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[bookmark: _Toc238496736]ABSTRACT
The investigation examined how utilising AI affects the success of companies responsible for delivering food to people in the UK. The existing body of work examined that AI has been swiftly changing the online food delivery sector in recent years. This technology has been transforming platforms into extensive online resources. An increasing number of players in this market are depending on AI for hyper-personalised recommendations that can enable them to make their activities more seamless. The existing body of work on this topic has previously examined AI from a variety of perspectives.
Mixed method research approach provided a structured process which provides comprehensive knowledge regarding current practice, which maintains the value in the market. Inclusion and exclusion criteria were used to maintain the relevance of the collected data to this research. Thematic analysis and descriptive statistical analysis techniques identified the current trend and discuss the processed data critically.
The outcomes showed that AI is predominantly used for personalised recommendations, along with making crucial decisions related to the activities of online food delivery companies in the UK. They further showed that AI enhances the satisfaction of customers to a significant extent. Apart from this, the performance of delivery, along with the overall performance of companies improves notably. The outcomes recognised that the privacy of consumer information as well as security are the biggest concerns that are faced by online food delivery companies when it comes to adopting AI.
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[bookmark: _Toc238496738]CHAPTER 1: INTRODUCTION
1.1 [bookmark: _Toc238496739]Background
The food delivery sector in the UK has been growing swiftly over the past few years. As per a report published by Statista (2026a), the UK ranks just behind China as well as the USA in terms of having the biggest market for online delivery of food. The UK’s market was estimated at a staggering $48 billion, as per 2024 figures. Not only that, but the country also happens to be the home to one of the biggest names in the online food delivery sector, Deliveroo.
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[bookmark: _Toc238121473]Figure 1.1: Revenue of online food delivery market in the UK Between 2017 and 2030
(Source: Statista, 2026b)
Figure 1.1 shows that the revenue amassed by the UK’s online food delivery market has steadily increased to reach up to $51.08 billion in 2025. This figure is expected to increase further to an estimated $68.84 billion by 2030 (Statista, 2026b). These figures are indicative of the rapid growth witnessed by the industry over the years. 
It might be observed that this growth is expected to be fuelled by a greater adoption of AI to ensure seamless delivery of services by food delivery companies. As noted by Yusof, Ravi and Koay (2024), the emergence of AI has revolutionised the convenience of consumers when it comes to ordering meals online from the comfort of their own homes. An increasing number of food delivery companies in the UK make ample use of AI platforms to look at what consumers like to eat. Not only that, but AI also helps them in finding out at what time of the day most customers prefer to place orders for meals. Based on this information, the food delivery app then shows a customer food items that match their personal preferences. This quick matching contributes significantly to satisfying customers, ultimately leading to repeat orders.
A recent development in the incorporation of AI in the delivery of food in the UK is the use of robots. As reported by BBC (2025), robots are expected to soon deliver takeaways in one of the busiest neighbourhoods in Leeds. The robots are expected to complete deliveries in less than half-an-hour for distances of up to 3.2 km. Self-driving robots will be able to help in delivering food during busy periods, especially during the shortage of staff. However, on the downside, there are concerns about the impact on jobs that are currently being performed by real people.
In the UK, Starship Technologies is increasingly sending out robots in place of real delivery personnel to deliver food as well as groceries around the world (Daily Mail, 2023). The company presently delivers for some specific independent takeaways as well as restaurants. A team of real staff can also oversee the progress of the robots remotely and can intervene at a moment’s notice. However, this also poses a threat to the food delivery personnel as they might be replaced by an “army of robots”. This shows that while there are numerous benefits associated with using AI in online delivery of food, they also threaten the jobs of real delivery people.   
Irrespective of the dark side of AI involvement in online delivery of food, the technology is nevertheless revolutionising the food industry. As reported by Forbes (2025), over the past ten years, AI-powered innovations in the delivery of food have become the norm, with an increasing number of chains investing heavily in next-gen technology. With an increasing number of restaurants adopting AI-based services, delivery platforms can also be found to be doing the same. For instance, Uber Eats depends on AI to optimize the fastest possible routes to ensure quick delivery to customers.
[image: ]
[bookmark: _Toc238121474]Figure 1.2: Garfield food delivery robots with Uber Eats promoting the new Garfield Movie
(Source: Forbes, 2025)
It has also been found that Tesco is now using AI for making purchase-related decisions. Not only that, but it is also optimising routes for its delivery drivers. The main intention is to ensure that interactions with customers are indeed driven by AI in almost every aspect of the business. Apart from this, even Sainsbury’s has launched AI-powered forecasting platforms to assist it in putting the right number of products on its shelves (The Guardian, 2025). Based on these instances, AI has entered various industries, not only food delivery, to improve how food is delivered to waiting customers.
Another successful adoption of AI in a food delivery company in the UK is Ocado, which has developed robots that will enable faster yet cost-friendly deliveries. As reported by The Guardian (2022), they will particularly help the company deal with staff shortages by requiring fewer staff across its warehouses. This would position the company directly to take on Deliveroo, along with various other fast-track food couriers which witnessed significant growth during the pandemic. This technology is a blessing in times when most companies are facing the challenge of hiring enough people to work.  
1.2 [bookmark: _Toc238496740]Research Focus
Research Focus
This investigation focuses on how AI helps online food delivery companies in the UK to grow as well as attain success. It explores how apps make use of smart technology, like chatbots or personalised recommendations, to ensure that customers using online food delivery apps have a worthwhile experience. As pointed out by Shorbaji et al. (2025), helpful chatbots, along with personalised suggestions, make the overall experience of customers using online food delivery apps highly engaging. On the downside, however, confusing extra charges or technical glitches make users lose trust quickly. By looking at actual numbers made by businesses, the investigation shows how this technology minimises expenses while speeding up deliveries. 
However, it is to be noted that utilising AI is not always that simple. Firms are often faced with serious issues, including high expenses of setup. This is especially the case for SMEs that already run with very restricted funds. As opined by Adenuga et al. (2023), rich countries tend to use AI more as they have improved internet connectivity as well as robust assistance from the government. On the other hand, small businesses in developing regions continue to experience struggles due to not having enough funds or adequate resources. Apart from this, many firms also struggle with inadequately trained workers who are not well-versed with new technologies. Overall, this investigation proves that even though AI can go a long way in enhancing profits, firms nevertheless need to handle these key issues carefully to be able to succeed.
Theoretical Focus
The investigation uses various relevant academic suppositions, including TAM, to provide a detailed explanation of how the adoption of AI can influence the performance of organisations, along with how technology can create value for the said firms. They offer a clear academic base for developing a firm understanding of how AI can improve the following areas: 
· Operational efficiency
· Decision-making
· Customer experience
· Profitability
· Productivity
The focus also helps provide a detailed explanation for why the benefits of AI are likely to differ between companies. It considers both the favourable as well as unfavourable aspects of the adoption of AI.  
Practical Focus
The investigation has a practical focus by recognising how managers of online food delivery companies can make use of AI more efficiently. In this respect, managers can use the outcomes to recognise where AI can go a long way in providing the greatest value, such as: 
· Improving the routes of delivery
· Forecasting demand
· Automating customer support
· Providing personalised recommendations
· Minimising operational expenses
The investigation further sheds light on the challenges that managers need to take into account before investing in AI.  
Rationale/Problem Statement: It might be observed that an increasing number of firms who deliver food to customers online in the UK are making ample use of AI nowadays. However, beyond the benefits, it has been observed that this technology can still lead to numerous issues. For instance, it is rather unclear whether AI always enables a company to attain success. As reported by McKinsey & Company (2025), for a firm to attain success in the current era of AI, the focus needs to be on visionary leadership and not just the deployment of technology or the willingness of employees to embrace the new technology. Not only that, but it has also been observed that AI at times leads to increased expenses for firms embracing this technology.
[image: ]
[bookmark: _Toc238121475]Figure 1.3: Share of businesses using AI in the UK in 2026
(Source: ONS, 2026)
Figure 1.3 shows that ICT industry makes the most use of AI in the UK, precisely almost 60%. In comparison, the deployment of this technology is low in the food service activities.
AI has the potential to change business just like the internet managed to do years ago. It is to be noted that the most successful firms tend to treat AI to rewrite their entire business, not necessarily as a new technology (Lloyds, 2026). This essentially means that they focus on changing core processes instead of fixing the smallest of tasks. They come up with new strategies to earn money instead of simply cutting down on expenses. 
Success requires more than just basic access to technology. Firms require skilled workers, along with the confidence necessary to extract the most out of a new technology. However, it has been found that in the UK, nearly a third of the companies reported that their workforce does not have the AI skills that are required to make the most out of this technology ((Lloyds, 2026). Firms that can blend the ideas of real people with the benefits of AI are likely to work more efficiently to create new products. With technology witnessing major advancements, the biggest trial is to assist employees in learning how to change with it. Overall, it can be stated that helping firms adapt is instrumental in case UK-based firms intend to earn money from AI.     
Significance of the Study
This investigation is crucial as AI is swiftly changing the way in which food delivery apps in the UK work every day. It shows exactly how this technology goes a long way in helping improve the processes involved in the placing of orders by customers. As noted by Alsaffarini and Awwad (2026), smart AI-powered suggestions make the overall experience of shopping highly convenient for consumers. They stop multiple options from overwhelming the customers and instead focus on showing things that they might like. Not only that, but even the delivery of orders becomes faster. In other words, by using these technologies, companies can work much faster, thereby successfully making more money.
The outcomes originating from this investigation are also likely to provide managers of online food delivery apps with a clear guidance on investing sufficient money on embracing new technologies. This investigation highlights real issues, including high expenses of adopting AI as well as inadequately trained staff. Therefore, knowing these obstacles go a long way in helping firm owners plan better to avoid expensive mistakes before purchasing new software.   
[bookmark: _Toc238496741]1.3 Overall Research Aim and Research Objectives
[bookmark: _Toc238496742]1.3.1 Research Aim
This investigation examined how utilising AI affects the success of companies responsible for delivering food to people in the UK.  
[bookmark: _Toc238496743]1.3.2 Research Objectives
· To identify how AI is used in the online food delivery industry in the UK 
· To examine the positive impact of the adoption of AI on the performance of online food delivery companies in the UK 
· To identify the challenges of the adoption of AI in online food delivery companies in the UK
[bookmark: _Toc238496744]1.4 Research Questions
· How is AI used in the online food delivery industry in the UK?
· What are the positive impacts of the adoption of AI on the performance of online food delivery companies in the UK?
· What challenges do online food delivery companies in the UK face when adopting AI?
[bookmark: _Toc238496745]1.5 Structure of the Dissertation
  
[bookmark: _Toc238121476]Figure 1.4: Dissertation Structure
(Source: Created by the learner)
Figure 1.4 shows that this paper comprises five distinct parts, with each of the parts addressing specific requirements, all geared at attaining the ROs. 

