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This dissertation explores the effect of emotional intelligence on purchase behaviour among consumers in the UK food delivery sector by taking the example of Deliveroo plc. Interpretivist philosophy, inductive research design and a mono qualitative research approach based on secondary data analysis through a thematic approach are employed. In this context, four major themes have been explored in the study; these include types of emotional intelligence existing at Deliveroo, factors that affect consumer purchase behaviour, the link between emotional intelligence and purchase behaviour and shortcomings in the emotional intelligence approach adopted by Deliveroo. The results indicate that Deliveroo incorporates all five components of Goleman's Mixed model of emotional intelligence but with uneven implementation throughout the operations. Digital personalisation and proactive communication stand out, whereas emotionally intelligent customer service is lacking, as well as emotionally intelligent brand narrative. The two major factors for repeat purchase behaviour are trust and habit. The conclusion drawn from this study is that emotional intelligence is a direct commercial tool and should be invested in emotionally intelligent customer service and emotionally intelligent brand campaigns along with consumer feedback systems.
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[bookmark: _Toc235986775]CHAPTER 1: Introduction
[bookmark: _Toc235986776]1.1 Introduction
Emotional intelligence has become a relevant issue when it comes to business customer interaction, and the food delivery industry has become an excellent illustration of this point. Modern companies do not base their success only on price and convenience anymore. They seek to create better connections by using emotional intelligence, empathy, and responsiveness to the demands of their clients. The food delivery industry in the UK can serve as an excellent illustration of this issue because there is a large number of firms in this market (Kivistö, 2024). The company Deliveroo can serve as a good example in this respect because it is one of the best-known names in this field (Pang et al., 2022). This chapter explains the subject of the research. It states the background of the research, its goal and objectives, research questions, the outline of the research methodology used and the plan of the following chapters.
[bookmark: _Toc235986777]1.2 Background
The term ‘emotional intelligence’ means the capacity to identify, interpret, and manage emotions, either one’s own or those of other people, and this concept has evolved into a major theory in the corporate and marketing worlds in recent decades (Rachmad, 2022). Starting as a psychological theory about behaviour, the concept of emotional intelligence is now being used in the context of how organisations conduct themselves towards their customers in terms of the kind of language they use, the quality of customer service they provide, and the overall experience they offer to their clients.
In the food delivery business, this is particularly pertinent. There are many reasons why people choose to order food beyond the simple need for the food itself, such as feelings of mood, convenience, ease and trust, especially since there are several platforms to choose from with almost similar prices and delivery times (Troise et al., 2021). It is easier for companies that have understood these aspects to impact the way that customers will think about the company's services and hence their interaction with the platform. This becomes more relevant when we talk about Deliveroo as one of the most established platforms in the UK food delivery industry.
Although the significance of emotional intelligence as an influence on consumer behaviour is becoming increasingly recognised, very little research has been done into this aspect in relation to the food delivery industry specifically, in comparison to the retail and hospitality sectors generally. Most studies in the field of emotional intelligence have examined the influence that emotional intelligence has in the workplace, in relation to leadership roles and job performance, but not on customers' buying behaviour (Lee et al., 2023). 
[bookmark: _Toc235986778]1.3 Research Aim
This study aims to find out the impact of emotional intelligence on consumer purchase behaviour in the UK food delivery industry, with a particular case study on Deliveroo.
[bookmark: _Toc235986779]1.4 Research Objectives
· To determine the types of emotional intelligence in Deliveroo plc.
· To identify the factors of customer purchase behaviour.
· To investigate the impact of emotional intelligence on customer purchase behaviour.
· To recommend better strategies for Deliveroo plc to use emotional intelligence in increasing customer purchase behaviour.
[bookmark: _Toc235986780]1.5 Research Questions
1. What are the different types of emotional intelligence used in Deliveroo plc?
2. What factors influence customer purchase behaviour on Deliveroo?
3. What is the relationship between emotional Intelligence and Customers' purchase behaviour in Deliveroo plc?
4. What are the possible strategies that Deliveroo plc can use in utilising its emotional intelligence (EQ) more effectively to boost customer purchase behaviour??
[bookmark: _Toc235986781]1.6 Brief Overview of Methodology
This research is a qualitative study that makes use of secondary data relating to the market of the UK. No primary data is collected from the target audience, but secondary data is obtained from various sources like industry reports, company communications, academic literature, reliable news sources and trade journals. The research has followed an interpretivist paradigm, as it believes that social and contextual factors affecting consumer purchase behaviour cannot be quantitatively measured but can be better understood through interpretation of available data (Moisander et al., 2020). The data collected is analysed through thematic analysis that recognises themes and patterns in the data collected from various sources. This methodology forms a good base for answering the research questions. A detailed description and justification for this methodology is given in Chapter Three.
[bookmark: _Toc235986782]1.7 Dissertation Structure
	Chapter
	Chapter Name
	Content

	Chapter One
	Introduction
	Sets out the background, organisational context, research aim, objectives, research questions, and a brief overview of the methodology.

	Chapter Two
	Literature Review
	Reviews relevant theories and previous studies to develop a conceptual framework and identify the research gap.

	Chapter Three
	Methodology
	Explains and justifies the research design, secondary data sources, sampling approach, data analysis method, and ethical considerations.

	Chapter Four
	Results and Discussion
	Presents the findings from the secondary data analysis and critically discusses them in relation to the literature reviewed.

	Chapter Five
	Recommendations, Conclusion and Limitations
	Summarises the key findings, draws conclusions against the research objectives, provides practical recommendations, and acknowledges the study's limitations.


[bookmark: _Toc235901832]Table 1: Structure and Content of the Dissertation
[bookmark: _Toc235986783]1.8 Chapter Summary
The background to consumer purchase behaviour in the UK food delivery sector and selection of Deliveroo plc as the case to examine the sector in the dissertation has been identified in this chapter. It has introduced the objective of the research and the questions, as well as a short description of the qualitative, secondary data-oriented approach used in the research. These elements form the backbone on which the rest of the dissertation relies, and that sets out the particular problem to be studied and how that problem will be approached. The following chapter provides an overview of the literature on social media marketing and consumer purchase behaviour, highlighting any existing theory or identifying any areas where this study could help fill a gap.







