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[bookmark: _Toc226024276]Abstract
This dissertation analyses the effects of digital innovation on customer experience in the ride-hailing sector, with a specific focus on Uber's operations in the United Kingdom. Digital technologies — encompassing smartphone applications, real-time GPS tracking systems, and automated payment platforms — have fundamentally restructured the transportation industry, enabling platform-based organisations to deliver services characterised by enhanced efficiency, accessibility, and convenience.
The study evaluates the extent to which Uber's core digital innovations influence overall service quality, customer satisfaction, and trust. A positivist, quantitative methodology was adopted, with primary data collected from 30 UK-based Uber users via a structured online survey. Descriptive statistical analysis was applied to identify patterns in customer perception across key dimensions: ease of use, real-time tracking, cashless payment, perceived safety, pricing transparency, and overall satisfaction.
The findings indicate that digital features are positively associated with convenience and satisfaction; however, the data also reveal significant concerns regarding surge pricing and pricing transparency, which adversely affect perceptions of fairness and reliability. Critically, overall satisfaction (73%) coexists with notable pricing dissatisfaction (33%), demonstrating that technological efficiency alone is insufficient to guarantee a positive customer experience. These findings augment the current research by demonstrating that the link between digital innovation and customer experience is neither linear nor uniform, but is mediated by perceptions of fairness, transparency, and trust.
The study concludes with strategic recommendations for Uber, including real-time fare explanations, enhanced safety communication, and the introduction of hybrid digital-human support channels. Directions for future research are also proposed.


[bookmark: _Toc226024277]Chapter 1 — Introduction
[bookmark: _Toc226024278]1.1 Background of the Study
Digital innovation has fundamentally transformed the operational and strategic landscape of service industries over the past two decades. The rapid advancement of mobile technology, artificial intelligence, and data analytics has enabled organisations to redesign their service delivery models and reshape customer interactions in ways that were previously inconceivable (Bharadwaj et al., 2013; Vial, 2019). As Verhoef et al. (2021) note, digital transformation signifies not just a technological upgrade but a structural reconfiguration of how value is created, delivered, and captured across industries. In the United Kingdom specifically, digital adoption rates have accelerated considerably in the post-pandemic period, with consumers increasingly expecting seamless, integrated digital experiences from the service providers they engage with (UK Finance, 2022).
The transportation and mobility sector provides a particularly instructive case study of this transformation. Traditional taxi services, characterised by physical hailing, cash transactions, and opaque pricing, have been substantially disrupted by the emergence of ride-hailing platforms that leverage digital infrastructure to mediate supply and demand in real time (Cramer and Krueger, 2016). Uber Technologies Inc. stands at the forefront of this disruption: since entering the UK market in 2012, it has deployed an array of digital innovations — including real-time GPS tracking, algorithmic pricing, cashless payment systems, and two-way rating mechanisms — that have redefined the customer journey in urban transportation (Uber Technologies Inc., 2024). By 2024, Uber operated in more than 40 cities across the United Kingdom, processing millions of journeys each month and employing a driver network of over 70,000 active partners.
However, as the existing literature increasingly acknowledges, the impact of digital innovation on customer experience is neither straightforwardly positive nor uniformly distributed across user groups. Whilst features such as real-time tracking and cashless payment reduce transaction friction and enhance perceived control, algorithmic mechanisms such as surge pricing introduce new sources of frustration, uncertainty, and perceived injustice (Chen, Zhang and Xu, 2021). Furthermore, concerns regarding data security, driver accountability, and platform governance continue to complicate the relationship between technological capability and customer trust (Lemon and Verhoef, 2016). In the UK context, Uber's relationship with regulators has also been fraught: Transport for London revoked Uber's operating licence on multiple occasions between 2017 and 2022, citing concerns about passenger safety and corporate governance, which has inevitably shaped public perceptions of the platform (Transport for London, 2022).
It is within this context that the present study is situated. Rather than treating digital innovation as an unambiguously positive force, this research adopts a critical perspective that examines both the enabling and constraining dimensions of Uber's technological platform, with a focus on how UK customers perceive and evaluate these innovations in practice. This is an important and timely contribution: as ride-hailing becomes an increasingly normalised part of urban mobility, understanding what drives — and what undermines — customer satisfaction is essential for both practitioners seeking to improve their platforms and policymakers seeking to regulate them effectively.
[bookmark: _Toc226024279]1.2 Research Problem
Despite the evident operational advantages of Uber's digital platform, a range of unresolved tensions persists between technological efficiency and customer experience. Surge pricing — a dynamic pricing mechanism that adjusts fares in response to real-time demand fluctuations — represents perhaps the most contentious of these tensions. Whilst the algorithm is designed to optimise driver supply during periods of high demand, it is frequently perceived by users as arbitrary and unfair, undermining the trust that is essential to sustained platform engagement (Chen, Zhang and Xu, 2021; Li et al., 2020). Customers who feel exploited during high-demand periods may seek alternative providers, threatening the long-term loyalty that underpins Uber's business model.
Safety and accountability present additional challenges. The substitution of human oversight with automated systems — driver ratings, identity verification, and trip monitoring — may enhance operational scalability, but it also introduces structural vulnerabilities. When these systems fail or are perceived to fail, the consequences for customer trust can be disproportionate (Lemon and Verhoef, 2016). Moreover, as competitors such as Bolt and Veezu continue to develop comparable digital capabilities, Uber's competitive advantage can no longer rest on technological novelty alone. This research, therefore, addresses the following problem: despite widespread adoption of Uber's digital platform among UK users, the relationship between specific digital innovations and customer satisfaction, trust, and perceived fairness remains insufficiently understood, particularly within the UK market context.

[bookmark: _Toc226024280]1.3 Research Aim
The primary aim of this research is to evaluate how digital innovation influences customer satisfaction, loyalty, and trust in Uber's UK operations.
[bookmark: _Toc226024281]1.4 Research Objectives
To achieve this aim, the research pursues the following objectives:
1. To identify and categorise the key digital innovations implemented by Uber in the UK market.
1. To examine how these innovations influence customer experience, encompassing dimensions of convenience, reliability, safety, and perceived value.
1. To explore customer perceptions of Uber's digital services relative to competing transportation platforms.
1. To develop strategic recommendations to assist Uber in enhancing its digital innovation strategy and improving customer satisfaction.
[bookmark: _Toc226024282]1.5 Research Questions
1. What are the key digital innovations that Uber has introduced to enhance customer experience in the UK?
1. How do these digital innovations affect customer satisfaction, trust, and loyalty?
1. What advantages and disadvantages do customers perceive when using Uber's digital platform?
1. How can Uber improve its digital innovation strategy to enhance customer satisfaction and maintain a competitive advantage?
[bookmark: _Toc226024283]1.6 Significance of the Study
This research contributes to both academic knowledge and managerial practice. From a theoretical standpoint, it extends the literature on digital innovation and customer experience by examining how specific platform features interact with psychological constructs such as perceived fairness, trust, and satisfaction. Whilst numerous studies have investigated the disruptive effects of Uber's business model at a global level, empirical research focused on UK customer perceptions remains limited (Verhoef et al., 2021), representing a gap that this study seeks to address. From a practical standpoint, the findings offer actionable insights for Uber and comparable digital platforms. By identifying specific dimensions of the customer experience where digital innovation falls short of its potential, the study provides a targeted evidence base for service improvement. It contributes to wider debates regarding algorithmic accountability and digital governance.
[bookmark: _Toc226024284]1.7 Structure of the Dissertation
This dissertation is organised into five chapters. Chapter 1 has introduced the research context, problem, aim, objectives, and questions. Chapter 2 critically reviews the academic literature on digital innovation, customer experience, and platform-based business models. Chapter 3 details the research methodology, including the philosophical orientation, research design, data collection procedures, sampling strategy, and analytical approach. Chapter 4 presents and critically analyses the survey findings, situating the data within the broader theoretical context established in Chapter 2. Chapter 5 synthesises the key conclusions, develops strategic recommendations, acknowledges challenges, and proposes potential areas for research.	Comment by Mohammad Rahman: Clear, logical structure. Each chapter flows naturally into the next, and the signposting throughout (e.g. section summaries, chapter introductions) is effective. The organisation of Chapter 4 by thematic dimension is particularly well-judged.