[bookmark: _Toc238496746]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc238496747]2.1 Introduction
AI has been swiftly changing the online food delivery sector in recent years. This technology has been transforming platforms into extensive online resources. An increasing number of players in this market are depending on AI for hyper-personalised recommendations that can enable them to make their activities more seamless. The existing body of work on this topic has previously examined AI from a variety of perspectives. This part of the paper sheds light on the recent scholarly papers published related to the adoption of AI, along with the gaps in previous explorations.
[bookmark: _Toc238496748]2.1.1 Protocol
Inclusion
The scholarly papers that have been examined in this part of the paper adhere to the following criteria: 
· Published from 2020 onwards
· Addresses the use of AI in food delivery companies
· Food delivery companies operating in the UK
Exclusion
· Published before 2020 
· Does not address the use of AI in food delivery companies
· Food delivery companies operating anywhere other than the UK
[bookmark: _Toc238496749]2.2 Concept of Artificial Intelligence (AI)
The rapid advancements made in the field of AI technology has majorly changed the functioning of various industries. As opined by Rashid and Kausik (2024), AI encompasses machine-oriented intelligence that matches the intellectual abilities of real people. AI-based platforms are typically trained on various sets of information to make smart decisions independently. The authors noted that AI has emerged as one of the best gifts in the contemporary world. On the other hand, Valenzuela et al. (2024) argued that AI technology is significantly minimising the range of experiences that are available to consumers. This essentially means that giving more tasks to AI might accidentally ruin the drive of real people, along with their ability to make decisions.  
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[bookmark: _Toc238121477]Figure 2.1: The traits of AI
(Source: Rashid and Kausik, 2024)
Figure 6 shows the key traits that AI-based platforms tend to demonstrate. As pointed out by Bawack et al. (2022), over the years, AI has managed to evolve from a mere technology into an advanced technology that has the capability to back even the most intricate processes of decision-making. It is changing online shopping as it learns from the information, as well as adapts to get things done. 
[bookmark: _Toc238496750]2.3 AI Adoption in the UK Online Food Delivery Industry
[bookmark: _Toc238496751]2.3.1 AI from the Consumer (Demand) Side 
In recent years, it might be observed that AI has majorly transformed how consumers place food orders using online delivery apps. As pointed out by Chiu, Badu‐Baiden and Cho (2024), convenience has a major part to play on how consumers look at online food delivery apps. Apart from this, consumers also look for price-friendliness on these apps before they make the decision to place meal orders. The investigation conducted by the authors demonstrated that digital technologies, like AI, have a major role in simplifying the entire process of ordering food. On the other hand, Raza, Asif and Akram (2023) argued that the trust that consumers have on these apps remains equally crucial. This is because customers continue to utilise online food delivery apps only when the AI-driven services are thought to be dependable. Overall, it can be stated that AI goes a long way in enhancing the demand aspect of online delivery of food.
[bookmark: _Toc238496752]2.3.2 AI Recommendation Systems and Personalisation 
Apart from this, it might be noted that AI-drive recommendations have emerged as one of the most crucial competitive resources used by online food delivery companies. In this respect, Haruyama and Hidaka (2024) stated that the recommendation process in such apps encourages customers to provide their feedback to restaurants from where they order their food. This process has emerged as one of the most vital applications of AI in the field of decision-making of consumers. As contended by Yaiprasert and Hidayanto (2024), ML technology goes a long way in producing food recommendations that are highly personalized to the taste of customers. This is done by mixing different AI algorithms. Even AI-driven chatbots are well-equipped to handle simple inquiries of customers. They go a long way in improving the overall satisfaction of customers.   
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[bookmark: _Toc238121478]Figure 2.2: Examples of explicit and implicit feedback 
(Source: Haruyama and Hidaka, 2024)
Figure 2.2 shows the kinds of feedback provided by customers on online food delivery apps.
[bookmark: _Toc238496753]2.3.3 AI from the Supply Side (Restaurant-Platform-Courier Value Chain)
AI has significantly transformed the supply aspect of online food delivery by enhancing the way restaurants as well as delivery platforms work together. As mentioned by Ashraf and Bardhan (2025), online delivery platforms have changed the delivery of food prepared by restaurants. The authors have further stated that AI facilitates restaurants to synchronise the preparation of food with the availability of delivery personnel who can deliver the food to the customers who place orders. On the other hand, Liang et al. (2024) argued that algorithms for the “smart” dispatching of food orders in real time have managed to develop the largest network of delivery across the globe in China. They go a long way in minimising the time required for the delivery of food while enhancing the productivity of the platform.
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[bookmark: _Toc238121479]Figure 2.3: Procedure of platform and stakeholders involved in on-demand food delivery
(Source: Liang et al., 2024)
Figure 2.3 shows the overall procedure that is involved in the online food delivery service. It depicts the role played by the platform itself, along with different stakeholders. It can be understood that a whole process involving numerous players are involved in the timely delivery of food to customers. 
[bookmark: _Toc238496754]2.3.4 AI for Delivery Optimisation and Operational Coordination
AI is increasingly being used to maximise the routing of deliveries in the online food delivery space. In this respect, Kancharla et al. (2024) noted that almost all food delivery apps address the same issue, that is, they facilitate their customers to conveniently request pickup services via websites or mobile apps. This goes a long way in helping them make sure of delivery of food within a given timeframe. ML provides a robust backing to the routing processes of delivery of meals. This goes a long way in improving the allocation of couriers by taking into serious account the uncertainties involved in the preparation of meals. In this respect, the locations of the customers are also taken into consideration. All this goes a long way in minimising delays in delivery while boosting the use of resources under ever-changing conditions.
On the other hand, Thipparthy et al. (2024) argued that AI-driven algorithms are highly useful in enhancing sustainable delivery of food. This is essentially done by choosing effective routes of delivery for numerous food orders within a given period. The authors have argued that AI contributes to a decrease in the expenses involved in the delivery while enhancing the overall quality of services. Apart from this, even the efficiency improves significantly by depending on AI. Overall, it can be stated that AI has emerged as a strategic technology that contributes significantly to improving the harmonisation throughout the process of delivery of food.     
[bookmark: _Toc238496755]2.4 Impact of AI Adoption on the Online Food Delivery Industry
AI has emerged as a vital technology used by various businesses as it helps online companies deliver food to customers to enhance their overall performance. As noted by Meena and Kumar (2022), it was particularly during the pandemic that the online food delivery industry started to thrive. At the same time, it needs to be noted that such companies have been experiencing varied challenges in the form of ever-changing expectations of customers. In this respect, the emergence of AI has brought about major changes in the industry. On the contrary, Yoopetch, Siriphan and Chirapanda (2022) contended that companies need to maintain the top quality of food that they deliver to their customers. Not only that, but it is also expected of them to ensure the highest efficiency for their delivery as AI, on its own, cannot guarantee the satisfaction of customers. 
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[bookmark: _Toc238121480]Figure 2.4: Perceived value of food delivery application
(Source: Yoopetch, Siriphan and Chirapanda, 2022)
Figure 2.4 shows that customers care more about getting good value for the money that they pay for the food they order online. This is followed by the speed of delivery with which their food reaches their home. Hence, in this respect, AI can be said to be a major contributor of the performance demonstrated by companies provided that the technological enhancements are backed by quality service.
Apart from this, it can be stated that AI has some implications for improving the efficiency of the delivery of food by apps to their customers. In this regard, it has been noted by Mao et al. (2022) that using AI to run food delivery apps online goes a long way in improving various factors involved in the same. For instance, AI makes the overall process of dispatching much simpler. Not only that, but Statista (2025) also reported that AI is increasingly being used by 50.5% of consumers to come across new foods. Moreover, 48.8% of consumers are using AI for the added convenience to make food-related decisions. This eventually helps in cutting down on the delays while aiding the app to get more tasks completed. 
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[bookmark: _Toc238121481]Figure 2.5: Benefits associated with using AI for food-related decisions
(Source: Statista, 2025)
Figure 2.5 shows that the use of AI in the food space has various benefits for customers globally. However, Wang and Jiang (2022) argued that online food delivery apps are increasingly struggling to deliver food quickly enough since too many people are ordering at the same time. Moreover, it is a known fact that customers do not like waiting for long for their food to arrive when they are hungry. The authors have noted that quick delivery is largely dependent on choosing the best routes. In case firms do not plan their routes efficiently, customers are likely to be dissatisfied with the company even if it uses AI.
Further, the adoption of AI significantly improves how online food delivery companies perform financially by emphasizing improved business decisions. As pointed out by Talha Talukder et al. (2022), the role played by blockchain can go a long way in overcoming the issues faced by online food delivery companies by directly linking restaurants as well as drivers with customers within a common web. The authors further stated that AI-backed food delivery contributes significantly to fortifying the management of companies by minimising delays in delivery. On the contrary, Alvarez-Palau et al. (2022) argued that making money in the food delivery sector is heavily influenced not only by innovations based on technology but also by the high expenses of delivery. Furthermore, Nivornusit, Kraiwanit and Limna (2024) also mentioned that intense competition in the market further drives major price wars. Overall, it can be said that AI can go a long way in improving financial performance; however, its benefits are largely dependent on efficient strategies of business.
It has been further observed that in the highly competitive food delivery market, holding on to customers for a prolonged period is a major feat. As argued by Kasoju, Vishwakarma and Kasoju (2025), AI is the ultimate saviour for such companies as it has a direct involvement in preventing customers from switching to other apps available in the market. The authors have affirmed that when food delivery apps depend on AI to make plans for the routes for delivery, waiting times drop by at least 6 minutes for customers. The paper further shows that timely deliveries have increased to reach a staggering 92% in recent years from 78% before AI. On the other hand, Chakraborty (2025) added another layer to this, arguing that the real challenge is not merely about the code behind the AI. Rather, it is how easily people embrace it every day. The author argued that in case restaurant staff or delivery workers find AI too hard to use, the efficiency of the platform is likely to go down completely.   
[bookmark: _Toc238496756]2.5 Challenges of AI Adoption in the Online Food Delivery Industry
Even though AI offers various benefits to online food delivery companies, its adoption also leads to various challenges that are likely to minimise the performance of business. As pointed out by Ghag et al. (2024), the supply chain (SC) of food is troubled by the absence of technical skills. Not only that, but even customers do not have as much trust in it as they previously used to. The authors stated that delivery platforms as well as restaurants find it rather challenging to embrace AI as their information is mostly disorganised. This makes it almost impossible to establish dependable algorithms. However, Dakhia, Russo and Merenda (2025) offered a different perspective, arguing that the biggest challenge is in blending AI with physical IoT devices, for instance, food sensors. The authors asserted that in case these sensors were unable to provide correct information, AI is likely to end up making incorrect decisions about the freshness of food or how much time it might take to deliver them to waiting customers. 
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[bookmark: _Toc238121482]Figure 2.6: Benefits as well as barriers of AI in food supply chain
(Source: Ghag et al., 2024)
Figure 2.6 shows the benefits that AI has for food SC, along with the obstacles that this technology poses for the same. On the other hand, Zatsu et al. (2024) mentioned that the hidden villain in the seamless delivery of food to customers is the issue of the “black box”. Since AI-based algorithms tend to be so intricate, restaurant managers are often hesitant in trusting them enough to facilitate them in making major decisions related to their business on an everyday basis.
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[bookmark: _Toc238121483]Figure 2.7: Role of AI in food applications
(Source: Dakhia, Russo and Merenda, 2025)
Figure 2.7 shows that AI has varied roles to play in food-based apps, right from the improvement of the SC to recognising possible fraud in food. The paper published by Zhang and Zhang (2026) brings the focus to the human toll, arguing that aggressive AI actively harms the business. The authors showed that when AI creates tight schedules for the delivery of food to customers to satisfy customers, it ends up putting extreme pressure on delivery drivers. This causes what can be termed as a “penalty trap”, one that leads to more late deliveries.
Apart from this, Sarangi et al. (2025) contributed to the debate by shedding light on the fact that while AI is indeed useful in boosting the level of efficiency in delivery of food from restaurants to customers, it has also introduced major flaws at the same time. The authors have argued that platforms are faced with major backlash from their customers owing to unexpected failures in the app. Not only that, but even the absence of personalisation when communicating with AI-powered chatbots has been criticised often. However, as countered by Shekhar and Vartika (2022), the actual issue is not the technology itself; rather, it is making guesses about the behaviour of consumers. The authors insisted that the main challenge for platforms is developing algorithms that are adaptable enough to cope up with the fluctuating habits of users.
It has been further argued that AI serves as a hidden orchestrator that influences both customers as well as delivery workers. As per Munshi and Singla (2025), the ultimate danger of the adoption of AI is mainly ethical. More specifically, how the “black box” manages the habits of delivery workers, ultimately trapping them in the AI-created bias without the observation of real people. Kurdyś-Kujawska et al. (2025) shifts the blame from AI to the shortcomings of companies embracing AI. The authors argue that the firm-based obstacles prevent AI from working in the most efficient manner. The outcomes have further revealed that smaller-sized food companies do not have adequate technological skills that are required to make the best use of advanced AI-based solutions. Šiđanski (2026) closes the argument by concentrating on resistance from the cultural front. The paper mentioned that the adoption of AI tends to entirely stop in the developing economies since local users there do not at all trust this technology. They continue to prefer interacting with real people instead.
There has been some appreciation for AI to have emerged as a major evolution for the food sector. As opined by Yang et al. (2025), AI has contributed to making the processing of food much better by tracking the safety of food. Not only that, but the technology has also helped in perfectly matching the tastes of consumers with new recipes. On the other hand, Munialo (2026) argued that the pitfalls of AI cannot be overlooked or undermined. Depending on this technology excessively leads to massive dangers in the form of sudden loss of jobs for factory workers. There is also the danger of the technology making wrong decisions in case the initial information it is trained on is incorrect.         