[bookmark: _Toc235986784]CHAPTER 2: Literature Review
[bookmark: _Toc235986785]2.1 Introduction
This chapter provides a critical review of academic literature that supports the main premise of this dissertation. First, the origin of emotional intelligence is reviewed along with the main models of emotional intelligence. Second, the transition of emotional intelligence from an office to a strategy for use within the organisation and marketing arena will be discussed. Third, important theoretical models of consumer purchase behaviour will be reviewed, and the role of emotions in consumer decision-making will be critiqued. Fourth, an analysis of relevant literature on emotional intelligence in the context of the food delivery industry will be made to identify the gap that this study fills. The conceptual framework will be provided to link the variables.
[bookmark: _Toc235986786]2.2 The Concept of Emotional Intelligence
The scientific study of EI was first carried out by Salovey and Mayer in 1990. According to Antonopoulou (2024), the two defined emotional intelligence as the ability to perceive, use, understand and manage emotions. The model is referred to as the Ability Model. In their model, emotional intelligence is regarded as cognitive abilities just like traditional intelligence. The model represents a shift from the earlier school of thought in psychology where rational cognition was the key to human behaviour.
The idea received wide recognition from the general population after the contributions by Goleman in 1995. Habib et al. (2023) note that Goleman suggested that EI is more important than IQ in the prediction of success in life. He came up with five components, including self-awareness, self-regulation, motivation, empathy and social skills. This model is termed the Mixed Model of emotional intelligence. While in the Ability Model, in the Mixed Model, there is a combination of cognitive abilities with personality traits and motivations. This is an important point because critics of Goleman's model have suggested that the mixture of personality with cognitive abilities renders the model difficult to measure and evaluate.
Every one of these models has its advantages. Wang et al. (2023) assert that the Ability Model is the most scientific of all three models. The Mixed Model is the most popular in business and management studies. The Trait Model recognises that there are individuals who are just born emotionally responsive. Still, every one of these models has its drawbacks. The Ability Model is too narrow and ignores personality. The Mixed Model is accused of being too wide and hard to implement. The Trait Model is limited to personality only and excludes the developmental aspect of emotional intelligence.
In regard to this dissertation, the Mixed Model is the most appropriate. It takes into account the most prominent dimensions of emotional intelligence seen in organisational practice, namely, empathy and social skills that directly relate to corporate communication with its customers.
[bookmark: _Toc235986787]2.3 Emotional Intelligence in Organisational and Marketing Contexts
Krén and Séllei (2021) observe that the theory of emotional intelligence was introduced with reference to an individual’s performance, leadership, and teamwork. The first decade of the 1990s and the beginning of the 2000s saw the study of emotionally intelligent leadership for better team cohesiveness and organisational results. Such a view of the theory has become predominant in all academic works devoted to the subject matter.
However, after some time, scientists started posing the question whether the idea of emotional intelligence can be used when talking about relations between the organisation and its clients.  Fianko et al. (2020) note that Goleman’s theory of social skills implies being able to deal with relationships and stimulate a certain response from people, which is quite similar to customer service and branding.
The concept of emotional branding further developed the idea. Good brands establish an emotional connection with customers rather than a practical one. Warmth, empathy, and sensitivity make brands more loyal. Shi et al. (2023) note that Barger and Grandey developed this concept further by showing that the efforts made by service workers to project emotions such as a friendly tone of voice, facial expression and use of language influence customer satisfaction. This means that emotional intelligence, which has been perceived so far as a skill possessed by a person, can become a part of organisational design.
However, there is one serious flaw in the literature. Almost all studies that explore emotional intelligence in a marketing context examine business-to-business or business-to-customer relationships and concentrate on face-to-face interactions in service organisations. Launer and Calimag (2025) observe that Little is known about the applicability of the emotional intelligence concept to digital platform-based businesses that operate without face-to-face interaction. This is a crucial omission. Emotional intelligence in digital services cannot be projected through human interaction, but through design and personalisation of communication.

[bookmark: _Toc235986788]2.4 Consumer Purchase Behaviour
Consumer purchase behaviour is a term used to describe the decision-making process consumers use in determining what, when, and where to purchase. Consumer purchase behaviour is influenced by various aspects including psychological, social, cultural, and situational factors. Many theoretical approaches have been developed in an effort to understand consumer purchase behaviour.
The Theory of Planned Behaviour, developed by Ajzen in 1991, states that behavioural intention is the most important determinant of any consumer behaviour. Opoku et al. (2021) state that Attitude towards behaviour, subjective norms, and perceived behavioural control determine behavioural intention. The theory has been used extensively to study consumer behaviour. Nevertheless, the theory has been criticised for its excessive focus on reason. It fails to address the issue of impulsive buying, which is common in many food orders.
[image: Theory of planned behavior - Wikipedia]
[bookmark: _Toc235901824]Figure 1: The Theory of Planned Behaviour
Source: (Sok et al., 2021)
Technology Acceptance Model is a framework that explains users' acceptance of a technology product proposed by Davis in 1989. Sobhanmanesh et al. (2023) identify the key factors as perceived ease of use and perceived usefulness. The concept is applicable to food delivery technologies in the digital space, as users will adopt a platform provided it is useful and easy. The model shares common features with the Theory of Planned Behaviour in that it is mostly rational in orientation. It does not cover emotional attachment and the importance of personalisation in repeat adoption.
[image: Technology Acceptance Model – Persuasion Theory in Action: An Open  Educational Resource]
[bookmark: _Toc235901825]Figure 2: The Technology Acceptance Model
Source:(Davis et al., 2024)
Stimulus-Organism-Response model is more holistic in nature. Slack et al. (2021) explain that it is based on the assumption that some stimuli, such as promotion, design, and quality of service, cause certain emotional and attitudinal states in consumers that, in turn, result in responses, including purchases. The model is more compatible with the notion of emotional intelligence as it puts emotional response into the focus of the buying process.
There is no single theory that can account for all aspects of consumer behaviour in the digital food delivery business. The most complete theory will have to be a combination of the three theories mentioned above. Singhal et al. (2025) observe that both Rational considerations such as cost and delivery time, as well as more emotional considerations such as trust, recognition, and being understood, affect purchase decisions.
[bookmark: _Toc235986789]2.5 The Role of Emotions in Consumer Decision-Making
According to research done in consumer psychology, emotions are essential for purchasing decisions and not external to them. Zhao et al. (2023) note that the somatic marker theory by Damasio proved that emotions are important in decision-making because people use emotional memory while making decisions. If there are no emotional cues in decision-making, then the process will be both ineffective and slow. This is a discovery that was made contrary to the common belief that decisions were based on rationality.
When it comes to digital platforms, emotions are extremely vital. People cannot go out of their way to check a particular product physically and cannot talk to the person manning the store. Loyalty is therefore generated by the manner of interactions through app designs, complaints, and the tone used in communication.
Empathy is an essential element of the whole process. Consumers will feel more loyal if they feel that the company understands their needs and addresses their concerns. One of the main ways in which empathy is demonstrated through digital platforms is personalisation. It is done by making recommendations according to previous purchases, recognising events like one hundred orders, or reacting quickly and politely to complaints.
There is also the danger of overpersonalizing. Cloarec (2020) observes that Studies have proven that people may feel awkward about the way platforms know everything about them. There is a thin line between emotionality and surveillance. However, it is often not discussed in literature that treats personalisation only positively.
[bookmark: _Toc235986790]2.6 Emotional Intelligence and Consumer Behaviour in the Food Delivery Industry
According to Li et al. (2020), the food delivery industry in the United Kingdom experienced significant growth during and after the outbreak of the coronavirus disease. Convenience became one of the most desired factors. There was stiff competition among several key players in a situation where price and speed of delivery could no longer distinguish one platform from another. Therefore, it was necessary for the platforms to develop ways of retaining and gaining loyal customers.
Some of the responses by the platforms included improvements in customer service responsiveness, loyalty programs, and communication. These responses represent an emerging use of emotional intelligence at an organisational level. However, no systematic study has been conducted on the topic in the academic literature. Tong et al. (2020) note that currently, most of the studies carried out about food delivery consumer behaviour are focused on the rational aspects of pricing, delivery times, and menu diversity. The work of Troise et al. and other researchers has utilised the Technology Acceptance Model in studying food delivery platforms but ignored emotional intelligence.
This is definitely an important gap within the literature. It is evident that emotions can be used to generate consumer loyalty in retail and hospitality industries. Equally, there are studies that have shown the fact that emotional intelligence can be conveyed using digital media. Keeble et al. (2021) observe that there is no research carried out on the use of emotional intelligence in driving purchase behaviour in the UK digital food delivery industry.