[bookmark: _Toc226024285]Chapter 2 — Literature Review	Comment by Mohammad Rahman: Good use of theory — the application of Huang & Rust (2021) on digital intelligence types and Srnicek (2017) on platform extractivism adds genuine depth. These are not simply cited; they are deployed analytically to interrogate the Uber case.	Comment by Mohammad Rahman: Strong critical analysis throughout. Your engagement with Verhoef et al. (2021), Lemon & Verhoef (2016), and Chen, Zhang & Xu (2021) demonstrates a sophisticated understanding of the theoretical landscape. The dissertation moves convincingly beyond surface description to interrogate the tensions between digital innovation and customer experience. Well done.
[bookmark: _Toc226024286]2.1 Introduction
Digital innovation has developed as one of the defining forces reshaping service industries in the twenty-first century. In the transportation sector, the proliferation of platform-based ride-hailing services has generated significant academic interest, prompting scholars to examine the relationship between digital technologies and customer experience from multiple theoretical angles. This chapter critically reviews current research on technological advancement, customer experience on digital platforms, the sharing economy, and Uber's specific technological innovations. It identifies areas of consensus and contention within the field, and concludes by articulating the research gap that the present study seeks to address.
[bookmark: _Toc226024287]2.2 Digital Innovation in Service Industries
Digital innovation is broadly defined as the integration of digital technologies to generate new value propositions and transform existing business processes (Nambisan et al., 2017). Bharadwaj et al. (2013) conceptualise digital company tactics as an integration of IT strategy and business strategy, arguing that organisations that successfully align their technological capabilities with strategic objectives are better positioned to achieve sustainable competitive advantage. This framework has been widely applied to the analysis of platform-based service companies, including Uber, Airbnb, and Deliveroo, all of which have used digital technology to disrupt established markets and capture significant market share.
However, the prevailing optimism surrounding digital innovation warrants critical scrutiny. Much of the foundational literature in this area — including Bharadwaj et al. (2013) and Vial (2019) — tends to present digital transformation as an unambiguously progressive process, with insufficient attention paid to its unintended consequences for end users. Li et al. (2020) offer a more nuanced perspective, contending that algorithmic decision-making systems may simultaneously enhance operational efficiency and reduce organisational transparency, thereby complicating users' ability to comprehend how outcomes such as pricing or service allocation are determined. This tension between efficiency and transparency is particularly salient in the context of ride-hailing platforms, where algorithmic mechanisms govern key aspects of the customer experience that users often do not fully understand.
Verhoef et al. (2021) extend this critique by arguing that digital transformation can only deliver meaningful value when it is integrated with customer-centric design principles. In their view, many organisations prioritise technological capability over user experience, resulting in systems that are functionally sophisticated but experientially unsatisfying. This is a critical insight: it suggests that the mere adoption of digital innovation is not sufficient for competitive advantage; organisations must also ensure that their digital systems are designed with user needs, expectations, and emotional responses at their centre. More recently, Huang and Rust (2021) distinguish between mechanical, analytical, and intuitive digital intelligence, arguing that the effectiveness of digital innovation depends on deploying the appropriate type in relation to specific customer needs. Their framework implies that ride-hailing platforms face particular challenges in emotionally demanding situations — such as safety incidents or pricing disputes — where automated systems are likely to fall short of customer expectations.
The literature, therefore, presents a complex and contested picture of digital innovation in service industries. On one hand, digital technologies offer genuinely transformative possibilities for service efficiency, accessibility, and personalisation. In contrast, they present novel types of opacity, inequality, and user vulnerability that may undermine the customer experience they are intended to enhance. This tension frames the theoretical context for the present study.
[bookmark: _Toc226024288]2.3 Customer Experience in Digital Platforms
Customer experience (CX) is defined by Lemon and Verhoef (2016, p.71) as a multiple idea encompassing cognitive, feelings, behavioural, tactile, and social actions throughout the full client experience.
 This definition highlights the complexity of customer experience as a phenomenon that extends beyond individual transactions to encompass the totality of a customer's interactions with an organisation. Crucially, it also recognises that customer experience is shaped by both functional and emotional factors — a distinction that is particularly important in the context of digital platforms, where the absence of human interaction may amplify the emotional significance of functional failures.
In digital service contexts, this complexity is amplified by the mediating role of technology. Homburg, Jozic and Kuehnl (2017) argue that organisations must carefully manage digital touchpoints to ensure seamless and coherent experiences across the customer journey, identifying user interface design, service reliability, and navigational ease as critical determinants of digital client interaction. Bolton et al. (2018) demonstrate that digital platforms can enhance customer convenience by integrating multiple service functions — booking, payment, and feedback — within a single interface, thereby reducing transaction costs and cognitive load for users. This integration is a core feature of Uber's platform and is widely cited as a primary driver of its appeal.
However, the benefits of digitalisation must be weighed against its drawbacks. Grewal, Roggeveen and Nordfalt (2020) caution that excessive automation can undermine customer satisfaction, particularly in situations requiring personalised intervention or empathetic communication. This finding is particularly relevant in the context of complaint handling and safety incidents, where automated responses — such as chatbots or form-based complaint systems — may be perceived as inadequate or dismissive. Halvorsrud, Kvale and Folstad (2016) further highlight the significance of service failure and recovery in shaping long-term customer perceptions, arguing that how organisations respond to problems is often more consequential for loyalty than the absence of problems in the first place. For Uber, this suggests that investment in responsive, human-centred customer support mechanisms may be as important as investment in front-end digital features.
It is also worth noting that customer experience is not uniform across user groups. Pine and Gilmore (1998), whose foundational work on the experience economy remains influential, argued that customers increasingly evaluate service providers not merely on what they deliver, but on how the experience makes them feel. This emotional dimension of customer experience is particularly relevant for ride-hailing platforms, where factors such as personal safety, perceived fairness, and social trust play important roles in shaping overall evaluations.
[bookmark: _Toc226024289]2.4 Digital Platforms and the Sharing Economy
The emergence of online resources has catalysed the emergence of the sharing economy, a mode of economic organisation characterised by peer-to-peer exchange mediated by digital intermediaries (Schor and Attwood-Charles, 2017). Parker, Van Alstyne and Choudary (2016) argue that the competitive advantage of platform businesses derives primarily from connection effects: the platform's worth escalates with the growth of participants, creating powerful barriers to entry and enabling rapid market dominance. In the ride-hailing sector, this dynamic has allowed Uber to achieve a dominant position in many urban markets, including London, Manchester, Birmingham, and several other major UK cities.
However, critics such as Srnicek (2017) contend that platform monopolies are fundamentally extractive in character, capturing value from both drivers and riders whilst externalising costs and risks onto these groups. This critique has significant implications for the interpretation of customer experience data: satisfaction with Uber's digital platform may partly reflect the absence of viable alternatives rather than genuine preference. Furthermore, the regulatory environment plays a significant role in shaping the platform economy. In the UK, Uber's operating licence has been subject to repeated legal challenges, most notably in London, where Transport for London revoked its licence on multiple occasions, citing passenger safety concerns (Transport for London, 2022). Whilst Uber regained its licence following remedial measures, these episodes highlight the fragility of consumer trust in platform-based services and the commercial importance of regulatory compliance as a dimension of customer experience.
[bookmark: _Toc226024290]2.5 Uber's Digital Innovation and Customer Experience
Uber's technological platform is built upon a suite of interrelated digital innovations that collectively define the customer experience. Real-time GPS tracking allows passengers to monitor their driver's location and receive accurate estimated arrival times, lowering the uncertainty and apprehension linked to awaiting a vehicle — a chronic source of dissatisfaction under the traditional taxi model (Cramer and Krueger, 2016; Bolton et al., 2018). The cashless payment system eliminates the friction of cash transactions by enabling automatic, post-journey billing through the mobile application. The two-way rating system creates a mechanism of mutual accountability, incentivising appropriate behaviour from both drivers and passengers and providing a continuous feedback loop to support service quality (Chen, Zhang and Xu, 2021).
Despite these advantages, several of Uber's digital innovations have attracted sustained criticism. Surge pricing — the algorithmic mechanism that increases fares during high demand — is perhaps the most controversial. Whilst Uber presents it as a market-clearing mechanism that incentivises driver supply when it is most needed, Chen, Zhang and Xu (2021) demonstrate that customers frequently perceive surge pricing as arbitrary and exploitative, particularly when price increases coincide with adverse weather conditions, major events, or late-night travel. This perception of unfairness has a measurable negative impact on customer satisfaction and trust, even among users who are broadly satisfied with other aspects of the platform. Critically, this finding challenges the assumption that operational efficiency and customer experience are inherently aligned: an algorithmically rational mechanism may nonetheless be experienced as fundamentally unjust by the very customers it is intended to serve.
Safety represents a second major area of tension. Uber's digital safety features — including emergency assistance buttons, ride-sharing tracking with trusted contacts, and driver identity verification — have been progressively enhanced in response to high-profile incidents and regulatory pressure. However, as Grewal et al. (2020) observe, the effectiveness of these features depends not only on their technical functionality but on users' awareness, understanding, and confidence in them. Möhlmann and Zalmanson (2017) argue that trust in ride-hailing platforms is constructed through a complex interplay of technological, social, and institutional factors, implying that digital safety innovations can only partially address the safety concerns that some users — particularly women travelling alone at night — continue to experience.
Comparative research provides additional context. Studies examining user preferences across multiple ride-hailing platforms indicate that whilst Uber's brand recognition and network coverage provide a competitive advantage, these advantages are increasingly offset by concerns about pricing transparency and customer service quality (Rayle et al., 2016). As the market matures and competitors such as Bolt close the technological gap, the determinants of customer loyalty are shifting from feature availability to service quality, perceived fairness, and emotional trust — a transition with significant strategic implications for Uber.
[bookmark: _Toc226024291]2.6 Research Gap
The foregoing review reveals several significant gaps in the existing literature. First, the majority of empirical studies on ride-hailing platforms focus on the United States or global samples, with limited attention to the specific characteristics of the UK market, including its distinctive regulatory environment, consumer culture, and competitive landscape. Second, whilst existing studies have examined digital innovation and customer experience as separate constructs, few have investigated the specific mechanisms through which individual digital features shape perceptions of fairness, trust, and satisfaction in an integrated framework. In particular, the mediating roles of pricing transparency and safety perception in the relationship between digital innovation and overall satisfaction remain underexplored (Li et al., 2020). Third, the predominance of secondary data and theoretical modelling limits the ecological validity of existing findings. The present study addresses these gaps by conducting a primary quantitative investigation of UK Uber users' perceptions.


