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Abstract
The study is a comparative analysis of the marketing strategies adopted by online food delivery platforms in the UK and the Republic of Ireland. The main focus of the study is to analyse the way marketing strategies are influenced by external economic conditions and how these businesses adapt their marketing strategies to maintain their positioning in these countries. 
The second chapter has explained the significance of international marketing, with consumer behaviour as a strategic adaptation used to structure the overall behavioural characteristics of consumers. Highlighting the importance of providing a proper balance has led the global branding to meet with the local preferences. Getting acquainted with the theoretical frameworks has supported on the effectiveness of the international marketing approaches for delivering outstanding results in the upcoming days. The literature review chapter discusses the various concepts of the study that are based on the objectives. It critically demonstrates several literatures to critically evaluate the themes and further discusses them from the point of view of the UK and Ireland. 
In the third chapter, the methodology of the study has been outlined. During the process, it has been understood that the study is a systematic literature review, focusing on the collection of secondary data. The main ethical considerations are that the research is done without any bias and is appropriately referenced.
The fourth chapter, based on the systematic literature review, has helped to critically examine how OFDs are impacted and influenced by the pandemic. The chapter on comparing and contrasting the findings from the literature and the findings chapter also helped identify the challenges along with consumer intentions, motivations, and factors. It also helped realise that digital communications and modern technologies also greatly encourage the same, causing rapid growth.  
The fifth chapter, the conclusion, and the recommendation chapter further summarise the main findings of the research, outlining the important findings that have been recorded. Further, the report also provided a conclusion based on the research questions that were addressed, along with some practically possible recommendations, and a list of theoretical recommendations. The next section of this chapter mentions some of the limitations of the research and some suggestions to do better work in the future, looking at areas for improvement.
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[bookmark: _Toc225498901][bookmark: _Toc225614536]Chapter 1: Introduction 
[bookmark: _Toc225498902][bookmark: _Toc225614537]Background and Problem Statement 
The definition by Chernev (2025) describes marketing as a business discipline whose first and foremost focus is to create value. Other than this, marketing can also be defined as a combination of various activities, such as product development, promotion, pricing, and more, which are designed to help a company sell its products. The explosion of technologies has enabled companies to utilise digital technologies in marketing aspects to enhance the outcome. Similarly, online food delivery platforms have also been utilising marketing tactics to strengthen their presence. During 2020 and 2021, the strict lockdown increased the trend of online food delivery, which helped in the growth of the industry (Poon and Tung, 2024). 
Similarly, in the UK as well, the online food delivery industry has gained significant prominence. The revenue of the market in 2025-26 is estimated to be at £3.9 billion, and the sector is forecasted to grow at a 6% annual rate. The main factor boosting this growth is the digitally literate Generation Z, who are driving the demand for online food services. Here, a diverse range of cuisines, fast delivery and low prices are the main consideration factors for these platforms to achieve higher conversion rates (IBIS World, 2025). In the country, Just Eat, Deliveroo, and Uber Eats are the most prominent players with a market share of 45%, 27%, and 27%, respectively (Zego, 2024). 
The online food delivery sector in the Republic of Ireland is also quite lucrative. As of 2022, the annual revenue of the industry was projected at €216.23 million. Similar to the UK, Deliveroo, Uber Eats, and Just Eat are also the most popular platforms in the country. In terms of location, Just Eat has the highest percentage, delivering to 46.96% of the country. This is followed by Deliveroo and Uber Eats at 38.66% and 14.38%, respectively (Dots Platform, 2022). In this case, marketing strategies have become an important tool for these platforms to develop their brands and also garner attention from consumers. 
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[bookmark: _Toc221018207]Figure 1: Number of Locations of Deliveroo, Just Eat, and Uber Eats
(Source: Dots Platform, 2022)
[bookmark: _Toc225498903][bookmark: _Toc225614538]Problem Statement 
In the UK, businesses in the online food delivery industry are more focused on digital marketing strategies to achieve the optimal result. Tarplee (2025) reported that leading players in the market spend more on paid media channels like Facebook, Google, and Bing, along with the use of pay-per-click marketing to increase visibility. This, to an extent, is influenced by consumers’ tech-savvy nature, as 62% of Britons are less likely to convert to customers if their experience on mobile sites is negative. Hence, online food delivery platforms are focusing more on developing technically sound websites to offer a seamless experience, to attain higher conversion rates. On the downside, key players like Just Eat and Deliveroo have been facing challenges due to high inflation and the cost-of-living crisis, which influenced consumers to cut back on spending on online food delivery. Herein, while Deliveroo focused on analysing consumer behaviour, Just Eat is including more value restaurants, as well as small vendors (Warc, 2022). 