[bookmark: _Toc235986791]2.7 Conceptual Framework
The conceptual model proposed for this study is based on a four-step relationship. Firstly, the forms of emotional intelligence that exist within a food delivery website drive the strategies used. Secondly, the use of such strategies, which include personalisation, empathy, and complaint handling, induces certain emotional reactions from the consumers, such as trust, satisfaction, and attachment. Furthermore, these emotional responses influence the purchasing behaviour of consumers in relation to purchase frequency, brand loyalty, and word-of-mouth marketing. Lastly, the process could be either enhanced or undermined by external variables like competition and price sensitivity. The above conceptual model is directly connected to the four research aims. It offers a systematic approach for the analysis conducted in Chapter 4 and guarantees logical interpretation of the results.
[bookmark: _Toc235986792]2.8 Chapter Summary
This chapter has thus set the stage for the theoretical underpinnings of the dissertation. It has been demonstrated how emotional intelligence is a complex construct characterised by different models, with the Mixed Model being the one most relevant to this study. The evolution of emotional intelligence from its use in leadership studies to its application in marketing studies and digital platforms has been analysed. Three main theories explaining consumer purchase behaviour have been described,d and it has been stated why the Stimulus-Organism-Response theory is the one most suitable for the emotionally-driven analysis. It has been demonstrated why emotions, empathy and personalisation play such an important role in consumer loyalty in the digital environment. In the end, the research gap has been identified – lack of academic research on emotional intelligence as a driver of purchase behaviour in the UK digital food delivery market.


[bookmark: _Toc235986793]CHAPTER 3: Methodology
[bookmark: _Toc235986794]3.1 Introduction
This chapter provides an explanation and justification for the research design employed in the present research. All the decisions are based on the research topic and the research aims. This chapter is organised according to the levels of the Research Onion framework developed by Saunders, Lewis and Thornhill from outside-in. It discusses data collection, the systematic literature review approach, thematic analysis, ethics and methodological constraints.
[image: ]
[bookmark: _Toc235901826]Figure 3: Saunders Research Onion
Source: (Gupta and Gupta, 2022)
[bookmark: _Toc235986795]3.2 Research Philosophy
The outer layer of the Research Onion is the research philosophy. The research philosophy that is adopted in this study is interpretivist. According to interpretivism, reality is socially constructed by means of human experience and meaning (Gergen, 2022). Emotions of consumers, trust perceptions, and reactions to brand communication cannot be quantified since they need interpretation. That is why interpretivism is relevant for this study about the impact of emotional intelligence on purchase behaviour. Positivism implies that reality is objective and measurable. It is relevant for those research projects that verify some hypothesis based on quantitative data. Since this study investigates a complex social phenomenon and does not verify any hypothesis, it does not rely on positivism. Positivism would yield a superficial representation of something meaningful.
[bookmark: _Toc235986796]3.3 Research Approach
Inductive methodology will be used in the study. The inductive research methodology starts with data and develops into patterns and themes, rather than beginning with a predetermined theory. This is correct since the research questions posed by the study are exploratory in nature; the purpose is to learn how emotional intelligence manifests itself in practice in the digital food delivery setting and the relationship between EI and consumer behaviour. The deductive methodology would have entailed the use of an inflexible theoretical framework based on the data collected. There is no such theoretical framework of emotional intelligence in the context of digital food delivery in the existing literature (Leung and Wen, 2021).
[bookmark: _Toc235986797]3.4 Research Strategy
The current study employs a case study approach, where one food delivery website in the UK is examined. According to Yin, case studies involving single cases can be used for exploratory research, especially if the researcher intends to have an in-depth understanding of the issue under examination in a specific environment (Secinaro et al., 2024). This particular company is one of the oldest in the UK, and there is plenty of information about it. It was also contemplated to use multiple cases, but this option was dropped because studying more than one website would dilute the research.
[bookmark: _Toc235986798]3.5 Research Choice
This research employs a qualitative mono-method approach. It involves the gathering and analysis of qualitative data only, which is in line with the interpretivist philosophical paradigm and inductive approach. Qualitative research is interested in exploring meaning, experiences, and contexts and offers rich understanding rather than patterns of numbers (Pilarska, 2021). The manner in which emotional intelligence is articulated is inherently qualitative. The mixed methods approach was also considered but ruled out. There was no data of a quantitative nature that could have helped in addressing the research problem.


[bookmark: _Toc235986799]3.6 Time Horizon
The current study utilises a cross-sectional time frame. The data is collected within a specific period of time that shows the situation existing at that particular moment. To conduct a longitudinal study, there is a need to track changes over a prolonged period of time, which is outside the scope of this project. A cross-sectional study is suitable for this project given the timeframe and research questions.
[bookmark: _Toc235986800]3.7 Data Collection
The study depends on the use of secondary sources exclusively. These sources include scholarly articles found via Google Scholar, ProQuest, and JSTOR; industry analysis from Statista, Mintel, and IBISWorld; company communications such as annual reports and news releases; and the coverage in UK trade press. Secondary sources are used because the research questions can be answered using existing material, thereby avoiding any ethical concerns related to primary data collection (Cheong et al., 2023).
[bookmark: _Toc235986801]3.8 Systematic Literature Review Approach
The Boolean search operators have been used in all the databases mentioned above. The important search terms include: Emotional intelligence, Consumer purchasing behaviour, Food delivery in the UK, Customer loyalty, Digital media platforms and Emotional branding. The inclusion criteria included sources that should be recent and related to the research question. Pre-2018 seminal literature has been included when it contributes theoretically in a significant way (Anderson and Lemken, 2023). Excluded literature includes non-peer-reviewed sources and those unrelated to the sector under investigation.
[bookmark: _Toc235986802]3.9 Data Analysis
Thematic analysis was adopted to analyse the collected data as proposed by Braun & Clarke. Thematic analysis includes the following steps: familiarisation with the data; generation of codes; search for themes; review and revision of themes; definition of themes and naming of themes; and development of final output (Ahmed et al., 2025). Four themes were revealed, and each is linked to one of the research questions. Theme 1 is on types of emotional intelligence of the case company. Theme 2 is on factors affecting purchase decision-making by consumers. Theme 3 is on the link between EI and purchase decision-making.
[bookmark: _Toc235986803]3.10 Ethical Considerations
There is no potential for ethical problems with this project since there are no human participants. All the data has been obtained from sources that are accessible to the general public. The ethical review of the research has been applied for and approved according to the UWTSD Research Ethics and Integrity Code of Practice. There has been no personal information collected and stored.
[bookmark: _Toc235986804]3.11 Limitations of the Methodology
There are three limitations to this research. Firstly, the lack of primary data results in the omission of the voice of the customers directly. Secondary data may explain behaviours but cannot convey their experiences (Kumara, 2022). Secondly, secondary data may not be the most up-to-date information as the organisation may have changed its strategy recently. Lastly, a case study is always limited in scope.
[bookmark: _Toc235986805]3.12 Chapter Summary
The methods employed in this research have been justified in the above chapter using the Research Onion as the basis of justification. An interpretivist philosophical paradigm, inductive methodological approach, case study research strategy, qualitative mono-method approach and cross-sectional time horizon make up an appropriate research design. The secondary data has been analysed using the thematic analysis method. The ethical considerations have been fulfilled, and the limitations in methodology have been stated. The results and discussions are presented in Chapter 4.