[bookmark: _Toc238496757]2.6 Theoretical Underpinnings 
[bookmark: _Toc238496758]2.6.1 Technology Acceptance Model (TAM)
The TAM model was developed by Davis in 1989 and is one of the most widely used theories for explaining when an organisation adopts new technologies. There are two key factors of this model: perceived usefulness and perceived ease of use. Perceived usefulness refers to how useful the technology is to the organisation and how it improves performance. On the other hand, perceived ease of use refers to the degree to which employees can easily adopt the technology or its ease of user-friendliness (Musa et al., 2024). Based on two aspects, how much the technology is accepted by the users can be decided. The users' attitudes are dependent on these two factors, which create intention to use it, and then, finally, actual usage can be seen. This model can be applied in the modern business scenario to implement diverse advanced technologies (Wang et al., 2023). 
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[bookmark: _Toc238121484]Figure 2.8: Technology Acceptance Model
(Source: Wang et al., 2023)
TAM theory is very relevant to current research because it helps to explain the adoption of AI in the UK online food delivery industry. AI technology can be applied for demand forecasting, personalised recommendations and route optimisation, and it also enhances the customer service through AI chatbots, hence the AI application in the industry has many benefits which directly influence performance (Khan et al., 2024). The industry has a strong perceived usefulness, and on the other hand, it can also be perceived as easy to use because it is easy to implement, any employee can operate the system easily, and most of the managers and experts want to apply this. Hence, the intention of use of this technology is very high. So, using the model, the reason behind using the AI technology in this sector and its growing demand can be shown. As per Arora et al. (2025), the model also explains how different organisations benefited from using AI and helps explain the challenges they encountered while adopting the technology. The report also provides support for the existing literature on the factors influencing AI adoption and how it impacts organisational performance. 
[bookmark: _Toc238496759]2.6.2 Resource-Based View (RBV)
The Resource-based View model was proposed by Barney in 1991 and said that one organisation can achieve suitable competitive advantages by effectively using its internal resources and capabilities. According to the RBV, competitive advantages can be gained when resources are valuable, rare, inimitable, and organised (VRIO) (Zhang et al., 2026). The categories of different sources can be physical resources, financial resources, human resources, organisational capabilities, technology, intellectual property, etc. As per the theory, there can be tangible resources and intangible resources, but both resources are used to gain competitive advantages. The infrastructure, lands, the financial capability, instruments, and technologies are tangible resources; in the same way, the expertise of employees, the capability, knowledge and the technology acceptance capabilities are the intangible resources (Sugiarno and Novita, 2022). The theory says that the unique use of internal resources can help to position the organisation in a better way. In diverse strategic management and resource allocation in industries, this model can be applied.  
[bookmark: _6hffltz813es][image: ]
[bookmark: _Toc238121485]Figure 2.9: Resource-based View model
(Source: Zhang, 2026)
RBV explains that a UK online food delivery organisation gains highly competitive advantages from advanced technology like AI. AI adoption increases the ability to manage the resource strategically. It improves operational efficiency, governance maturity and product innovation. It directly enhances company performance and builds straining reputation in the market. Utilising the right resource for the organisation improves the delivery process. AI driven route optimisation system reduces delivery time by 35% that directly improves customer experience and lowers operational costs (Woodcock and Cant, 2022). Using generative AI technology for an online food delivery firm in Uk the organisation creates strong values. It offers a personalisation service and avoids fraud incidents.
	
	RBV Dimension
	AI Resource/Capability
	Performance Impact

	Valuable
	Route optimization
	Cost reduction and faster delivery,

	Rare
	Proprietary AI models
	Differentiation from competitors

	Inimitable
	Integrated governance frameworks
	Sustained competitive advantage

	Non-substitutable
	AI-driven personalisation
	Build strong customer Trust and develop loyalty, which is essential in long-term growth (Keeble, Adams and Burgoine, 2022).





[bookmark: _Toc238131551]Table 2.1: RBV Framework for UK Food Delivery
The above table provides a comprehensive idea regarding AI capability to shape organisational performance. It identifies the impact of AI resources to add competitive advantages.
[bookmark: _Toc238496760]2.6.3 Dynamic Capabilities Theory
The dynamic capabilities model provides a brief understanding of the current capabilities of the organisation to integrate advanced systems into the business function. This theory was developed by David Teece and Gary Pisano in 1994 to expand the application of resource-based view models (Teece, 2022).  This model is focused on the continued adaptation of advanced technology in the business function. With time, modifications in the business function are highly essential. As per Nayernia (2025), Upgradation of technology and systems is highly essential to maintain the brand position in the market.  Currently, the competitiveness in the online food industry in the UK is increasing at a high rate, where it becomes necessary to use technology like AI and automation to add high value in the delivery process. Dynamic capability theory is broadly based on three stages – sensing, seizing and transforming. At the sensing stage, the organisation develops a broad understanding of the current opportunities in the market to shape performance. As per Bari, Chimhundu and Chan (2022), this stage identifies the external threat that can impact the value creation procedure. Sensing phases involve scanning current customer needs, competitor movement in the market and technological advancements. It provides strategic direction to the online food companies to reshape their operational activities to stay competitive in the market. Seizing is the main value creation process where the organisation incorporates the right technology in the business model to meet the current trend in the UK market. According to, Woodcock and Cant (2022), Transforming is the final stage where the leader adapts the new system successfully and continuously motivates the employee to adapt the new system to offer an excellent range of online delivery services to the customer. This stage is also known as a reconfiguration of the process of the organisation to maintain a competitive edge. From the critical perspectives, it has been revealed that only the large-scale organisation in the UK is successfully able to adopt advanced technology to transform business operations. Other than this, medium to small-scale firms struggle to incorporate advanced technology due to a lack of resources (human, financial and technology). 
[bookmark: _Toc238496761]2.7 Conceptual Framework
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[bookmark: _Toc238121486]Figure 2.10: Conceptual Framework
(Source: Created by the learner)
[bookmark: _Toc238496762]2.8 Literature Gap
It might be observed that most of the papers that have been cited in this part of the paper only take into account how happy customers are using new technology, AI in this case, instead of focusing on whether AI indeed enables firms to make more money (Chiu et al., 2024; Meena and Kumar, 2022). Furthermore, it appeared that much of the existing body of work just used figures instead of focusing on the recent publications together to look at the bigger picture. Apart from this, some papers looked at only the food delivery firms or customers; rarely, some papers examined both sides at the same time in one paper (Ashraf and Bardhan, 2024).
Much of the existing body of work emerged from places like Indonesia or India. As such, not much is known about how AI works in the online food delivery sector in the UK. Hence, considering all these gaps in the existing body of work, this investigation addresses recent papers to find out how AI has transformed the success of businesses within the online food delivery space in the UK. 
Summing up, it can be stated that much of the existing work showed that AI helps customers of online food delivery apps by making the whole process of searching for menu items much easier. Not only that, but the technology also facilitates giving personalized suggestions regarding food items on the apps. On the downside, major issues continue to plague the food industry regarding the adoption of AI. For instance, fears related to the privacy of information are quite common in some companies. Previous investigations have not adequately shed light on how depending heavily on AI impacts the overall success of business of online food delivery in the UK. 
Owing to this, it is important to carefully examine all recent publications to come up with solid proof to understand how the success of business as well as AI connect. The next part of this paper shows the steps that have been employed to look for as well as examine the published papers used in this exploration.
[bookmark: _Toc238496763]2.9 Research Aim and Questions
Aim: The investigation sought to examine how utilising AI affects the success of companies responsible for delivering food to people in the UK.  
Research Objectives
· To identify how AI is used in the online food delivery industry in the UK 
· To examine the positive impact of the adoption of AI on the performance of online food delivery companies in the UK 
· To identify the challenges of the adoption of AI in online food delivery companies in the UK
[bookmark: _28n4xbrqovh]Research Questions
· How is AI used in the online food delivery industry in the UK?
· What are the positive impacts of the adoption of AI on the performance of online food delivery companies in the UK?
· What challenges do online food delivery companies in the UK face when adopting AI?
   
[bookmark: _h2priir690oz]