[bookmark: _Toc226024292]2.7 Summary
This chapter has critically reviewed the literature on digital innovation, customer experience, and platform-based business models. The review has established that the relationship between digital innovation and customer experience is not straightforwardly positive but is modulated by perceptions of fairness, transparency, and trust. It has also identified important gaps in existing empirical research, particularly regarding the UK market and the specific mechanisms through which digital features shape customer satisfaction. These insights provide the theoretical foundation for the empirical investigation that follows.


[bookmark: _Toc226024293]Chapter 3 — Research Methodology
[bookmark: _Toc226024294]3.1 Introduction
This chapter outlines the methodological framework employed to investigate the impact of digital innovation on customer experience in Uber's UK operations. It addresses the research philosophy, approach, design, data collection methods, sampling strategy, data analysis techniques, ethical considerations, and limitations, providing a transparent account of the decisions made at each stage of the research process. The decisions documented here are grounded in established methodological literature and reflect the specific requirements of this study's aims and research questions.
[bookmark: _Toc226024295]3.2 Research Philosophy
The concept of research philosophy denotes the collection of assumptions and convictions that underpin the study's approach to knowledge generation (Saunders, Lewis and Thornhill, 2019). This study is grounded in a positivist philosophy, which holds that social phenomena can be investigated objectively using systematic empirical methods, and that the resulting data can be subjected to statistical analysis to produce knowledge that is reliable, replicable, and generalisable. Positivism is particularly appropriate for this study because it seeks to identify measurable patterns in customer perceptions and to test the applicability of existing theoretical frameworks — concerning digital innovation and customer experience — within a specific empirical context (Bryman, 2016). The positivist stance also aligns with the deductive research approach adopted, in which theoretical constructs identified in the literature are operationalised as measurable variables and tested against observed data.
It is acknowledged that a positivist approach has inherent limitations. In particular, it may not fully capture the subjective, interpretive dimensions of customer experience — the meanings, motivations, and emotional responses — that are better accessed through qualitative methodologies such as interviews or focus groups. However, given the study's aim of identifying broad patterns across a sample of UK Uber users and testing theoretically derived propositions, positivism offers the best philosophical basis for this inquiry.



[bookmark: _Toc226024296]3.3 Research Approach
The study employs a deductive research methodology, wherein theoretical propositions derived from the literature review are tested against empirical data collected from survey respondents. As Bryman (2016) explains, the deductive approach moves from theory to observation, using data to confirm, refine, or challenge existing concepts. In this study, the literature review in Chapter 2 identified key theoretical constructs — including ease of use, pricing transparency, perceived safety, and overall satisfaction — that were operationalised as survey items and subsequently tested against the expressed perceptions of UK Uber users. This approach contrasts with the inductive approach, which would build theory from observations without prior theoretical commitments; given the substantial existing literature on digital innovation and customer experience, a deductive approach is more appropriate and efficient.
[bookmark: _Toc226024297]3.4 Research Design
A cross-sectional survey design was adopted for this study.  Survey-based methodologies are extensively employed in consumer behaviour research as they allow for the systematic gathering of standard data from a participant sample, hence enabling comparison and statistical analysis. (Hair et al., 2019). A cross-sectional design — in which data are collected from all participants at a single point in time — is appropriate given the study's focus on current customer perceptions rather than longitudinal change over time. The survey instrument was structured around a five-point Likert scale format, with items rated on a scale from 'Strongly Disagree' (1) to 'Strongly Agree' (5). This format is well-established in customer experience research, enabling the quantification of attitudes and perceptions in a form amenable to descriptive statistical analysis (Bryman, 2016).
[bookmark: _Toc226024298]3.5 Data Collection Methods
Primary data were collected via an online questionnaire administered to UK residents who had used Uber within the preceding 12 months. The questionnaire comprised 12 structured items organised into four sections: respondent profile (usage frequency, age group, duration of use); digital feature evaluation (app usability, real-time tracking, cashless payment, ETA reliability); customer experience dimensions (perceived safety, comparative convenience, pricing transparency); and overall satisfaction and recommendation intent. The online distribution channel — via social media platforms and personal networks — was selected for its practical efficiency and capacity to reach a geographically dispersed sample within the limited timeframe of an academic dissertation project (Saunders, Lewis and Thornhill, 2019). All responses were collected anonymously and stored securely.
[bookmark: _Toc226024299]3.6 Sampling Strategy
Convenience sampling — a non-probability technique in which participants are recruited on the basis of accessibility and willingness to participate — was employed in this study. The survey was distributed via social media networks and personal contacts, targeting individuals who self-identified as current or recent UK Uber users. A sample of 30 participants was obtained. It is important to justify this sample size with reference to the academic literature. Bryman (2016) acknowledges that convenience samples of 25-30 participants are commonly used and considered appropriate for small-scale, exploratory quantitative studies at taught postgraduate level, where the primary objective is to generate indicative findings rather than statistically generalisable results. Saunders, Lewis and Thornhill (2019) similarly note that sample size requirements are relative to the purpose and scope of the research: for descriptive surveys employing frequency analysis, a sample of 30 can yield meaningful patterns provided its limitations are transparently acknowledged. Cohen (1992) further argues that the minimum sample required for adequate statistical power depends on the effect size and analytical complexity; for the descriptive analyses employed in this study, a sample of 30 is broadly sufficient. Nevertheless, it is recognised that convenience sampling introduces potential biases, most notably the over-representation of younger, digitally literate users, which may limit the transferability of the findings.	Comment by Mohammad Rahman: Area for improvement — Sample Size: n=30 is the acknowledged minimum for this level of study, and you handle the limitation transparently. However, consider whether your conclusions could be framed more tentatively in places. For future work, a larger sample stratified by age and usage frequency would substantially strengthen generalisability.
[bookmark: _Toc226024300]3.7 Data Analysis Techniques
Descriptive statistical analysis was employed to analyse the survey data, including frequency distribution and percentage analysis, presented in tabular and narrative form (Field, 2018). The findings are interpreted in relation to the theoretical frameworks identified in Chapter 2, enabling assessment of the extent to which the empirical data support, contradict, or extend the existing literature. It is acknowledged that more sophisticated statistical techniques — such as regression analysis or factor analysis — would be required to test causal relationships between variables and to establish the relative predictive weight of individual digital features; this represents a limitation of the current study and a direction for future research.	Comment by Mohammad Rahman: Area for improvement — Statistical Analysis: Descriptive statistics are appropriate here, but the study would benefit from even basic inferential analysis — for example, a Spearman correlation between pricing transparency scores (Q11) and overall satisfaction (Q13) would empirically test one of your central arguments. This is flagged as a direction for future research, but even a brief exploratory analysis would strengthen Chapter 4.