[bookmark: _Toc235986806]CHAPTER 4: Results and Discussion
[bookmark: _Toc235986807]4.1 Introduction
In this chapter, findings concerning emotional intelligence and consumer purchase behaviour at Deliveroo will be discussed using data collected through secondary data. This information has been used to describe the concept of emotional intelligence as practised by the firm and the impact that emotional intelligence has had on consumer purchase behaviour. Four different themes have emerged from the thematic analysis carried out in this study, and each of the four themes relates directly to one of the research objectives. First, there is a theme relating to the type of emotional intelligence used in the operation of Deliveroo. Second, there is a theme concerned with the factors that actually motivate consumers to use the platform and revisit it again. Third, there is a theme that looks at how emotional intelligence and purchase behaviour interact. Fourth, there is a theme that evaluates how well Deliveroo currently employs emotional intelligence. Data, tabulated information, and graphs follow each topic. In addition to that, the discussion not only includes presenting the data but also raises questions regarding the relevance of the results obtained (Tariq, 2024).
[bookmark: _Toc235986808]4.2 Types of Emotional Intelligence Applied by Deliveroo
[bookmark: _Toc235986809]4.2.1 Overview
The first research objective was to define the types of emotional intelligence in the business processes of Deliveroo. It was accomplished by implementing the dimensions of the Mixed Model of Emotional Intelligence by Goleman, which include: self-awareness, self-regulation, motivation, empathy, and social skills. It is important to mention that the aforementioned five dimensions represent the essence of emotional intelligence (Salameh-Ayanian et al., 2025).
[image: ]
[bookmark: _Toc235901827]Figure 4: The Core Components of Emotional Intelligence
Source: (Antonopoulou, 2024)
[bookmark: _Toc235986810]4.2.2 Self-Awareness and Self-Regulation
Organisational self-awareness involves the ability of the business to judge its influence and perception of how its actions and communication are perceived. Regarding Deliveroo, the organisation displays organisational self-awareness in how it manages its reputation. Deliveroo has faced a lot of criticism since 2021 to 2022 regarding its gig economy working conditions, yet it managed the issues concerning the wellbeing of the riders by changing the income and insurance packages (Belanche et al., 2021). This is not only a necessary step but a calculated one in dealing with its reputation.
But then again, the level of self-awareness in Deliveroo is questionable. According to critics, the changes made to address rider welfare were more reactive than proactive measures (Devellennes and He, 2026). They were made due to continued media criticism and legal threats rather than preventive measures. Organisational self-awareness is supposed to make an organisation anticipate the possible reputation risks rather than addressing them once they occur. From this perspective, self-awareness in Deliveroo can be seen as partial and inconsistent.
The concept of self-regulation involves controlling one’s reactions and adapting his or her behaviour. Deliveroo demonstrated some skills of self-regulation in its communication during the crisis. In case of any problems with services or deliveries, the customer service department of the company responded in a controlled manner and was polite in its replies. The emails and app notifications of the company are always calm and constructive.
[bookmark: _Toc235986811]4.2.3 Empathy
Empathy is probably the most significant EI dimension in relation to consumers. Empathy is the capacity to feel and understand what someone else feels. In relation to digital platforms, empathy is not possible to be conveyed by way of body language or face-to-face interaction. It can only be expressed using language and design.
Deliveroo has incorporated several personalisation elements which demonstrate that Deliveroo has made attempts to operationalise empathy. Recommendation algorithms take into consideration the time of day, previous purchases, and location when suggesting food items (Yaiprasert and Hidayanto, 2024). When there is a delay with the delivery, Deliveroo alerts the customer without needing to hear about it from them. This demonstrates that empathy is being expressed as Deliveroo knows the customer's emotional state before even interacting with them.
But the empathy shown by Deliveroo is automated and algorithmic. It does not have the depth of empathy between people. When the problem escalates to the point of requiring human intervention, the quality of empathy offered is not consistent. Issues of this nature are repeatedly highlighted in customer reviews of Deliveroo available in forums like Trustpilot. At the beginning of 2024, Deliveroo had received a score of 1.3 out of 5 on Trustpilot based on several thousand reviews, and the major complaints were in relation to the quality of their customer service and not the delivery itself (Mason et al., 2026). In particular, this statistic is quite illuminating. It highlights the fact that whereas the operation of the product is effective, the emotional experience of being assisted is not.
[bookmark: _Toc235986812]4.2.4 Motivation and Social Skills
Motivation is defined as an internal drive to exceed external reward by Goleman. When translated to an organisational setting, it can be defined as commitment towards continuous improvement and adding value for customers. The loyalty program offered by Deliveroo, Deliveroo Plus, depicts this motivation. Deliveroo Plus includes unlimited free delivery per month at a fixed cost. It is aimed at increasing the value of being with the company. It gives the message to the consumers that the company is interested in a long-term relationship and not a transaction.
Social skills are about managing relations well. Social skills have been shown by the company in terms of community engagement, where Deliveroo has formed partnerships with local restaurants and independent food businesses. In 2023, Deliveroo said that more than 95 per cent of the restaurants on its platform were independent restaurants and not national chains (Azzoni et al., 2025). It is an important statistic. It makes Deliveroo a platform for local businesses instead of corporate food brands. Social EI is achieved here by the fact that this message is conveyed to consumers and creates a connection with the consumer in terms of contribution towards the community.
	EI Dimension
	Evidence in Deliveroo
	Strength of Application

	Self-Awareness
	Rider welfare response, reputation management
	Partial, reactive

	Self-Regulation
	Measured crisis communication, app tone
	Moderate, consistent

	Empathy
	Personalisation, proactive delay notifications
	Strong digitally, weak in human service