[bookmark: _Toc238496764]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _Toc238496765]3.1 Introduction
The chapter proposes to design the research methodology of the research to conduct the research. The research methodology chapter designs and shows how the research is conducted, and while collecting the data, how the ethics are maintained. In the research systematic literature review methods have been adopted. Hence, philosophy, approach, strategy, choices, data collection process and analysis methods are also identified by using the research onion framework. However, the ethical considerations of the research are also identified to ensure the research is ethically correct. 
[bookmark: _Toc238496766]3.2 Aim and objectives 
Aim: The proposed investigation will examine how utilising AI affects the success of companies responsible for delivering food to people in the UK. 
Objectives: 
· To identify how AI is used in the online food delivery industry in the UK 
· To examine the positive impact of the adoption of AI on the performance of online food delivery companies in the UK 
· To identify the challenges of the adoption of AI in online food delivery companies in the UK. 
[bookmark: _Toc238496767]3.3 Research rationale 
The rapid adoption of AI has increased in diverse industries, and within the UK online food delivery industry, the adoption of AI helps in diverse ways. It brings operational efficiencies and makes the industry progress smoothly. The projected growth of the industry in the future is also very high, and it relies upon AI applications. A huge amount of research has been done on the AI adoption of the UK food delivery industry; limited focus is given to its financial performance. Through the AI adoption, the food delivery industries can improve customer experience, demand forecasting, route optimisation during delivery and personalised recommendations. However, most of the articles focus on each benefit of AI adoption and company or industry growth rather than evaluating the benefits combined (Adak et al., 2022). Through the research, the overall impact of AI adoption on the company performance of a certain industry can be determined. On the other hand, there is less research on the negative impacts of AI applications; however, this research can also identify the negative impacts (Jiang and Chang, 2025). Through the mixed approach, the existing qualitative and quantitative data on AI adoption in this sector can be reviewed, and then through synthesising, the expected outcome can be found.  
[bookmark: _Toc238496768]3.4 Research design 
[bookmark: _Toc238496769]3.4.1 Research Approach
Research strategies define the way in which knowledge is constructed when studying. In deductive research, the research process starts with existing theories and hypotheses and is then tested by data obtained in the research process and is often related to quantitative research (Kumar and Ujire, 2024). Inductive research begins by observing and analysing data for patterns, themes and insights, then moves to the development of theories or explanations from the analysis. It is most linked with qualitative research and exploratory studies.
Instead of having built-in hypotheses, the study synthesises past research findings from qualitative and quantitative sources and looks for common themes, patterns, and relationships in the areas of implementation, operational efficiency, customer satisfaction, profitability, and challenges of implementing AI. As it is a mixed method where qualitative data combined with quantitative data, the research uses an inductive approach to allow themes to emerge from the selected research studies. As per Haque (2022), this method also supports the results of various previous studies and quantitative data, each showing its context and point of view on the phenomenon, which explains it in a comprehensive way. 
[bookmark: _Toc238496770]3.4.2 Research Strategy
Research strategies carry the general guidelines for conducting a study and answering the research questions. The most common methods of research used: experiment, survey, grounded theory, ethnography, case study, action research, and systematic literature review and archival research, are all used (Gamage, 2025). 
A case study is an appropriate approach for this research due to the requirement for a deep understanding of AI use within a specific niche sector, in this instance, the online food delivery market in the UK. The study focuses on a single contextual case, rather than investigating multiple industries, allowing for a detailed understanding of how AI is impacting company performance, operational efficiency, customer satisfaction, profitability and competitive advantage. As per Green et al. (2022), it is the case study strategy that allows for the study of complex organisational phenomena in real life. As per Smela et al. (2023) secondary quantitative data and secondary qualitative data from the articles, industry reports, authentic website and government data are used for the case study of Food delivery industry and also specific region, such as UK-based data are collected, so case study strategy combining with mixed method is the most suitable. 
[bookmark: _Toc238496771]3.4.3 Research Choice
A researcher's choice means the kind and mixes of data collection and analysis processes. A mono-method is a type of research method that is one approach, qualitative or quantitative. A multi-method makes use of several methods, either within the same research tradition, such as several qualitative research methods, or across various research traditions (Haq and Yasin, 2025). Mixed methods involve the process of blending qualitative methods and quantitative methods to get a complete picture of a research problem. 
The most suitable choice for the research in this study is mixed-method qualitative research in relation to the research approach used in this study, the approach is inductive, and the research design used is a case study. Due to conducting qualitative data collection, the study seeks to gain an in-depth perspective on the impact of the introduction of AI on the performance of a company related to the food delivery sector through existing academic evidence (Mey, 2022). Also using quantitative data from authentic and reliable sources also give the evidence for AI impact on the organisational performances. Organisational performances can be measured through the organisational revenue, sales, ROI and also the customer satisfaction score and before adopting AI and after adopting AI numeric data can help to analyse the impact in this sector, hence the mixed method approach by combining the qualitative data and quantitative data are used for the research. The mixed-method qualitative research approach can offer a detailed understanding of the contextual and organisational circumstances where AI is being adopted throughout the industry. 
[bookmark: _Toc238496772]3.5 Research Philosophy
In the research, knowledge is created and interpreted based on the assumptions given by the research philosophy. Positive research paradigm shows a reality, which is measurable, and in positivism, there is no influence or perspective of researchers, and in this research quantitative method is used more to make an objective-based outcome. In contrast, interpretivism is a socially constructed outcome, and the perception and views of researchers vary in this method (Saliya, 2023). It analyses the meanings, experiences and perceptions, often employing qualitative approaches to investigate complex social and organisational phenomena.
This study uses the pragmatism research paradigm, which is appropriate for: problems in research that require multiple types of evidence to solve and limitations of multiple types of evidence in solving the research problem. Pragmatism, unlike positivity, but like interpretivism, states that the method of research should be used to answer research problems and determine the usefulness of the results in real life. As per Junjie and Yingxon, (2022) it underlines that quantitative and qualitative data can complement each other in giving insight into the phenomenon at hand, so it advocates methodological flexibility.
The study is secondary research using the Mixed -Method style which integrates the qualitative evidence with quantitative evidence from industry reports, company statistics and published numerical findings. Qualitative data gives an in-depth understanding of the impact of AI on the performance, implementation and strategic decision-making processes of an organisation, while quantitative data provides measurable evidence for various indicators including market growth, profitability, customer satisfaction and operational efficiency. Combining these two lines of evidence, the study provides a more holistic picture of how widespread the adoption of AI is currently in the online food delivery sector within the UK than would a study of one type of evidence alone (Lawler and Waldner 2023). The philosophical viewpoint allows the researcher to see the results in their practical context, and through the prism of organisational success and failure as they can be measured. Thus, pragmatism offers methodological flexibility to come up with a blended approach to the integration of various types of evidence and improves the authenticity of the results by the triangulation process. 
[bookmark: _Toc238496773]3.6 Data collection
Collecting data from a secure source is highly essential. It maintains relevance with the research topic and guides in critically evaluating the research context. Primary and secondary data collection are generally used in research for investigation purposes. Primary data collection involves collecting data from the ground sources, whereas secondary data collection involves collecting data from open, accessible sources (Gamage, 2025). This research is collecting data from secondary sources to gather qualitative and quantitative information. Secondary data sources offer a wide range of data sources to collect information for qualitative and quantitative information. This research mainly emphasises on the company-related information to develop an in-depth idea regarding the strategy and practices to create value in the UK online food delivery industry. Using secondary data for mixed method research provides comprehensive ideas regarding the current industry practices (Haydam and Steenkamp, 2021). As the data is identified from credible sources, it reduces the risk of overlooking critical evidence in the online sources. An authentic and credible database is selected to collect the evidence from a secondary source.  The selected database from the online sources is mentioned below,
· Database for quantitative data– Industry reports, Scopus, McKinsey reports, Company financial reports (Revenue growth, profit margins)
· Database for qualitative data- ScienceDirect, Springer, Emerald insight, Wiley online library, ResearchGate, 
· Keywords – Company performance, Online food delivery, Customer satisfaction, Operational efficiency, UK food delivery industry, Artificial intelligence
[bookmark: _Toc238496774]3.7 Sampling
The sampling strategy selects a particular subset group to collect the information. This research follows a purposive sampling strategy to gather information from the online sources regarding current practices. Purposive sampling focuses on the current strategy adopted by the policymaker to add value in the online delivery system in the UK. Purposive sampling strategy is a non-probability among techniques where the specific experience of the manager and policy maker is considered to generate rich insights for critical evaluation (Cabrera and Cabrera, 2023).
Selection criteria  
	Criteria
	Inclusion
	Exclusion

	Language
	The English language is readable and provides in-depth knowledge about the research.
	English is considered a formal language for research and investigation. Due to this reason, other language-based articles are excluded from this research. Also, language proficiency is an important factor in excluding other information (Azarian et al., 2023).

	Year
	Articles and journals from 2020 to 2026 are considered to maintain relevance with current practice in the online food delivery industry.
	Online food delivery was not popular before the global pandemic. Due to this reason, there is a very limited amount of information available from the previous year. Previous data from the food delivery sector does not provide insights regarding online delivery systems, as it was not popular then.

	Industry
	This research is particularly focused on the online food delivery industry. Research context-specific information is collected to meet the research objectives as per Hijriyah, Alias and Mohd Sahabuddin (2024). 
	Online delivery system followed by many industries. Collecting information from those does not help to address the research objectives.

	Country
	This research is particularly focused on the UK market. So, gathering information related to this market is highly essential to know the external factors that impact the online food delivery industry.
	The external market environment controls business decisions. Every country has a different macro environment; for this reason, any other country-specific data is excluded from this research to avoid bias.


This table provides an excellent range of understanding regarding the data collection process for secondary data collection. Following these inclusion and exclusion criteria maintains the relevance to meet the research objectives.
[bookmark: _Toc238496775]3.8 Data analysis 
Data analysis refers to the data cleansing process to get the right insights. This research is following thematic data analysis techniques for qualitative secondary data evaluation. Thematic data analysis technique is considered the most suitable option for the qualitative secondary data (ul Husnain et al., 2023). Because it identifies the current trend in the online food industry, this research selects Braun and Clarke's thematic data analysis techniques, which consist of 6 steps. The main reason for selecting this method is to maintain coherence in the data cleansing procedure. Thematic analysis techniques follow a structured approach to get the high-quality information related to the research study. It is a flexible option to identify how the UK food industry changes over time. It discusses the emerging trend in the UK food industry and develops a critical viewpoint. Thematic analysis technique helps to develop a clear idea regarding the relationship between AI adoption (Munawar et al., 2023). 

	Data familiarization
	Coding
	Theme development
	Reviewing themes
	Defining and naming themes
	Writing up


[bookmark: _Toc238131552]Table 3.1: 6 steps of Braun and Clarke
(Source: Braun and Clarke, 2023)
The above table mentions the 6 steps which are followed for data cleansing to interpret the information. Objective-specific themes are developed to get the actual findings to meet the research questions. Supportive evidence is provided while writing up from multiple sources to ensure the validity of the information.
Descriptive statistical analysis is used to evaluate operational efficiency, company performance and customer satisfaction rate etc. for secondary quantitative data. SPSS software is used to analyse quantitative secondary information. Correlation- regression analysis identifies the interlinked factor in online food industry. Graphical presentation of data and coefficient variation provide clear understanding. The main benefit of using descriptive statistics is it summarises the large-scale database within a short time to analyse dependent and independent variables (Hijriyah, Alias and Mohd Sahabuddin, 2024). 
[bookmark: _Toc238496776]3.9 Reliability and validity 
The reliability and validity of the research are maintained throughout the data collection and analysis process. As it is a systematic literature review, peer-reviewed journals from 2020 to 2026 are selected based on the criteria, which shows a good relevance and credibility of the sources. Peer-reviewed journals are considered very credible sources in the database. The systematic literature review is done through a systematic search strategy, where some predefined keywords, Booleans and academic sources are selected. All the authentic databases like ScienceDirect, Springer, Emerald Insights, Wiley Online Library, Scopus, and ResearchGate are used, which shows reliability and validity. Through the proper search process, bias can be reduced, improving the study's consistency. In this research, as per Yeung et al. (2024) PRISMA framework has been applied to bring transparency in the screening and selection of the articles. 
However, there are still some issues encountered, such as publication bias and researcher bias, and, due to the criteria, many relevant studies are omitted from the review. Hence, predefined review protocols and proper documentation in every stage have been done (Karnia, 2024). On the other hand, for thematic analysis, to reduce researcher bias, a coding strategy using the Braun and Clarke method has been applied. While interpreting, diverse studies are used for the reduction of subjective judgments. 
[bookmark: _Toc238496777]3.10 Limitations
The main limitation of this research is time and cost, which create barriers to designing the research as conveniently as possible. Research limitation is considered a weakness which does not allow to select the method as desired to get the expected outcomes. The potential limitation of the research is discussed below,
· Time limitation - Within a very short period, the entire research must be completed, which does not support collecting information from primary sources. Otherwise, for industry-specific research, collecting evidence directly from the company is highly convenient. It allows the current preference of the managers to run online delivery. Time limitations lead to inconsistency to collect data from the secondary sources (Mangaroo-Pillay and Coetzee, 2022). There is another potential limitation of this research, which is cost. 
· Financial - There is no external financial support to initiate this research plan.  For primary research and investigation, it is important to have strong financial resources.  There is no external or internal financial source to conduct primary research to engage participation in research programs.
· Study duration - This research selects a particular time span to collect data and evidence, which does not offer an excellent range of understanding regarding the change or shifts in the food industry in the UK. Selecting a particular time frame does not help to identify how the AI technology transforms the UK online food delivery industry.
[bookmark: _Toc238496778]3.11 Ethical considerations
Following ethical principles in a research study is highly essential. It ensures that the collected data and information are not involved in any kind of potential issue (Saunders, Thornhill and Lewis, 2019). By maintaining ethical integrity, the data and information are collected from the secured sources. All the data is collected from open, accessible sources to avoid privacy related issues. The data is stored in Google devices to avoid any kind of similarities with others. As the data is collected from a secondary source, there are high chances to experience similarity or plagiarism issues (Mangaroo-Pillay and Coetzee, 2022). For this reason, all the data is stored in a safe place with encrypted mode so that no one can access the information. All the credible sources which are used for systematic literature are cited to demonstrate the contribution. There is no direct quote used to avoid a plagiarism issue. All the data and information are critically reviewed as per the understanding. Following this ethical principle ensures that this research is free of any obligation, and all the data will be permanently deleted after completing the investigation.
[bookmark: _Toc238496779]3.12 Conclusion
[bookmark: _nk3wsaz1698x]Selecting the right methodological choice is highly essential. It provides the right directions to complete the study. Mixed research method follows protocol-driven research to identify the right data to critically evaluate the research context. It selects the data and information from credible sources to maintain relevance to the current time. The main benefit of using this research strategy is that it provides an excellent range of understanding regarding the external factors that impact the strategic decision of the UK online food delivery industry. Mixed method research approach provides a structured process which provides comprehensive knowledge regarding current practice, which maintains the value in the market. Inclusion and exclusion criteria are used to maintain the relevance of the collected data to this research. Thematic analysis and descriptive statistical analysis techniques identify the current trend and discuss the processed data critically.


