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[bookmark: _Toc231564983]Abstract
The online food delivery sector has seen significant growth in the UK in the last few years, thanks to the penetration of digitalisation, changing lifestyles of consumers and the rising popularity of mobiles. With such fierce competition in the market, customer satisfaction has turned out to be a crucial aspect in customer retention and the success of the business. This study examines the factors that impact customer satisfaction when ordering their meal at the food delivery services in the UK, specifically when dealing with Uber Eats and Deliveroo.
The purpose of the research was to find the service features and platform-related factors affecting customer satisfaction and assess the relationship between these factors and customer satisfaction. Based on the Expectation-Confirmation Theory (ECT), SERVQUAL model and the Technology Acceptance Model (TAM), a conceptual model with delivery performance, food quality, customer service, app usability, and perceived value as independent variables was established, with customer satisfaction as the dependent variable.
A "positivist" research philosophy and deductive approach were used. The primary data was gathered by an online questionnaire on a 10-point Likert scale. The total number of valid responses received from the users of Uber Eats and Deliveroo in the United Kingdom was 30, which were subjected to descriptive statistics, correlation analysis, and multiple regression analysis.
The results show that all the factors analysed have a positive relationship with customer satisfaction. A strong positive correlation between Customer Satisfaction with the delivery performance, Food Quality, Customer Service and Application usability or Notion of Value was found respectively. Regression analysis, however, revealed that delivery performance was the only factor to have a statistically significant effect at the 5 per cent level, with food quality significant at the 10 per cent level. Net Promotion is most closely linked to positive factors with a low degree of statistical significance; those are dimensions of Customer service, App usability and App perceived value.
From the conclusion and findings, the study concludes that operational service quality has the greatest influence on customer satisfaction with respect to delivery reliability and timeliness. The results offer significant insights for food delivery apps to enhance customer satisfaction and build a competitive edge. Finally, the study is one of the few to provide an integrated analysis of those service and platform-related factors which determine customer satisfaction in the context of online food delivery service in the UK.
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[bookmark: _Toc231564985]1.1 Research background
According to Statista (2026), the global food service industry has experienced a massive evolution with the outcome of rapid digitalisation and adoption of mobile technologies. According to Statista (2026), there has been significant growth in the online food delivery market over the last decade, with millions of users worldwide relying on digital platforms to buy meals (Statista, 2026). The pandemic of Covid 19 further accelerated this shift, and there has been an increased dependence on delivery services (Kalbus et al., 2023). Similarly, the UK has witnessed a rapid growth in the food delivery sector, including major players like Uber Eats and Deliveroo (Parmar, 2025). Online food delivery services have become a dominant segment of the digital economy in the UK, fuelled by the changing consumer lifestyle and the growing trend of urbanisation (Keeble et al., 2022). However, the industry in the UK is characterised by high competition, low switching costs and high customer expectations (Parmar, 2025; Statista, 2026). In such a market, customer satisfaction (CSAT) is key to customer retention and growth in the dynamic and competitive market (Coppola, 2026). 
From a theoretical point of view, CSAT has a strong relationship with service quality models and theories of consumer behaviour, which indicate that satisfaction would affect customer loyalty and the retention rate as well as long-term profitability (Park and Bae, 2020). From a practical standpoint, discontented customers can easily switch to competing platforms, so it is critical that companies gain an understanding of and management control over average satisfaction factors (Wu et al., 2024). As highlighted by Park and Bae (2020), organisations that focus on customer experience are more likely to outperform their competitors in markets which are very digital and service-oriented.
This research is concerned with the factors that determine customer satisfaction with online food delivery services, and the Internet platforms of Uber Eats and Deliveroo will be considered as case studies. While existing research has explored the quality factors of service, there is still little knowledge about the interaction of multiple determinants, such as delivery time, food quality, pricing, as well as usability of applications in the context of a real-world platform (Koay et al., 2022). This gap calls for a better, integrated, and context-specific analysis, which is the foundation for the current research.
[bookmark: _Toc231564986]1.2 Research rationale
Despite the large domain of literature, there are several gaps and ambiguities in understanding customer satisfaction in online food delivery services. First, existing research tends to only investigate the individual determinants of satisfaction and not investigate their combined or interactive effect, limiting the time to comprehend the relative importance and interdependencies of the variables from each other (Alalwan, 2020). Second, there is a lack of consistency between empirical findings on the importance of some factors, such as pricing and delivery speed, with those of other factors, such as service quality, service customisation, and consumer education (Ray et al., 2019; Kumar and Shah, 2021), implying the existence of some moderating variables, not sufficiently theorised. These problems provide a venue stressing the importance of future, more integrated studies that would be contextually grounded and empirically stronger to understand the determinants of customer satisfaction in this sector.
Practically, the knowledge of customer satisfaction determinants in online food delivery services is crucial for managers and organisations in high competitive online environment in the UK. Customer retention can be increased by improving customer experience (Alalwan 2020). According to Statista (2026), the global online food delivery market is expected to rise at a steady pace, which increases competition in the market among the service providers. At the same time, reports from IBISWorld tell us that customer experience has moved to become a prime differentiator in digital platforms, exceeding price and product as the differentiator (Parmar, 2025). Despite this, managers are sometimes challenged when it comes to the specifics of what aspects of service delivery should be invested in or prioritised, especially in times when resources will be limited (Seghezzi et al., 2021).
One of the major managerial pain points is the focus on efficiency vs. customer expectations. For example, the attempt to shorten delivery time might raise operational costs, while too generous price discounting might destroy profit margins (Sharffudin and Yadav, 2025). Without clear empirical evidence as to the relative importance of different determinants of satisfaction, managers may find it difficult to allocate resources effectively (Seghezzi et al., 2021). Furthermore, uneven levels of service and technological problems can contribute to poor customer experiences, which could seriously damage brand reputation, as well as customer loyalty (Sharffudin and Yadav, 2025).
It is an expensive opportunity cost not to fill this void. Companies that do not optimise the key determinants of customer satisfaction may lose market share and competitive edge. Conversely, a better understanding of these factors can help organisations to improve in service quality, retention and maintain sustainability growth. Therefore, the current research offers helpful practical understandings, which can assist evidence-based decisions and strategic planning in the online food delivery business.
Based on the above discussion, this study identified that there is a research gap in the lack of a single study that examines service and platform-related factors of customer satisfaction in a certain platform context. The importance of individual factors has been confirmed previously, and there is a vague understanding of how the delivery time, food quality, pricing and app usability factors interact with one another to produce customer satisfaction in one continuous and integrated analytical model (Alalwan, 2020; Prasetyo et al., 2021). Most of the studies conducted so far are international or non-UK specific, and fail to take the specifics of the UK market into account, such as intense competition, urbanisation and consumer preferences. Therefore, one needs to do UK-based research on popular platforms, such as Deliveroo and Uber Eats.
[bookmark: _Toc231564987]1.3 Contribution and motivation of the research
The theoretical and practical gaps noted in the literature justify the need for this study, ranging from inadequate literature on an integrated and context-specific understanding of customers' satisfaction and effectiveness in online food delivery services to a lack of such understanding. The present research will focus on platforms, such as Uber Eats or Deliveroo, to make a step towards connecting the fragmented information, provided by earlier literature, with actual managerial issues.
Theoretically, this study made inputs from some theories that have been established, such as Expectation-Confirmation theory (ECT), SERVQUAL and technology acceptance model (TAM) by Arli et al.,2024, into one analytical model. Although a number of studies have previously explored the presented theories, this study contributes to the research for these two specific areas by combining them together to address the research question: How do the dimensions of service quality, the usability of technology, and the performance-related factors interact to impact customer satisfaction within a digital platform? By doing this, the research challenges the already held theoretical assumptions on the interrelationships among factors like delivery time, food quality, pricing and usability of the application. 
From an empirical perspective, the study adopts a quantitative survey-based approach with the primary data, which has been collected from people who are using Uber Eats and Deliveroo (Saunders et al., 2019). This is a specific way in which to observe relationships between several variables in the same context, which will address the lack of such research previously, where only isolated factors were observed (Saunders et al., 2019). The research reflects information from a diverse group of users and offers meaningful results and insights on perceptions and behaviours. Using statistical methods, for example, regression analysis, can enable the establishment of the relative importance of the various causal factors of customer satisfaction in online food delivery services, and help to establish a deeper and more evidence-based understanding of customer satisfaction (Saunders et al., 2019).
The findings of this research could potentially have practical implications for managers and practitioners in the online food delivery sector in terms of practical contribution. For platforms such as Uber Eats and Deliveroo, this study offers a framework to understand the expectations of customers and enhance the performance of the entire service, driving customer retention and competitive advantage (Sharffudin and Yadav, 2025).
Finally, the originality of this research is described as an integrated and platform-specific approach. Unlike existing studies that look at determinants in isolation and/or within broad contexts, this study looks at multiple factors within a one analytical model, and within the context of a specific, globally recognised platform.
[bookmark: _Toc224823725][bookmark: _Toc231564988]1.4 Research aim, objectives and questions
[bookmark: _Toc231564989]1.4.1 Research aim
This research aims at identifying the factors influencing customer satisfaction in food delivery services in the UK and analyse their relationship with customer satisfaction, focusing on Uber Eats and Deliveroo in the UK. 
[bookmark: _Toc224823726][bookmark: _Toc231564990]1.4.2 Research objectives
· To identify the service features that affect customer satisfaction in food delivery services in the UK, especially Uber Eats and Deliveroo. 
· To identify platform-related factors that affect customer satisfaction in food delivery services, especially Uber Eats and Deliveroo in the UK.
· To evaluate the relationship between identified factors and customer satisfaction in Uber Eats and Deliveroo in the UK.
[bookmark: _Toc224823727][bookmark: _Toc231564991]1.4.3 Research questions 
1. What are the service and platform 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 and Deliveroo improve customer satisfaction in the UK?
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The chapter provides a critical analysis of research published on customer satisfaction in the online food delivery space in relation to Uber Eats and Deliveroo. It introduces theory and the central concepts that are needed to understand how service characteristics and platform-related factors affect customer satisfaction. The literature review draws on an analysis of theories in the fields of Expectation-Confirmation Theory, SERVQUAL and the Technology Acceptance Model, and identifies gaps and inconsistencies in the existing literature to build a conceptual structure. The review takes a critical and integrative stance of placing the study within the existing scholarly debates and informs future empirical work.
[bookmark: _Toc231564994]2.2.1 Customer satisfaction in digital service platforms
Customer satisfaction is a key construct in marketing and services management, and it is defined as the degree of fulfilment or surpassing customer expectations. The service performance is never the only determinant of satisfaction in digital platform services since multi-actor interaction with technology and coordination determine related satisfaction as well. With online food delivery platforms, including Uber Eats and Deliveroo, customer satisfaction is a cumulative assessment of the overall service experience, comprising ordering, payment, delivery, and post-service support, and as such is an essential factor in retaining customers and achieving a competitive advantage.
The theoretical background of customer satisfaction lies mainly in the Expectation-Confirmation Theory (ECT) that argues that satisfaction is perceived through the difference between the pre-consumption expectations and perceived performance (Ahmad et al., 2025). In line with this, the disconfirmation paradigm proposes that positive disconfirmation, that mean performance higher than expected, generates satisfaction, whereas negative disconfirmation produces dissatisfaction (Ahmad et al., 2025). Moreover, service quality models, especially SERVQUAL, are also indirectly applicable to satisfaction theory, as they can determine such basic dimensions as reliability and responsiveness that impact perceived performance (Arli et al.,2024). All these theories lead to the conclusion that satisfaction is a post-consumption evaluative judgment and is influenced by both expectations and actual service experience.
These principles have been found in empirical studies in the context of digital and platform environments more recently. In particular, Alalwan (2020) concludes that customer satisfaction depends upon the technology side and service side of a mobile food delivery app, whereby perceived ease of use and service quality are important factors. Similarly, Prasetyo et al. (2021) show how the convenience, reliability, and safety perceptions emerged as factors that can further dictate satisfaction in the area of online food delivery services during the COVID-19 pandemic. Building upon this, Troise et al. (2022) theorise that, in addition to the technology acceptance model (TAM), perceived usefulness and trust are significant influences on satisfaction and behavioural intention.
But some conclusions are not consistent. Convenience and speed are proposed as the most critical (Yeo et al., 2017), while reliability and the accuracy of services are proposed as key drivers of satisfaction (Ray et al., 2019). On the same footing, although the importance of usability as a key determinant of satisfaction is obvious, the perception of value or trust in the difference will be more complicated and will ultimately depend on which interface is perceived as being more satisfactory. The majority of the studies have been based on cross sectional survey with self-reported data, which is not suitable for making inferences of cause and effect relationships but helpful for defining associations and may be prone to bias in responding to a particular question. Also, there is a high level of research that proceeds within specific geographical regions, and generalisation is a concern.