	Motivation
	Deliveroo Plus loyalty programme
	Moderate

	Social Skills
	Local restaurant partnerships, community positioning
	Moderate


[bookmark: _Toc235901833]Table 2: Summary of EI Dimensions Applied by Deliveroo
Source: (Seyitoğlu and Ivanov, 2024)
[bookmark: _Toc235986813]4.3 Factors Influencing Consumer Purchase Behaviour on Deliveroo
[bookmark: _Toc235986814]4.3.1 Overview
Research Objective 2 sought to identify the determinants of purchase behaviour among consumers using Deliveroo. The UK food delivery market is one of the most rapidly growing segments in the digital consumer market. According to the figure, the market size is estimated to grow to USD 215.94 billion globally by 2034, while the UK market is expected to grow at a CAGR of 9.01% from 2026 to 2034 (Jaiswal and Jaiswal, 2026).
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[bookmark: _Toc235901828]Figure 5: UK Food Delivery Market Size Overview 2024–2034
Source: (Market Data Forecast, 2026)
Such growth is a result of a major change in consumer behaviour. As per Statista, the value of the UK online food delivery market in 2023 was estimated to be GBP 14.5 billion (Keeble et al., 2021). The UK is one of the largest markets for food deliveries in Europe. To understand what influences the purchase decision in such a market, one should consider various aspects.
[bookmark: _Toc235986815]4.3.2 Emotional Factors
Emotions are one of the major drivers of purchase behaviour in the context of food delivery. The most important of these is trust. Customers need to be confident about their food arriving on time in the right conditions and the platform taking care of things in case there are any problems. Trust is not established during one transaction; it is achieved by repeated transactions, and it is easily lost if the experience is bad.
The other factor that has not yet been studied enough by academia is mood. The purchase behaviour of food is shaped by the current emotional state of the consumer (Idowu-Mogaji and Eze, 2024). For instance, the consumer who spent a long working day will be more motivated to order some food than to cook. The current emotional state of the consumer at the moment of making a decision to make a purchase is another key but largely overlooked factor. The platforms that can use it for pushing their notifications have emotional intelligence here.
The third one is habit. Once a customer develops the habit of performing a certain action, it will not change unless a rival gives him a better price. This is something that Deliveroo needs to bear in mind when designing the user experience for its customers. It is more effective to create habits at the very beginning than to compete on price later on.
[bookmark: _Toc235986816]4.3.3 Functional Factors
The functional determinants are delivery time, price, and variety of the menu. All of this still matters, especially when it comes to the very first purchasing decision or choice of one platform among others. But the power of these factors fades when emotional and habitual factors become more prominent. An emotionally attached consumer who is sure about Deliveroo will accept a longer delivery time or increased price in comparison with a new consumer or someone who is not emotionally engaged with the platform. The sensitivity to price depends on demographics. Younger consumers and consumers from cities are price sensitive, but at the same time they are ready to pay extra money for delivery service. According to the 2023 research by Kantar, delivery fees were mentioned by UK consumers as the most common reason for cancellation of the food order (Shamsi, 2024). This means that even loyal consumers, being emotionally attached to the brand, may have some functional issues which stop the purchasing process.
[bookmark: _Toc235986817]4.3.4 Social and Digital Factors
This figure illustrates the rate at which British customers use food delivery applications. The statistics provided in the TGM Global Food Delivery Insights Report 2024 indicate that 36% of UK users purchase food a few times a month, 22% a few times a week, and 22% once a week.
[image: ]
[bookmark: _Toc235901829]Figure 6: Food Delivery App Usage Frequency Among British Consumers (2024)
Source: (TGM StatBox, 2025)
The frequency data is extremely important as it shows that the food delivery service is not a luxury service for most of the consumers in the UK. On the contrary, it is a recurring behaviour (Yau et al., 2023). This means that, in the case of Deliveroo, each emotional experience gained during interactions adds up over time. A poor experience during one of those interactions does not mean that the customer will go away from this recurring behaviour.
Moreover, social factors such as recommendations from peers and reviews on aggregator websites and social media are also important when it comes to making purchases. Reviews and ratings published on aggregator websites and social media serve as social proof and decrease the risks of trying out a new restaurant through this website (Sanak-Kosmowska, 2021).
Both the theory of planned behaviour and the S-O-R theory come into play in this situation. The S-O-R theory is especially appropriate since it places the emotional reaction between the stimuli, like an invitation to buy, and the reaction, which is the actual decision to make the purchase. The theory of planned behaviour brings into account the issue of social norms and how they affect our actions.
	Factor Category
	Key Variables
	Relative Influence on Purchase

	Emotional
	Trust, mood, habit
	High, especially for repeat behaviour

	Functional
	Price, speed, variety
	High for first-time decisions, lower for loyal users

	Social
	Reviews, peer recommendations
	Moderate to high, especially for new users

	Digital
	App UX, notifications, personalisation
	High, shapes the emotional experience directly


