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1. [bookmark: _Toc224823723]Introduction
1.1 [bookmark: _Toc224823724]Research Background
The fast pace of digital technology has changed how consumers get goods and services, especially in the food service industry. Food delivery platforms have grown into an important part of the digital service economy, as they enable customers to easily place orders with numerous restaurants via mobile applications and websites. The increased use of smartphones, internet penetration and hectic schedules have only contributed to a rise in the need to use online services of food delivery (Keeble et al., 2022). Uber Eats is one of the largest platforms that has been operating in this industry and has become particularly popular because of the ease of use, large number of restaurants, and effective delivery service (Beyrouthy, 2026).
Customer satisfaction has now become a key driver of the sustainability and competitiveness of food delivery sites (Wu et al., 2024). Companies in highly competitive markets need to make sure their services are up to, or higher than, the expectations of the customer, in order to retain customer loyalty and a favourable brand name (Park and Bae, 2020). The different factors that affect customer perception and satisfaction include the delivery speed, quality of food, pricing, whether the application can be used or not and customer service, among others (Koay et al., 2022).
Learning about these determinants is necessary when service providers are trying to avoid losing their customers' experience and long-term success, as well as in the market. Thus, the proposed study will investigate what the major aspects of customer satisfaction in online food delivery services are, with references to Uber Eats as a case study.
1.2 [bookmark: _Toc224823725]Research aim
This research aims at identifying the factors influencing customer satisfaction in food delivery services and analysing their relationship, focusing on Uber Eats. 
1.3 [bookmark: _Toc224823726]Research Objectives
· To identify the factors that affect customer satisfaction in food delivery services in the UK. 
· To evaluate the relationship between identified factors and customer satisfaction in food delivery services.
· To identify strategic measures to improve customer satisfaction in Uber Eats. 
1.4 [bookmark: _Toc224823727]Research Questions 
1. What are the features that affect customer satisfaction in UK food delivery services?
2. How do those factors affect customer satisfaction with consumer ordering food online?
3. How can Uber Eats improve customer satisfaction in the UK?


2. [bookmark: _Toc224823728]Literature review
The service of online food delivery: 
Through online food delivery services, customers are now able to place orders in any of the different restaurants available via mobile applications or websites and have the food delivered to their convenient places. The desire to save time and order and delivery services is becoming more popular among consumers in cities due to the busy schedules and lack of time to cook or go out to restaurants (Keeble et al., 2022). Some of the most successful companies in this sector include Uber Eats, which has gained popularity worldwide due to its easy-to-use mobile application and a vast network of restaurants that it has partnered with (Coppola, 2026). Customers are able to scroll menus, compare prices and make orders at the comfort of only a few taps on their mobile phones.
The growth of online delivery services of food has increased competition among service providers (Parmar, 2025). The companies which do not keep up with the expectations of the customers may lose users towards other competing sites that may be providing superior services or pricing models.
Customer Satisfaction Concept: 
One concept that exists in the marketing and service management literature is customer satisfaction. It is usually a measure of satisfaction that customers have regarding their expectations relative to the actual performance of a product or a service (Ghosh, 2020). Favourable customer experiences facilitate the promotion of repeat shopping. On the other hand, bad experiences will easily reach into the social media and online reviews and would be detrimental to the reputation of the company (Ghosh, 2020).
When it comes to the online food delivery business, customer satisfaction demonstrates the satisfaction that customers experience in the entire process, including menu selection to the delivered food (Koay et al., 2022). A number of factors about the service affect this experience, and these are efficiency in delivery, quality of food that is offered, pricing transparency, and customer support (Park and Bae, 2020). Customers who are satisfied will repeat the use of the same platform and refer other prospective customers, which ultimately leads to sustainability and competitive advantage of a business.
Major determinants of Customer Satisfaction in Food Delivery Services: 
Some of the factors that have been realised in the past studies are crucial in the determination of customer satisfaction in online food delivery services.