Within the UK setting, the presence of intense competition and the high level of digital penetration influence customer satisfaction with online delivery services of food items. The niche of Uber Eats and Deliveroo is a mature market with a high level of customer demands in terms of speed, reliability, and usability. Nevertheless, there is little evidence in the literature which gives specific insights into the UK, which underscores the importance of further research in this context.
[bookmark: _Toc231564995]2.2.2 Features of service affecting customer satisfaction
Service features are the key operational characteristics wherein value is produced for customers in the online food delivery services. These involve delivery performance, quality of food and customer service, which in combination influence the service experience of the customer. Service attributes are especially important for performance in digital platforms like Uber Eats and Deliveroo since they directly determine the perceived performance of the service, which is the main element of the formation of customer satisfaction. Nevertheless, these features are produced by more than one actor, such as restaurants and delivery staff, unlike traditional services, which complicates their management.
The analysis of features of service is based on the service quality literature and especially the SERVQUAL model, defining the following dimensions of service quality, namely, reliability, responsiveness, assurance, empathy, and tangibles (Arli et al.,2024). The reliability, defined as the capacity to render the offered service precisely and regularly, is particularly applicable to the performance of delivery, whereas responsiveness is tied to prompt service and customer care. These conceptual frameworks form the basis that service features play crucial roles in determining the perceived performance and, by implication, the customer satisfaction.
These concepts have been applied to online food delivery services recently, with specific features of the service identified as significant determinants of customer satisfaction. For instance, faster delivery and reliability of delivery are two of the important motivating factors highlighted by Ray et al. (2019): a timely delivery increases service efficiency perception. Similarly, Prasetyo et al. (2021) find that accuracy and reliability in delivery are more important aspects of satisfaction than speed alone, suggesting reliability may be more crucial than speedy delivery. Bringing this forward, Alalwan (2020) emphasises that the quality of the food, its freshness, taste, and packaging impact customer perception, although the platforms cannot have control over how the food is prepared.
Nevertheless, there is some divergence in the literature. Although there are studies that emphasise delivery performance as the strongest driver, others claim that the food quality still dominates as a driver of satisfaction (Yeo et al., 2017). Conversely, less attention has long been paid to customer service, especially dealing with complaints and timeliness, whose recent research shows that appropriate customer service recovery may reduce dissatisfaction and improve overall customer experience (Kumar and Shah, 2021). Most studies are methodologically based on survey-based research, which can be helpful, yet it can be challenging to surpass operational complexities or real-time service fluctuations. Moreover, in various studies, service features are considered as independent variables, excluding possible interactions behind them.
The service attributes like the delivery reliability and quality of food are of great importance in the UK market because of the great expectations of the consumer and the dense urban logistical environment. Uber Eats and Deliveroo are also based on third-party restaurants and delivery partners, which may result in the fluctuation of the quality of services. But there is limited UK-oriented empirical evidence on these service dynamics.
[bookmark: _Toc231564996]2.2.3 Platform-related factors affecting customer satisfaction
Platform-related factors are the technological and economic characteristics of digital platforms that define the interactions with customers and perceived value. These mainly consist of the usability of the apps and perceived value, like pricing, fees, and promotions, in the framework of online delivery of food. When it comes to service features, which are connected to operational delivery, platform factors affect the interaction of the system with customers. The online platform, like Uber Eats and Deliveroo, serves as the main point of contact, and usability and price transparency are vital factors of customer satisfaction as a whole.
The platform-related variables are analysed based on the Technology Acceptance Model (TAM), according to which the perceived usefulness and perceived ease of use are the major factors that determine adoption and user satisfaction with technology (Salunkhe et al., 2018). Ease of use in the digital service setting is how readily the application can be navigated by the user, and usefulness is the efficiency and convenience of the platform used. Similarly, pricing and perceived value have their basis in the consumer value theory, which proposes that customers make a trade-off between the perceived benefits and costs in the evaluation of services (Salunkhe et al., 2018). The perspectives provide a foundation that technological interaction and economic evaluation are pivotal factors in the perception of customers and levels of satisfaction.
In the context of online food delivery, recent research has brought to light the role of platform-related factors becoming increasingly important. Alalwan (2020) concludes that perceived ease of use and usefulness play a crucial role in customer satisfaction and repeated use of food delivery applications. Likewise, Troise et al. (2022) show that technological aspects, such as system reliability and quality of the user interface, have a positive correlation with customer satisfaction and behavioural intention. Following this, Prasetyo et al. (2021) demonstrate that the notions of convenience and the ease of ordering gained even greater significance during the COVID-19 pandemic, which supports the main idea of digital platforms defining user experience.
Empirical data, however, does not show a cohesive result. Although there are studies that suggest that app usability is directly and significantly related to satisfaction, some other studies indicate that this relationship is indirect and mediated by perceived value or trust (Ray et al., 2019). Conversely, across studies, both pricing and perceived value generate mixed results. There is evidence that competitive pricing and promotion or special offers lead to better satisfaction, especially in price- elastic markets, but other researchers have also misconstrued that convenience and reliability in the service or service quality, rather than price, is the key factor (Yeo et al., 2017). Most of the studies are cross-sectional surveys methodologically, and thus, they might not be able to capture all the dynamic user interactions or behaviour transformation over time. Moreover, most research looks at platform determinants in isolation, excluding their combination with service-specific determinants.
In the UK, platform variables like usability of apps and pricing transparency are paramount because of the number of competitive apps like Uber Eats, Deliveroo, and others. The consumers of the UK are very price-sensitive but convenience-driven, and their interaction between usability and perceived value is complex. Nevertheless, there is not much research that looks at the specifics of these factors in the UK.
[bookmark: _Toc231564997]2.2.4 Relationship between service quality, platform features and customer satisfaction
This theme discusses the joint effect of features of the services and factors concerning the platform on causing customer satisfaction in online food delivery services. Although these dimensions focus on the previous sections individually, customer satisfaction as a platform-based service is a multidimensional phenomenon, and it is the joint analysis of operational performance and the online interaction. When using platforms like Uber Eats and Deliveroo, the customers are at the same time receiving service delivery and platform functionality, so it is important to know how those two impact each other.
The interconnection between various determinants and customer satisfaction has been theoretically justified by the incorporation of Expectation–Confirmation Theory (ECT), SERVQUAL, and the Technology Acceptance Model (TAM). These models had initially been presented independently, but later studies have indicated that the interaction between the quality of the service and the experience of the technology yields customer satisfaction in the digital services. This conceptual integration sets the groundwork for the analysis of the interaction of different factors to impact satisfaction.
A growing number of empirical studies are appearing that will assume more integrated approaches to investigation regarding customer satisfaction with digital platforms. As an example, according to a study by Alalwan (2020), the quality of services along with technological capabilities has a strong impact on customer satisfaction, meaning that users consider the entire experience instead of individual aspects. Likewise, Troise et al. (2022) combine TAM with theories of behaviour and demonstrate that the perceived usefulness, trust, and service efficiency jointly influence the notions of satisfaction and behavioural intentions. Off that, Prasetyo et al. (2021) discovered an interaction between convenience, reliability, and safety perceptions, which determine satisfaction, especially at times of increased uncertainty, like the COVID-19 pandemic.
Nevertheless, there are still gaps in the literature. To some extent, platform-related variables, including the ease of use of a given application, are reported to exert a primary influence on satisfaction, but the significance of service characteristics, namely delivery timeliness and food quality, is also noted (Ray et al., 2019; Yeo et al., 2017). Conversely, there are emerging studies that suggest that the platform aspect can reconcile service features and satisfaction, such as a user-friendly application, which can lead to improvement in perception of service delivery. Most of the studies, methodologically, utilise regression-based models that utilise cross-sectional data, which are reflective of relationships but may not fully delineate the effects of interactions or causation. Also, most research is devoted to the technological or service aspect only, which restricts the possibility of determining the joint influence of both aspects.
The connection between platform factors and features of services can be especially high in the UK context because of the high platform rivalry and minimal switching costs. The satisfaction of customers with the combination of service and platform factors is important because it is easy to compare platforms like Uber Eats and Deliveroo. Nonetheless, there are few integrated UK-based studies.
[bookmark: _Toc231564998]2.3 Theoretical foundations and contribution
The three theoretical perspectives that have been presented in this study, the Expectation-Confirmation Theory (ECT), the Service Quality (SERVQUAL) framework, and the Technology Acceptance Model (TAM), have been complementary, giving a well-rounded perspective to study customer satisfaction within platform-based services like Uber Eats and Deliveroo. These theories are combined with each other to understand the interaction between service characteristics and platform-related variables that lead to the formation of customer satisfaction.
Customer satisfaction has as its main framework the Expectation-Confirmation Theory (ECT). According to Ahmad et al. (2025), satisfaction is derived as a result of evaluating the expectations made against the perceived performance. Positive confirmation takes place with perceived performance that is equal to or higher than expected, and consequently, there is satisfaction and negative confirmation that brings about dissatisfaction (Ahmad et al., 2025). Regarding online food delivery, expectations are based on the previous experiences, the reputation of the platform, and the promotional messaging, whereas the perceived performance relies on the service delivery, e.g., food quality and delivery time and platform functionality, e.g., app usability. ECT thus offers a conceptualisation of how cognitive satisfaction is determined.
The SERVQUAL model is a model that augments ECT by putting into perspective the dimensions of service quality that affect perceived performance. These encompass reliability, responsiveness, assurance, empathy and tangibles (Arli et al.,2024). These dimensions can be explored in the features of services provided by platform-based food delivery, including accuracy in deliveries, promptness, customer service, and filling orders. SERVQUAL provides a systematic means of conceptualising and evaluating the service determinants of customer satisfaction (Arli et al.,2024).
Concurrently, according to Salunkhe et al. (2018), the TAM elucidates user engagement with the digital environments based on the perceived usefulness and perceived ease of use. In the framework of Uber Eats and Deliveroo, the perceived ease of use concerns the ease of use and convenience of the application and the usefulness is evaluated regarding the efficiency and convenience of the service provided by the platform to satisfy the customers. TAM can thus offer a theoretical background to comprehend the impact of platform aspects on user experience and satisfaction (Salunkhe et al., 2018).
A combination of the three theories allows a comprehensive view of customer satisfaction relating to online food delivery services. Whereas ECT demonstrates the cognitive analysis procedure of satisfaction, SERVQAL embodies the quality of service provision, and TAM demonstrates the interaction with technology in relation to the platform. They enable the analysis of service characteristics as well as platform-specific issues in one framework.
This research has theoretical value as it unites the ECT, SERVQUAL, and TAM in one conceptual framework designed as a platform-based service design. It builds upon the dominant literature by using these theories to generalise to a modern digital ecosystem, in which the offering of services is decentralised and mediated via a technological platform. Through this, the study is able not only to establish the relevance of these theories in a contemporary setting but also to show the cumulative explanatory power of the theories in relation to the satisfaction of customers with the format delivered by multi-actor platforms.
[bookmark: _Toc231564999]2.4 Conceptual Framework
The theoretical framework of this research is formulated on the synthesis of the existing literature and the combination of Expectation-Confirmation Theory (ECT), SERVQUAL, and the Technology Acceptance Model (TAM). It is a systematic report of how variables of service characteristics, platform variables, and customer satisfaction influence online food delivery services, specifically referring to Uber Eats and Deliveroo. This framework will meet the research goals as it will help identify the major determinants and assess the relationship between them and customer satisfaction.
The independent variables in this research are service features and platform-related factors. Service features are delivery performance, food quality and customer service. Delivery performance can be defined as the speed, reliability and accuracy of order fulfilment. Quality in food includes characteristics such as freshness, taste, packaging and correctness of the order. Customer service pertains to the response rate and efficiency of customer support when it comes to dealing with questions, complaints or service malfunctions. 
Platform-related factors, on the other hand, are the technological and economic dimensions of the digital interface within which the customers deal with the service. These are the usability and perceived value of the app. The usability of an app is determined by how easily the app is used, how clear the interface is and how easy the app is to navigate through. The perceived value is associated with how the customer evaluates the trade-off between the perceived benefits of the acquisition and the costs involved in the delivery of the benefits, such as delivery fees and pricing system.
Customer satisfaction is the dependent variable of the framework, and it will be the overall judgment of service experience based on the cumulative experience of the customer. Following Expectation-Confirmation Theory (ECT) in designating satisfaction as the outcome of an expectation-performance comparison, the actual perceived performance and customer expectations are conceptualised. 
The theoretical design assumes that service aspects, as well as platform attributes, are directly related to customer satisfaction. Whereas service features determine the level of satisfaction based on the quality of the product produced and the related services, platform factors determine the level of satisfaction based on ease, efficiency and value of the digital exchange. The framework is not based on the assumption of a hierarchical relationship between these two sets of variables but rather considers them as parallel, possibly interacting determinants of satisfaction.