[bookmark: _Toc235901834]Table 3: Summary of Factors Influencing Consumer Purchase Behaviour on Deliveroo
Source: (Saad, 2021)
[bookmark: _Toc235986818]4.4 Relationship Between Emotional Intelligence and Consumer Purchase Behaviour
[bookmark: _Toc235986819]4.4.1 Overview
Thirdly, the research objective sought to establish the link between emotional intelligence and consumer buying behaviour on the platform. This is the core analysis question of the dissertation. The S-O-R model, which is shown in Figure 7 below, will be most helpful in answering this question.
[image: Conceptual framework of S-O-R theory.]
[bookmark: _Toc235901830]Figure 7: The Stimulus-Organism-Response (S-O-R) Framework
Source: (Hochreiter et al., 2022)
In this case, the stimulus refers to any form of communication or design element employed by Deliveroo, which triggers an emotion or attitude. The organism is the customer who already has some level of emotion, attitude, and experience. The response is the act of purchasing or showing loyalty. The key point here is that for the same stimulus, one gets different responses depending on the state of emotion of the customer (Erensoy et al., 2024). This is where emotional intelligence comes into play.
[bookmark: _Toc235986820]4.4.2 EI-Driven Communication and Consumer Trust
Trust is the foremost product of effective emotional intelligence from the consumer’s perspective. By providing a timely update on any possible delay, utilising warm and personal language in their notifications, and addressing complaints without leaving the consumer feeling ignored, Deliveroo creates trust. Having done so, Deliveroo is able to ensure that the consumer is more tolerant of mistakes made and less open to competitive pitches.
The connection between empathic communication and trust does not follow a linear path. It is not simply that the more empathic the communication, the higher the degree of trust will be. It is also dependent on whether or not the company keeps its promises. A company can have an abundance of empathy when it comes to communication but lose the trust of consumers through operational failings (Zhang et al., 2025).
The way Deliveroo communicates has proved its strengths when it comes to establishing trust. The real-time tracking, delivery estimation, and quick solutions to possible problems help to establish the impression of trustworthiness. These measures decrease the level of uncertainty, which is one of the main reasons for consumer anxiety in the food delivery industry. According to the research conducted by PwC, 73% of consumers across the world prioritise their experiences over price and product quality when it comes to making a decision (Deshpande, 2025). Therefore, it can be argued that experience-based communication is not a second priority for Deliveroo, but rather a main one.
[bookmark: _Toc235986821]4.4.3 Empathy in Complaint Resolution and Retention
It is during complaint handling that the most emotionally charged part of the consumer-company interaction happens. During a problem with the product or service provided, the emotions of the consumer flare up and increase dramatically. Thus, it is the reaction to this complaint that will largely define the future loyalty of the client to the company.
The research about service recovery is unanimous in its conclusion that the consumers who experienced a problem and had it solved properly become much more loyal to the company than those who had never encountered a problem (Lim et al., 2025). This is the paradox of service recovery. Therefore, there is a great opportunity for Deliveroo to turn the moments of complaint into a chance for building trust with the consumer.
According to the evidence obtained from the literature review, the complaint resolution process by Deliveroo is quite efficient when it comes to relatively simple problems, such as missing items and quick refunds. In case of more complicated problems connected with low quality of the service, the company's reaction slows down and becomes non-empathic.
[bookmark: _Toc235986822]4.4.4 Emotional Triggers in Push Notifications and Promotional Language
Push notifications constitute one of the main ways Deliveroo uses emotional intelligence in communicating with consumers. Notifications are always emotionally charged based on the time they are sent, the language used, and their content. Notifications sent at 6 pm on a Friday evening, saying something like "Treat yourself tonight," take advantage of the consumer's current emotional state and recognise that the day has been tough and the working week is coming to an end (Gary, 2025). This type of message is offered as an indulgence for the consumer in the above situation.
This type of emotionally loaded messages proves to be highly effective when compared to pricing promotions since they consider the emotional state of the consumer and not just the financial aspect. But such kind of message has limitations as well. If it is used too often or too predictably, then it loses the emotional charge and becomes noise. Consumer fatigue is indeed an issue, and any platform that tries to engage the consumer in emotionally charged communication through the use of push notifications risks the same fate. According to a report in 2023 by Localities, the opt-out rate of push notifications goes up by 30% for users who get more than five notifications per week from a single app (Gavilan and Martinez-Navarro, 2022).
[bookmark: _Toc235986823]4.4.5 Positive Emotional Experience and Repeat Purchase
Numerous studies support the connection between positive emotional experience and repeat purchase (Al-Adwan et al., 2025). When Deliveroo completes its interactions in such a manner that it leaves consumers satisfied, feeling understood and valued, they are more likely to come back for future orders. The consumer's positive emotional experience is about much more than just satisfaction with the food.
This comes from the design of the application itself. A clear, easy-to-use interface minimises the mental effort required. A streamlined checkout process eliminates any potential sources of frustration for the user. The visuals of available restaurants, with high-resolution images and customer ratings, add the feeling of abundance, which in itself elicits positive emotions. These are all examples of emotional intelligence implemented in product design rather than through human-to-human interaction.
What's most important about the emotional experience is its consistency across touchpoints. The inconsistency of a consumer's emotional experience means that a person who felt good while using the app will feel a sense of dissonance if he or she is then served cold and scripted customer service.
	EI Mechanism
	Impact on Consumer Behaviour
	Evidence Strength

	Proactive delay communication
	Reduces anxiety, maintains trust
	Strong

	Personalised recommendations
	Increases order frequency, builds habit
	Moderate

	Empathetic complaint resolution
	Increases retention post-complaint
	Moderate, inconsistent

	Emotionally calibrated push notifications
	Drives impulse orders, increases engagement
	High short-term, risk of fatigue

	Consistent app UX and design
	Reduces friction, creates positive habit
	Strong


[bookmark: _Toc235901835]Table 4: Summary of EI Mechanisms and Their Impact on Consumer Purchase Behaviour
Source: (Kalliampakou and Antonopoulou, 2025)
[bookmark: _Toc235986824]4.5 Effectiveness and Gaps in Deliveroo's Current EI Strategies
[bookmark: _Toc235986825]4.5.1 Overview
The fourth and last research objective was to identify strategies that Deliveroo can employ to make better use of emotional intelligence in increasing consumer purchase behaviour. In order to do this, it is important to assess sincerely where Deliveroo excels and where it underperforms in the application of EI. Figure 8 below shows Deliveroo's gross profit increase from 2018 to 2024 (Jia et al., 2022).
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[bookmark: _Toc235901831]Figure 8: Gross Profit of Deliveroo Worldwide 2018–2024 (GBP million)
Source: (Statista, 2026)
The results obtained show year-on-year growth, with the figure increasing from GBP 91 million in 2018 to GBP 767 million in 2024 (Jia et al., 2022). This means that in six years, there was an increase of about 743%. This is due to operations worldwide, with the UK market playing a major role, considering that the company originates and operates from the UK. Financial growth is an important aspect. The fact is that it shows that the strategy employed by Deliveroo, with the aspects of EI, has been a successful one from a business perspective. Nevertheless, financial growth does not necessarily mean that EI has been fully utilised.
[bookmark: _Toc235986826]4.5.2 What Deliveroo Currently Does Well
The best examples of EI applications by Deliveroo are personalisation and proactive communications. The recommendation engine, tracking and refunding functionality, and other tools demonstrate a sincere intention to reduce consumer anxiety and satisfy their requirements. All of these components of the service demonstrate an empathic approach towards consumers who do not have to make requests for it.
Another relatively strong point of Deliveroo is the Deliveroo Plus loyalty program (Leung et al., 2025). This tool demonstrates an emotional connection between the consumer and the service since the subscriber is engaged in this process. In addition, delivery fees are eliminated as one of the most frequent sources of customer complaints. The application of motivation EI demonstrates how the interests of the service coincide with those of the consumer.
The community positioning of Deliveroo and its relations with independent restaurants is the other positive aspect of the company's operations from the perspective of EI. Those consumers who care about the well-being of local businesses will find the service emotionally appealing due to its social EI.
[bookmark: _Toc235986827]4.5.3 Where EI is Underdeveloped or Inconsistent
Nevertheless, despite these advantages, there are certain deficiencies. The first deficiency is inconsistency in the experience provided to the customer through the digital interface and the customer service provided by humans. As highlighted in Theme 3, while the automated interface performs effectively in delivering a positive experience, the human agents providing customer service do not match this performance (de Oliveira Santini et al., 2025). It is harmful for Deliveroo because it violates the emotional contract made through the digital experience. 
The second weakness that can be mentioned is the lack of self-awareness in the organization. The organization failed to respond to repeat customer complaints about the same problems, such as the quality of food and deliveries. Emotional intelligence on the part of the organisation would have identified these patterns earlier. The evidence presented shows that the organisation reacts only once these issues become visible in media and regulatory contexts.
The third gap involves emotions in promotional communication. The promotional offers of Deliveroo are mostly based on discounts and free deliveries. They serve as good short-term incentives, but they fail to develop any emotional connection. It has been seen from the competitors operating in the adjacent industry that emotional marketing works better than discounts to retain customers in the long run (Tariq, 2024).
[bookmark: _Toc235986828]4.5.4 Comparison with Other Platform-Based Businesses
In comparison with other platforms whose incorporation of EI is more profound than Deliveroo, the limitations of Deliveroo are easier to see. For instance, Amazon has established its relationship with the customer through the concept of frictionless shopping, which can be defined as self-regulation and empathy. The entire experience provided by Amazon is based on getting rid of the elements causing dissatisfaction and satisfying the needs of the consumers. As a result, consumers' trust and loyalty are created at a high level. In 2023, Amazon Prime had more than 200 million subscribers all over the world, and this success was reached due to emotional satisfaction only (Davidson and Rajeswari, 2025).
Spotify can provide another good example. The "Wrapped" marketing campaign from Spotify that gives users personalised reviews on their behaviour during the year is considered to be one of the best examples of emotionally intelligent marketing in the digital space (Annabell and Rasmussen, 2025). Every user feels that he or she is understood personally and valuable, and it attracts huge social engagement since it is emotionally rather than commercially meaningful. There is no such marketing activity in Deliveroo's strategy. An activity similar to the activity from Spotify for Deliveroo could work as an emotional as well as social activity.
Based on the above information, we can assume that Deliveroo uses emotional intelligence at the level of functionality but not at the level of emotional brand story. This is the strategic weakness that prevents the company from creating deep consumer loyalty.