[bookmark: _Toc238496780]CHAPTER 4: DATA ANALYSIS
[bookmark: _Toc238496781]4.1 Chapter Introduction
This part of the investigation presents the outcomes that have been procured from a wide range of second-hand sources. The number-based outcomes have made ample use of industry reports as well as authentic insights from companies providing online food delivery in the UK. On the other hand, the introspective outcomes utilise a range of scholarly papers examined via TA. 
[bookmark: _Toc238496782]4.2 Secondary Qualitative Findings
[bookmark: _kdvt2f9xuzzu][bookmark: _Toc238496783]4.2.1 Theme 1: AI Applications in the UK Online Food Delivery Industry
	Codes
	Theme
	Sub-theme
	Linked Research Objective

	AI recommendation systems
	AI Applications in the UK Online Food Delivery Industry
	Personalised recommendations
	To identify how AI is used in the online food delivery industry in the UK

	Chatbots
	
	Customer support automation
	

	Machine learning
	
	Demand forecasting
	

	Predictive analytics
	
	Customer behaviour analysis
	

	Route optimisation
	
	Smart delivery planning
	

	Inventory management
	
	Stock management
	

	Delivery tracking
	
	Real-time monitoring
	

	Decision support systems
	
	Business decision making
	


[bookmark: _Toc238131553]Table 4.1: Summary of Theme 1
(Refer to Appendix 3)
AI is widely used across various platforms of online food delivery to enhance customer service. As opined by Habib, Irfan and Shahzad (2022), owing to the outbreak of the pandemic across the globe during 2020, the utilisation of food delivery apps has significantly increased tremendously. This has facilitated the consumer to access food at any time online. The incorporation of AI in this respect primarily powers personalised recommendations of food items for customers. For example, Deliveroo utilises advanced logistics technology to connect its customers with riders as well as restaurants (Deliveroo, 2025). This goes a long way in helping provide fast deliveries via its app.
[image: ]
[bookmark: _dfsnu3r1csm][bookmark: _Toc238121487]Figure 4.1: Deliveroo’s Hyperlocal Network
(Source: Deliveroo, 2025) 
By taking advantage of the preferences of consumers, as well as their previous orders, the personalised recommendation feature goes a long way in helping customers quickly look for suitable restaurants as well as meals. As pointed out by Bondevik et al. (2024), most of the recommendation features provided by food delivery apps utilise filtering based on content, along with various ML algorithms. This goes a long way in making platforms more user-friendly as well as interactive. It also helps in significantly boosting the engagement level of customers. For instance, Just Eat very recently launched an AI-powered voice assistant in the UK to provide personalised suggestions of food to make the overall process of ordering much more convenient for customers (The Guardian, 2026). 
In addition to this, AI-powered chatbots provide quick responses to inquiries during ordering. As noted by Khedkar, Darekar and Dhange (2026), voice-based chatbots offer a simpler solution by allowing customers to place orders using voice commands. On the other hand, ML examines the feedback left by customers to track their ever-changing preferences of meals while placing orders on online food delivery apps. It aids in recognising brand-related emotions as well as pinpoint the top keywords that are indicative of brand-related sentiment (Mustak et al., 2024). Overall, it can be understood that AI has emerged as a vital technology that backs customer service, along with careful business-oriented decision-making, throughout the process of the online delivery of food. 
[bookmark: _sxz8baqe5z0e][bookmark: _Toc238496784]4.2.2 Theme 2: AI Improves Customer Experience and Operational Efficiency
	Codes
	Theme
	Sub-theme
	Linked Research Objective

	Customer satisfaction
	AI Improves Customer Experience and Operational Efficiency
	Improved customer experience
	To examine the positive impact of the adoption of AI on the performance of online food delivery companies in the UK

	Service quality
	
	Better service quality
	

	Order accuracy
	
	Reduced human errors
	

	Delivery speed
	
	Faster deliveries
	

	Operational efficiency
	
	Process automation
	

	Delivery routing
	
	Efficient logistics
	

	Workforce planning
	
	Resource allocation
	

	Automation
	
	Reduced manual work
	


[bookmark: _Toc238131554]Table 4.2: Summary of Theme 2
(Refer to Appendix 3)
It has been found that AI has majorly improved satisfaction among consumers by making the overall process of ordering food online much faster. In this respect, it has emerged that AI-powered recommendation feature facilitates customers to quickly recognise suitable menu items as well as restaurants based on their previous purchases. As opined by Wang, Chen and Kuang (2025), personalised AI-based recommendations go a long way in pushing consumers to purchase products. Furthermore, transparency does not directly drive sales; however, it establishes trust among consumers, which then leads to purchases. It is a known fact that the higher the purchases, more would be the sales for the company.
Apart from this, it has been found that AI chatbots offer instant responses to enquiries of customers, thereby improving the quality of service provided as well as minimising waiting times for consumers. As stated by Gao et al. (2025), presently, AI chatbots can address 90% of the inquiries of consumers in real time. This goes a long way in helping online food delivery companies improve the efficiency of their activities. For instance, Deliveroo utilises advanced technology for delivery to hasten the speed with which it delivers food to its customers (Deliveroo, 2025).     
[bookmark: _jaa7s3104gzb][bookmark: _Toc238496785]4.2.3 Theme 3: AI Improves Company Performance
	Keywords
	Theme
	Sub-theme
	Linked Research Objective

	Company performance
	AI Improves Company Performance
	Overall organisational performance
	To examine the positive impact of the adoption of AI on the performance of online food delivery companies in the UK

	Business productivity
	
	Higher productivity
	

	Profitability
	
	Financial performance
	

	Customer retention
	
	Customer loyalty
	

	Competitive advantage
	
	Market competitiveness
	

	Business growth
	
	Organisational growth
	

	Demand forecasting
	
	Cost reduction
	

	Data-driven decisions
	
	Strategic decision making
	


[bookmark: _Toc238131555]Table 4.3: Summary of Theme 3
(Refer to Appendix 3)
It has been observed that AI has a largely favourable impact on the overall performance of online food delivery companies. AI helps firms improve the quality of services they provide to their customers, along with the overall efficiency of their everyday activities. As emphasised by Sarangi et al. (2025), AI makes correct guesses of the arrival times while also mapping out the best routes for fast delivery of meals ordered online by customers. Additionally, it also utilises smart language features to understand the emotions of customers to improve the way companies interact with them. In this regard, it can be stated that improved decision-making goes a long way in helping firms respond quickly to the ever-changing needs of the customers as well as changing conditions in the market. 
AI can increase better management of portions, along with sustainable sourcing of food. As noted by Vukolić et al. (2025), AI helps in recognising inefficiencies or waste so that managers can effectively cut down on expenses while boosting profits. Decisions that are firmly based on proven information contribute significantly to making the activities of firms much cleaner as well as eco-friendly. For instance, Deliveroo’s AI-backed functional improvements helped significantly in producing a favourable flow of money, around £86 million, in 2024 (Deliveroo, 2025).
[image: ]  
[bookmark: _6v7f2grtt16m][bookmark: _Toc238121488]Figure 4.2: Deliveroo’s Free Cash Flow in 2024
(Source: Deliveroo, 2025)
Figure 4.2 shows that in 2024, Deliveroo’s investment in AI helped in amassing £86 million as free cashflow.  
[bookmark: _7ka0ra8iopy][bookmark: _Toc238496786]4.2.4 Theme 4: Challenges of AI Adoption
	Codes
	Theme
	Sub-theme
	Linked Research Objective

	Data privacy
	Challenges of AI Adoption
	Privacy concerns
	To identify the challenges of the adoption of AI in online food delivery companies in the UK

	Cybersecurity
	
	Data security
	

	Implementation cost
	
	High investment
	

	Employee resistance
	
	Resistance to change
	

	AI skills
	
	Training requirements
	

	Data quality
	
	Poor data management
	

	System integration
	
	Technical challenges
	

	Ethical AI
	
	Fairness and transparency
	


[bookmark: _Toc238131556]Table 4.4: Summary of Theme 4
It has emerged that security as well as the privacy of customer information are among the biggest challenges that online food delivery companies often face while embracing AI. As opined by Ahire (2025), highly customised suggestions make consumers worry about continuous tracking of their information which can be misused. Apart from this, users often find themselves struggling to trust AI when they are not much aware of how algorithms end up processing their personal information. For instance, Just Eat very recently launched an AI-powered voice assistant in the UK to provide personalised suggestions of food to make the overall process of ordering much more convenient for customers (The Guardian, 2026).
Apart from this, the high expenses involved in implementing AI leads to increased pressure on the finances of online food delivery companies, especially SMEs. As pointed out by Barua, Sami and Barua (2025), isolated silos of information often prevent AI from being incorporated efficiently. Apart from this, the conventional environments of production often struggle to adapt quickly enough to utilise AI-based decision-making in real time. Deliveroo continues investing in GenAI, showing that embracing advanced AI calls for continuous investment in innovation (Deliveroo, 2025).  
[bookmark: _Toc238496787]4.3 Secondary Quantitative Findings
[bookmark: _Toc236132117][bookmark: _Toc238496788]4.3.1 Descriptive Analysis
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Revenue
	15
	1493.00
	13700.00
	5807.9400
	3875.88036

	GTV / Bookings
	15
	5.11
	74.60
	30.9053
	22.69493

	EBITDA / Op. Income
	15
	-873.00
	2500.00
	248.4193
	833.99533

	Dispatch Efficiency
	15
	42.00
	88.00
	66.5267
	14.08963

	Prep ETA Accuracy
	15
	58.00
	93.50
	77.4333
	10.85164

	Support Auto Rate
	15
	4.00
	72.00
	31.9333
	23.52724

	Valid N (listwise)
	15
	
	
	
	


[bookmark: _Toc236132255][bookmark: _Toc238131557]Table 4.5: Descriptive Statistics
(Source: Created by SPSS)
The descriptive statistics frame an observation period for five years, from 2020–2024, to provide an operational baseline and identify how much financial space each participant of the major platforms is conducting in the UK online food delivery market. The company assessment is based on the absolute operational profitability (EBITDA / Op. The 15 panel observations (N = 15) show significant dispersion when comparing the variables. When comparing variables, you can see there is a lot of dispersion within the 15 panel observations (N = 15), on income. The low EBITDA recorded is -$873.00M, which is for early AI infrastructure investment times and initial pandemic scaling, in 2020. By contrast, the top notch seen is a $2,500.00 million EBITDA, marking the conditions of the machine learning platform being able to operationalize its capabilities and reach break-even points by 2024 as the mature platform operators successfully monetized. Analysis of the entire sample shows that the mean values of earnings from the operation are $248.42 million, and the standard deviation is large, 833.00 million.
Commercial scale metrics on platform show strong delivery corridor market concentration. Mean annual platform Revenue reaches $5,807.94 million (SD = $3,875.88 million, Range: $1,493.00 to $13,700.00 million). The average value of a transaction (Gross Transaction Value/Bookings) is $30.91 billion (SD = $22.69 billion, range: $5.11 to $74.60 billion) for the transactions that occurred in the panel data sources. Evidence of tech maturity in the investments and technologies linked to AI's usage across the ops metrics—both backend and customer-facing—show a similar trend. In aggregate, the mean score (SD = 14.09%, Range: 42.00% - 88.00%) for AI-driven delivery route optimization (Dispatch Efficiency) was 66.53%. The mean and SD of Kitchen estimation models and order processing algorithms were 77.43±10.85 % (range: 58.00% to 93.50%). 15.42% (SD = 16.03%, Range: 4.0% to 66.0%) of customer service inquiries were dealt with autonomously using large language models and chatbots.
[bookmark: _Toc236132118][bookmark: _Toc238496789]4.3.2 Correlation Analysis
	Correlations

