food products as per online order are tested by this way. After that the preferred promotional media of the wide range of consumers are examined in this research so that UberEats can choose the effective promotional media to capture its target customers from the market. Finally, the recommendations from the consumers are taken to improve the quality of the online based food delivery can fulfil the demand of wide range of consumers at the market. The research objective was to determine the buying behaviour of the customers and conducting the research it has been identified how frequent the customer buy the products and their favourite restaurant. By this this objective of the research has been fulfilled. After that, to determine the influential factors of the consumer buying behaviour was another research objective. As per analysing the collected data, it has been identified that the speedy delivery, quality of products and price are the influential factors of the consumer buying behaviours. Furthermore, to evaluate the impact of promotional approaches on UberEats to affect the buying behaviour was another research objective. By reviewing the literature on promotional media and societal marketing and customer response, it has been determined that the social media and different promotional approaches engage between the organisation and the customers. Thus, all kinds of objectives of the research have been fulfilled by conducting the value added research. 


[bookmark: _Toc128437695]Limitations 
In conducting this research, some problems are faced in different phase of the research. At the inception point, the respondents were reluctant to provide answer. In this section, they are assured to keep their data in secret. Moreover, the time constraint is another limitation of this research. Due to the lack of time, the complexities have been faced to conduct this research.  The research findings are dependent on the samples analysed, which may not be representative of the entire population. This may restrict the generalizability of the results. Research measures are susceptible to inaccuracy, which might compromise the accuracy of the findings. Self-reported data, for instance, may be affected by social desirability bias, leading to underreporting or over reporting of particular actions or attitudes. Research must be conducted ethically, which may restrict the types of research that can be conducted. For instance, certain types of experiments may be deemed immoral, hence limiting researchers' ability to study particular questions in depth. Research necessitates resources, such as money, tools, and staff. These materials may not always be accessible, which can restrict the breadth and quality of study that can be undertaken. Having many kinds of limitations, the proper analysis are conducted on the buying behaviours of the consumers to fulfil the research objectives. 


[bookmark: _Toc128437696]Recommendations 
As per conducting the research, the ways to capture the values for UberEats are determined on the basis of the buying behaviours of the consumers. Hence, the recommendations are given so that the management of UberEats can examined the buying behaviours of the consumers at the online based food delivery sector and capture them to the organisation. From the point view of different kinds of buying behaviours of the consumers, the recommendations for UberEats are given as follows: 
· The social media marketing should be adopted by the management of UberEats so that it can meet the demand of the customer and increase the organisational values in the effective manner. 
· As the consumer have the mid-level spending level, the food products with the mid-level pricing should be launched by the company at the market to meet the demand of the consumers. Having priority of the consumer on pricing of the products, the price should be considered effectively by the management of UberEats 
· The marketing campaign should be applied based on the favourite restaurant of the consumers to increase the attraction on the food delivery of UberEats 
· The quality of the food delivery should be increased by the company as most of the university students prefer the quality of the food delivery. The speedy delivery can be the useful decision by the organisation to enhance the quality in online based food delivery. 
· The pricing of the per delivery should be based on discounts and offers so that the customers can be attracted at the services provided by the organisation.  
· UberEats should considered the feedback provided by the consumers at their food delivery as the feedback considerations can increase the association between the organisation with its consumers. By this way, the brand loyalty can also be increased for UberEats from the online based food delivery sector. 
[bookmark: _Toc128437697]Further research 
The future research could be conducted on customer satisfaction and organisational value addition on wider sample. The future research could help the management of UberEats to take the decision about designing the organisational policy towards customers. The future research could be conducted on more sample as more sample can produce the good quality of research on the customer satisfaction and organisational value addition. 
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Please read the questionnaire carefully. It has been certified that your given information will be kept in secret and will be used only for research purpose. 
1. Name: __________________________________________ 
2. Age: ___________________________________________
3. Sex: ___________________________________________
4. Do you buy foods through online based food delivery companies? 
   (a) Yes   (b) No 
5. If so, how frequently do you buy foods from online based food suppliers?  
   (a) Regularly    (b) Once in a week   (c) Once in a month   (d) Rare 
6. Do you know about UberEats? 
   (a) Yes   (b) No 
7. If so, how have you got to know about UberEats? 
   (a) Social media   (b) Newspaper   (c) Friends   (d) Other sources 
8. What do you prefer most in buying foods through online shopping? 
   (a) Brand   (b) Quality   (c) Price   (d) Others 
9. Which meal do you order most online? 
   (a) Breakfast   (b) Lunch   (c) Snacks   (d) Dinner 
10. How do you prefer to order food in online? 
   (a) Mobile apps    (b) Web browser 
11. How much do you spend on per food delivery? 
   (a) Less than £5   (b) £5 - £15   (c) £15 - £25   (c) More than £25
12. What are your favourite restaurant for food delivery? 
    ______________________________________________________
13. How do you feel about the delivery minimum limit? 
   (a) Strongly against    (b) Neutral   (c) Agree   (d) Strongly agree 
14. What promotional media do you prefer most to get connected about the promotion on online food? 
   (a) Facebook   (b) Instagram   (c) Twitter   (d) Others  
15. Please recommend how to ensure more quality in online based food delivery: ___________
___________________________________________________________________________
______________________________________________________________________________________________________________________________________________________
Thank you
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