[bookmark: _Toc231248718][bookmark: _Toc231424361]Figure 1: Conceptual framework (Author)
Such conceptualisation can enable the investigation to assess the relative significance of each determinant and investigate the overall influence of all determinants shaping customer satisfaction in the platform-based services. The framework combines the service and platform viewpoints, which contribute to the multidimensionality of the customer experience of online food delivery services. It also offers a transparent orientation point to empirical testing in other subsequent chapters, where hypothesised relations will be tested with the help of data obtained. Finally, the framework is a connection between the theoretical background of the other sections mentioned above and the methodology used in the study.
[bookmark: _Toc231565000]2.5 Conclusion
This chapter has critically reviewed the literature on customer satisfaction of services in digital platforms, which has identified the importance of service features and factors regarding the platform. It determined certain gaps, such as the lack of consistency of research, as well as the inability to incorporate these dimensions into one framework. The chapter has laid a solid theoretical foundation, combined with empirical evidence, to study customer satisfaction in Uber Eats and Deliveroo. The conceptual framework is proposed, and it offers an organised framework on which empirical research can be conducted. The following chapter proceeds to lay out the methodology of the research that would be employed to examine these relationships and fill the identified gaps.


[bookmark: _Toc231565001]Chapter 3: Research Methodologies
[bookmark: _Toc231565002]3.1 Introduction
This chapter details the methodology used in the study to examine the determinants of customer satisfaction in the UK online food delivery service, focusing on Uber Eats and Deliveroo, applying the Research Onion model. It provides information about the philosophy of research, research approach, research strategy, and research choice in the research. The chapter also addresses the research context, population and sampling method, data collection process, measurement of variables and data analysis techniques. Furthermore, questions of reliability, validity and ethical concerns are discussed to ensure the credibility and trustworthiness of research results.
[image: Blog 132-Research Onion: A Systematic Approach to Designing ...]
[bookmark: _Toc231248719][bookmark: _Toc231424362]Figure 2: Research Onion (Tengli, 2020)
[bookmark: _Toc231565003]3.2 Research Philosophy 
Research philosophy is a system of beliefs and assumptions about how knowledge is created and what the reality is in a research study (Saunders et al., 2019). The research philosophy used for this work is positivist because it is the most suitable for examining the determinants of customer satisfaction in the UK online food delivery services, since they are measurable and observable. The principle of positivism is that reality can be objective, measurable and outside of the researcher (Bryman and Bell, 2018). It focuses on systematic observation and uses statistical analysis to find a correlation between quantities. 
The shift towards positivism is justified critically for various reasons. First, the study is built on existing theories such as ECT, SERVQUAL and TAM, which consider customer satisfaction as a measurable construct through service quality, perceived usefulness and user experience, respectively (Ahmad et al., 2025; Arli et al.,2024; Salunkhe et al., 2018). The positivist approach is compatible with these types of theory because it allows the researcher to convert abstract concepts into measurable variables, which can then be statistically tested (Bryman and Bell, 2018). Secondly, the study's purpose is to find a relationship between independent variables such as delivery performance, food quality, app usability and perceived value and dependent variables such as customer satisfaction. This is objective relationship testing that is in line with the positivist focus on hypothesis-driven inquiry and causal explanation (Saunders et al., 2019). In addition, the application of a structured questionnaire with the regression analysis gives additional support for applying positivism (Saunders et al., 2019). Quantitative techniques provide standardised data from a relatively large sample of consumers in the UK, making the data reliable and comparable (Tengli, 2020). 
However, there are limitations to positivism. It is criticised as it may be too simplistic to describe complex human experiences as reduced to numerical measurements and statistical relationships (Creswell and Creswell, 2018).
[bookmark: _Toc231565004]3.3 Research Approach
This study has a deductive research approach, which is the most suitable approach for testing the relationships between the three variables, namely service features, platform-related factors and customers' satisfaction in UK online food delivery services (Phair and Warren, 2021). A deductive approach can be used to develop a piece of research from the theories available and then test those theories by conducting empirical research that involves collecting and analysing data (Saunders et al., 2019). This study is based on well-established theories, such as ECT, SERVQUAL and TAM.
The deductive approach is justified as the study aims to explore if delivery performance, food quality, app usability and perceived value are the variables that significantly impact customer satisfaction for the users of Uber Eats and Deliveroo in the UK context. This involved the development of theoretically based relationships that can be statistically tested using quantitative data and regression analysis (Tengli, 2020). Therefore, the method used is deduction since it is able to analyse theories in the current environment of digital platforms.
However, deductive research has drawbacks. It is argued that it may limit the searching of unexpected findings as it mainly tests theoretical assumptions that have already been made (Bryman and Bell, 2018).
[bookmark: _Toc231565005]3.4 Research Strategy 
This study has used the survey research approach to investigate the determinants of customer satisfaction in online food delivery services in the UK (Schmidt, 2025). The use of a survey strategy is a common approach in business and management research that can be used to collect data that is standardised from a relatively large sample efficiently (Saunders et al., 2019). 
Several arguments are critically presented in the justification of the survey strategy. First, it helps the positivist philosophy and deductive approach used in this study, which allows the measurement of the predetermined variables through structured questionnaires (Phair and Warren, 2021). Secondly, the survey approach is suitable for this study as the study aims to gather quantitative data from the Uber Eats and Deliveroo users on the perception of the service features, platform-related factors, and overall satisfaction (Tengli, 2020). This is especially significant when it comes to the determinants of customer satisfaction in the UK market and their respective impact.
But there are also limitations to survey research. Due to the self-reported nature of responses, response bias, social desirability bias and inaccurate recall may have influenced responses (Bryman and Bell, 2018).
[bookmark: _Toc231565006]3.5 Research Choice
This study has a mono-method quantitative research choice that seeks to investigate the determinants of customer satisfaction in the UK Online Food Delivery Services (Schmidt, 2025). A mono-method quantitative approach entails the use of statistical techniques to collect and analyse quantitative data to determine the relationship among the variables (Saunders et al., 2019). 
It is argued that the quantitative choice is very important, and this for several reasons. First, the research goals are related to the measurable relationships between independent variables like delivery performance, food quality, app usability and perceived value, and the dependent variable, customer satisfaction (Schmidt, 2025). It is especially suitable to operationalise the variables in measurable indicators and analyse them statistically using quantitative methods. Second, the structured questionnaires and the regression analysis can help the researcher to obtain standardised data from a relatively large number of respondents, thus enhancing the reliability as well as the comparability of the data among the respondents (Saunders et al., 2019).
In addition, the quantitative approach is connected with the positivist philosophy and deductive research approach used in this study. However, there are limitations to quantitative research. Quantitative research may not fully capture the emotional narrative of consumer experiences best suited to qualitative techniques (Creswell and Creswell, 2018).
[bookmark: _Toc231565007]3.6 Research Context 
The study takes place in the context of the United Kingdom online food delivery industry, which is quite dynamic, competitive and digitally focused, while at the same time, having large expectations placed on it by the consumers. The UK food delivery giants, such as Uber Eats and Deliveroo, are battling it out in all four areas including speed, price, experience, and convenience offered by their apps. The UK context is important to note as satisfaction plays a critical role due to low switching costs and an increasing dependency on app-based services. This paper offers UK-specific findings on the role of service features and platform-related factors on customer satisfaction in online food delivery services, which are not found in many previous studies with a wider international focus.
[bookmark: _Toc231565008]3.7 Population and sampling
The population of this study are the consumers of the United Kingdom who have experience with online food delivery apps Uber Eats and Deliveroo (Van Haute, 2021). This is the right population to be studied, as the study is looking at the impact of service features and platform-related factors on customer satisfaction in the online food delivery market in the United Kingdom.
Due to time and resource constraints, it is not possible to gather data from the whole population (Van Haute, 2021). Thus, non-probability convenience sampling is used in this study. Convenience sampling is one sampling technique that allows the researcher to obtain information from the respondents who are readily available and agree to participate (Saunders et al., 2019). Food delivery app user UK are to be reached by an online survey via social media and online communities.
The study seeks to obtain about 30 responses, which is deemed to be sufficient for quantitative analysis and regression tests. Consumer behaviour studies often use convenience sampling due to its ease and efficiency in collecting large samples in a short period of time (Alvi, 2016), but this may reduce generalisability and introduce greater potential for sampling error.
[bookmark: _Toc231565009]3.8 Data collection
The current study is a primary study that explores determinants of customer satisfaction in UK online food delivery services. Primary research is the most appropriate method for this study because the research questions are concerned with the current customer perception of Uber Eats and Deliveroo in the UK (Saunders et al., 2019). While secondary data can be helpful to gain information on the food delivery industry in general, it may not accurately represent the opinion, experience and satisfaction of the actual Uber Eats and Deliveroo customers (Bryman and Bell, 2018). Customer satisfaction is subjective and experience-based; thus, it is crucial to obtain data directly from the customers who have already used online food delivery services. Primary data can be used for measuring specific variables that are closely related to the research objectives, like delivery performance, food quality, app usability, perceived value and customer satisfaction. This is more suitable than using only published reports or previous research (Saunders et al., 2019).
The primary data was gathered from the respondents directly from a structured online questionnaire (Paradis et al., 2016). The questionnaire is developed using theories and literature related to customer satisfaction and service quality measurement, as well as technology acceptance literature, to ensure the relevance of the items of measurement in the research objective (Paradis et al., 2016).
The questionnaire contains primarily closed-ended questions, which are measured from a 10-point Likert scale from strongly disagree to strongly agree. This allows to collect standardised quantitative data which can be statistically analysed and regression tested (Paradis et al., 2016). The survey covers queries regarding service characteristics, platform factors and customer satisfaction of Uber Eats and Deliveroo users in the UK.
The questionnaire was sent out online via social media messages, email, online communities and digital communication channels to get responses from a larger number of respondents in an efficient manner. The online distribution is deemed suitable as the audience is active users of food delivery applications. However, there may be online survey limitations like low response control and self-selection bias (Paradis et al., 2016). Online questionnaires have their value notwithstanding these constraints as a way of obtaining large volumes of quantitative data over a relatively short period of time and at relatively low cost.
[bookmark: _Toc231565010]3.9 Measurement variables 
The relationships between service features, platform-related factors and customer satisfaction are measured by the structured questionnaire items based on previously validated studies. A questionnaire employing the 10-point Likert scale, from 1 = “strongly disagree” to 10= “strongly agree” was used to gauge respondents' perceptions consistently.
Independent variables are split into two groups: firstly, service features and, secondly, platform-related factors. Service features include delivery performance, food quality and service, while delivery performance is assessed by factors like delivery speed, reliability, and accuracy of orders (Arli et al.,2024). Freshness, food packing quality, and the condition of food at delivery are used to assess food quality. Responses are a measure of customer service, as is the effectiveness of complaint resolution. The constructs are taken from the literature on service quality, particularly SERVQUAL (Alalwan, 2020; Prasetyo et al., 2021).
Factors related to the platform are perceived value and app usability. Measuring the App Usability is based on the Technology Acceptance Model (TAM) (Davis, 1989), based on three parameters: ease of navigation, convenience, and user-friendliness of the application. Perceived value determines the customers' perception of both price and shipping costs, as well as the value of the promotional offers (Troise et al., 2022; Alalwan, 2020).
Customer satisfaction is the dependent variable that is measured based on overall satisfaction, fulfilment of expectations, and overall experience with Uber Eats and Deliveroo. The reliability and validity of the study are enhanced by using established measurement scales.
The survey questions focused directly on the research goals. The screening questions ensure relevance to the study by targeting respondents who have used Uber Eats and Deliveroo in the UK in the past six months. Service features that impact customer satisfaction are measured by questions regarding delivery performance, food quality and customer service. The factors relating to the platform are captured in questions about app usability and perceived value. Lastly, the customer satisfaction questions assess customers' overall satisfaction and future intention of using the product again. Hence, the questionnaire correlates the research aims to the measurable variables, which enable the study to analyse the influence of service and platform factors on customer satisfaction.
[bookmark: _Toc231565011]3.10 Data analysis technique
Quantitative statistical analysis is applied to the collected data to explore the factors related to service features, platform-related issues and customer satisfaction in the food delivery services in the UK (Saunders et al., 2019). The information from the questionnaire was coded and entered into statistical software, Stata, for analysis (Bryman and Bell, 2018). Respondents' demographic characteristics and overall response pattern were summarised using descriptive statistics like frequencies, percentages, means and standard deviations.
The main analysis method applied in this research is multiple regression analysis (Hair et al., 2019). The use of regression analysis is suitable since the researchers want to determine the effect of the independent variables, such as delivery performance, food quality, customer service, app usability, and perceived value, on the dependent variable, such as customer satisfaction (Alwan, 2020). This method helps the researcher to determine the relative importance and predictive power of the individual determinants.
But regression analysis assumes linear relationships and may not be able to completely reflect the complex dynamics of behaviour (Bryman and Bell, 2018). But this is not a problem with this because it is suitable for testing statistically significant relationships and to have objective results according to the positivist and quantitative approach of the study.
[bookmark: _Toc231565012]3.11 Reliability and validity
To guarantee the quality and accuracy of research results, reliability and validity are necessary. Cronbach's Alpha will be applied to the internal consistency of the items of the questionnaire, with the value of >0.70 being acceptable (Hair et al., 2019). The questionnaire items are extracted from previous studies on customer satisfaction and online food delivery service, which have been validated earlier, ensuring items are valid (Alalwan, 2020; Prasetyo et al., 2021). Although the items responded to were self-reported, the inclusion of well-known measurement scales enhances the credibility and trustworthiness of the study, as the items could be biased.
[bookmark: _Toc231565013]3.12 Ethical considerations
Ethical factors must be taken into account to ensure that the research is carried out in a responsible and professional manner. The participants in this research were told the reason behind the research before they were instructed to complete the questionnaire, and participation was completely voluntary. Only informed consent shall be asked for all respondents, and they may withdraw from the study at any time without penalty (Daniel and Sam, 2011).
No personal identifying information was collected in order to ensure confidentiality and anonymity. The data they collected was kept for academic purposes only and was secure. Moreover, the study stayed away from leading questions and possibilities of physically or psychologically harming the respondents (Daniel and Sam, 2011). To enhance the integrity and credibility of the research, these moral steps are taken.
[bookmark: _Toc231565014]3.13 Limitations
The methodology used in this study is suitable for the purpose of the study; however, there are some limitations with the methodology. First, the study does not employ random sampling, so the people who are chosen are not selected randomly but because they are willing and available to take part in the study. This is beneficial because it can be done with a relatively small investment of time and resources. It might, however, lower the generalisability of the results as the sample may not be representative of all UK Uber Eats and Deliveroo customers (Saunders et al., 2019). For instance, the respondents might be limited to the researcher's own network of friends, family, contacts on social media or a similar age group, potentially leading to a sampling bias.
Second, self-selection bias can occur with the use of an online questionnaire because only those who are willing and able to complete the questionnaire will do so (Bryman and Bell, 2018). It may be the case that certain customer groups are under-represented. Third, the study is self-reported, and respondents may report on their experiences, which may not be accurate, but may be based on their memory or perhaps on how much they think others would like to hear that they had a good experience. Lastly, the quantitative survey is not deep enough as it does not allow respondents to elaborate on their experiences (Saunders et al., 2019). Although there are these constraints, the approach is still appropriate as the researcher can gather measurable information from over 30 respondents, and be able to statistically analyse the relationship between the service features, the platform factors and customer satisfaction.
[bookmark: _Toc231565015]3.14 Conclusion 
This chapter has provided a methodological framework for the study of determinants of customer satisfaction in the UK online food delivery services. The study was based on positivist philosophy, a deductive approach, and a mono-method quantitative study by using a survey research strategy. Structured questionnaires to be distributed to Uber Eats and Deliveroo users in the UK and analysed using regression analysis. Reliability, validity and ethical issues were also mentioned to discuss the quality of research. The findings of the data and research are presented and analysed in the next chapter.