On a contradictory note, consumer behaviour in the Republic of Ireland is different. The average conversion rate in the country stood at 1.85%, as compared to the European range of 2.5% to 3%. This is due to the more conservative approaches of Irish consumers and their varying levels of trust. Following this, the main focus of digital marketing strategies is on offering personalised content marketing and retargeting efforts (Revolution, 2024). For example, companies like Uber Eats prioritise customer loyalty more. To achieve this, establishing its brand value, sending valuable emails, offering exceptional customer experiences, and obtaining customer feedback are the common marketing practices adopted by the company (Uber Eats, 2026). 
On the other hand, Brexit had a long-term impact on the food system in the UK, altering food-related relationships (Lingham et al., 2025). The exit of the country from the European Union (EU) resulted in changes in food regulations, which food delivery platforms operating in the nation needed to follow. In contrast, Deep (2025) commented that to prevent anti-competitive practices and protect the interests of consumers, the Competition and Consumer Protection Commission (CCPC) monitors the online food delivery market in the Republic of Ireland. In addition to this, online food delivery platforms are expected to follow the food safety standards and regulations imposed by the Department of Health in the country. In this context, companies operating in both countries need to change their marketing strategies in accordance with the nation’s regulatory standards. The main issue for these companies lies in adapting their marketing strategies to suit the market in different countries. Concerning the different marketing strategies of online food delivery companies, the study aims to understand the results that these companies gain in different nations by comparing them.  
[bookmark: _Toc225498904][bookmark: _Toc225614539]Research Aim
The study aims to study strategic marketing adaptations in the online food delivery sector with various factors in the UK and the Republic of Ireland Post-Pandemic.
[bookmark: _Toc225498905][bookmark: _Toc225614540]Research Objectives 
· To critically analyse the literature available on the topic of international marketing, consumer behaviour and strategic adaptation in the online food delivery industry.
· To conduct a comparative study of the digital marketing communication and brand positioning of the leading players in the UK and Ireland using secondary data.
· To determine the impacts of regulatory divergence and inflation after Brexit on marketing budget expenditure and the change of strategy of these platforms.
· To recommend to the food delivery firms how the effectiveness of the cross-border marketing can be enhanced in the volatile economic environment.
[bookmark: _Toc225498906][bookmark: _Toc225614541]Research Questions 
· [bookmark: _Toc225498907]What is international marketing, consumer behaviour and strategic adaptation of an online food delivery business?
· Which are the determinants of digital marketing communication and brand positioning of the leaders in the UK and Ireland?
· What will regulatory divergence and post-Brexit inflation cause to the marketing budget expenditure and the alteration of the strategy of the subsequent platforms, and which recommendations can be given to achieve the increased effectiveness of the marketing strategy across the borders?
[bookmark: _Toc225614542]Relevance of the Study
Conducting a detailed investigation on the differences in marketing strategies of online food delivery companies can be beneficial in the development of a broader understanding of the topic. This will help the readers understand the changes that food delivery companies like Uber Eats, Deliveroo, and other companies are making in the UK and the Republic of Ireland. This will also offer a deeper understanding of the varying challenges that these companies face in these countries, which can allow for the development of better marketing strategies. 
[bookmark: _Toc225498908][bookmark: _Toc225614543]Brief Research Methodology 
According to Gamage (2025), an interpretivism philosophy is highly beneficial in the attainment of a broader and deeper knowledge of a topic. In this context, along with the implementation of interpretivism philosophy, a deductive approach and exploratory design will be implemented. The study collected qualitative data to present a more detailed analysis of the chosen topic. Through a range of academic literature, secondary data will be collected. A systematic literature review will be implemented to analyse the collected data.   