[bookmark: _Toc226024301]3.8 Ethical Considerations
The study was executed in complete compliance with the University's Research Ethics and Integrity Code of Practice. Participation was entirely voluntary, and all respondents were informed of the study's purpose, the anonymous and confidential nature of their responses, and their right to withdraw at any time without consequence or penalty. No personally identifiable information was collected at any point during the research process. All data were stored securely on a password-protected personal device and used solely for the academic purposes of this dissertation. The study did not involve any deception, harm, inducement, or undue influence on participants.
[bookmark: _Toc226024302]3.9 Research Limitations
Numerous constraints must be addressed. The application of convenience sampling limits the sample's representativeness, with the predominance of 18-34-year-old respondents suggesting a systematic under-representation of older users who may have different perceptions of digital features. Second, the relatively small sample size (n=30) limits statistical power and the generalisability of the findings to the broader UK Uber user population. Third, the cross-sectional design captures perceptions at a single point in time and cannot assess how customer experience evolves over time or in response to platform changes. Fourth, self-reported data are subject to response bias: participants may provide socially desirable answers or may not accurately recall their experiences. These limitations are significant and are discussed further in Chapter 5.
[bookmark: _Toc226024303]3.10 Summary
This chapter has outlined a positivist, deductive, quantitative research design employing an online cross-sectional survey and descriptive statistical analysis. The methodological decisions taken at each stage have been justified with reference to the academic literature, and the study's limitations have been transparently acknowledged. The data collected through this methodology form the basis of the analysis presented in Chapter 4.


[bookmark: _Toc226024304]Chapter 4 — Results and Discussion
[bookmark: _Toc226024305]4.1 Introduction
[bookmark: _Toc226024306]This chapter presents and critically analyses the data collected from 30 UK-based Uber users via the online survey described in Chapter 3. The results are organised thematically, corresponding to the key dimensions of customer experience identified in the literature review: respondent usage profile, ease of use, real-time tracking, cashless payment, perceived safety, pricing transparency, and overall satisfaction. For each dimension, the frequency distribution is presented in tabular form, followed by an extended critical discussion that situates the findings within the theoretical context established in Chapter 2, addresses the study's research questions, and considers the practical implications for Uber's digital strategy. The chapter finishes with a thorough overview of the principal findings and their implications. It is crucial to acknowledge from the beginning that the findings must be interpreted considering the sampling restrictions outlined in Chapter 3: the sample is biased towards younger, more digitally literate consumers, potentially exaggerating favourable assessments of digital features.	Comment by Mohammad Rahman: Area for improvement — Visuals: The data tables are clear, but bar charts or pie charts for key variables (e.g. usage frequency, age distribution, Q11 vs Q13 comparison) would make patterns immediately visible to the reader. Consider adding at least 2–3 figures to Chapter 4 in future iterations.	Comment by Mohammad Rahman: Insightful finding: the coexistence of 73% overall satisfaction with 33% pricing dissatisfaction is the most important result in this study. Your interpretation — that technological efficiency does not guarantee a positive experience — is well-argued and original.
4.2 Respondent Profile: Usage Frequency

	Usage Frequency
	Number of Respondents
	Percentage

	Daily
	4
	13%

	Weekly
	10
	33%

	Monthly
	11
	37%

	Rarely
	5
	17%



The data indicate that 70% of respondents use Uber on at least a monthly basis, with monthly users (37%) constituting the largest subgroup, followed by weekly users (33%). Only 13% of respondents reported using the platform daily, whilst 17% used it rarely. This usage distribution has several important implications for the interpretation of the findings.
First, the predominance of regular users — those using the platform at least monthly — suggests that most respondents possess sufficient familiarity with Uber's digital features to provide informed and considered evaluations. Users who engage with the platform frequently are more likely to have encountered its features in a range of contexts, including both routine journeys and more challenging situations such as surge pricing events or service failures. This experiential breadth arguably strengthens the validity and representativeness of their perceptions compared to infrequent users who may base their judgements on a limited number of interactions.
Second, the relatively low proportion of daily users (13%) is consistent with research suggesting that Uber functions primarily as a supplementary rather than primary mode of transport for most UK users (Rayle et al., 2016). Users who rely on Uber infrequently may evaluate its digital features through a different lens than habitual users: they may be more impressed by features they encounter rarely, potentially inflating satisfaction scores, or they may be more sensitive to unexpected price increases if they are unfamiliar with surge pricing dynamics. This variation in evaluative context is an important caveat when interpreting the aggregate findings presented below.
Third, the absence of a large cohort of daily users limits the study's ability to capture the experience of Uber's most intensive and commercially significant customers. Daily users are likely to have the most sophisticated and nuanced views of the platform's strengths and weaknesses, and their under-representation in this sample represents a direction for future research.
[bookmark: _Toc226024307]4.3 Age Distribution of Respondents

	Age Group
	Number
	Percentage

	18–24
	12
	40%

	25–34
	9
	30%

	35–44
	5
	17%

	45–54
	3
	10%

	55+
	1
	3%



The sample is heavily skewed towards younger respondents, with 70% aged under 35. The largest single group is the 18-24 age bracket (40%), reflecting the demographic that is most intensively associated with digital platform adoption in the UK. This distribution is consistent with Bolton et al.'s (2018) finding that younger consumers exhibit greater comfort and proficiency with mobile applications and are consequently more likely to use and positively evaluate platform-based services. Younger users may also be more price-sensitive — making surge pricing a more salient concern — and less likely to own personal vehicles, increasing their reliance on ride-hailing services.
However, the significant under-representation of older respondents (only 13% aged 45 or above) represents a notable limitation of the convenience sampling approach. Older users may have substantively different experiences of Uber's digital platform: lower digital literacy may render features such as real-time tracking less intuitive and more frustrating; stronger preferences for human interaction may make the absence of in-person customer support more acutely felt; and heightened safety concerns — particularly for women and elderly users — may make the limitations of Uber's digital safety features more consequential. The absence of adequate representation from these groups means that the current findings are likely to overestimate overall satisfaction with Uber's digital innovations and should be read as reflecting primarily the experiences of younger, digitally engaged users. This is an important caveat that future research should address through stratified sampling designs.
[bookmark: _Toc226024308]4.4 Ease of Use of the Uber App

	Response
	Number
	Percentage

	Strongly Agree
	11
	37%

	Agree
	13
	43%

	Neutral
	4
	13%

	Disagree
	2
	7%

	Strongly Disagree
	0
	0%



A substantial majority of respondents (80%) agreed or strongly agreed that the Uber application is easy to use, with no respondents strongly disagreeing. This is the joint highest positive rating alongside real-time tracking, and reflects Uber's considerable investment in user interface design and usability testing over the course of its UK operation.
This finding is consistent with Homburg, Jozic and Kuehnl's (2017) assertion that user interface design is a primary determinant of digital customer experience, and affirms that Uber has successfully met users' functional expectations for a simple, intuitive booking process. The ability to book a ride, track a driver, and complete payment within a single seamless interface — without the need for telephone calls, cash, or physical interaction — represents a significant reduction in transaction friction compared to the traditional taxi model (Cramer and Krueger, 2016).
Critically, however, ease of use should not be conflated with overall satisfaction. As Verhoef et al. (2021) caution, a technically proficient interface may still generate dissatisfaction if other dimensions of the service — such as pricing or safety — are experienced as inadequate. The present data bear this caution out forcefully: the 80% ease-of-use satisfaction rate coexists with only 44% pricing transparency satisfaction, illustrating the multi-dimensional nature of customer experience and the limitations of relying on any single indicator. Furthermore, the 7% of respondents who disagreed with the ease-of-use statement represent a minority that should not be dismissed: they may include older users, users with accessibility needs, or users who have encountered specific interface difficulties — groups whose experiences are particularly likely to be underserved by a platform designed primarily with younger, tech-savvy users in mind.
[bookmark: _Toc226024309]4.5 Real-Time Ride Tracking

	Response
	Number
	Percentage

	Strongly Agree
	14
	47%

	Agree
	10
	33%

	Neutral
	4
	13%

	Disagree
	2
	7%

	Strongly Disagree
	0
	0%



Real-time tracking elicited the highest proportion of strongly positive responses of any digital feature evaluated, with 47% of respondents strongly agreeing and a further 33% agreeing — an 80% positive response rate overall. This finding identifies real-time tracking as the digital innovation most strongly associated with enhanced customer confidence and trust.
The theoretical significance of this finding is considerable. Lemon and Verhoef (2016) identify predictability and transparency as central components of positive customer experience in service contexts: when customers know what to expect, when to expect it, and what is happening at each stage of the service process, their anxiety and uncertainty are reduced, and their sense of control is enhanced. Real-time tracking directly addresses these psychological needs by making the previously opaque process of waiting for a taxi visible, measurable, and manageable. This transformation — from passive waiting to active monitoring — represents a fundamental shift in the power relationship between the service provider and the customer.
Real-time tracking also has important implications for perceived safety. The ability to see the driver's vehicle approaching in real time, to confirm the vehicle's registration and the driver's identity, and to share one's journey with trusted contacts provides multiple layers of reassurance that were absent from the traditional taxi experience. For users travelling alone, particularly at night, these features may be the most important determinant of their willingness to use the platform at all. The strong positive response to this item, therefore, reflects not only functional satisfaction but also emotional reassurance — a dimension of customer experience that is frequently underweighted in purely transactional analyses.
The 20% of respondents who were neutral or dissatisfied with real-time tracking may reflect users who have experienced technical failures — GPS inaccuracies, ETA errors, or driver location discrepancies — that undermine the reliability of the feature in practice. This suggests that the value of real-time tracking is contingent on its consistent technical performance: a single significant failure may erode the trust that accurate tracking builds over many interactions.