	
	Revenue
	GTV / Bookings
	EBITDA / Op. Income
	Dispatch Efficiency
	Prep ETA Accuracy
	Support Auto Rate

	Revenue
	Pearson Correlation
	1
	.983**
	.748**
	.532*
	.557*
	.489

	
	Sig. (2-tailed)
	
	<.001
	.001
	.041
	.031
	.064

	
	N
	15
	15
	15
	15
	15
	15

	GTV / Bookings
	Pearson Correlation
	.983**
	1
	.664**
	.431
	.454
	.392

	
	Sig. (2-tailed)
	<.001
	
	.007
	.108
	.089
	.149

	
	N
	15
	15
	15
	15
	15
	15

	EBITDA / Op. Income
	Pearson Correlation
	.748**
	.664**
	1
	.654**
	.649**
	.732**

	
	Sig. (2-tailed)
	.001
	.007
	
	.008
	.009
	.002

	
	N
	15
	15
	15
	15
	15
	15

	Dispatch Efficiency
	Pearson Correlation
	.532*
	.431
	.654**
	1
	.996**
	.969**

	
	Sig. (2-tailed)
	.041
	.108
	.008
	
	<.001
	<.001

	
	N
	15
	15
	15
	15
	15
	15

	Prep ETA Accuracy
	Pearson Correlation
	.557*
	.454
	.649**
	.996**
	1
	.956**

	
	Sig. (2-tailed)
	.031
	.089
	.009
	<.001
	
	<.001

	
	N
	15
	15
	15
	15
	15
	15

	Support Auto Rate
	Pearson Correlation
	.489
	.392
	.732**
	.969**
	.956**
	1

	
	Sig. (2-tailed)
	.064
	.149
	.002
	<.001
	<.001
	

	
	N
	15
	15
	15
	15
	15
	15

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


[bookmark: _Toc236132256][bookmark: _Toc238131558]Table 4.6: Correlation Statistics
(Source: Created by SPSS)
The correlation matrix indicates that the adoption of AI for interactions with customers, in the context of support (Support Auto Rate), shows a strong and statistically significant positive correlation with business performance in terms of EBITDA / Op. Income (r = .732, p = .002). A strong relationship appears to mean that the increased use of automated dispute resolution and virtual customer assistance will directly bring a higher operating profitability; this is because there is a reduction in manual support overhead costs and a reduction in the cost of ticket processing.
[bookmark: _Toc236132119]Other variables of AI deployment in the backend, such as sourcing and system setup are also statistically significant, highly positive bivariate relationships with company profitability. There is a strong positive linear correlation between AI delivery route optimization (Dispatch Efficiency) and operating earnings (r = .654, p = .008). AI order processing accuracy (Prep ETA Accuracy) is found to be statistically significantly related to the operational profitability (r = .649, p = .009) in a matching pattern. The associations between the metrics of AI adoption are extremely high, as obtained from inter-variable correlation coefficients. Prep ETA Accuracy and Support Auto Rate have a near-perfect positive correlation with Dispatch Efficiency (r = .996, p < .001 and r = .969, p < .001, respectively). The overall finding from this structural coordination is that online food delivery in the UK is a coordinated platform changes strategy for deployment of AI. The absolute profitability also has a highly significant positive correlation with the top-line platform scale (Revenue) (r = .748, p = .001).

[bookmark: _Toc238496790]4.3.3 Regression Analysis
Equation: 

Formula:

Where:
·  = dependent variable (income)
· s = estimated coefficients
·  = error term
	Dependent
	Income

	Independent
	Revenue

	Independent
	GTV / Bookings

	Independent
	Dispatch Efficiency

	Independent
	Prep ETA Accuracy

	Independent
	Support Auto Rate


The resultants estimated equation results are shown below table 4.7-
	variable:
	(1)

	Constant
	7,431.61***

	
	(1,841.20)

	Revenue
	0.64***

	
	(0.11)

	GTV / Bookings
	-79.46***

	
	(17.85)

	Dispatch Efficiency
	22.24

	
	(61.02)

	Prep ETA Accuracy
	-152.26*

	
	(70.70)

	Support Auto Rate
	58.84***

	
	(10.66)

