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[bookmark: _Toc234597569]Background and Context
Mobile technologies have revolutionized the food delivery sector, allowing customers to easily place orders via apps. The UK is witnessing a sharp rise in mobile food ordering over the past few years, thanks to the growing penetration of smartphones, digital payment methods, and evolving food preferences (Keeble et al., 2022). The UK food delivery market was estimated to be valued at GBP 78.93 billion in 2025 and is expected to reach GBP 86.05 billion by 2026 and further grow to GBP 161.03 billion by 2034, with a CAGR of 9.01% from 2026 to 2034 (Market Data Forecast, 2026; Investing, 2026).
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Figure 1: UK food delivery market (Market Data Forecast, 2026)
Mobile applications have developed from an ordering tool to a full-fledged digital platform that provides personalised recommendations, real-time tracking of orders, loyalty programs, and smooth payment options (Shorbaji et al., 2025). Therefore, the quality of the experience of mobile applications is now becoming an important competitive advantage for food delivery services to attract and hold customers in a more saturated market (Khuc and Vu, 2025). As businesses invest in enhancing the usability and functionality of their applications, retaining customers over the long term is still a major managerial challenge, especially with the competition in the market and the low switching costs faced by customers (Velasco et al., 2024).
[bookmark: _Toc234597570]Research Problem and Research Gap
The UK food delivery sector has made customer retention a top priority, as gaining new customers is significantly more costly than keeping existing ones. While some studies have found that factors like usability of applications, perceived usefulness, service quality, trust and customer satisfaction affect behavioural intentions (Alshurideh et al., 2019; Yusuf et al., 2025), the current literature offers inconsistent findings on the impact of the overall mobile application experience on customer retention (Yusuf et al., 2025). The majority of studies address the question of whether or not the technology is adopted or the degree of customer satisfaction, with few studies exploring the full mobile application experience as a key factor in customer retention that will impact repeat use in a UK food delivery setting (Shorbaji et al., 2025). In addition, the rapid evolution of technology, such as personalisation through AI, the user interface, and loyalty systems, have changed customer expectations, making the need for updated empirical evidence more critical than ever. In this regard, this study aims to fill this gap by examining how mobile application experience influences customer retention among users of food delivery applications in the UK.
[bookmark: _Toc234597571]Research Aim
The aim of this research is to examine the impact of mobile application experience on customer retention in the UK food delivery industry.
[bookmark: _Toc234597572]Research Objectives
The study seeks to achieve the following objectives:
· To examine the influence of mobile application experience on customer retention in the UK food delivery industry.
· To identify the key dimensions of mobile application experience such as usability, interface quality, personalisation and convenience.
· To evaluate the relationship between customer satisfaction and customer retention within mobile food delivery applications.
· To provide recommendations for improving mobile application experience to enhance customer retention among UK food delivery providers.
[bookmark: _Toc234597573]Research Questions
The study will address the following research questions:
1. How does mobile application experience influence customer retention in the UK food delivery industry?
2. Which dimensions of mobile application experience most strongly affect customer retention?
3. What role does customer satisfaction play in supporting customer retention among users of food delivery mobile applications?
4. What practical strategies can food delivery companies implement to improve mobile application experience and strengthen customer retention?
[bookmark: _Toc234597574]Overview of the Proposed Research
This study will use a positivist philosophy of research and a deductive approach to research to analyse the proposed relationship(s) quantitatively. Primary research will be gathered using a structured online survey to be completed by people who use food delivery mobile apps in the UK. The responses will be analysed on a 5-point Likert scale ranging from strongly disagree to strongly agree to ascertain the perception of the mobile application experience, customer satisfaction and customer retention of the participants. The data gathered will be subsequently analysed statistically to determine the significant relationship between the study variables and to recommend improvement based on the evidence gathered in the UK food delivery industry to facilitate customer retention.
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[bookmark: _Toc234597576]Mobile Application Usability in Food Delivery Services
The literature demonstrates a shift from viewing food delivery applications as transactional tools to recognising them as experience-oriented platforms. Previous studies based on the Technology Acceptance Model (TAM) claim that perceived usefulness and perceived ease of use are key factors in application adoption (An et al., 2023). However, this view has been challenged as it only discusses what happens at the time of adoption and not customer retention. Stocchi et al. (2021) also state that mobile applications add value along the customer journey, meaning that customers need to be continually engaged for satisfaction and retention to occur. Building on this understanding, Shorbaji et al. (2025) argue that AI-powered capabilities like custom-made suggestions and intelligent interfaces have revolutionised customer experiences, going beyond conventional usability metrics. However, they warn that with too much automation and too many black-box algorithms, trust would diminish – and technology is not an answer to retaining customers.
Theoretical framework
This study is based on Oliver's (1980) Expectation-Confirmation Theory (ECT) which suggests that customer satisfaction occurs where some form of confirmation is experienced, where the actual experience is at or superior to the initial expectations of the customer. This leads to greater satisfaction, which in turn contributes to customers' further use and retention. Within food delivery apps, positive mobile app experiences (usability, convenience, interface quality and personalisation) are likely to lead to customer satisfaction and continued use, fostering long-term customer retention (Shorbaji et al., 2025).
[bookmark: _Toc234597577]Determinants of Customer Retention vs. satisfaction vs. loyalty: transactional metric vs. emotional.