	Area of EI Application
	Current Effectiveness
	Gap Identified

	Digital personalisation
	Strong
	Minor, could deepen data use

	Loyalty programme design
	Moderate
	Lacks emotional storytelling

	Human customer service
	Weak
	Significant inconsistency

	Organisational self-awareness
	Partial
	Reactive rather than proactive

	Community and brand positioning
	Moderate
	Underdeveloped compared to competitors

	Promotional communication
	Weak
	Predominantly price-led, lacks emotional narrative


[bookmark: _Toc235901836]Table 5: Summary of EI Strategy Effectiveness and Gaps at Deliveroo
Source: (Tuomi et al., 2024)
[bookmark: _Toc235986829]4.6 Chapter Summary
The results of the secondary data analysis have been presented and discussed in the context of four themes in this chapter. Theme 1 indicates that Deliveroo shows all five dimensions of emotional intelligence by Goleman's framework to different extents, and the highest is digital empathy while the lowest is human service (Salameh-Ayanian et al., 2025). It is evident in the Trustpilot rating, which is only 1.3 out of 5 points. Theme 2 concludes that the customers' purchase behaviour in the company is motivated by emotional, functional, social and digital aspects and that trust and habit are the strongest determinants of repurchase behaviour. It is supported by the valuation of Deliveroo in the UK market, which is equal to GBP 14.5 billion. Theme 3 showed that emotional intelligence impacts purchase behaviour by means of proactive communication, personalisation of recommendations, and emotional notification. However, the inconsistencies in touchpoints reduce the effect significantly. Theme 4 shows that the gross profit growth from GBP 91 million to GBP 767 million between 2018 and 2024 is an indicator of the commercial success of Deliveroo (Jia et al., 2022). At the same time, there are serious gaps in human customer service, organisational self-awareness, and emotionally based brand communication.



[bookmark: _Toc235986830]CHAPTER 5: Recommendations, Conclusion and Limitations
[bookmark: _Toc235986831]5.1 Introduction
Conclusions have been drawn from each of the four research objectives presented above, interpreting the results obtained in Chapter 4 into responses to the posed research questions. Recommendations have been formulated for Deliveroo, which can be put into practice following the findings of this study. The limitations of this study have been described along with suggestions regarding further research. The idea behind the conclusions and recommendations is to reflect upon the results rather than restate them.
[bookmark: _Toc235986832]5.2 Conclusions 
The first objective was to determine the emotional intelligence dimensions that exist in the operations of Deliveroo. An analysis of the organisation showed that all five dimensions of Goleman’s Mixed Model of emotional intelligence are evident (Sfetcu, 2023). The only difference is that some dimensions are more consistently applied than others. Empathy is the most prominent of the five dimensions and is supported by personalisation capabilities, delay notifications and automatic refunds. Self-regulation is moderately applied in all customer interaction activities. Motivation is evident in Deliveroo Plus but does not include any emotional component apart from free delivery.
The second research question focused on factors that drive customer buying behaviour at Deliveroo. They were categorised as emotional, functional, social, and digital factors. The emotional factors, such as trust and habit,t play the biggest role in repeated purchases (Netshirando et al., 2021). Functional factors like price and delivery time work well with new consumers but fail when an emotional bond is built. Social factors such as peer reviews have an influence on the choice of the platform, while digital factors such as app experience and push notifications operate throughout the entire process. Companies that know how their customers feel will always beat their competitors.
The third research objective aimed at establishing how EI affects consumer purchase behaviour. The findings proved that there is a direct and significant relationship between EI and purchase behaviour (Tariq, 2024). In line with the Stimulus-Organism-Response model, the EI-based stimulus, including personalised recommendations, empathic complaint handling, and emotion-based notifications, results in positive emotions which drive consumers to repurchase and stay loyal to the platform. However, the relationship is conditional, and the EI needs to be backed up by the operational efficiency of the platform. The lack of operational efficiency of the platform eliminates the possibility of restoring the lost trust through empathic communication.
The fourth objective entailed how Deliveroo could use some strategies in order to make emotional intelligence more effective. Below are four specific areas that need to be improved.
[bookmark: _Toc235986833]5.3 Recommendations 
Recommendation 1: Invest in EI Training for Customer Service Staff
However, the most important difference lies in the discrepancy between the digital user experience of Deliveroo and its human customer experience. A Trustpilot score of 1.3 out of 5 shows customer dissatisfaction with Deliveroo's scripted and insensitively delivered response to customer complaints (Melián-González, 2021). EI training for employees needs to be more structured and should cover topics such as active listening, empathy, and conflict resolution.
Recommendation 2: Develop an Emotionally Driven Brand Campaign
Promotions for Deliveroo tend to revolve around pricing discounts. Although discounts bring about instant gratification, it fails to develop any emotional connection (Schamp et al., 2023). The use of an annual personal summary for each customer, in the same way that Spotify does, would showcase each person’s order history and their preferred dining spots.
Recommendation 3: Redesign Deliveroo Plus Around Emotional Value
The biggest advantage of the Deliveroo Plus programme is that it provides free delivery. Although it resolves a functional problem for customers, it doesn’t motivate the customers emotionally. It is necessary to add some emotionally important advantages to the programme: an early opportunity to use new restaurants, personal food recommendations depending on the customer’s mood and the holiday, and recognition of loyalty.
Recommendation 4: Build a Proactive Consumer Feedback Loop
Deliveroo’s response to complaints is triggered only when there is an external expression of discontent. An emotionally intelligent organization recognizes the signs of dissatisfaction even before it manifests itself (Zafar et al., 2021). Deliveroo needs to introduce a feedback mechanism where sentiments are collected from every single interaction rather than just complaints. This information needs to be taken into account in decision-making about products/services.