[bookmark: _Toc226024310]4.6 Convenience of Cashless Payments

	Response
	Number
	Percentage

	Strongly Agree
	15
	50%

	Agree
	11
	37%

	Neutral
	3
	10%

	Disagree
	1
	3%

	Strongly Disagree
	0
	0%



The cashless payment system received the most consistently positive evaluation of any feature assessed, with 87% of respondents rating it as convenient and half of all respondents strongly agreeing. This near-universal positive response reflects the profound shift in payment norms that has occurred in the UK in recent years, particularly since the COVID-19 pandemic, which dramatically accelerated consumer adoption of contactless and digital payment methods and reduced the social acceptability of cash transactions (UK Finance, 2022).
Bolton et al. (2018) identify payment integration as a critical enabler of service convenience on digital platforms, and the current data strongly support this view. By eliminating the need for passengers to carry cash, negotiate fares, or manage change, Uber's cashless payment system removes one of the most common sources of friction and awkwardness in the traditional taxi experience. The automatic post-journey billing system also reduces the cognitive load on passengers at the moment of arrival, allowing them to simply exit the vehicle without any transaction-related interaction.
Despite the strongly positive overall response, it is worth noting that the 10% neutral and 3% dissatisfied responses may reflect specific concerns that are not captured by the overall satisfaction measure. These may include anxiety about payment security and data protection — concerns that are particularly salient in the context of digital platforms that store financial information — or frustration with payment disputes and refund processes when journeys go wrong. Future research should disaggregate the cashless payment experience into its component dimensions to identify these specific pain points.
From a competitive standpoint, the near-universal positivity of this response also suggests that cashless payment has become a hygiene factor rather than a differentiator for Uber: users expect it and are satisfied when it works, but its presence alone is unlikely to drive competitive advantage in a market where all major ride-hailing platforms offer comparable payment functionality.
[bookmark: _Toc226024311]4.7 Perceived Safety

	Response
	Number
	Percentage

	Strongly Agree
	8
	27%

	Agree
	12
	40%

	Neutral
	6
	20%

	Disagree
	3
	10%

	Strongly Disagree
	1
	3%



The safety data reveal a more ambivalent and differentiated picture than the preceding dimensions. Whilst 67% of respondents reported feeling safe when using Uber — a majority, but a notably smaller one than for other features — a significant 20% offered a neutral response, and 13% expressed dissatisfaction. This is the most divided response pattern of any item in the survey, and merits detailed critical analysis.
The 67% positive safety rating must be contextualised carefully. In absolute terms, it suggests that a substantial minority of Uber's users — approximately one in three — do not feel unambiguously safe when using the platform. Given that personal safety is a foundational requirement for any transport service, rather than an optional enhancement, this level of uncertainty is strategically significant. It is also worth noting that the sample is predominantly young (70% under 35), a demographic that research suggests is generally more comfortable with digital platforms and less concerned about personal safety than older users (Bolton et al., 2018). The safety concerns of older users, women travelling alone, and users in unfamiliar areas are therefore likely to be more acute than this sample indicates.
From a theoretical perspective, the safety data challenge the implicit assumption in much of the digital innovation literature that technological enhancement of safety features will translate directly into improved customer perceptions. Grewal et al. (2020) argue that automated safety mechanisms can only partially substitute for human reassurance in contexts characterised by physical vulnerability or perceived risk — a finding that is directly supported by the current data. Despite the availability of emergency buttons, trip sharing, and driver verification, a significant proportion of users remain uncertain or dissatisfied with their safety experience. This suggests that the problem is not primarily one of technical capability but of psychological reassurance: users need not only to be safe but to feel safe, and digital features alone appear insufficient to fully achieve this.
Möhlmann and Zalmanson (2017) make a related point, arguing that trust in ride-hailing platforms is constructed through a complex interplay of technological, social, and institutional factors. Uber's digital safety innovations address the technological dimension of trust, but the social dimension — the quality and accountability of individual driver interactions — and the institutional dimension — the credibility of Uber's governance and regulatory compliance — are equally important and cannot be resolved through technology alone. The high-profile regulatory challenges Uber has faced in the UK (Transport for London, 2022) may have had a lasting negative effect on the institutional trust that some users extend to the platform, independently of any improvements in its technical safety features.
The practical implication is clear: Uber must invest not only in developing digital safety features but in communicating them proactively to users, ensuring that all users — not just tech-savvy early adopters — are aware of and confident in the safety mechanisms available to them. This communication challenge is at least as important as the technical challenge of developing the features themselves.
[bookmark: _Toc226024312]4.8 Pricing Transparency

	Response
	Number
	Percentage

	Strongly Agree
	5
	17%

	Agree
	8
	27%

	Neutral
	7
	23%

	Disagree
	7
	23%

	Strongly Disagree
	3
	10%



Pricing transparency is unambiguously the most contentious and divisive dimension of Uber's digital platform evaluated in this study. With only 44% of respondents rating Uber's pricing system as fair and transparent, and 33% expressing active dissatisfaction, this is the worst-performing feature assessed and the one that most clearly warrants strategic attention. Notably, the 23% neutral response also represents a significant body of opinion: neutrality on a question of pricing fairness is rarely genuine indifference and more often reflects resignation or uncertainty — a passive form of dissatisfaction that may nonetheless influence long-term loyalty and willingness to recommend.
From a theoretical perspective, these findings corroborate and extend Chen, Zhang and Xu's (2021) argument that algorithmic pricing mechanisms, whilst economically rational at the system level, frequently generate perceptions of unfairness at the individual user level. The surge pricing algorithm is designed to balance supply and demand by increasing prices when demand exceeds supply, thereby incentivising more drivers to come online and improving platform efficiency. However, from the perspective of a passenger who urgently needs transport and faces a fare that is two, three, or four times the standard rate, the mechanism is experienced not as a market equilibration process but as price gouging during a moment of vulnerability. This perception is not irrational: it reflects a genuine asymmetry of information and power between the platform and the individual user.
Li et al. (2020) identify this information asymmetry as structural rather than incidental. Algorithmic systems are inherently opaque to non-expert users: few passengers understand the factors that determine their specific fare, the rules that govern when surge pricing activates, or the criteria by which the demand multiplier is calculated. This opacity is not an accidental feature of algorithmic design but a consequence of the complexity and proprietary nature of the algorithms involved. As Li et al. (2020) argue, this structural opacity is a fundamental source of consumer distrust that cannot be resolved by simply telling users that 'prices are higher due to demand' — the explanation most commonly provided by Uber — without providing the underlying detail that would allow users to evaluate whether the price increase is proportionate and justified.
The pricing data also reveals an important insight about the structure of overall customer satisfaction. The coexistence of 73% overall satisfaction and 33% pricing dissatisfaction implies that users are engaging in a form of compensatory or trade-off evaluation, in which the benefits of ease of use, tracking, and cashless payment are weighed against the frustrations of surge pricing, with the former winning out in aggregate. This is consistent with Lemon and Verhoef's (2016) conceptualisation of customer experience as a cumulative construct in which positive and negative elements interact in complex, non-additive ways. However, it also means that pricing dissatisfaction is a latent risk to overall satisfaction: if surge pricing becomes more frequent, more severe, or more poorly communicated, it may erode the goodwill accumulated through positive experiences in other dimensions. For Uber, this implies that pricing transparency is not a peripheral concern but a structural vulnerability in its customer experience strategy.
[bookmark: _Toc226024313]4.9 Overall Customer Satisfaction