Studies have found that usability and convenience, trust and customer satisfaction are the main factors that determine retention, although some studies determine one factor as the most significant and other studies determine another. Chakraborty (2024) identified convenience, delivery speed and trust as more significant factors in explaining sustained use than promotional offers such as pricing. Similarly, Upadhyay et al. (2024) contend that online customer experience has an indirect impact on customer loyalty via customer satisfaction and trust, suggesting that a positive customer experience with an app needs to lead to a positive psychological response first to foster loyalty. In contrast, Sharma and Sharma (2024) extend the conversation by suggesting that customer engagement is influenced by interface aesthetics, interactivity and design quality, which suggests that retention goes beyond functional performance to emotional and behavioural engagement. Semblante et al. (2024) mention operational capabilities like GPS tracking, payment integration and order history, but the evidence in their review is limited in terms of empirical evidence that connects these capabilities directly to retention behaviour. This indicates that although functionality of the application is important it requires further empirical investigation.
[bookmark: _Toc234597578]Critical Evaluation and Research Gap
The literature shows good methodological strengths. The systematic reviews conducted by Shorbaji et al., (2025), Ramdhansya et al. (2025), Adak et al. (2022) and Amouzadeh et al. (2025) have been carried out using systematic review protocols, which makes the conclusions more reliable. But most empirical studies are cross-sectional surveys, conducted in Asian countries, such as India and South Korea (An et al., 2023; Chakraborty, 2024; Upadhyay et al., 2024). As a result, their conclusions can be difficult to translate to the UK food delivery industry because of cultural and behavioural variances. Moreover, sentiment analysis and artificial intelligence have been highlighted by Sakinah et al. (2020) and Adak et al. (2022) in analysing customer feedback, but they are more concerned with the extraction of the opinions rather than explaining the mechanism of customer behaviour which leads to customer retention. Hwang et al. (2024) also show that the user experience differs depending on the user's demographic, indicating that customer expectations are not universal. The literature suggests that there is ample evidence that the mobile application experience has an impact on customer behaviour, but existing research is disjointed, examining each construct (e.g., usability or trust or satisfaction) individually. However, the empirical study of mobile app experience as a multi-dimensional construct to affect customer retention in the UK food delivery industry is limited. Hence, the present study is motivated by this gap.
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This study will be quantitative research with positivist research philosophy, and it will be a deductive research approach. The study's objective is to explore the correlations between mobile app experience, customer satisfaction, and customer retention based on quantifiable data, justifying the use of a quantitative design (Slater and Hasson, 2024). The deductive method allows for testing the relationships that have been established in previous studies in the context of the UK food delivery industry (Fife and Gossner, 2024). With this methodological decision, the results of the research are objective, reliable and can be analysed statistically.
[bookmark: _Toc234597581]Data Collection and Sampling
The data will be collected by a structured online questionnaire using Google Forms. The questionnaire will include two parts: demographic information and the construct measurement items. The measurement will be modified from validated scales in the past studies and will be tested on the 5-point Likert scale from Strongly Disagree (1) to Strongly Agree (5) (Koo & Yang, 2025). Closed-ended questions are chosen for the ease of consistency in responding, to prevent bias by the researcher and to allow quantitative analysis.
Individuals 18 years and over who have used a food delivery mobile app (e.g. Deliveroo, Uber Eats or Just Eat) in the United Kingdom will be targeted. A non-probability convenience sampling technique will be used as it will provide efficient access to the respondents in the given research time frame (Golzar et al., 2022). The study aims to obtain 120–150 valid responses and that is enough to be able to perform statistical analysis and see any correlation between the variables of the study.
[bookmark: _Toc234597582]Data Analysis and Ethical Considerations
Data collected in Google Forms will be exported to IBM SPSS Statistics to be analysed. Data screening will first be conducted to determine if there are incomplete responses and to confirm data quality. The respondents' demographic data will be summarised using descriptive statistics and the internal reliability of the measurement scales will be tested using Cronbach's Alpha (Adeniran, 2025). Pearson correlation analysis will be used to examine the relationship between the study variables while multiple regression analysis will be used to determine the extent to which mobile application experience affects customer retention with the consideration of the customer satisfaction variable (Akoglu, 2018).
Ethical principles will be adhered to throughout the research process. The participation will be completely voluntary, and respondents will be given an information sheet giving details of the study prior to informed consent. There will be no collection of personally identifying information and all answers given will be anonymous and confidential. The information collected will be held securely, will only be used for academic purposes and will be managed according to GDPR and research ethics guidelines of the University.
[bookmark: _Toc234597583]Expected Findings
This study anticipates that a positive mobile app experience will have a significant impact on customer retention in the UK food delivery sector. Existing literature suggests that dimensions like usability, ease of navigation, personalisation, reliability and application convenience are likely to positively affect customer satisfaction and, consequently, customer retention. Also, it is expected that the link between customer experience in the mobile application and customer retention will be partially mediated by customer satisfaction. The results are expected to give practical insights to food delivery providers; the features identified in the application that can help to hold their customers and make them more competitive in the business.
[bookmark: _Toc234597584]Limitations
There are several limitations that may impact this research. Convenience sampling will be used, and this may not represent the wider UK population. It will be self reported questionnaires therefore responses may be subject to respondent bias. Moreover, the cross-sectional design provides only a single snapshot of participants' perceptions and therefore cannot capture changes in customer behaviour over time. The use of validated measurement scales, anonymity of the participants and responses from a broad spectrum of users of food delivery applications in the United Kingdom will alleviate these limitations.
[bookmark: _Toc234597585]Timeframe
The study will be conducted in a structured project timeline to ensure that the research is done in a systematic manner. The following Gantt chart is proposed to show the research activities. 
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Figure 2: Gantt chart
[bookmark: _Toc234597586]Conclusion
This proposal outlines a structured investigation to understand the impact of mobile application experience on customer retention in the UK's food delivery sector. The research aims to provide practical, quantitative survey data to help drive both academic insights and managerial decisions on how to better retain customers by improving their mobile application experience, using statistical analysis.
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