[bookmark: _Toc235986834]5.4 Limitations of the Study
The following are the four limitations of this research paper. First, the research does not have any primary data. While secondary sources can provide information on behaviours and trends, they cannot fully cover the real emotions of individuals (Rodriguez, 2021). Second, this research paper uses a case study approach, meaning that the results obtained are only applicable to Deliveroo. Third, the use of secondary sources such as industry reports may have some business biases. However, the risks associated with biases in secondary sources were mitigated using triangulation. Fourth, the interpretivist philosophy makes the researcher subjective in the interpretation of results.
[bookmark: _Toc235986835]5.5 Recommendations for Future Research
Three approaches appear: Firstly, primary research using an interview or focus group methodology amongst Deliveroo customers will provide data on emotions not found in any secondary sources. Secondly, a comparative research design that will be conducted across several food delivery platforms in the UK may help understand whether results can be generalised for other services besides Deliveroo. Thirdly, longitudinal research of Deliveroo’s EI strategy could show how much of the gaps highlighted in the present research are overcome over time. Consumer loyalty in online markets is volatile, and a snapshot approach has its own limitations.
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	

	2
	Student Number:
	


	3
	Email address:
	

	4
	Programme of Study:
	

	5
	Supervisor:
	



SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	🗹

	2
	UWTSD Research Data Management Policy
	🗹

	3
	
	☐

	4
	
	☐



SECTION C: Details of Research Activity
	1
	Indicative title:
	The Impact of Emotional Intelligence in Consumer Purchase Behaviour: A Case Study of Deliveroo plc

	2
	Proposed start date:
	
	Proposed end date:
	

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
The purpose of this research is to explore how the level of emotional intelligence affects consumer purchase behaviour with an emphasis on the UK food delivery market, considering Deliveroo as an example.
(this box should expand as you type)

	4
	Research Question
1. What are the different types of emotional intelligence used in Deliveroo plc?
2. What factors influence customer purchase behaviour on Deliveroo?
3. What is the relationship between emotional Intelligence and Customers' purchase behaviour in Deliveroo plc?
4. What are the possible strategies that Deliveroo plc can use in utilising its emotional intelligence (EQ) more effectively to boost customer purchase behaviour?
(this box should expand as you type)

	5
	Aims of Research Activity
This study aims to find out the impact of emotional intelligence on consumer purchase behaviour in the UK food delivery industry, with a particular case study on Deliveroo.
(this box should expand as you type)

	6
	Objectives of Research Activity
· To determine the types of emotional intelligence in Deliveroo plc.
· To identify the factors of customer purchase behaviour.
· To investigate the impact of emotional intelligence in customer purchase behaviour.
· To recommend better strategies for Deliveroo plc to use emotional intelligence in increasing customer purchase behaviour.
(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This study will make use of secondary data only, and there will be no collection of any primary data from humans.
Sources of data will include industry and market research reports on the food delivery industry in the UK and information on consumer purchase behaviour of Deliveroo plc from publicly available sources.
Main sources include industry and market research reports on the food delivery industry in the UK, publicly available academic literature on consumer behaviour, and news and trade press from the UK about consumer purchase behaviour of Deliveroo. These sources will be sourced from academic databases, Google Scholar, websites and social media pages of companies and news sites from the UK. No pay-walled sources will be used.
Data will be organised based on their relevance to research objectives, and then the analysis will be done by thematic analysis method.
(this box should expand as you type)



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	🗹

	2
	Use of interviews?
	☐
	🗹

	3
	Use of focus groups?
	☐
	🗹

	4
	Use of participant diaries? 
	☐
	🗹

	5
	Use of video or audio recording?
	☐
	🗹

	6
	Use of computer-generated log files?
	☐
	🗹

	7
	Participant observation with their knowledge?
	☐
	🗹

	8
	Participant observation without their knowledge?
	☐
	🗹

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	🗹

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	🗹

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	🗹

	12
	Investigation of participants involved in illegal activities?
	☐
	🗹

	13
	Use of procedures that involve deception?
	☐
	🗹

	14
	Administration of any substance, agent or placebo?
	☐
	🗹

	15
	Working with live vertebrate animals?
	☐
	🗹

	16
	Procedures that may have a negative impact on the environment?
	☐
	🗹

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	🗹

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants?
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	🗹

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	🗹

	3
	Vulnerable adults?
	☐
	🗹

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	🗹

	5
	Prisoners?
	☐
	🗹

	6
	Young offenders?
	☐
	🗹

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	🗹

	8
	People engaged in illegal activities?
	☐
	🗹

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☐

	
	Details of any other participant groups:
N/A
(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	N/A
(this box should expand as you type)

	11
	Who will the participants be?

	N/A
(this box should expand as you type)

	12
	How will you identify the participants?
	N/A
(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	🗹

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	🗹

	15
	Will you obtain written consent for participation?
	☐
	☐
	🗹

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	🗹

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	🗹

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	🗹

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	🗹

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	🗹

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	🗹

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	🗹

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	🗹

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	🗹
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	🗹

	28
	If YES to any question, please provide full details 

	
	N/A
(this box should expand as you type)



SECTION F: Anticipated Risks

	
	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:
N/A
(this box should expand as you type)
	How you will mitigate the risk to participants:
N/A
(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	N/A
(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
N/A
(this box should expand as you type)
	How you will mitigate the risk to the investigator:
N/A
(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
N/A
(this box should expand as you type)
	How you will mitigate the risk to the University:
N/A
(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
N/A
(this box should expand as you type)
	How you will mitigate the risk to environment:
N/A
(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.

(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	🗹

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
🗹

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	🗹

	6
	University computers?
	🗹
	☐

	7
	Private company computers?
	☐
	🗹

	8
	Home or other personal computers?
	🗹
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	🗹

	10
	“Cloud” storage or websites?
	🗹
	☐

	11
	Other – specify:

	☐
	🗹

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	All data and drafts of the dissertation will be stored in secure cloud storage using the University Office 365 platform without being shared with any third party. The data will not be stored on any unsecured and shared computers. Since there is no involvement of any participants in this study, no audio or visual data will be collected. Hence, anonymization will not be necessary.

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	🗹

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	🗹

	15
	Sharing of data with other organisations?
	☐
	🗹

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	🗹

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	🗹

	18
	Publication of data that might allow identification of individuals?
	☐
	🗹

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Data will be accessible to the researcher and the supervisor of the dissertation. The dissertation can also be accessed by an external examiner or second marker as part of the normal evaluation procedure.
(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The principal researcher.
(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data and drafts of the dissertation will be stored in secure cloud storage using the University Office 365 platform without being shared with any third party. The data will not be stored on any unsecured and shared computers. Since there is no involvement of any participants in this study, no audio or visual data will be collected. Hence, anonymization will not be necessary.
(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	🗹

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	🗹




SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	🗹
	☐

	2
	Generate and/or edit text?
	☐
	🗹
	☐

	3
	Generate graphics?
	☐
	🗹
	☐

	4
	Generate video?
	☐
	🗹
	☐

	5
	Generate sound/music?
	☐
	🗹
	☐

	6
	Generate code?
	☐
	🗹
	☐

	7
	Generate synthetic data?
	☐
	🗹
	☐

	8
	Analyse data?
	☐
	🗹
	☐

	9
	Analyse personal or sensitive data?
	☐
	🗹
	☐

	10
	Classify data?
	☐
	🗹
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	🗹
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	I didn’t use any AI.
(this box should expand as you type)




SECTION J: Declaration
	
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	
	1
	Signature of applicant:
	
	Date:


	2
	Supervisor:
	
	Date:

	3
	Signature:
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