[bookmark: _Toc231565016]Chapter 4: Findings and analysis
[bookmark: _Toc231565017]4.1 Introduction
The results and analysis of the questionnaire survey undertaken to explore the factors influencing customer satisfaction in food delivery services in the UK, with a particular emphasis on Uber Eats and Deliveroo, are presented here. The analysis is based on 30 valid responses from respondents who indicated they had used Uber Eats or Deliveroo in the past 6 months. The chapter opens with an overview of the responses to the survey and a profile of the respondents, followed by descriptive analyses of survey items and construct variables. Then it covers the interpretation of correlation, multiple regression, the multicollinearity test, and the heteroskedasticity test. These analyses enable the evaluation of the relation between the service features, platform-related factors and customer satisfaction.
[bookmark: _Toc231565018]4.2 Response overview
Thirty responses were received and analysed as valid responses to the survey. All respondents agreed to participate in the study, and all reported using either Uber Eats or Deliveroo in the past six months, which is the criterion for inclusion in this research. Of those who participated, 13 used Uber Eats to a great extent, 9 used Deliveroo to a great extent, and 8 used both services equally. Thus, the sample was used to give adequate answers to understanding customer satisfaction within food delivery services in the UK.
[bookmark: _Toc231565019]4.3 Demographic features of respondents
The survey asked respondents which food delivery platform they used most often. Of the 30 respondents, 13 respondents mainly used Uber Eats, 9 respondents mainly used Deliveroo, and 8 respondents used both equally. None of the respondents chose other platforms. This indicates that both Uber Eats and Deliveroo were relevant to the sample, with Uber Eats having more users.
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[bookmark: _Toc231248720][bookmark: _Toc231424363]Figure 3: Platform used by participants
The gender distribution indicates that most of the respondents were males. Of the 30 respondents, 18 were male, 11 were female, and one did not wish to state their gender. No one chose non-binary out of the respondents. This suggests that both male and female users were included, but in larger numbers, males.
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[bookmark: _Toc231248721][bookmark: _Toc231424364]Figure 4: Gender of participants
The age group with the highest number was 25–34-year-olds, accounting for 13 responses. This was followed by 18–24 years with 8 respondents, and 35–44 years with 6 respondents. There was only 1 respondent in the age group of 45-54 years and 2 respondents in the age group of 55 years and above. It indicates that the majority of the respondents were young adults and middle age group, who are more active in the food delivery apps.
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[bookmark: _Toc231248722][bookmark: _Toc231424365]Figure 5: Age of respondents
The survey also included questions about respondents' habits of using food delivery apps. The results indicate that 19 people used a food delivery app in the past week, and 11 people used it once a month. None of the respondents indicated that they used them daily, yearly or seasonally. This means that most of the respondents were regular users, and their answers provide insights into customer satisfaction with Uber Eats and Deliveroo.
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[bookmark: _Toc231248723][bookmark: _Toc231424366]Figure 6: Frequency of using food delivery apps by respondents
[bookmark: _Toc231565020]4.4 Descriptive statistics of survey items
[bookmark: _Toc231424327]Table 1: Summary of survey items
	Construct
	Survey item
	Average rating