[bookmark: _Toc225498909][bookmark: _Toc225614544]Structure of the Rest of the Project
There are five chapters in the dissertation in total. The objectives and questions, along with the main problem of the study is discussed here. In the following chapter, several pieces of literature on the topic of marketing strategies of online food delivery businesses will be critically evaluated. Following this, Chapter 3 will identify and justify the methods that will be utilised in the research. Here, the ethical considerations of conducting the secondary research will be addressed as well. In Chapter 4, secondary data analysis will be conducted through a systematic literature review to draw on critical insights related to the topic. The last chapter will conclude the research by drawing on the information gathered throughout the report and offering some suitable recommendations for online food delivery platforms to achieve more effectiveness in cross-border marketing. 

[bookmark: _Toc221018208]Figure 2: Dissertation Structure
(Source: Created by the author)


[bookmark: _Toc221792356][bookmark: _Toc225498910][bookmark: _Toc225614545]Chapter 2: Literature Review 
[bookmark: _Toc221792357][bookmark: _Toc225498911][bookmark: _Toc225614546]Introduction 
Marzi et al. (2025) say that a literature review is a conclusion and summary of published literature on a given topic. Due to technological advancement, uncertainty in the economies and changing consumer demands, the digitally mediated services industry has emerged with new marketing techniques at an accelerated rate. The internet-based food delivery business is an especially dynamic marketplace, and in this instance, the firms must continue to change their strategic location in order to stay competitive across different markets.  Their situation has worsened since the pandemic. As mentioned by Brown et al. (2023), the strain of inflation and cost of living constraints and regulatory incompatibility has modified the consumer behaviour both in terms of their expenditure and also forced firms to re-examine the budgetary allocations, promotional degree and value communication. The existence of cross-border activities merely complicates this process, as strategies that have been successful in a given country cannot be successful in other countries.
This chapter presents a critical discussion of the available academic and industry knowledge on such developments. It talks about the effects of the regulatory and economic transition on the spending and strategic decisions in marketing, and it looks into the approach methodologies that can be used to improve cross-border performance. The discussion assumptions lead to the predetermination of the analytical and practical foundation of strategic adaptations in the sphere of online food delivery.

[bookmark: _Toc221792358][bookmark: _Toc225498912][bookmark: _Toc225614547]Research Areas / Topics
International marketing, consumer behaviour and strategic adaptation
Understanding the relevance of international marketing is termed to be a vital impact in the phase of augmenting the food delivery industry in a sophisticated manner. As cited by McKinsey & Company (2020), it has been noted that the impact of COVID-19 has been termed to be detrimental, which shattered the business in a significant manner, underscoring the challenges that serve to be elemental. This is because the incorporation of this kind of challenge has given rise to an increase in death cases and caused vital issues related to physical and mental health. It has been reported that over 60% of individuals in the global perspective have come up with the new modes of shopping experience, which is indeed intrigued by the interesting factors like convenience and value (McKinsey & Company, 2020). 
Additionally, it has also been noted that about 73% to 80% of them have intended to contribute to getting familiarised with the latest shopping trends. Understanding the behavioural traits of consumers stands to be a critical parameter for the food delivery companies to get accustomed to effective management in order to manage their purchasing decisions. Observing the several elements which are essential in this field, such as convenience, along with precise sensitivity and perceived quality of food options, has been identified as valuable. It can be stated that it has remained a main driver, proving to be beneficial in times of getting familiarised with the latest technological advancements, such as user-friendly applications and real-time tracking (McKinsey & Company, 2020). 
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Figure 3: Demonstrating the Shifts made by consumers in their online shopping behaviours
(Source: McKinsey & Company, 2020)
As argued by 6Wresearch (2025), considered to be an instrument in terms of observing the reputed organisations such as Uber Eats and Deliveroo, are getting advanced with exquisite food dishes by marketing appropriate and streamlined delivery logistics towards maintaining the regional tastes. It can be stated that this increases the chances of the engagement rates between the consumers and thus raises their loyalty rates. I think that by serving a diversified range of remarkable cuisines, meeting the tastes and choices of the food-centric consumers, and thus getting them from the local restaurant to the global food chains. Apparently, the market surged in the phase of popularity, specifically in the case of the urban consumers and the younger demographics. 