	R^2
	0.958

	Adjusted 
	0.934

	N
	15


[bookmark: _Toc236132257][bookmark: _Toc238131559]Table 4.7: Regression
(Source: Created by SPSS)
Multiple linear regression analysis was performed to evaluate a combination of commercial scale and operational AI adoption variables' explanatory power of company performance (EBITDA / Op.) Income). The overall empirical regression model has an excellent fit of the total variance in platform profitability between the sampled companies servicing food deliveries in the UK (R-squared = .958, Adjusted R-squared = .934). Additionally, the standard error of the estimate is limited to 214.37 million which demonstrates overall model stability, strong predictive power and low unexplained residual variance, indicating a low amount of variance in firm-year observations.
The overall linear regression relationship is statistically significant at the highest statistical threshold (F(5, 9) = 40.579, p < .001) as confirmed by Analysis of Variance (ANOVA). This empirical result demonstrates that the linear combination of commercial indicators on the scale (Revenue, GTV) and the metrics of the operational deployment of AI on the platform (Dispatch Efficiency, Prep ETA Accuracy, Support Auto Rate) is a much more powerful account of the variance in earnings from the platform than a zero-slope baseline model. The validity of the conceptual framework was confirmed by the statistically significant of the ANOVA, which showed that incorporating operational AI capacities together with platform scale truly achieves economic outcomes in on-line food delivery platforms.
The regression coefficients show that commercial scale factors and automated service technologies differ greatly structurally in their contributions to a firm's earnings. Revenue is strongly positively correlated with financial performance (B = 0.638, Beta = 2.964, t = 5.615, p < .001), as its increase leads to an increase in operating income after account adjustment for fixed tech overheads. On the other hand, Gross Transaction Value (GTV) shows a negative partial coefficient (B = -79.462, Beta of -2.162, t of -4.452, p of .002) meaning that the overall negative operating efficiency of the company is associated with having to carry too much unmonetized order volume with healthy commission margins.
Automation of Customer service (Support Auto Rate) has a statistically significant positive impact on Customer service performance (B = 58.836, Beta = 1.660, t = 5.518, p < .001). The impact of each Chatbot or LLM ticket automation on operating earnings is roughly $58.84 million based on reducing the cost of customer service.
Logistical AI metrics have very high correlation between one another (r = .996). Dispatch Efficiency has a positive partial coefficient (B = 22.239, Beta = .376, t = .364, p = .724) while as a result of statistical suppression, Prep ETA Accuracy shows up with a negative coefficient (B = -152.264, Beta = -1.981, t = -2.154, p = .060) where kitchen prep variance is buried by routing and customer support automation systems.
[bookmark: _Toc238496791]4.4 Discussion of Findings
[bookmark: _52alvf6kubgm][bookmark: _Toc238496792]4.4.1 Discussion of Findings and Linking to RQ1
The outcomes have shown that AI is predominantly used for personalised recommendations, along with making crucial decisions related to the activities of online food delivery companies in the UK. This outcome backs the arguments published by Munshi and Singla (2025), wherein it has been seen that AI has emerged as a vital technology for improving online food delivery services while also boosting the engagement of customers. It does not only improve technology, but it also actively guides how consumers interact with products or services they are offered by brands. Apart from this, it also uses personalised insights to continuously influence the behaviour of users. For instance, Just Eat very recently launched an AI-powered voice assistant in the UK to provide personalised suggestions of food to make the overall process of ordering much more convenient for customers (The Guardian, 2026).
Apart from this, the outcomes also agree with the observations of Seelan and Prabhu (2021) who explained that the recommendation feature on online food delivery apps make ample use of ML to recommend appropriate meals as well as restaurants based on the preferences of consumers. Restaurants require recommendation features in terms of attracting more consumers to get them to taste the signature dishes. Along the same lines, the observations of Jayanthi (2026) stated that AI examines the feedback of customers to improve decisions made for the business. AI-based feedback loops continuously tweak the prompts as well as the rewards that users see, thereby altering how people tend to respond over time. This argument is also in line with the observations. The outcomes agree with the opinions of Khedkar, Darekar and Dhange (2026), who noted that voice-based chatbots offer a simpler solution by allowing customers to place orders using voice commands. The example of Just Eat can be cited in this respect that AI is being increasingly used for improving the overall experience of customers and simplifying the ordering of food (The Guardian, 2026). Overall, both the outcomes as well as scholarly arguments confirmed that AI is now incorporated into different phases of the process of online delivery of food in the UK.  
[bookmark: _q95jat1oov5m][bookmark: _Toc238496793]4.4.2 Discussion of Findings and Linking to RQ2
The outcomes that have emerged from this investigation further showed that AI enhances the satisfaction of customers to a significant extent. Apart from this, the performance of delivery, along with the overall performance of companies improves notably. These observations are in line with those noted by Wang, Chen and Kuang (2025), who argued that personalised suggestions driven by AI contribute significantly to increasing the purchases of customers by boosting their trust. Furthermore, transparency does not directly drive sales; however, it establishes trust among consumers, which then leads to purchases.
Furthermore, the outcomes also agree with Gao et al. (2025), who mentioned that AI-powered chatbots can respond to most enquiries of customers looking to place meal orders on delivery apps. This goes a long way in minimising the wait times while improving the quality of services. In the similar lines, Veluru (2023) noted that GenAI is gradually raising the bar for all that is possible in the field of logistics. It helps businesses scale conveniently, linking with self-driving vehicles of delivery as well as information. The outcomes that have emerged further backs those published by the investigation of Vukolić et al. (2025), who opined that AI goes a long way in minimising waste while boosting the profitability via better management of resources. In the context of online delivery of food, this is done via proper guessing of demand as well as advanced routing of delivery. These processes go a long way in preventing overproduction while also cutting down on any delay in transit.      
[bookmark: _x7c79rk18oti][bookmark: _Toc238496794]4.4.3 Discussion of Findings and Linking to RQ3
The outcomes recognised that the privacy of consumer information as well as security are the biggest concerns that are faced by online food delivery companies when it comes to adopting AI. These outcomes are further backed by the observations of Ahire (2025), who noted that highly customised suggestions make consumers worry about continuous tracking of their information which can be misused. This essentially implies that the concerns of customers tend to grow when AI-based platforms procure personal information without there being a clear set of rules. Hidden tracking is another major factor that makes it hard for them to trust AI. 
Apart from this, the observations of Barua, Sami and Barua (2025) relate to the emerging outcomes of this investigation in the sense that firms often end up struggling when it comes to incorporating AI owing to higher expenses in its implementation. In this respect, online food delivery apps are often faced with major obstacles with AI owing to messed up yet separate information systems. Not only that, but there is also a need for very high expenses to run these new platforms. The outcomes that have emerged resonate with the observations of Gupta, Sharma and Matthew (2025), who noted that AI as well as ML continue to drive online marketing by facilitating highly personalised experiences of consumers that boost the satisfaction of consumers. Yet, the swift expansion of AI-based personalisation has led to the growing of numerous ethical concerns about the privacy of information. In this respect, consumers value the fact that brands procure their personal information to suggest customised food options. At the same time, they also fear their personal information being misused.     
[bookmark: _Toc238496795]4.5 Chapter Summary
Overall, this part of the investigation presented second-hand insights, both quantitative as well as qualitative, and discussed them with previous existing scholarly papers. It has been understood, from these discussions, that AI goes a long way in improving the experience of customers as well as the performance of online food delivery companies in the UK. Next, the final part of the paper sums up the main outcomes that emerged from this investigation.
[bookmark: _Toc238496796]CHAPTER 5: CONCLUSIONS / RECOMMENDATIONS
[bookmark: _Toc238496797]5.1 Conclusion Linking to RQs
RQ1: How is AI used in the online food delivery industry in the UK?
This investigation focused on examining the way AI is used to improve the performance of firms that work within the online food delivery sector in the UK. It has been found that AI is now used in various parts of the process related to the online delivery of food. This technology has been increasingly used across various activities in the food delivery sector. For instance, AI is utilised for delivering personalised recommendations to customers based on their previous food orders. AI-powered chatbots are being used increasingly to assist customers in placing food orders on apps. 
Apart from benefitting customers, AI can be found to help online food delivery companies in making guesses about the possible demands of food items among customers. Not only that, but the technology is also helpful in choosing the best possible routes that can be taken by delivery personnel to reach customers with their orders. They can also keep track of the delivery to make sure that the product is indeed on the way to reach customers. Overall, it can be summed up that AI is not essentially a standalone technology. Rather, it is a system-wide enabler that backs the entire value chain of food delivery, starting right from ordering to fulfilment. 
RQ2: What are the positive impacts of the adoption of AI on the performance of online food delivery companies in the UK?
It has been found that AI has a largely favourable impact on the performance of online food delivery companies. It can be summed up that AI goes a long way in helping companies working to deliver food online to customers better by saving time while continuing to make bigger profits. From the context of the customers, the technology helps in responding to their queries faster so that they can have a seamless experience in meal ordering. Not only that, but they also get personalised suggestions related to food items that they might like based on their previous order history. It is a known fact that when companies use smart technologies to automate their everyday tasks, they end up saving significant amounts of money, ultimately making large amounts of money.
The optimisation of routes, enabled by AI, goes a long way in facilitating faster as well as more efficient deliveries. This facility is now increasingly being used by food delivery companies to also provide 10-minute delivery services to customers. Apart from this, the outcomes also showed that AI can significantly minimise some of the manual work previously done by the staff. Now, it is possible to make better use of company resources in areas that need them.  
However, it might be noted that merely investing in AI technologies is not necessarily enough. A firm is only likely to experience actual success only if it manages to link these technologies to their everyday activities as well as when providing services to their customers. This calls for the need to provide thorough training to the employees regarding how to extract the most out of AI. The technology tends to work most effectively when employees manage to use it efficiently.    
RQ3: What challenges do online food delivery companies in the UK face when adopting AI?
It was observed that irrespective of the numerous benefits of AI, embracing this technology often presents certain issues, including concerns related to the privacy of the information of customers. Not only that, but for small companies with inadequate funds, the high implementation expenses of AI prove to be a major obstacle that prevents them from fully adopting this technology. Moreover, there is also the need for providing specialised training to the employees about how best to use this technology. This also requires money to be invested in training sessions. 
Apart from this, ethical issues such as the responsible usage of information as well as transparency continue to be crucial when it comes to depending heavily on AI. Oftentimes, it so happens that the personal information that food delivery companies procure from customers is misused by third parties. This makes people wary of sharing their information online. All these challenges are indicative of the fact that successfully adopting AI requires not only large-scale technological investment but also robust management. It also calls for skilled staff who have adequate abilities to work with AI. 
[bookmark: _Toc238496798]5.2 Recommendations for Managerial Practice
· Recommendation 1: Start with Customer-Focused AI
Managers of food delivery companies can focus on using AI to help customers as quickly as well as efficiently as possible. It is a known fact that customised suggestions, along with chatbots, go a long way in making the overall process of purchasing of products much easier. Not only that, but as mentioned by Sahut and Laroche (2025), a friendly response by an AI-powered chatbot has immense ability to fix a bad experience of a customer, making them want to return to place more orders in future. Hence, managers are recommended to always make ample use of customer feedback to make their apps better. 
· Recommendation 2: Provide AI-specific Training to the Employees
It is important for company managers to educate their staff about how to make the maximum use of AI to recognise any mistakes in everyday duties. In this respect, they can involve their team early on so that they can easily accept the new technology without fear. As noted by Zhang and Lee (2025), poor training can cause employees to stop using AI-based platforms or even make grave mistakes in case they end up misunderstanding the outcomes. Hence, managers can organise AI-specific workshops from time to time for their employees to continuously update themselves on the newest features of this technology.  
· Recommendation 3: Protect Customer Information
When companies depend heavily on AI everywhere, consumers are worried about keeping their confidential information safe. As opined by Yu, Carroll and Bentley (2024), to make users feel safe, businesses need to focus on developing trust by using AI honestly as well as responsibly. Managers need to continuously work on keeping the private information of their customers safe from being possibly compromised by unauthorised parties. In this respect, they can inform their customers about how best to utilise their information. Not only that, but they also need to run security checks everyday to recognise any possible threat to confidential information.  
· Recommendation 4: Improve Data Quality
Managers can keep all its records correct as well as well-updated. This is especially important as poor or unorganised information eventually leads to poor decision-making. As such, it would be important for managers to always double-check information first. As mentioned by Modiba (2022), using AI for managing records has a major part to play in ensuring that the activities related to the efficient management of records are improved efficiently. Hence, it would be necessary to enhance the overall quality of information by making the best use of AI. 
· Recommendation 5: Adopt AI Gradually
Managers need to take care to start the process of embracing AI in their activities step-by-step instead of changing everything all at once. This can make it challenging for the employees to get adapted to the new changes. As opined by Renuse (2024), in R&D, pilot testing is vital as it is often the first step towards recognising possible issues before the full implementation of a project. Managers can consider testing simple pilot projects at first to take note of the effectiveness of AI adoption. Based on this, they can focus on growing the ones that manage to work eventually.   
[bookmark: _Toc238496799]5.3 Contributions to Theory
This investigation looked at how online food delivery apps in the UK use AI to ensure their continued growth in terms of performance. The intention was to delve deep into how AI facilitates or hinders the overall performance of these apps. It combined three key academic suppositions to explain how this technology enables the effective performance of these firms. It might be noted that by examining real platforms, like Deliveroo as well as Just Eat, this exploration showed how AI improves everyday activities of companies, along with ensuring that their profits also increase substantially.
First, the outcomes contributed to the growing body of work already published on TAM, particularly in the context of why people use AI. Customers typically prefer using AI when placing food orders on delivery apps owing to the quickness of the services. Not only that, but the presence of AI-powered chatbots as well as personalised suggestions also make the entire process much simpler. As also elaborated by Hitti and Ramadan (2026), when restaurants try innovative ideas, they end up wasting much less resources. Not only that, but they also encourage people to eat responsibly. Apart from customers, employees also like working with AI as it helps them plan the best possible routes to ensure quick deliveries of food orders. This goes a long way in minimising everyday stress as well as workload.
Second, the investigation contributed to the existing body of work already published on AI being considered as a unique resource that cannot be easily copied by competitors, as part of the overall understanding of RBV. Companies procure significant amounts of information that help their algorithms every day. As further mentioned by Saura, Ribeiro-Soriano and Palacios-Marqués (2021), strategies focused on innovation driven by information have led to the emergence of new monetisation paths in the digital market. This setup essentially serves as a robust shield, enabling firms outperform their rivals while making more money.
Third, the investigation contributed to the existing understanding about DCT regarding how firms adapt to changes. It showed how AI serves as a radar, enabling businesses ascertain what customers want in real time. As per the views of Zhang, Wang and Steve (2023), AI platforms enable firms trace the feelings of consumers immediately, thereby making it much easier to understand what large crowds think about a brand. It further facilitates online food delivery apps to quickly adjust the times of delivery while making wiser choices during peak hours.
Apart from this, the investigation also proves that AI needs to cater to both sides of the market. On the restaurant as well as delivery personnel side, it plans the fastest routes to deliver orders to customers. On the customer side, it makes looking for food items on the app much simpler. Gao et al. (2025) mentioned that AI-powered chatbots can respond to most enquiries of customers looking to place meal orders on delivery apps. It might be stated that only when both the sides work well together, the company can see higher profits, along with improved feedback from customers.
Finally, this investigation serves as a reminder that AI is not necessarily an instant solution. It also has its set of challenges that can get in the way of effective adoption in business in case it is used improperly. However, by utilising real company figures as well as feedback from customers who have ample experience of ordering food from UK-based restaurants online, this investigation proves that AI goes a long way in creating major value when it is managed well.    
[bookmark: _Toc238496800]5.4 Limitations of the Study Leading to Areas of Further Research
It might be observed that this investigation focused heavily on existing information instead of reaching out to customers or managers of online food delivery companies in the UK directly. Further, no interviews were carried out of the managers or delivery personnel to hear their personal opinions of AI or how this technology helped them improve their performance. Also, the investigation has only focused on the food delivery environment in the UK. As such, the outcomes that emerged from this investigation may not fully fit other industries or countries.
The investigation has further focused on only a few AI platforms, overlooking newer modern-day technologies like smart pricing. In this investigation, while the numbers reveal that AI assists firms perform better, various other factors also impact profits adversely. For instance, the size of the firm, along with drifts in the market, also influence how much money a firm manages to make. As such, it cannot be stated with certainty that AI is the only reason for the success of online food delivery apps.   
Based on the above shortcomings, future explorations need to focus on procuring fresh information via direct conversations with real people or surveys. This can go a long way in procuring authentic insights of real people about the contribution of AI in boosting the performance of online food delivery apps in the UK. Looking at major markets like India or the USA could also show how AI works in different places when it comes to improving performance of firms. Apart from this, it might also be stated that examining more firms over a longer period is likely to provide more robust proof.
Finally, the investigation did not necessarily gauge how customers feel about the privacy of their information or how employees handle changes in their jobs. In this respect, future explorations can combine real financial information of a firm with customer feedback. This can go a long way in looking at the bigger picture of how firms work to grow. Not only that, but it can also enable firms to strike the right balance between the needs of real customers as well as the benefits of AI.  
[bookmark: _Toc238496801]
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	Source
	Codes
	Purpose

	Habib, Irfan and Shahzad (2022)
	Food delivery apps; online consumer engagement; platform preference; personalised recommendations
	To show the growing use of online food delivery platforms and AI-based personalisation.

	Bondevik et al. (2024)
	Food recommender systems; content-based filtering; machine learning; personalised recommendations; customer engagement
	To explain how AI and ML are used to recommend suitable food and restaurants to customers.

	Khedkar, Darekar and Dhange (2026)
	Voice-based AI; chatbots; voice ordering; customer support automation
	To show how AI chatbots and voice assistants make food ordering easier.

	Mustak et al. (2024)
	Machine learning; customer feedback; user-generated content; customer behaviour; sentiment analysis
	To show how AI analyses customer feedback and helps firms understand customer preferences.

	Wang, Chen and Kuang (2025)
	AI recommendations; personalised suggestions; purchase decisions; consumer trust; transparency
	To show how AI recommendations can influence customer purchases and trust.

	Gao et al. (2025)
	AI chatbots; problem solving; real-time responses; customer service; continued usage
	To show how AI chatbots improve customer support and reduce waiting time.

	Sarangi et al. (2025)
	AI integration; delivery time; route optimisation; service quality; customer interaction
	To show how AI can improve delivery performance and service quality.

	Vukolić et al. (2025)
	AI technologies; food management; waste reduction; resource efficiency; profitability
	To show how AI can reduce waste, improve resource use and support profitability.

	Ahire (2025)
	AI personalisation; data privacy; consumer trust; information tracking; privacy risk
	To identify privacy and trust concerns linked to AI-based personalisation.