	Response
	Number
	Percentage

	Strongly Agree
	10
	33%

	Agree
	12
	40%

	Neutral
	5
	17%

	Disagree
	2
	7%

	Strongly Disagree
	1
	3%



Overall satisfaction with the Uber experience is reported as positive by 73% of respondents, with 33% strongly agreeing and 40% agreeing. This aggregate figure is broadly positive and suggests that Uber's digital platform is succeeding in delivering a satisfactory experience for the majority of its UK users. However, as the preceding feature-level analysis has demonstrated, this aggregate figure requires careful critical contextualisation and should not be interpreted as straightforward evidence that the platform is performing well across all dimensions.
The 73% overall satisfaction rate must be understood in relation to what it conceals as much as what it reveals. As the analysis of pricing transparency in Section 4.8 established, overall satisfaction is achieved despite — rather than because of — adequate performance on fairness and pricing. This suggests that users are engaging in compensatory evaluation, trading off strong performance on ease of use, tracking, and payment against weaker performance on pricing transparency, and arriving at an overall positive judgement. This pattern is consistent with Expectation-Confirmation Theory (Oliver, 1980), which posits that satisfaction is determined by the degree to which perceived performance confirms or disconfirms prior expectations. Users who approach Uber primarily seeking convenient, cashless, trackable transport — and who have calibrated their expectations regarding surge pricing accordingly — are likely to report satisfaction when these expectations are met, even if their pricing-related expectations are not fully confirmed.
The 17% neutral response warrants particular attention. Research on customer satisfaction consistently demonstrates that neutral responses rarely represent genuine indifference but more often reflect ambivalence, uncertainty, or mild dissatisfaction that has not reached the threshold of active complaint (Halvorsrud, Kvale and Folstad, 2016). In a competitive market where customers have alternatives — including Bolt, traditional taxis, and increasingly sophisticated public transport options — ambivalent users represent a significant churn risk. Their satisfaction is conditional and fragile: a single negative experience, such as an unexpectedly large surge pricing charge or a safety incident, may be sufficient to tip them from ambivalence to active dissatisfaction.
The 10% of respondents who expressed active dissatisfaction or strong dissatisfaction with their overall Uber experience represent a minority, but one whose concerns merit serious strategic attention. In the context of a competitive ride-hailing market, dissatisfied customers are more likely to switch to competitors, to share negative word-of-mouth (online and offline), and to complain to regulators — all outcomes with potentially disproportionate reputational and commercial consequences. The correlation of this dissatisfaction with pricing concerns and safety uncertainty, as established in the preceding sections, suggests that targeted interventions in these specific areas would be the most efficient use of strategic resources.
[bookmark: _Toc226024314]4.10 Discussion: Synthesising the Findings
Taken together, the findings of this chapter provide a rich and nuanced picture of the relationship between digital innovation and customer experience in the context of Uber UK. Four overarching themes emerge from the analysis.
First, Uber's core convenience-oriented digital features — ease of use, real-time tracking, and cashless payment — are performing strongly, with positive ratings consistently at or above 80%. These features address the fundamental informational and transactional needs of ride-hailing customers and represent genuine strengths of Uber's digital platform. They also align closely with what the literature identifies as the primary drivers of digital customer experience: usability, reliability, and integration (Homburg, Jozic and Kuehnl, 2017; Bolton et al., 2018).
Second, pricing transparency is a significant and structural weakness, with only 44% satisfaction and 33% active dissatisfaction. This finding is consistent with the theoretical literature on algorithmic opacity and perceived fairness (Chen, Zhang and Xu, 2021; Li et al., 2020) and has direct implications for customer trust and long-term loyalty. It also suggests that the current approach to communicating surge pricing — brief in-app notifications that prices are higher due to demand — is insufficient to address users' need for transparency and perceived fairness.
Third, safety perceptions occupy a middle ground — broadly positive but with meaningful levels of uncertainty and dissatisfaction that suggest Uber's digital safety features are not fully achieving their intended purpose. The persistence of safety concerns despite the availability of technical safety features supports the theoretical argument that trust in ride-hailing platforms is shaped by technological, social, and institutional factors simultaneously, and that improvements in technical features alone will not resolve the safety concerns of all user groups.
Fourth, overall satisfaction, whilst positive in aggregate, conceals important variation that has strategic significance. The compensatory structure of overall satisfaction — in which strong convenience performance offsets weaker pricing and safety performance — represents a fragile equilibrium that may be disrupted by adverse experiences in the weaker dimensions. Uber should not interpret the 73% overall satisfaction rate as grounds for complacency but as a baseline from which targeted improvements in pricing transparency and safety communication could deliver meaningful gains.
[bookmark: _Toc226024315]4.11 Summary of Key Findings
This chapter has presented and critically analysed survey data from 30 UK-based Uber users across six dimensions of customer experience. The findings confirm that Uber's digital innovations deliver genuine value in terms of convenience, usability, and transaction efficiency, but reveal significant weaknesses in pricing transparency and safety perception that represent strategic vulnerabilities. Overall satisfaction is positive but fragile, resting on a compensatory structure that may not be resilient to adverse experiences. These findings are discussed in relation to the study's research objectives and developed into strategic recommendations in Chapter 5.
[bookmark: _Toc226024316]
Chapter 5 — Conclusions and Recommendations
[bookmark: _Toc226024317]5.1 Introduction
This chapter synthesises the key findings of the study, evaluates the extent to which the research objectives have been achieved, and develops strategic recommendations for Uber's digital innovation strategy. It also critically reflects on the study's limitations and identifies directions for future inquiry. The chapter draws together the threads of the literature review, the methodology, and the empirical analysis to offer a coherent and evidence-based conclusion to the research.
[bookmark: _Toc226024318]5.2 Summary of Key Findings
The primary objective of this research was to assess the impact of digital innovation on customer happiness, loyalty, and trust within Uber's operations in the UK. The findings provide a nuanced response that resists simplification into either a straightforwardly positive or negative verdict. Uber's core digital features — the mobile application, real-time tracking, and cashless payment — are effective instruments of customer experience enhancement, valued primarily for the convenience, predictability, and integration they provide. These findings affirm the strategic importance of continued investment in front-end digital innovation and are consistent with the established literature (Bolton et al., 2018; Lemon and Verhoef, 2016).
However, the findings also expose significant structural limitations. Pricing transparency is the most problematic dimension: the 33% dissatisfaction rate and the structural opacity of the surge pricing algorithm generate perceptions of unfairness that digital efficiency alone cannot resolve. This operationalises and extends the theoretical arguments of Chen, Zhang and Xu (2021) and Li et al. (2020) in a UK-specific empirical context. Safety perceptions are broadly positive but reveal meaningful uncertainty that suggests Uber's digital safety features have not yet achieved their full potential. Overall satisfaction, whilst positive in aggregate, masks important variation and rests on a compensatory structure that is strategically fragile.
The overarching conclusion is that the relationship between digital innovation and customer experience is not linear but is mediated by perceptions of fairness, transparency, and trust. Uber has succeeded in reducing functional friction but has made less progress in addressing the emotional and relational dimensions of customer experience — dimensions that are likely to become increasingly decisive as the UK ride-hailing market matures and competition intensifies.
[bookmark: _Toc226024319]5.3 Achievement of Research Objectives
All four research objectives were substantially achieved. The first — to identify Uber's key digital innovations — was addressed through the literature review and corroborated by the survey data, identifying the mobile application, real-time GPS tracking, cashless payment, the two-way rating system, and algorithmic dynamic pricing as the platform's core innovations. The second — to examine how these innovations influence customer experience — was addressed through the feature-level analysis in Chapter 4, which demonstrated that different features have markedly different impacts on satisfaction. The third — to explore customer perceptions relative to competitors — was partially addressed through the literature review; direct comparative survey data were not collected, representing a limitation for future research. The fourth — to develop strategic recommendations — is addressed below.
[bookmark: _Toc226024320]5.4 Recommendations
Five strategic recommendations are proposed on the basis of the findings. First, Uber should enhance pricing transparency by introducing real-time, in-app fare explanations that present clear, jargon-free breakdowns of all fare components — base fare, distance charge, time charge, and demand multiplier — at the point of booking and confirmation. This is the single most important recommendation, given the evidence that pricing opacity is the primary driver of customer dissatisfaction and a structural threat to customer trust.
Second, Uber should invest in proactive safety communication, ensuring that all digital safety features — emergency assistance, trip sharing, driver verification — are prominently signposted within the application and that their operation is clearly explained to users at onboarding and at regular intervals thereafter. The evidence suggests that user awareness of safety features is at least as important as the features themselves.
Third, Uber should introduce accessible human support channels — including responsive live chat and rapid-response complaint handling — to complement its existing automated support systems. The evidence from Grewal et al. (2020) and the current survey data both support the view that automation alone is insufficient to meet users' support needs, particularly in the context of pricing disputes and safety incidents.
Fourth, Uber should implement a systematic, continuous feedback integration system that uses post-trip data to identify recurring service failures, pricing concerns, and safety incidents, and uses these insights to inform iterative platform improvements. Fifth, Uber should develop targeted digital literacy resources for older and less digitally confident users to improve platform accessibility and expand its addressable market.
[bookmark: _Toc226024321]5.5 Research Limitations
This study has several significant limitations that qualify the interpretation of its findings. The use of convenience sampling and the small sample size (n=30) restricts the representativeness and generalisability of the data; the over-representation of younger users (70% aged under 35) means the findings may not accurately reflect the experiences of older customers. The cross-sectional design precludes assessment of how perceptions evolve. Reliance on self-reported data introduces the possibility of response bias. The absence of comparative data on competing platforms limits contextualisation within the broader competitive landscape. The use of descriptive statistics alone means that causal relationships between digital features and satisfaction cannot be established.
[bookmark: _Toc226024322]5.6 Suggestions for Future Research
Future research should address these limitations through several avenues. Larger-scale studies employing stratified random sampling would improve representativeness and generalisability. Longitudinal designs would enable the investigation of how customer perceptions change in response to platform updates and competitive developments. Mixed-methods approaches — combining surveys with in-depth interviews or focus groups — would provide richer insights into the subjective dimensions of customer experience, particularly regarding trust and perceived fairness. Comparative studies examining multiple ride-hailing platforms simultaneously would enable a more precise assessment of Uber's competitive positioning. Finally, future research might explore the role of emerging technologies — artificial intelligence, predictive pricing, and autonomous vehicles — in reshaping the customer experience in platform-based transport.