	Delivery performance
	Food delivered within the estimated time
	7.27

	
	Delivery service is reliable
	6.83

	
	Tracking information is accurate
	7.03

	Food quality

	Food is usually fresh
	7.20

	
	Packaging protects food properly
	7.63

	
	Order is accurate and complete
	7.30

	Customer service

	Platform responds quickly to complaints/issues
	6.43

	
	Customer support is helpful
	6.87

	
	Refunds/resolutions are handled fairly
	6.93

	App usability

	The app is easy to use
	7.53

	
	App layout/design is user-friendly
	7.90

	Perceived value

	The platform provides good value for money
	7.27

	
	Discounts/promotions improve value
	7.53

	Customer satisfaction

	Overall satisfaction
	7.33

	
	Intention to continue using the platform
	7.03


All survey items were rated on a 10-point Likert scale. The overall results indicate generally positive responses in service and platform-related factors. For delivery performance, the respondents gave a rating of 7.27 for delivery within estimated time, 6.83 for delivery reliability, and 7.03 for tracking accuracy. The quality of the food was rated slightly higher at 7.20, as was the quality of the packaging at 7.63 and the order accuracy at 7.30. Customer service was given comparatively poor ratings, with fast response to complaints being the lowest average rating of 6.43. App usability was rated the highest, with App ease of use at 7.53 and user-friendly layout at 7.90. Perceived value was also positive, at 7.27 for value for money and 7.53 for discounts/promotions. The overall customer satisfaction was positive, satisfying at 7.33 and an intention to use in the future of 7.03.
[bookmark: _Toc231565021]4.5 Descriptive statistics of construct variables
The construct variables were obtained by averaging the survey data within each factor. For instance, delivery performance was assessed through average scores for questions related to delivery time, delivery reliability and tracking accuracy, while food quality was assessed through the average score of questions related to freshness, packaging and order accuracy. Likewise, the customer service, app usability, perceived value, and customer satisfaction were computed based on the related questionnaire items. Construct variables are created with a view to aligning explanations with the literature and simplifying explanations. 
[bookmark: _Toc231424328]Table 2: Descriptive statistics
	Variable
	 Obs
	 Mean
	 Std. Dev.
	 Min
	 Max

	 CSAT
	30
	7.183
	1.658
	4
	9.5

	 DP
	30
	7.044
	1.361
	4.667
	9.333

	 FQ
	30
	7.378
	1.56
	4
	9.333

	 CS
	30
	6.744
	1.424
	4.333
	9.333

	 AU
	30
	7.717
	1.49
	5
	10

	 PV
	30
	7.4
	1.817
	3.5
	10

	


It can be seen from the results that all variables had 30 valid observations. The highest mean score was attained in app usability (M = 7.717), and it is concluded that the respondents considered the apps as user-friendly and easy to use (Lind, Marchal and Wathen, 2017). Other factors that were perceived as highly important were food quality (M = 7.378) and customer satisfaction (M = 7.183). The average score for delivery performance was 7.044, and for customer service, it was the lowest, with a mean score of 6.744. This indicates that the overall satisfaction level with food delivery platforms was high, and the level of satisfaction with customer service was relatively low (Lind, Marchal and Wathen, 2017).
[bookmark: _Toc231565022]4.5.1 Reliability analysis (Cronbach's alpha)
Everyone was verified to be reliable in the measurement scale by using Cronbach's alpha. Results demonstrate that all constructs had acceptable alpha (0.70>), implying good internal consistency. Delivery Performance (α = 0.7399), Food Quality (α = 0.7681), Customer Service (α = 0.7366), App Usability (α = 0.7911), and Perceived Value (α = 0.7600) demonstrated satisfactory reliability. The level of manpower, as measured by Customer Satisfaction, had the highest reliability (α = 0.8110), which means acceptable for the internal consistency of the instrument. Therefore, all constructs are considered reliable and suitable for further statistical analyses.
[bookmark: _Toc231424329]Table 3: Cronbach Alpha test results
	Construct
	Cronbach Alpha

	Delivery Performance
	0.7399

	Food Quality
	0.7681

	Customer Service
	0.7366

	App Usability
	0.7911

	Perceived Value
	0.7600

	Customer Satisfaction
	0.8110



[bookmark: _Toc231565023]4.6 Correlations analysis
Correlation analysis was used to investigate the relationship between Customer satisfaction and the independent variables (Schober, Boer and Schwarte, 2018). The results show that all independent variables have a positive correlation with customer satisfaction. The best correlation with the customers' satisfaction was that with delivery performance (r = 0.898), followed by perceived value (r = 0.873), customer service (r = 0.828), food quality (r = 0.827) and app usability (r = 0.776). This means that the better the service and platform attributes, the higher the degree of customer satisfaction (Akoglu, 2018).
[bookmark: _Toc231424330]Table 4: Correlation Matrix
	Variables
	(1)
	(2)
	(3)
	(4)
	(5)
	(6)

	(1) CSAT
	1.000
	
	
	
	
	

	(2) DP
	0.898
	1.000
	
	
	
	

	(3) FQ
	0.827
	0.789
	1.000
	
	
	

	(4) CS
	0.828
	0.834
	0.764
	1.000
	
	

	(5) AU
	0.776
	0.667
	0.619
	0.536
	1.000
	

	(6) PV
	0.873
	0.825
	0.679
	0.754
	0.830
	1.000

	


Deliver performance was most correlated with customers' satisfaction (Akoglu, 2018). This is a significant discovery because online food delivery is, at its very essence, a delivery service. From the customer's perspective, platforms like Uber Eats and Deliveroo are mainly used to get food ready, on time and at the desired location. So, if delivered in a timely and reliable manner and with accurate tracking, customers are likely to have a more positive assessment of the entire service experience. This indicates that, in this case, satisfaction could be more related to operational performance than to less direct opportunities, such as promotions or user interface designs.
A very strong positive correlation was also found between perceived value and customer satisfaction (Schober, Boer and Schwarte, 2018). This means that if one feels that the platform provides good value for money, discounts and promotions are also likely to make customers happy. This relationship, however, should be interpreted with caution as perceived value may also be related to other positive service experiences. Customers might find more value when there's a guarantee on delivering their order; their food isn't stinking, and the app runs smoothly. Thus, this high correlation does not imply that a change in perceived value as a standalone would result in a change in the level of satisfaction.
Other components of the study were also found to have a strong positive connection to customer satisfaction, including customer service, food quality and app usability (Akoglu, 2018). This echoes a multi-dimensional view of the satisfaction of food delivery services, with two dimensions being service and platform-related. This type of data, however, only indicates association and doesn't automatically assume cause and effect (Lind, Marchal and Wathen, 2017). Multiple regression analysis was needed to determine which of these factors are significant when considered together with other variables that affect customer satisfaction when all factors are taken together (Lind, Marchal and Wathen, 2017). In this context, the correlation result gives a preliminary indication of strong relations among the factors, while the regression analysis tests the relative influence of each factor to a greater level of rigour.
[bookmark: _Toc231424331]Table 5: Correlation with customer satisfaction
	Variable
	Correlation with CSAT
	Interpretation

	Delivery Performance
	0.898
	Very strong positive association

	Perceived Value
	0.873
	Very strong positive association

	Customer Service
	0.828
	Strong positive association

	Food Quality
	0.827
	Strong positive association

	App Usability
	0.776
	Strong positive association


Overall, the correlation results indicated that customer satisfaction has a strong correlation with all factors. Correlation is not the same as causation, however, and regression analysis is required to determine the extent to which predictors are significant in explaining levels of customer satisfaction.
[bookmark: _Toc231565024]4.7 Multiple regression analysis
[bookmark: _Toc231565025]4.7.1 Model fit
A multiple regression analysis was performed to determine the predictive ability of the five independent variables (delivery performance, food quality, customer service, app usability and perceived value) toward customer satisfaction. The model obtained an R-squared of 0.903, indicating that about 90.3% of the variation in the satisfaction level of the customers is explained by these factors (Cohen et al., 2013). This means the model fit is very high, and the variables included in the service level and platform level are of great significance in explaining the satisfaction of UK food delivery service customers. The overall model is also statistically significant with an F-test value of 44.891 and Prob > F = 0.000, which is less than the significance level of 0.05 (Lind, Marchal and Wathen, 2017).
[bookmark: _Toc231424332]Table 6: Model Fit analysis
	Statistic
	Value

	Number of observations
	30

	R-squared
	0.903

	F-test
	44.891

	Prob > F
	0.000


From an academic perspective, this outcome confirms the significance of the study's conceptual framework for customer satisfaction, which postulates that service characteristics and factors related to the platform have an impact on customer satisfaction (Cohen et al., 2013). The result directly helps in achieving the third objective of the study, which is to review the relationship between the identified factors and customer satisfaction. As the model accounts for a large percentage of the customers' satisfaction, it implies that the variables chosen are suitable to explain customer experience in Uber Eats and Deliveroo. This high R-squared value needs to be interpreted with caution as it is based on a relatively small sample size (n = 30). However, the results of the model should be interpreted with caution as they may not be representative of all the users of food delivery in the UK.
[bookmark: _Toc231565026]4.7.2 Regression coefficient analysis
The regression coefficients indicate the effect of each independent variable on customer satisfaction, keeping the other independent variables fixed. The results showed that all five variables showed positive correlation with customer satisfaction, thus the improvement in the delivery performance, food quality, customer service, app usability and perceived value will be associated with the increase in customer satisfaction. Some of the variables, however, are not statistically significant (Keith, Reynolds and Caemmerer, 2025).
[bookmark: _Toc231424333]Table 7: Regression analysis
	Variable
	Coefficient
	p-value
	Interpretation

	DP
	0.377
	0.046
	Positive and significant at 5% level

	FQ
	0.224
	0.078
	Positive and significant at 10% level

	CS
	0.184
	0.242
	Positive but not significant

	AU
	0.210
	0.142
	Positive but not significant

	PV
	0.183
	0.229
	Positive but not significant



The coefficient for delivery performance is 0.377, while the p-value is 0.046, which are both statistically significant at the 5% level (Keith, Reynolds and Caemmerer, 2025). From the user's point of view, they evaluate food delivery apps primarily for their service levels, which include things like delivery timetables, delivery tracking, and faster delivery. A reliable delivery system is the backbone of customer satisfaction and the core of a business for companies like Deliveroo and Uber Eats. This finding definitely supports the first research aim “To identify services characteristics that might affect customers' satisfactions.”
For food quality, the coefficient is 0.224, and the p-value is 0.078, which indicates that it is significant at 10% level of significance. This means that factors associated with freshness, packaging and order accuracy have a significant impact on satisfaction but are not as important as the aspects related to delivery performance (Keith, Reynolds and Caemmerer, 2025). The other idea is that, apart from the platforms, the quality of food is determined as well by the partner restaurants. So, while customers may value the food's quality, they may appreciate satisfaction directly from the platform's performance in delivering the food. This finding to some extent aligns with the first research aim.
Other factors, such as customer service, app usability and perceived value, however, were positive but not statistically significant. These, of course, aren't important but not impactful for every participant in the writing life. Rather, in this form of satisfaction, it signals that they might be supporting, but not a key element. For the customer, customer service and support are just a significant factor only when there is an issue such as a missing item, late delivery or a dispute regarding a refund.
It can be said that one of the requirements these days for a well-developed digital market is that the app should be easy to use and pleasant to interact with in order to satisfy customers. Usability is not enough. Like that, perceived value might draw customers with discounts and promotions and also does not seem to offset inadequate delivery performance and food condition.
The regression results reveal a definite order of influence. Key service operations, particularly performance, are more important than ancillary platform functions. This assists with addressing the research aims by revealing that service features bring more predictive power when compared to platform-related factors in this sample. The findings also indicate that Uber Eats and Deliveroo should tackle issues of reliability before they address matters concerning a promotional aspect or user interface. Overall, from the regression results, it can be concluded that factors other than attractiveness, discount or good value matter less than the consistent delivery of service, which is perceived as satisfactory by customers when ordering food in the United Kingdom (Cohen et al., 2013).
[bookmark: _Toc231565027]4.8 Multicollinearity test
The multicollinearity of the independent variables was checked by carrying out a Variance Inflation Factor (VIF) test. Multicollinearity is the high correlation among the independent variables, which can make it challenging to determine the individual effect of each variable on customer satisfaction (Shrestha, 2020). As revealed in the result, the VIF values are between 3.233 and 6.546, and the mean VIF value is 4.647.
[bookmark: _Toc231424334]Table 8: Variance Inflation Factor test
	  