Delivery Time: 
One of the critical customer satisfaction factors in the food delivery service is the delivery time. The customers want their food to be delivered within the projected delivery time stated by the platform. Late delivery can have an unfavourable impact on the general customer experience, especially when the food is delivered cold or spoiled (Park and Bae, 2020). Effective logistic control and proper delivery tracking systems are consequently needed in the implementation of timely deliveries.
Food Quality: 
According to Ardianti et al. (2025), the issue of food quality contributes greatly to customer satisfaction and perception levels. Though online delivery platforms are more of the interface between restaurants and their customers, the quality of food delivered is an important aspect of the customer experience. Perceived food quality is made up of factors including freshness, taste, portion size and proper packaging (Ardianti et al., 2025). The quality of food can be compromised by bad packaging or mishandling during delivery, resulting in unsatisfied consumers.
Price and Perceived Value: 
Another critical factor of customer satisfaction is pricing. The customers tend to judge the quality of service they are provided based on the money spent. The online food delivery services normally involve the addition of several charges like delivery fees, service charges and taxes, which can affect the value perceptions of the customers. Customer satisfaction can be positively influenced by providing promotional prices, loyalty programs, and free delivery plans because they will raise the perceived value (Prasetyo et al., 2023).
App Usability and Technology: 
According to Macías et al. (2023), customer satisfaction also depends on the usability of the mobile application. An effective and efficient application enables the customer to easily navigate menu pages, create orders and also settle bills within a short time. Real-time tracking of orders, personal recommendations, and safe payment systems, among other features, are also shown to positively impact the customer experience (Macías et al., 2023). Such technical problems as low loading speed or crashing of the application may entail user dissatisfaction and destabilize to use the service.
The empirical research on food delivery platforms: 
There has been an increase in empirical research on the topic of customer satisfaction as it relates to online food delivery platforms. Research on apps that are close to Uber Eats has shown that efficiency of delivery, the user-friendliness of the application, transparency in pricing and quality of the food are significant drivers of customer satisfaction (Ardianti et al., 2025). This is due to the fact that research established that customers are satisfied when their order delivery times are correct, and they are in a position to monitor their orders in real time (Prasetyo et al., 2023). There are also simple applications and customer care support, which are pretty user-friendly, thus enhancing the user experience greatly.
Empirics have also shown that the experience of food delivery services that is positive may lead to customer loyalty and persuade the customer to use them next time (Prasetyo et al., 2023). On the other hand, bad experiences, e.g. wrong orders or late delivery, can make customers switch to other competitive services. Thus, the quality of the services provided should be optimised with the aim of ensuring customer satisfaction and their continuous prosperity.
3. [bookmark: _Toc224823729]Theoretical framework
The research is based on the known theories of customer satisfaction and service quality within the digital service environment. The Expectation-Confirmation Theory (ECT) is one of the major theoretical bases, and it explains the process of forming customer satisfaction through comparison of initial expectations and the actual performance of a service (Ahmad et al., 2025). In this theory, satisfaction follows when the perceived performance of a service is as described or even beyond customer expectations, but on the other hand, dissatisfaction is developed in case of less than expected performance (Ahmad et al., 2025). Within the framework of the online food delivery service, like Uber Eats, clients rate their satisfaction by the speed of delivery, quality of food, prices, and general experience in terms of safety.
The other model that is applicable is the SERVQUAL model, which is common in the measurement of service quality in service-based industries. According to the model, five dimensions, namely, reliability, responsiveness, assurance, empathy, and tangibles, are distinguished (Arli et al.,2024). These dimensions aid the understanding of how customers determine the effectiveness of the business when it comes to the service performance and the impact of the quality of the services on the levels of satisfaction (Arli et al.,2024).
Furthermore, there is the Technology Acceptance Model (TAM) that is relevant in the interaction of the user with digital platforms. TAM proposes that supposed comfort of use and apparent usefulness play a great role in determining technology-based services adoption by users (Salunkhe et al., 20218). The technological determinants are important since online food delivery services would not be possible without mobile apps, and the success of customer satisfaction with services (Salunkhe et al., 20218) like Uber Eats depends on them.