It can be discussed that the younger generations are being appealed to by the preferences of simplifying the process of ordering online food. With the serving of enormous advantages, highlighting the significant challenges is found to be of paramount importance, which cannot be ignored. Here, it has been observed that the first challenge is the high competition from the established players coming up with dynamic pricing of the priorities, resulting in an impact on the overall profitability within the businesses. Another challenge refers to the obstacles in the regulatory segment, like having crucial situations in maintaining the food safety standard with the licensing requirements that sometimes are defined to be much more critical, making the market much more critical (6Wresearch, 2025). 
As per Gružauskas and Burinskienė (2022), from the above statement, it can be concluded that partnering with active strategic alliances has the tendency to set the stage for the online food delivery organisations to successfully expand their reach and imperatively distribute their resources. In my opinion, this can be supported by a suitable example illustrating that integrating with active loyalty programs and the payment options has resulted in successful engagement amongst the customers, delivering with positive outcomes. Being recognised with the sustainability initiatives has served to be productive for the reputed companies to get accustomed to environmentally friendly packaging and promote in the segment of the food delivery options, leading to the appeal of the society-conscious consumers. 


As discussed by Grand View Research (2024), it has been observed that by the amalgamation of sophisticated strategies, such as posing with strategic planning followed by innovation and having a deeper knowledge about fulfilling the needs of the food-loving consumer. However, in my opinion, this makes me satisfied by analysing that catering with proper techniques supports the organisations to stay ahead in the competition within the dynamic online food delivery industries in reputable countries. Similarly, observing the revenue in countries such as the United Kingdom of about $30,528.4 million in the financial year 2024, with a Compound Annual Growth Rate of 7.6% and that the value will be expected to increase to $45, 884.5 million by the end of the fiscal year 2030. As argued by Moteria (2025), it has been found that with the digital ordering sensitivity, it often has the tendency to restrict the traditional establishments of the restaurants. In the year 2024, the rate of online ordering of food items increased to about 65%.
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Figure 4: Describing the online and offline ordering choices made by the consumers
(Source: Moteria, 2025)
In the present scenario, it has been found that the owners are also focusing on the upliftment of an effective delivery system in spite of spending huge amounts on other additional services such as rent and administrative expenses. In the United Kingdom, it has been relevant that about 65% of mothers are working women and do not have the proper time to make food for their families, leading to online ordering (Moteria, 2025). As opined by Puma Flores and Rosa-Díaz (2023), from the above statement, it has been obvious that by intertwining culture with technology and understanding the psychological traits of the consumers, a deeper exploration has been conducted. As a result, this has made me to understand that by serving in a more realistic perspective for shaping the international marketing techniques and nurturing impeccable results.   
Digital marketing communication and brand positioning in the UK and Ireland
[bookmark: _Hlk225522013]The brands in the UK food industry position themselves based on convenience, speed and online innovation. The brands in Ireland heavily relied on trust, heritage and local reputation. There has been an increased focus on eco-friendly and local sourcing of food products as a differentiator. On the other hand, Facebook and Instagram have been heavily used by Irish people. 63% of the Irish people are using Facebook (The Irish Times, 2026). Digital marketing has been leveraged by most of the organisations to communicate directly with consumers regarding their products. Customer relationship management can be an important tool to understand consumer behaviour and allow organisations to directly communicate with consumers. Coman et al. (2025) stated that food products can be promoted with the help of social media platforms for gathering consumer feedback. Corporate responsibility can be safely communicated through social media platforms, as consumers have concerns regarding sustainability. Organisations in the food industry can use different social media platforms to demonstrate their efforts in reducing food waste. Sustainable sourcing and transparency can be promoted by these tools. I believe that the comparison of the UK and Ireland shows that localisation of digital communication is highly important even though they may be working on the same technological environment.
[bookmark: _Hlk225522089]Digital marketing has been utilised by the UK food industry. The health food trends on social media have inspired shoppers, which can help them increase sales. 55% of Gen Z users are using TikTok for information about food. Social media platforms are used by 70% of them compared to 543% of the general population (AHBD.org.uk, 2026). The food industry has a broader scope by utilising short-format social media videos and photography of tasty and trendy dishes. This will help capture the attention of the consumers and help to enhance the long-term positivity and engagement. Social media has been the top source of information in the industry to collect information regarding dairy products and red meat. The different types of generations are using different social media platforms to collect information. Instagram has been used across the UK and Ireland for building communities and engagement. 