	  VIF
	  1/VIF

	 PV
	6.546
	.153

	 DP
	5.351
	.187

	 CS
	4.294
	.233

	 AU
	3.81
	.262

	 FQ
	3.233
	.309

	 Mean VIF
	4.647
	


The findings indicate that there is a correlation between some of the independent variables of the study, as perceived value and delivery performance showed the highest VIF values. But the VIF values are all below 10, which is the cutoff for severe multicollinearity, so the regression model is not severely damaged by the presence of multicollinearity (Shrestha, 2020). Hence, independent variables can be kept in the analysis.
Academically, this outcome is significant since it deals with related services and platform aspects such as delivery performance, food quality, customer service, usability and perceived value of the app. As these variables are naturally related to one another in customer experience research, some degree of association is expected. The VIF results, however, show that there is no excessive multicollinearity among the variables. Based on this, the regression model is appropriate for assessing the relationship between the identified factors and customer satisfaction (Shrestha, 2020). Thus, the model can be used for the third research objective.
[bookmark: _Toc231565028]4.9 Heteroskedasticity test
To check for heteroskedasticity in the regression model, the Breusch-Pagan/Cook-Weisberg test was performed. Heteroskedasticity is a situation where the variance of the error terms is not the same, and it can impact the validity of estimates from the regression and significance testing (Ye and Sun, 2018). The null hypothesis of the test involves constant variance in this study.
[bookmark: _Toc231424335]Table 9: Breusch-Pagan/Cook-Weisberg test summary
	Test
	Result

	Chi-square
	0.58

	Prob > chi2
	0.4448

	Decision
	Fail to reject the null hypothesis.

	Interpretation
	No evidence of heteroskedasticity


It gives a chi-square value of 0.58 and a p-value of 0.4448. As the p-value is higher than 0.05, the null hypothesis cannot be rejected (Ye and Sun, 2018). This means that there is no evidence of heteroskedasticity in the model. The regression model also met the assumption of constant variance, so the estimated results will be statistically valid for interpreting the relationship between service features, platform-related factors and customer satisfaction (Ye and Sun, 2018).
[bookmark: _Toc231565029]4.10 Chapter summary
The chapter discussed the findings of the survey and the statistics obtained from 30 responses. The descriptive results indicate that the respondents had a positive attitude towards the UK food delivery services, as app usability had the highest mean score and customer service had the lowest. The results of the correlation analysis indicated that there was a high positive correlation between all independent variables and customer satisfaction. The regression results also showed that the model as a whole was statistically significant and accounted for 90.3% of the total variance in customer satisfaction. The delivery performance predictor was significant at the 5% level, and the food quality predictor was significant at the 10% level. The regression model proved to be statistically acceptable as verified by the VIF and heteroskedasticity tests.
The outcome of the questionnaire survey and statistical analysis was discussed in this chapter. Based on the results, the general opinion about Uber Eats and Deliveroo was quite positive overall, with high levels of satisfaction in relation to the usability of the applications, perceived value and food quality. The correlation analysis revealed that the independent variables had a strong positive correlation with customer satisfaction. The regression analysis revealed, however, that delivery performance was the most statistically significant predictor of customer satisfaction, followed by food quality at the 10% level. The effects of Customer service, App usability and perceived value were positive but not statistically significant. The tests of the regression model showed good results: there was no high level of multicollinearity, and no heteroskedasticity. Customers' satisfaction in food delivery services in the United Kingdom is primarily driven by reliable delivery service and food-related service quality. The aforementioned findings will be discussed and compared to the literature in the following chapter, which will also relate to the research goals and the theoretical background.