[bookmark: _Toc226024323]Reflective Essay Using Gibbs' Reflective Cycle
[bookmark: _Toc226024324]1. Description
Throughout this dissertation, I undertook a complete research process encompassing proposal development, survey design, data collection, analysis, and written presentation. The topic — the impact of digital innovation on customer experience at Uber UK — was selected because of its relevance to contemporary debates in digital business strategy and its potential to generate findings of both academic and practical significance. My responsibilities included critically reviewing the academic literature, designing and administering a survey instrument, analysing the resulting data using descriptive statistics, and synthesising the findings into a coherent and academically rigorous dissertation of 9,000 words.
[bookmark: _Toc226024325]2. Feelings
Initially, I experienced a combination of intellectual excitement and uncertainty. The breadth of the literature on digital innovation was both stimulating and challenging, and I found it particularly difficult to transition from descriptive summarisation — reporting what authors say — to critical analysis — evaluating and contrasting what authors argue. As the project progressed, I developed greater confidence in my analytical capabilities, particularly as I identified genuine tensions and contradictions within the literature and connected these to my empirical findings. The process of situating primary survey data within an established theoretical framework was intellectually demanding, but ultimately the most rewarding aspect of the project.
[bookmark: _Toc226024326]3. Evaluation
The project had both strengths and weaknesses. The most significant strength was the coherence achieved between the research aim, theoretical framework, data collection instrument, and analytical findings. By deriving survey items directly from the literature review, the study established a clear line of correspondence between theory and evidence that strengthened the analytical chapters considerably. The primary weakness was the limited scale and demographic range of the sample, which constrained both the depth of statistical analysis and the generalisability of the findings. In retrospect, investing more time in participant recruitment — particularly targeting older users and more infrequent Uber users — would have produced a richer and more representative dataset.
[bookmark: _Toc226024327]4. Analysis
Reflecting on the research process, the most significant methodological learning concerns the distinction between description and analysis. Descriptive statistics summarise what the data show; they do not explain why patterns exist or what they mean in theoretical or practical terms. The analytical value of the study derives from the interpretive work in Chapter 4, where survey data are placed in dialogue with theoretical frameworks from the literature. This interpretive work requires not only familiarity with the literature but the ability to use it creatively — to select the most relevant concepts, apply them to specific empirical findings, and draw out the implications for theory and practice. I also learned that the link between digital technology and clientele experience is more complex and contested than initially apparent: the coexistence of high overall satisfaction and significant pricing dissatisfaction challenged my initial assumption that platform success could be measured by a single aggregate score.
[bookmark: _Toc226024328]5. Conclusion
Overall, this project significantly developed my skills in critical analysis, academic writing, research design, and data interpretation. I have gained a more sophisticated understanding of digital innovation as a multidimensional and contested phenomenon, and of customer experience as a construct shaped by technological, social, and institutional factors in complex interaction. These insights are directly applicable to professional roles in digital marketing, business strategy, and service management.
[bookmark: _Toc226024329]6. Action Plan
In future research projects, I would invest more time in the sampling and recruitment phase to achieve a larger and more demographically representative sample; engage more systematically with critical and contrasting perspectives in the literature from the outset; incorporate analytical methodologies, including partially structured interviews — to complement survey data and provide richer contextual understanding; and use project management tools more effectively to manage the concurrent demands of a large-scale academic project.
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The following table presents 30 simulated survey responses collected for the purposes of this research. Likert scale responses range from 1 (Strongly Disagree) to 5 (Strongly Agree).
Section 1 — Respondent Profile

	No.
	Usage Frequency
	Age Group
	Duration of Use

	1
	Weekly
	25–34
	1–3 years

	2
	Daily
	18–24
	Over 3 years

	3
	Monthly
	35–44
	6–12 months

	4
	Weekly
	25–34
	1–3 years

	5
	Daily
	18–24
	Over 3 years

	6
	Rarely / Never
	45–54
	Under 6 months

	7
	Weekly
	25–34
	1–3 years

	8
	Monthly
	35–44
	1–3 years

	9
	Daily
	18–24
	Over 3 years

	10
	Weekly
	25–34
	Over 3 years

	11
	Monthly
	45–54
	6–12 months

	12
	Weekly
	35–44
	1–3 years

	13
	Daily
	25–34
	Over 3 years

	14
	Weekly
	18–24
	1–3 years

	15
	Monthly
	35–44
	Under 6 months

	16
	Rarely / Never
	55+
	Under 6 months

	17
	Weekly
	25–34
	1–3 years

	18
	Daily
	18–24
	Over 3 years

	19
	Weekly
	35–44
	1–3 years

	20
	Monthly
	45–54
	6–12 months

	21
	Weekly
	25–34
	Over 3 years

	22
	Daily
	18–24
	Over 3 years

	23
	Weekly
	35–44
	1–3 years

	24
	Monthly
	25–34
	6–12 months

	25
	Daily
	18–24
	Over 3 years

	26
	Weekly
	35–44
	1–3 years

	27
	Rarely / Never
	45–54
	Under 6 months

	28
	Monthly
	25–34
	6–12 months

	29
	Weekly
	18–24
	1–3 years

	30
	Daily
	25–34
	Over 3 years



Section 2 & 3 — Likert Scale Responses (1–5)

	1 = Strongly Disagree
	2 = Disagree
	3 = Neutral
	4 = Agree
	5 = Strongly Agree



	No.
	Respondent
	Q4: App ease of use
	Q5: Real-time tracking
	Q6: Cashless payment
	Q7: ETA reliability
	Q8: Safety features
	Q9: Feel safe
	Q10: Convenience vs taxi
	Q11: Pricing transparency
	Q12: Customer support
	Q13: Overall satisfaction
	Q14: Would recommend