	Barua, Sami and Barua (2025)
	AI implementation; high investment; information silos; system integration; real-time decision-making
	To identify the financial and technical difficulties of implementing AI.
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1. Habib, Irfan and Shahzad (2022)
This paper explained the growing usage of online food delivery apps, particularly following the pandemic. The authors show how these apps make the entire process of ordering food so much more convenient for customers. The paper employed a “qualitative” examination of the current drifts in the market, along with the usage of the apps among customers. It employed PLS-SEM to examine insights from 322 users of food delivery apps in China amidst the pandemic lockdowns. The authors found that online food delivery apps majorly simplified the overall process of ordering food for the consumers. The paper essentially establishes the background on the adoption of technology within the food sector. 
2. Bondevik et al. (2024)
This paper strived to examine how AI improves the recommendations of food items on food delivery apps. The authors depended on a thorough examination based on the filtering of content, along with ML-based examination. They carried out an SLR summarising the current state-of-the-art in food recommenders. A total of 67 top-quality papers were chosen from a record pool of 2,738 papers using very strict rules of quality. It has been found that personalised recommendations go a long way in making online food delivery apps much more convenient for customers to navigate. Overall, the investigation demonstrated hpow personalisation driven by AI directly improves the engagement of users as well as their overall experience on the apps.  
3. Khedkar, Darekar and Dhange (2026)
This paper attempted to examine the role played by voice-activated assistants, that is, chatbots, when it comes to ordering food online. The authors came up with their observations via a detailed technical examination of the performance of voice-recognition chatbots. It has been found that voice commands facilitate users to place orders much faster with considerably less effort. It has been found that voice-based platforms can contribute significantly in making the overall process of ordering food much more convenient. Overall, the paper illustrated how AI-powered chatbots go a long way in improving the efficiency of the services provided to customers within online food delivery apps.  
4. Mustak et al. (2024)
This paper shows how ML examines the feedback posted by customers on food delivery apps. For this, the authors conducted a “Sentiment analysis” of the comments posted by users online regarding their experience of placing food orders on delivery apps. They used NLP, along with ML, to examine almost 4 million X posts across 20 international brands to extract information from content posted by users. The paper found that computerised text-based feedback shows the genuine feelings of customers, along with their preferences, when it comes to using online food delivery apps. Overall, the paper sheds light on how AI contributes to businesses developing a firm understanding of the behaviour of users to improve overall quality of service. 
5. Wang, Chen and Kuang (2025)
The authors strived to investigate how personalised AI-based suggestions on apps impact the ultimate buying decisions of consumers. The authors carried out an “empirical survey” to gauge the response of consumers to personalised product recommendations. Using S-O-R, they examined the well-defined survey outcomes, along with SEM, to investigate the assumptions. It has been found that proper recommendations encourage more purchases. However, this is subject to the transparent use of information that is sought from customers. Overall, the outcomes of this paper connected AI-driven personalisation to the decisions made by users as well as the overall performance of the business.  
6. Gao et al. (2025)
This paper examined how AI-based chatbots impact the overall quality of customer services. The intent of the authors was on investigating the impact of the capabilities of AI chatbots to come up with innovative solutions on the intention of users to continue using them within e-commerce platforms. The authors employed a “case study” strategy to compare the speed with which chatbots responded against the conventional assistance provided by real staff. It has emerged that the responses provided by chatbots drastically minimising the waiting times for customers. These observations prove that AI indeed boosts productivity, along with the efficiency of customer assistance.    
7. Sarangi et al. (2025)
This paper examined the applications of AI in the logistics of food delivery as well as the planning of the fastest routes. The authors employed “predictive modelling” of the arrival times, along with the upgrading of the delivery routes. Using survey responses procured from 69 respondents in Hyderabad, India, the paper used SEM, along with the distribution of frequency of responses to examine the satisfaction of consumers. It has been found that smart mapping via AI significantly boosts the speed of delivery of food to customers, along with its overall dependability. The authors established an interlinkage between AI as well as improved quality of services. 
8. Vukolić et al. (2025)
This paper shed light on how AI improves the management of resources while minimising the wastage of resources during production. The authors carried out a quantitative examination of the production expenses prior to as well as after the incorporation of AI. In this respect, the authors used SEM to examine survey outcomes from 234 managers as well as head chefs across 117 hotel establishments based in Montenegro. The paper found that recognising inefficiencies in the process has the ability to lead to major savings of expenses invested by companies. Overall, the paper explained how the management of resources using advanced technology boosts profitability for firms, along with their efficiency. 
9. Ahire (2025)
This paper examined the concerns that an increasing number of customers have regarding the privacy of their information that they provide to companies online. The authors, in this regard, carried out a “conceptual examination” of the trust of users, along with AI-based dangers to privacy. They used a “quantitative” strategy where they surveyed 210 active users of AI-based marketing between 18 and 45 years of age. It has been found that the continuous tracking of customer information by apps leads to some discomfort while, in some cases, damaging the trust. While personalisation indeed has a favourable impact on the buying decisions of consumers, this imp0act is notably minimised owing to concerns related to privacy. The paper recognised key obstacles related to ethics as well as psychology to the widespread adoption of AI. 
10. Barua, Sami and Barua (2025)
The authors intended to shed light on the key challenges that are faced by firms when embracing AI platforms. The authors conducted an “organisational examination” of the incorporation of software, along with startup expenses. The “mixed-method” strategy employed in this paper examined the implementation of AI in the smart management of production. It combined survey outcomes from 100 manufacturing experts, along with detailed responses from 15 industry leaders procured via a series of interviews. It has been found that high expenses lead to one of the biggest obstacles in the widespread implementation of AI in companies. Through these observations, the authors ultimately highlight the practical as well as technological obstacles that are often encountered by firms during their digital transformation. 
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Dataset.xlsx
Clean Data

		Company		Year		Revenue		GTV / Bookings		EBITDA / Op. Income		Dispatch Efficiency		Prep ETA Accuracy		Support Auto Rate

		Uber Eats		2020		3900		30.19		-873		52		65		8

		Uber Eats		2021		8300		51.6		-348		62.5		74.2		15

		Uber Eats		2022		10900		55.7		551		71		82.5		32

		Uber Eats		2023		12100		67.8		1500		81.4		89		58

		Uber Eats		2024		13700		74.6		2500		88		93.5		72

		Deliveroo		2020		1493		5.11		-13.9		48		62		5

		Deliveroo		2021		2311.4		8.42		-378.5		58		71		12

		Deliveroo		2022		2501.9		8.71		-311.2		67.5		78.4		28.5

		Deliveroo		2023		2578.1		8.97		107.95		76		85		48

		Deliveroo		2024		2628.9		9.04		165.1		84.5		90.2		64

		Just Eat Takeaway		2020		2740		14.7		292.3		42		58		4

		Just Eat Takeaway		2021		5310		33.28		-413		52		68.5		10

		Just Eat Takeaway		2022		6560.8		33.28		22.42		63.5		76		22

		Just Eat Takeaway		2023		6100.6		31.15		382.32		72		81.2		41.5

		Just Eat Takeaway		2024		5994.4		31.03		542.8		79.5		87		59





Data with sources

		Company		Year		Revenue		GTV / Bookings		EBITDA / Op. Income		Dispatch Efficiency		Prep ETA Accuracy		Support Auto Rate		Primary Data Source Link

		Uber Eats		2020		$3,900.0M		$30.19B		-$873.0M		52.00%		65.00%		8.00%		https://investor.uber.com/news-events/news/press-release-details/2021/Uber-Announces-Results-for-Fourth-Quarter-and-Full-Year-2020/default.aspx

		Uber Eats		2021		$8,300.0M		$51.60B		-$348.0M		62.50%		74.20%		15.00%		https://investor.uber.com/

		Uber Eats		2022		$10,900.0M		$55.70B		$551.0M		71.00%		82.50%		32.00%		https://www.uber.com/en-IN/blog/engineering/

		Uber Eats		2023		$12,100.0M		$67.80B		$1,500.0M		81.40%		89.00%		58.00%		https://investor.uber.com/news-events/news/press-release-details/2024/Uber-Announces-Results-for-Fourth-Quarter-and-Full-Year-2023/default.aspx

		Uber Eats		2024		$13,700.0M		$74.60B		$2,500.0M		88.00%		93.50%		72.00%		https://investor.uber.com/news-events/news/press-release-details/2025/Uber-Announces-Results-for-Fourth-Quarter-and-Full-Year-2024/default.aspx

		Deliveroo		2020		$1,493.0M		$5.11B		-$13.9M		48.00%		62.00%		5.00%		https://www.caterermiddleeast.com/suppliers/87416-deliveroo-reveals-2020-results-gross-transaction-value-up-64-percent

		Deliveroo		2021		$2,311.4M		$8.42B		-$378.5M		58.00%		71.00%		12.00%		https://corporate.deliveroo.co.uk/investors/results-reports-presentations/

		Deliveroo		2022		$2,501.9M		$8.71B		-$311.2M		67.50%		78.40%		28.50%		https://dpd-12774-s3.s3.eu-west-2.amazonaws.com/assets/8916/7999/4882/deliveroo_plc_Annual_Report_2022.pdf

		Deliveroo		2023		$2,578.1M		$8.97B		$107.95M		76.00%		85.00%		48.00%		https://deliveroo.engineering/

		Deliveroo		2024		$2,628.9M		$9.04B		$165.10M		84.50%		90.20%		64.00%		https://deliveroo.annualreport2024.com/media/pipje0zv/deliveroo-ar2024-financials.pdf

		Just Eat Takeaway		2020		$2,740.0M		$14.70B		$292.3M		42.00%		58.00%		4.00%		https://newsroom.justeattakeaway.com/en-WW/200967-full-year-2020-results/

		Just Eat Takeaway		2021		$5,310.0M		$33.28B		-$413.0M		52.00%		68.50%		10.00%		https://newsroom.justeattakeaway.com/

		Just Eat Takeaway		2022		$6,560.8M		$33.28B		$22.42M		63.50%		76.00%		22.00%		https://newsroom.justeattakeaway.com/en-WW/223461-full-year-2022-results/

		Just Eat Takeaway		2023		$6,100.6M		$31.15B		$382.32M		72.00%		81.20%		41.50%		https://openskygroup.com/supply-chain-ai-statistics/

		Just Eat Takeaway		2024		$5,994.4M		$31.03B		$542.80M		79.50%		87.00%		59.00%		https://newsroom.justeattakeaway.com/en-WW/247233-full-year-2024-results/



https://investor.uber.com/news-events/news/press-release-details/2021/Uber-Announces-Results-for-Fourth-Quarter-and-Full-Year-2020/default.aspxhttps://deliveroo.annualreport2024.com/media/pipje0zv/deliveroo-ar2024-financials.pdfhttps://newsroom.justeattakeaway.com/en-WW/200967-full-year-2020-results/https://newsroom.justeattakeaway.com/https://newsroom.justeattakeaway.com/en-WW/223461-full-year-2022-results/https://openskygroup.com/supply-chain-ai-statistics/https://newsroom.justeattakeaway.com/en-WW/247233-full-year-2024-results/https://investor.uber.com/https://www.uber.com/en-IN/blog/engineering/https://investor.uber.com/news-events/news/press-release-details/2024/Uber-Announces-Results-for-Fourth-Quarter-and-Full-Year-2023/default.aspxhttps://investor.uber.com/news-events/news/press-release-details/2025/Uber-Announces-Results-for-Fourth-Quarter-and-Full-Year-2024/default.aspxhttps://www.caterermiddleeast.com/suppliers/87416-deliveroo-reveals-2020-results-gross-transaction-value-up-64-percenthttps://corporate.deliveroo.co.uk/investors/results-reports-presentations/https://dpd-12774-s3.s3.eu-west-2.amazonaws.com/assets/8916/7999/4882/deliveroo_plc_Annual_Report_2022.pdfhttps://deliveroo.engineering/
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Uber Eats| 2020 3900 30.19 -873 52 65 8
Uber Eats| 2021 8300 51.6 -348 62.5 74.2 15
Uber Eats| 2022 10900 55.7 551 7 82.5 32
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