[bookmark: _Toc231565030]Chapter 5: Discussions
[bookmark: _Toc231565031]5.1 Introduction
To relate the findings with the objectives of the research, the five variables included in the regression model, namely delivery performance, food quality, customer service, app usability and perceived value, are discussed. This result shows that all five variables are positively related, such that higher satisfaction with these variables means higher customer satisfaction. The variables were found to be significant in different ways, however. The regression model accounted for 90.3% of the variance for customer satisfaction, suggesting that the service and platform-related factors chosen were highly relevant to understanding customer satisfaction in a UK food delivery service.
[bookmark: _Toc231565032]5.2 Discussion in relation to research objective 1
Research objective 1: To identify the service features that affect customer satisfaction in food delivery services in the UK, especially Uber Eats and Deliveroo.
[bookmark: _Toc231565033]5.2.1 Delivery performance
The most salient service-related element influencing customers' satisfaction was delivery performance. This is significant since delivery performance is the main advantage that online food delivery services give to their clients. As a result, satisfaction can not only be determined by the number of restaurants available, but also by the ability of the platform to meet the baseline requirement for service.
The results echo the findings of previous research that has stated that reliability, speed and service efficiency are one of the vital components to customer satisfaction when eating out online. According to Ray et al. (2019), convenience, delivery-related performance are important factors affecting customers' food delivery app usage, and Prasetyo et al. (2021) discovered that service reliability is one of the determinants of their satisfaction and their loyalty to the food delivery app. The conclusions of this study are in line with these arguments, as even the inclusion of food quality and customer service in the same model did not decrease the strength of delivery performance as the best predictive measure.
This finding aligns with the Expectation-Confirmation Theory that posits that a consumer's level of satisfaction stems from the assessment of expectations and actual performance of a service (Ahmad et al., 2025). In the food delivery business, the customer establishes the expectation of how long it will take for the order to reach them and how reliable the delivery will be. If these expectations are met, satisfaction goes up; if they're not, dissatisfaction will follow. 
The discovery also suggests that the food delivery platforms like Uber Eats and Deliveroo should think delivery service as a strategic tool to measure customer satisfaction rather than giving it secondary importance as a logistics tool. Better estimated delivery performance, rider assignment, tracking accuracy, and preparation communication with restaurants may lead to greater restaurant satisfaction rather than focusing primarily on discounts or app design. Thus, this finding provides strong support for the first research objective by confirming that delivery performance was an important service attribute that contributes to customer satisfaction within the UK Food delivery service.
[bookmark: _Toc231565034]5.2.2 Food Quality
Food quality was also identified as being an important service characteristic, though with less impact compared to the delivery performance. This indicates that speed is not the only reason for customers to choose a food delivery platform, but whether or not the food is completely fresh, well-packaged and accurate to the order. The finding partially agrees with Yeo et al. (2017), who assert that the food quality and service experience are both important factors affecting customers' attitudes towards online food delivery services. It also corresponds with Alalwan (2020), who reported that Service Quality is a factor that influences E-Satisfaction in mobile food ordering apps.
However, the less robust statistical evidence does indicate that the food quality of platform-based delivery might be more complicated. Uber Eats and Deliveroo do not have full control of food quality, as food is cooked in the restaurants and delivery partners influence it during delivery, as opposed to delivery tracking, which does not have that effect. Thus, customers can see the quality of the food, but they might not assign it to the platform outright. This builds on the literature as it demonstrates that food quality is still relevant, even though it may not directly stem from the platform delivery service as much as the delivery service. Partial confirmation is given to the first research objective; food quality is significant as a feature of the service, but it does not impact in as direct a way as delivery performance.
[bookmark: _Toc231565035]5.2.3 Customer service
The relationship between customer service was found to be positive but not statistically significant and the customer satisfaction. This discovery, however, is not to be taken lightly, as it does not imply that customer service is of little importance. Instead, it implies that customer service has an impact on satisfaction primarily in the cases of service failures, like delayed deliveries, missing products, refund delays, or wrong order items. However, for customers who have not experienced such issues recently, customer service can be a less dominant factor in overall satisfaction.
This conflicts with some of the literature in the field, which focuses on dimensions such as responsiveness, assurance and service recovery as they relate to service quality (Arli et al., 2024). Additionally, it differs from research indicating that complaint handling contributes to decreasing customer dissatisfaction and their loyalty (Kumar and Shah, 2019). The finding, however, could be attributed to the characteristics of food delivery platforms: satisfaction might be assessed first with the reliability of delivery and the quality of food, whereas customer support only comes into play once a problem arises. Therefore, service is not the key point for customer satisfaction but a protective factor. This upholds the first research goal in part, as customer service is applicable, but its effect seems to be less than that of delivery performance and food quality.
From an overall perspective, the findings indicate that the first research objective is well met, as is food quality, but less so with delivery performance, and partially supported by customer service. Thus, customer satisfaction with food delivery service in the UK is influenced by service considerations; however, delivery performance is found to be most statistically significant among them in this study. 
[bookmark: _Toc231565036]5.3 Discussion in relation to research objective 2
Research objective 2: To identify platform-related factors that affect customer satisfaction in the UK food delivery services.
[bookmark: _Toc231565037]5.3.1 App usability
App usability was a statistically non-significant predictor, but rated as positive in the regression model in terms of customer satisfaction. This result shouldn't be taken as an indication that app usability is out of the equation. Instead, it’s a chance for customers to expect an easy-to-use app from an online food delivery provider in the future. This means those who use Uber Eats and Deliveroo expect there to be clear navigation, a clear layout, and that they can order easily and their orders are placed smoothly, but these alone aren't sufficient to establish high satisfaction.
The results are partially different from the "Technology Acceptance Model" which suggests that people's attitudes toward using technology depend on how easy it is for them to use (Davis 1989). It also contradicts the conclusions of Alalwan (2020), who concluded that there is a relationship among e-satisfaction, food ordering apps, and app-related service quality. One theory is that the UK food delivery industry is reasonably established, so user-friendliness may not be such a factor. App usability may be a factor that customers notice when something doesn't work, and food condition and delivery reliability are more likely to influence customer satisfaction. App usability partially supports the 2nd research objective, therefore. It is still a key customer experience component, but it seems to be more of a function of what comes after than what comes before in satisfaction explanations.
[bookmark: _Toc231565038]5.3.2 Perceived value
Many of the product attributes in the study correlated positively but not strongly with satisfaction, with the exception of perceived value. This indicates that the price, discount and promotional offer, when looked at alone, are important variables for the customer in the sense that they might feel satisfied with reasonable prices, discount or promotional offers, even if the service performance is not seen to be good. This result partially contradicts some studies, like Alalwan (2020) and Troise et al. (2020), that indicated that perceived value can affect satisfaction and willingness to continue using an online food delivery service.
So, perhaps discounts and promotions can bring in customers in the beginning, but then when the products aren't delivered on time, the food quality is not up to scratch, or orders are ordered but incorrect, customers are not satisfied. Targeting perceived value as a factor in satisfaction in this way, it can (and does) become a supporting factor, and not a fundamental factor. A customer can only perceive a good value when the platform is reliable and convenient in providing service. 
Overall, the second research goal is partially fulfilled. Platform-related factors such as app usability and perceived value had a positive link to customer satisfaction. However, their effects were not statistically significant in the regression model. Hence, the results indicate that the characteristics of the platform improve customer satisfaction; however, the results of this study indicate that service performance characteristics are more influential than platform characteristics in this study.
[bookmark: _Toc231565039]5.4 Discussion in relation to research objective 3
The third research goal was to assess the connection between identified factors and customer satisfaction towards food delivery in the UK. The above objective was attained using correlation and multiple regression analysis techniques. The results indicate that customer satisfaction was positively related to all independent variables, and they are namely delivery performance, food quality, customer service, app usability and perceived value. This means that when services are improved, as well as the platform, they generally lead to greater customer satisfaction.
The correlation findings confirmed that the correlation between customer satisfaction and all independent variables was highly positive. The delivery performance was the highest correlate of customer satisfaction, followed by perceived value, customer service, food quality and app usability. Those who rated these service and platform attributes positively highly were also more likely to report being satisfied, pointing towards positive linear relationships with satisfaction ratings. This indicates that service and platform attributes that were rated highly were also likely to be rated highly with regard to satisfaction with the service and platform. The results align with the results of other studies that suggest that customer satisfaction in online food delivery is driven by a combination of service quality, convenience of the platform, perceived value and delivery reliability (Alalwan, 2020; Prasetyo et al., 2021; Ray et al., 2019).
This objective was further supported by the use of the regression model. Based on the R-squared value (0.903), the model accounted for 90.3% of the total variance of the Customer Satisfaction data. The overall model was statistically significant (Prob > F = 0.000), which indicates that the five variables account for customer satisfaction in a statistically significant manner. This is an affirmation of the usefulness of the conceptual framework of this study to understand satisfaction in the food delivery services in the UK.
The single regression results, however, indicate that some factors had more influence than others. Only the delivery performance, and only significant at the 5% level, was significant, as was food quality at the 10% level. Customer service and app usability/perceived value did have positive but statistically insignificant impacts. The findings indicate that the listed features of the platform and customer service are important, but customer satisfaction is more strongly affected by the quality of the core service, most notably its reliability and promptness. This fits into Expectation-Confirmation Theory, which implies that expectations similar to actual service performance create satisfaction (Ahmad et al., 2025). When it comes to food delivery, there are fundamental expectations customers have: They want the right kind of food on time and in good shape.
So, there is the third research objective fulfilled. The results provide strong overall evidence of the relationship of the identified factors with customer satisfaction. There are unequal relationships between the variables, however. In this study, it appears that service-related factors, particularly food quality and delivery performance, seem to be more explanatory than the platform-related factors. Or, instead of just designing their app to the nth degree, Uber Eats and Deliveroo should prioritise the reliability of their deliveries and the quality of their food to improve the satisfaction of their user base.
[bookmark: _Toc231565040]5.5 Discussion in relation to the theoretical framework
The results of this study can be explained based on the three theories that have been adopted in this research: Expectation-Confirmation Theory (ECT), SERVQUAL, and the Technology Acceptance Model (TAM). These theories provide insights into how customers assess satisfaction with online food delivery services.
One of the findings strongly supported the Expectation-Confirmation Theory, which views customer satisfaction as a consequence of the customer's expectations regarding the service that is being provided and actual service provided by the service provider (Ahmad et al., 2025). Only delivery performance was statistically significant at 5% level in this study. This means that when customers receive food on time, have reliable deliveries and timely tracking updates, their expectations will be met, and thus, will be confirmed. Thus, to ensure satisfaction, customers will not accept online food delivery websites that fail to deliver the service in a timely, reliable, and predictable manner.
Second, the results also fit the SERVQUAL model because it concerns the dimensions of quality in services such as reliability, responsiveness and assurance (Arli et al., 2024). Delivery performance represents reliability, and customer service represents the responsiveness of SERVQUAL. It is clearly seen that delivery performance had a very strong impact, particularly in the case of food deliveries. Customer satisfaction was also found to be significantly correlated with food quality at the 10% level, indicating that food quality influences the quality of the service, establishing the relative freshness, packaging accuracy, and accuracy of the order as part of this, as it can be concluded that these factors contribute to the perceived quality of the service. However, customer service did not reach statistical significance, suggesting that complaint handling and refunds are also not key to satisfaction, if they are not directly lived experience failures.
Thirdly, the results partially back the TAM model. It has been suggested by TAM that perceived ease of use and perceived usefulness have an impact upon users' acceptance of digital platforms (Davis, 1989; Salunkhe et al., 2018). Usability of apps had the highest descriptive mean score, where the respondents gave positive judgment of how user-friendly and easy to use the apps were. In the regression model, however, the regression sum of squares statistic was not significant as an indicator of app usability. This implies that in a developed digital market, customers may develop app usability as an expectation instead of a significant supply of delight. This partially corroborates Alalwan's (2020) argument that features of the app have an impact on e-satisfaction, but the present findings indicate that the operational performance of the service can be more important than app design.
The theoretical framework has been supported overall, as all five variables were found to have positive relationships with customer satisfaction. The results in this study, however, indicated that ECT and SERVQUAL offer greater predictive ability than TAM. What seems to matter most with customers, the ability to provide the promised customer service, whether it's available or not, is actually what's more important.
[bookmark: _Toc231565041]5.6 Discussion in relation to literature
This study's results are somewhat similar to previous studies on understanding customer satisfaction in online food delivery services, but there were differences, too. The most significant result was the positive and significant relationship between delivery performance and customer satisfaction. This corroborates the study by Ray et al. (2019), which concludes that reasons why customers use food delivery applications are related to speed, convenience and reliability. This is also in line with Prasetyo et al. (2021), who stated that reliability and efficiency of service delivery have a significant impact on satisfaction and loyalty of online food delivery services. For this study, customers reason satisfaction primarily around timely, reliable and accurate delivery, as well as tracking delivery throughout progress. It makes sense since 'delivery' is one of the most noticeable parts of a food delivery journey.
The result for food quality is similar to what has been uncovered in former studies, in that the food quality finding was found to be lower than delivery performance. The overall food quality was positive, but significant only at the 10%. This is in line with Yeo et al. (2017), who revealed that food quality and overall consumer experience affect attitudes toward online food delivery services. The same can be said about Alalwan (2020), who stated that customer e-satisfaction in mobile food ordering can be influenced by the service quality. The lower level of significance in this study indicates that food quality is possibly dependent on more than just the platform, as there are other factors that restaurants play into the equation too: freshness, taste, packaging, order accuracy, etc. This results in a shared-service environment where the platform has an impact on the satisfaction, but it does not have control over all aspects of a user's food experience.
But the results were mixed on customer service. Although customer service had a positive coefficient, it was not statistically significant. Differing from SERVQUAL-based studies, which highlighted responsiveness, assurance and service recovery as important dimensions of satisfaction (Arli et al., 2024), this study also identified reputational organisation and management as a key element of satisfaction. This is because Customer service is a vital element of business only when there are faults or any issues with the customer, such as receiving something later, not getting the required things, or some issue that requires monetary refunds. Those who haven't had such problems in the past few months may have based their satisfaction ratings on good delivery and food rather than good complaint handling. Hence, this study does not argue the relevance and significance of customer service, but does indicate that the impact of customer service could be contingent upon context.
There are some variations in the findings of app usability from the previous research. The findings of the previous study indicate that Fit features ease of use and usefulness influence satisfaction and continued use of digital platforms, following Davis (1989) and Salunkhe et al (2018). A similar study conducted by Alalwan (2020) revealed that the quality of the mobile app and ease of use of the mobile app are factors that influence customer satisfaction for a food ordering app. An app was noted to be the best in descriptive mean and thus deemed positive from the point of view of their beneficiaries in this study. It was not significant in the regression model, however. This could be that in an evolved UK market, app usability is a minimum expectation. Both app usability and satisfaction are more likely to be affected by actual delivery than if they’re not noticed by customers.
The value of the finding was positive, though insignificant as well. This partly opposes previous research that reported that promotions and value added on price impact satisfaction and future use (Alalwan, 2020; Troise et al., 2020). It may be because, though there is a discount, there is a problem with the delivery system in terms of delivery performance or food quality requirements. Promotions will be welcomed by customers, but not accepted if products are late, cold or incorrect. Based on this, this study argues that perceived value contributes to satisfaction, while the core of the service performance better explains the satisfaction.
The results confirm the overall conclusion found in earlier literature that customers' satisfaction when ordering food online is a multidimensional construct that is affected by both the food delivery services and platform-based elements. This point study departs from the literature by providing a more granular understanding that delivery performance looks like the most reliable statistically-supported metric, yet perceived value and app usability can serve more as a consideration than a direct contribution at the level of satisfaction within the food delivery environment in the UK. This has provided a valuable comparison, showing that past theories continue to be useful, albeit potentially need to be tweaked according to the level of the market, customer expectations, and the nature of the food delivery platforms themselves.
[bookmark: _Toc231565042]5.7 implications
The study's findings have several possible implications for food delivery apps like Uber Eats and Deliveroo. First, delivery performance should be given attention since it was the only variable which was significantly different at the 5% level. This implies that platforms need to enhance the accuracy of the delivery estimates, availability of riders, real-time tracking and reliability of delivery. Even if food is available to be less pricey and the app is user-friendly, customer satisfaction can dip if the service to them is lacking. This is in line with the notion that service reliability is an important factor that influences service satisfaction in online food delivery services (Ray et al, 2019; Prasetyo et al, 2021).
Second, particular attention should be given to carefully controlling food quality. Even if the product is prepared elsewhere, the platforms can impact the customer experience with their choice in restaurants, packaging requirements, delivery handling, and how well they are prepared and delivered. Partnership restaurants should be engaged with the platforms to ensure food quality on a daily basis, as customer satisfaction positively correlates with food quality. This is significant because the quality of food products delivered is a vital element in satisfying customers when it comes to online food delivery, alongside the quality of the food ordering platform itself (Yeo et al., 2017; Alalwan, 2020).
Thirdly, there was a lack of a statistically significant effect when the factor customer service was included in the regression model, although it was acknowledged as a factor. Thirdly, a factor that was acknowledged but not statistically significant in the regression model was customer service. The descriptive findings indicated that the customer service was rated at the lowest mean score level, indicating that it may be one area where customer complaints were not being addressed effectively or the area where refunds were not issued effectively. Platforms should also enhance the speed with which complaints are addressed, fairness in returns and chatbot/live agent support. Strengths in service quality according to SERVQUAL theory are responsiveness and assurance; poor customer service could negatively affect satisfaction in the event of any service failure (Arli et al., 2024).
Fourthly, usability of the apps is to be kept as a standard feature. Although app usability was not statistically significant in the regression model, it received the highest descriptive mean score. However, generally, users are looking for a food delivery app that's easy, understandable and convenient. Hence, platforms need to keep enhancing all the navigational, payment, monitoring and interface designing. While ease of use might not always be the largest determinant of satisfaction (Davis, 1989), it is still part of the overall mix of things that matter with digital platform acceptance (Salunkhe et al., 2018).
Lastly, perceived value should be considered as a contributor to satisfaction, not its cause. The results indicate that while discounts and promotions can help to approach the customer, they cannot overcome good reliability in delivery and good food quality. Hence, if Uber Eats and Deliveroo are to succeed in supplying the customer, they must not simply adopt a promotional approach but also ensure that the products provided deliver good value for money.
[bookmark: _Toc231565043]5.8 Limitations of the study
The current study has some limitations. The results are only generalisable to the broader UK food delivery market because the sample size was relatively small (30 respondents). Second, the respondents were selected by convenience sampling, which is prone to sampling bias as it was not a random sampling (Saunders et al., 2019; Alvi, 2016). Thirdly, the data in this study were self-reported, and the study was based on questionnaires that can be affected by memory and by positive or negative mood or recent service experiences. Also, as the study was limited to Uber Eats and Deliveroo, the results may not be indicative of all platforms within the UK.
[bookmark: _Toc231565044]5.9 Chapter summary
This chapter discussed the findings in relation to the research objectives, theoretical framework and previous literature. The results show that all five factors had positive relationships with customer satisfaction, but delivery performance was the strongest statistically significant predictor, while food quality showed weaker support. Customer service, app usability and perceived value were positive but insignificant in the regression model. These findings suggest that customer satisfaction is mainly shaped by reliable delivery and food-related service quality. This supports the relevance of Expectation-Confirmation Theory and SERVQUAL in explaining satisfaction in online food delivery services (Ahmad et al., 2025; Arli et al., 2024).