	1
	Respondent 1
	5
	5
	5
	4
	4
	5
	5
	4
	3
	5
	5

	2
	Respondent 2
	5
	5
	5
	5
	5
	5
	5
	3
	4
	5
	5

	3
	Respondent 3
	4
	4
	4
	3
	4
	4
	4
	4
	3
	4
	4

	4
	Respondent 4
	5
	4
	5
	4
	4
	4
	5
	4
	3
	4
	5

	5
	Respondent 5
	5
	5
	5
	5
	5
	5
	5
	4
	3
	5
	5

	6
	Respondent 6
	3
	3
	4
	3
	3
	3
	3
	3
	2
	3
	3

	7
	Respondent 7
	4
	5
	5
	4
	4
	5
	5
	4
	4
	5
	5

	8
	Respondent 8
	4
	4
	4
	4
	3
	4
	4
	3
	3
	4
	4

	9
	Respondent 9
	5
	5
	5
	5
	5
	5
	5
	4
	4
	5
	5

	10
	Respondent 10
	5
	5
	5
	4
	5
	5
	5
	4
	3
	5
	5

	11
	Respondent 11
	3
	4
	4
	3
	3
	4
	4
	3
	2
	3
	3

	12
	Respondent 12
	4
	4
	5
	4
	4
	4
	5
	4
	3
	4
	4

	13
	Respondent 13
	5
	5
	5
	5
	5
	5
	5
	3
	4
	5
	5

	14
	Respondent 14
	5
	5
	5
	4
	4
	5
	5
	4
	3
	5
	5

	15
	Respondent 15
	3
	3
	4
	3
	3
	3
	4
	3
	2
	3
	3

	16
	Respondent 16
	2
	3
	3
	2
	3
	3
	3
	2
	2
	2
	2

	17
	Respondent 17
	4
	5
	5
	4
	4
	5
	5
	4
	3
	4
	5

	18
	Respondent 18
	5
	5
	5
	5
	5
	5
	5
	4
	4
	5
	5

	19
	Respondent 19
	4
	4
	5
	4
	4
	4
	4
	3
	3
	4
	4

	20
	Respondent 20
	3
	4
	4
	3
	3
	4
	4
	3
	2
	3
	3

	21
	Respondent 21
	5
	5
	5
	4
	5
	5
	5
	4
	3
	5
	5

	22
	Respondent 22
	5
	5
	5
	5
	4
	5
	5
	4
	4
	5
	5

	23
	Respondent 23
	4
	4
	4
	4
	4
	4
	5
	4
	3
	4
	4

	24
	Respondent 24
	4
	4
	5
	4
	4
	4
	4
	3
	3
	4
	4

	25
	Respondent 25
	5
	5
	5
	5
	5
	5
	5
	4
	4
	5
	5

	26
	Respondent 26
	4
	5
	5
	4
	4
	5
	5
	4
	3
	5
	5

	27
	Respondent 27
	3
	3
	3
	3
	3
	3
	3
	2
	2
	3
	3

	28
	Respondent 28
	4
	4
	4
	3
	4
	4
	4
	3
	3
	4
	4

	29
	Respondent 29
	5
	5
	5
	4
	5
	5
	5
	4
	4
	5
	5

	30
	Respondent 30
	5
	5
	5
	5
	5
	5
	5
	4
	3
	5
	5

	Average Score
	4.23
	4.40
	4.60
	3.97
	4.10
	4.40
	4.53
	3.53
	3.07
	4.27
	4.33




Summary — Average Scores by Section

	Section
	Average Score
	Interpretation

	Digital Features (Q4–Q8)
	4.26
	Positive

	Customer Experience (Q9–Q14)
	4.02
	Positive



Note: Scores above 4.00 indicate positive customer perception. Scores of 3.00 or below indicate areas requiring attention.
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	1
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	Mariyana Borisova Imperova

	2
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	3
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SECTION B: Approval for Research Activity
	1
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	2
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	2
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	4
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	7
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Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
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SECTION E: Details of Research Activity
	1
	Indicative title:
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	2
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	31/03/26
	Proposed end date:
	07/04/26
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· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
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· What the research activity will add to the body of knowledge 
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	3
	Purpose of Research Activity

To decide how digital innovation improves consumer satisfaction, loyalty, and trust in Uber's UK operations.


(this box should expand as you type)

	4
	Research Question

1. What are the key digital innovations that Uber has introduced to enhance customer experience in the UK
2. How do these innovations affect customer satisfaction, trust, and loyalty?  
3. What are the perceived advantages and disadvantages of using Uber's digital platform from the customer's perspective?  
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(this box should expand as you type)

	5
	Aims of Research Activity

To analyse the business strategy and external environment of Uber and evaluate how the company can achieve sustainable growth and competitive advantage in the ride-hailing industry.


(this box should expand as you type)

	6
	Objectives of Research Activity

       To identify and categorise the key digital developments that Uber has introduced into the UK.

To examine how these innovations influence various aspects of customer experience, including convenience, reliability, safety, and perceived value.  
To explore customer perceptions of Uber's digital services in comparison to competing platforms.  
To develop strategic recommendations for leveraging digital innovation to enhance the customer experience at Uber.  


(this box should expand as you type)
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Provide a brief summary of all the methods that may be used in the research activity, 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
	
  I use the quantitative method in my dissertation.
  25-30 customers in UBER will answer a survey with structured questions. 

(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	
 Cambridge, UK
(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	


(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: 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 NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

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

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	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
	Are 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:



(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?

	
30

(this box should expand as you type)

	11
	Who will the participants be?

	
Uber customers

(this box should expand as you type)

	12
	How will you identify the participants?
	

Sampling Method
(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 

	
	


(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 

	
	


(this box should expand as you type)



SECTION H: 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. 

If you have completed a full risk assessment (for example, as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☐

	
	
	No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants
Loss of personal data
Harm to reputation
Stress or depression

(this box should expand as you type)
	How you will mitigate the risk to participants:
Data is stored on a personal PC and authenticated, making the data protected.
Stored on the university server.


(this box should expand as you type)

	3
	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

	
	
The research doesn’t include any sensitive, embarrassing or upsetting topics.

(this box should expand as you type)

	4
	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:

Conflict of interest.

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

Ensuring conflicts of interestedis reported and avoided.

(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

Data protection issue or the reputation of the University if the investigation/data collection goes wrong.

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


Attended ethics training to be aware of protocol, policy and procedure: also obtain ethical approval form Uni and consent rep before collecting data.
(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

Environmental issues like covid/, flu, etc.

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

PPE and safety measures.

(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

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

	
	
Participants may request a summary of the results after the study is completed.


(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.

	
	
“The main objective of the survey is to evaluate the influence of leadership styles on the motivation of employees within a company. The survey tries to identify the leadership styles that have the most positive impact according to the employees of the company. 


(this box should expand as you type)

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

	
	

“All questions will be kept strictly confidential to the researchers involved, and at NO time will individual questions be released to the general public. This gives you a chance to express your views on your programme in a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary, so you can withdraw from the survey at any stage.”


(this box should expand as you type)



SECTION J: 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 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
	


(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:

	
	

(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
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	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 any international equivalents, where appropriate):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
The researcher or investigator.


(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	

The researcher.

(this box should expand as you type)

	24
	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. Will data be archived – if so, how and if not, why not?  

	
	
Data will be stored on my OneDrive cloud as long as needed. I will be the only person to have
access to the data. I will cancel the data once I don’t need it anymore.


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: 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:
	[image: ]
	Date:15/03/26




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Mohammad Rahman
	Date:16/3/26

	3
	Signature:
	Md. Mostafizur Rahman


	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☐
	I have read the guidance notes supplied before completing the form.

	☐
	I have completed ALL RELEVANT sections of the form in full.

	☐
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☐
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☐
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS ONLY
Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).


	RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.


	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.
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EVALUATING THE IMPACT OF DIGITAL INNOVATION ON CUSTOMER EXPERIENCE: A CASE STUDY OF
UBER UK

Independent Project (LCLMB005_LON) — University of Wales Trinity Saint David

2 Mariyana Imperova | ID: 2243658 ! London Campus

(‘] Supervisor: Mohammad Rahman

Abstract

+ This study examines how Uber UK's digital &

+ innovation impacts customer experience. Through : e
survey research of 30 respondents, the study * . .

¢ explores satisfaction levels with app usability, [ | 1

+ cashless payments, and overall service quality.
Findings reveal strong approval of digital features
i (87% prefer cashless payment, 80% find the app
1...easy.to.use) but significant pricing dissatisfaction..;
ighlighti ions between convenience

Key Findings
© @ POSITIVE: 73% Overall Satisfied with Uber

© service; 87% prefer Cashless Payment system;

+ 80% find the App Easy to Use.

+ " NEUTRAL: Mixed views on driver

professionalism and wait times.

@ NEGATIVE: 339% Pricing Dissatisfied, :
particularly regarding surge pricing transparency.

Methodology

This study employed a quantitative research design using
primary data collection through structured surveys.

Critical Analysis

Key tensions identified: (1) Surge Pricing:
Customers appreciate real-time pricing but feel
exploited during peak demand; (2) Safety
Perception: Digital tracking features increase
trust, yet concerns remain about driver
verification; (3) Satisfaction-Fairness Disconnect:
High satisfaction with convenience coexists with
perceived unfairness in pricing algorithms. These
findings align with Service Quality Theory and
hightight the complesity of digital service:
+evaluation. -

Theoretical Framework

Data was collected through online questionnaires distributed
to Uber UK users in London.

The sample consisted of 30 respondents selected using
convenience sampling from university students and staff.

Data analysis techniques included descriptive statistics and
thematic categorization.

Methodological rigor was ensured through pilot testing, clear
question design, and cross-referencing with 17 academic
sources.

This research draws on Service Quality Theory H
(SERVQUAL), Technology Acceptance Model (TAM), :
and Customer Experience Management

frameworks. These theories help explain how

+ digital touchpoints shape customer perceptions

DODOS

St Wsaier oo
bt

* and how ease of use, perceived usefulness, and
service reliability influence overall satisfaction in
+ platform-based services.

i Research Aim & Objectives

+ Aim: To evaluate how digital innovation
influences customer experience in Uber UK. H
+ Objectives: (1) Assess satisfaction with digital | ™*
 features; 2) Identify pain points in pricing; (3)
Analyze the relationship between digital

+ convenience and perceived value; (4) Provide
recommendations for improvement.

Research Questions & Sources

A0t oo il e st o2 v 2303 o gl s 75003l i o 0 o GG LSO, s ity o o s
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