4. [bookmark: _Toc224823730]Research Methodology
4.1 [bookmark: _Toc224823731]Research Philosophy
This study will embrace positivism that focuses on objective measurement and application of quantitative information to examine the relationship between variables (Saunders et al., 2019). The positivist philosophy fits this study as the research aims at quantifying the determinants of online food delivery service customer satisfaction in online food services using statistics.
4.2 [bookmark: _Toc224823732]Research Approach
In this study, a deductive research approach is applied. The deductive methodology presupposes deriving hypotheses on the premise of existing theories and literature and testing them with the help of empirical data (Saunders et al., 2019). In the study, the customer satisfaction and service quality theories are used in the investigation of the impact of various variables on customer satisfaction in sites like Uber Eats.
4.3 [bookmark: _Toc224823733]Research Strategy
The case study strategy is used in the research to gather primary information on customers who have experience in using Uber Eats. Such case studies are effective in the study of customer satisfaction since they enable the researcher to collect data on a niche segment of customers to understand specific industry behaviour (Saunders et al., 2019).
4.4 [bookmark: _Toc224823734]Population and sampling strategy 
The sample size in this study will include people who have used the online food delivery service Uber Eats. These users are the most feasible ones in the analysis of the determinants of customer satisfaction in food delivery services. Owing to the time and resource limitations, one cannot efficiently sample the whole population to gather data. Thus, non-probability convenience sampling will be employed to identify respondents who can be easily contacted and who will agree to take part in the research (Daniel and Sam, 2011). The sample size will consist of around 50 respondents who have already ordered something using Uber Eats. An online questionnaire will be administered to participants over digital channels, including social media or email (Daniel and Sam, 2011). In this way, it is possible to efficiently gather data on a wide range of users, and it is possible to reach their views and attitudes toward the service.
4.5 [bookmark: _Toc224823735]Data collection
The structured questionnaire to be used in the collection of primary data will be distributed online (Saunders et al., 2019). The questionnaire will have closed-ended questions based on a Likert scale to gauge the perceptions of respondents regarding the quality-of-service delivery, delivery time, prices, and the usability of the applications.
4.6 [bookmark: _Toc224823736]Data analysis
For data collection, the statistical tools that will be used include descriptive statistics and regression analysis with the assistance of software such as Stata (Daniel and Sam, 2011). These are the methods that will assist in defining the research determinants that affect CSAT regarding online food delivery.
4.7 [bookmark: _Toc224823737]Ethical considerations
Ethical standards will have to be respected in the research study. The survey will be voluntary in nature and the respondents would know the purpose of the research prior to completing the questionnaire (Daniel and Sam, 2011). The participants will have the opportunity to leave the study at any time without any penalty. In addition, no personal data will be captured, thus, maintaining confidentiality and anonymity. The entire information gathered about the respondents will be of academic nature and the information will not be disclosed to other persons (Saunders et al., 2019).
5. [bookmark: _Toc224823738]Expected outcomes
It is expected that the study will identify the key variables defining the level of customer satisfaction with online food delivery services. Specifically, the research will be oriented at how other variables, such as the delivery time, the quality of food, prices, the utility of the application, are integrated to affect customer satisfaction using Uber Eats. The results could be valuable learning on how to increase the quality of service and the overall customer experience. Moreover, the study might contribute to the body of knowledge on digital food delivery platforms as well as offer valuable insight into the use of which service providers would use to promote customer satisfaction and retention.
6. [bookmark: _Toc224823739]Limitations 
There are several limitations that this research would have made despite its contribution. Firstly, the research specifically focuses on a particular food delivery business, Uber Eats, and, as such, might not be able to apply the findings to any other food delivery service. Second, it is based on convenience sampling, which does not necessarily depict all of the population of online food delivery users. Consequently, respondents who are more accessible to a researcher might be included in the sample, thereby leading to sampling bias. Third, self-reported survey data are employed in the research, and they can be prone to respondents' personal perceptions, memory constraints, and response biases. Also, the study will gather data from a comparatively small sample of respondents within a constrained time frame and resource bases because of limited time and resources. Thus, the findings could fail to embrace long-term customer behaviour or satisfaction with services offered by Uber Eats.


7. [bookmark: _Toc224823740]Timeframe
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