[bookmark: _Toc231565045]Chapter 6: Conclusion and Recommendations 
[bookmark: _Toc231565046]6.1 Introduction 
This chapter presents the conclusion and recommendations of the study. It is a summary of the findings and shows how the research objectives have been met and the main results observed after analysis. The chapter also offers some actionable tips for Uber Eats and Deliveroo, borne out by the study, such as food quality, delivery performance, customer service, app usability, and perceived value. Finally, it provides suggestions for further studies and limitations of the study.
[bookmark: _Toc231565047]6.2 Summary of the study
This study examined the factors affecting customer satisfaction in UK food delivery services, focusing on Uber Eats and Deliveroo. A quantitative survey design and primary data collection were used in the study, with a sample of 30 respondents using either of the platforms in the past six months. Five independent variables were analysed in the study, including delivery performance, food quality, customer service, app usability and perceived value. Customer satisfaction was used as the dependent variable. The data were analysed using descriptive statistics, correlation analysis, multiple regression, VIF and heteroskedasticity tests. The results indicated that the most significant findings were the delivery performance, and the food quality was partially supported.
[bookmark: _Toc231565048]6.3 Achievement of research objectives 
[bookmark: _Toc231565049]6.3.1 Objective 1: To identify service features affecting customer satisfaction
This objective was achieved by examining delivery performance, food quality and customer service. The results indicate that delivery performance is a positive and significant factor for the satisfaction of customers, and food quality is a positive factor at 10% significance. Customer service was positive but not statistically significant. Hence, service attributes such as delivery reliability and food quality were identified as important factors influencing customer satisfaction.
[bookmark: _Toc231565050]6.3.2 Objective 2: To identify platform-related factors affecting customer satisfaction
App Usability and perceived value were two aspects of this objective addressed. However, both variables were positively related to customer satisfaction; neither variable was found to be statistically significant in the regression model. The descriptive mean score was highest, however, for app usability, indicating positive ratings for app usability. Platform variables were thus relevant but not the most important contributors to satisfaction.
[bookmark: _Toc231565051]6.3.3 Objective 3: To evaluate the relationship between factors and customer satisfaction
This goal was accomplished by using a correlation and regression analysis. The regression model was statistically significant, and the percentage of variance explained was 90.3%. Overall, the results show that the identified factors, when taken together, have an influence on the satisfaction of the customers, and among these factors, the strongest significant predictor is the delivery performance.
[bookmark: _Toc231565052]6.4 Key conclusions 
The study confirms that satisfaction in food delivery platforms in the UK is driven primarily by the successful fulfilment of the core service, not platform functionality. Uber Eats and Deliveroo both are digital services, but the research reveals that customers appreciate the service most when it is reliable, on time and accurate. Performance was most important (significant) with respondents being very conscious of the time it takes for the food to be supplied, reliable and with good tracking. Freshness, packaging and correctness of orders were also reflected positively, though with less impact, and currently partially shared between the restaurants and riders and the platform.
One interesting aspect of this study is that both service characteristics and platform-related aspects were discussed in its context. These findings indicate that app usability and perceived value are important to the customer experience, but were less predictive of satisfaction than delivery performance. This means that customers may now come to expect convenience in their apps and discounts to be offered, but despite increased convenience, this is not a substitute for food and reliability.
In total, the investigation shows that the most vital factor for customer satisfaction in food delivery services in the UK is operational reliability. It's not just about delivering the product; platforms should see delivery performance as a core element of customer satisfaction and a key driver of competitive advantage.
[bookmark: _Toc231565053]6.5 Recommendations 
From the evidence, it can be concluded that the most important element for Uber Eats or Deliveroo should focus on is the delivery reliability, as this has been found to be the key driver for customer satisfaction. The platforms need to be better at guaranteeing promised delivery times, taking advantage of real-time traffic information, monitoring when restaurants are preparing the meals and refining rider allocation. They should also improve the live tracking accuracy to provide more accurate and realistic tracking to the customer regarding the tracking.
Second, food quality can be enhanced by better engagement with the partner restaurants. Platforms need to create more transparent order packing rules, track order accuracy, and incentivise restaurants to adopt packaging that keeps orders cold and in good condition during delivery. Food quality is influenced by the restaurant itself and the handling of the food during delivery, so restaurants need to be involved in the management of both aspects.
Third was that the quality of customer service should be enhanced, despite the fact that it was not statistically significant. A less-than-desirable descriptive score for complaint response indicates that platforms might need to make a quicker judgment on the reimbursement, complaint tracking, and escalation to human support services should automated responses fall short.
Fourth, the simplicity of use must be maintained, and that should include ease of navigation and order information along with a fluid payment process. Last but not least, use discounts and promotions wisely, but not at the expense and detriment of service quality. Yielding to tempting offers is successful in 'winning' customers, but with better customer satisfaction comes success in the long term. Reliable delivery, accurate orders and consistent food quality matter more to satisfy customers over the long term than promotional offers.
[bookmark: _Toc231565054]6.6 Contribution of the study 
This study adds to the body of literature related to both service characteristics and platform-related factors in one integrated model in the UK food delivery setting. The researchers have explored the aspects of service quality, food quality, quality of customer service, usability of the app and perceived value of the service delivery in a single analysis, which explains customer satisfaction. This will give a more rounded perspective of the relative impact of these operational versus digital platform elements on customer experience in Uber Eats and Deliveroo.
Theoretically, the study integrates the Expectation Confirmation Theory, SERVQUAL and TAM in its entirety. The results indicate that service reliability has a greater ability to explain customer satisfaction than App usability and promotional value. This indicates that for the people in well-established digital food delivery markets, they can now expect the app to be both accessible as well as discount, but they are still happiest when receiving a product in a timely fashion.
From a practical aspect of the research, the results achieved have the potential to be useful to organisations intending to improve the accuracy of their delivery, the quality of their food and the consistency of both.
[bookmark: _Toc231565055]6.7 Limitations and future research 
There are certain restrictions or limitations in this study. A small sample of 30 was selected for the study, constraining the results for generalisability. Convenience sampling was used, which may also have led to sampling bias because the participants were not randomly selected. Furthermore, self-reported data from questionnaires were used and may have been influenced by personal perception or recent service experiences. The study could be replicated with a larger and more diverse sample, incorporate other UK food delivery platforms, and use the qualitative interviews for in-depth analysis of customer satisfaction.
[bookmark: _Toc231565056]6.8 Final conclusion 
The study concluded that service reliability and stability in food quality are the primary factors affecting customer satisfaction in food services in the UK. App usability, customer service and perceived value were also found to positively relate to satisfaction, but were not significant predictors in the regression model. Customers are more concerned with delivery time than promotions, and with accurate tracking and food condition more than apps. To enhance customer satisfaction and stay competitive in the UK food delivery industry, Uber Eats and Deliveroo must focus on reliability and service quality.
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Descriptive Statistics 
	 Variable
	 Obs
	 Mean
	 Std. Dev.
	 Min
	 Max

	 CSAT
	30
	7.183
	1.658
	4
	9.5

	 DP
	30
	7.044
	1.361
	4.667
	9.333

	 FQ
	30
	7.378
	1.56
	4
	9.333

	 CS
	30
	6.744
	1.424
	4.333
	9.333

	 AU
	30
	7.717
	1.49
	5
	10

	 PV
	30
	7.4
	1.817
	3.5
	10

	



Pairwise correlations 
	Variables
	(1)
	(2)
	(3)
	(4)
	(5)
	(6)

	(1) CSAT
	1.000
	
	
	
	
	

	(2) DP
	0.898
	1.000
	
	
	
	

	(3) FQ
	0.827
	0.789
	1.000
	
	
	

	(4) CS
	0.828
	0.834
	0.764
	1.000
	
	

	(5) AU
	0.776
	0.667
	0.619
	0.536
	1.000
	

	(6) PV
	0.873
	0.825
	0.679
	0.754
	0.830
	1.000

	



Linear regression 
	 CSAT
	 Coef.
	 St.Err.
	 t-value
	 p-value
	 [95% Conf
	 Interval]
	 Sig

	DP
	.377
	.179
	2.11
	.046
	.008
	.746
	**

	FQ
	.224
	.121
	1.84
	.078
	-.027
	.474
	*

	CS
	.184
	.153
	1.20
	.242
	-.132
	.499
	

	AU
	.21
	.138
	1.52
	.142
	-.075
	.494
	

	PV
	.183
	.148
	1.23
	.229
	-.123
	.489
	

	Constant
	-1.33
	.689
	-1.93
	.065
	-2.751
	.091
	*

	

	Mean dependent var
	7.183
	SD dependent var 
	1.658

	R-squared 
	0.903
	Number of obs  
	30

	F-test  
	44.891
	Prob > F 
	0.000

	Akaike crit. (AIC)
	56.348
	Bayesian crit. (BIC)
	64.755

	*** p<.01, ** p<.05, * p<.1

	



Variance inflation factor 
	  
	  VIF
	  1/VIF

	 PV
	6.546
	.153

	 DP
	5.351
	.187

	 CS
	4.294
	.233

	 AU
	3.81
	.262

	 FQ
	3.233
	.309

	 Mean VIF
	4.647
	.



 
Breusch-Pagan / Cook-Weisberg test for heteroskedasticity 
         Ho: Constant variance
         Variables: fitted values of CSAT
         chi2(1)      =     0.58
         Prob > chi2  =   0.4448
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6. How often do you use food delivery apps?
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