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Figure 5: Social media usage among Gen Z consumers for red meat and dairy
(Source: AHBD.org.uk, 2026)
Meléndez-Illanes et al. (2022) stated that children can be targeted by using television advertisements, and they are increasingly focused on the online environment. Social media has been a great medium for the food industry in Ireland, which can boost brand awareness, drive sales and foster community engagement. Most of the consumers on social media platforms are following restaurant brands, and they leverage user-generated content. Social media platforms are increasingly used by consumers, which can lead to direct sales for the company. This is the primary application for the food industry, which can help smaller, artisanal and local producers to connect directly with consumers. Social media platforms such as Instagram and YouTube have been leveraged by the brand for customised and interactive marketing to enhance engagement. Ramanathan et al. (2022) stated that digital-first strategies are adopted by most of the UK food companies. Proper technological solutions can help the industry to save the food manufacturing and supply organisations from waste. In my opinion, companies that strike a balance between international brand presence and local significance would be in a better position to attain a long-term consumer interest.
On the one hand, Hartfield (2024) argued that the new players in the food industry can face several challenges. Building a new food business needs significant investment, and investing in new technologies can be challenging, too. They need to develop innovative strategies to give them a competitive advantage. Leading players in the industry can easily dominate the market with the help of innovation and technology. However, the new entrants may face increased competition through extensive and proprietary consumer data. They need to roam and use alternative data sources to gain valuable insights, which can help them to be competitive. Alternative data sources can help the new entrants to make informed decisions. The food and drink industry in the UK has leveraged digitalisation to modernise consumer engagement. 
Impacts of regulatory divergence and inflation after Brexit on marketing budget
[bookmark: _Hlk225522223]Some of the elements which influence the marketing strategy in digital platforms industries include external forces like macroeconomic instability and regulatory fragmentation. As discussed by Priyatna and Suryadi (2025), inflation will reduce the purchasing power of consumers, besides increasing the running cost, simultaneously exerting pressure on the demand and supply of the products. On the other hand, Prakash (2025) discusses that for food delivery companies, online companies and restaurants have a commission debate, which reduces profitability due to the rise in fuel prices, packaging, and labour expenses, as well as online food delivery problems. Marketing budgets are one of the first to be rationalised in this situation, with the emphasis shifted elsewhere throughout a company-wide promotion, and more towards efficiency-based communications. The company focus on returns that are measurable and short-term customer conversion and retention instead of focusing on brand awareness or growth campaigns. In my opinion, marketing priorities are being redefined by economic and regulatory demands and pressures, which compel companies to pay more attention to efficiency and quantifiable results.
Further, Gafurdjan (2024) discusses that inflation is typically threatening to alter consumer behaviour, making prices more sensitive and reducing leisure spending. In recessions, there is a low number of orders placed in terms of food delivery services, with a reduced customer frequency of -0.9% (Lumina Intelligence, 2024). When the level of elasticity of demand takes place, the marketing communication becomes different. Messages that used to centre on speed, variety, or the lifestyle benefit are now more geared towards a discount, a bundle, benefits on subscription and loyalty services. Advertisements will be changed to tactical incentive plans that will be applied in order to motivate immediate purchase. This shift presents a move towards the aspirational branding based on value.
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Figure 6: UK Food delivery service market
(Source: Lumina Intelligence, 2024)
Moscarini and Postel-Vinay (2023), on the other hand, mention that the budget redistribution is also common during inflationary times.  Tresnasari and Zulganef (2023) further argue that performance marketing is a proper substitute for mass communication as it minimises the risk and supports managing costs. As such, marketing units are going to go data-oriented, with the number of marketing teams relying on customer preferences to segment and target populations that are likely to be profitable rather than targeting the market wholly. The traditional advertising media that lack a certain measure of performance are no longer appealing compared to the digital media that have real-time statistics. Pay-Per-Click programs, retargeting, and personalised email marketing will allow companies to track the conversion rates and make a more accurate assessment regarding the spending. Personally, I think the trend toward performance marketing was a required change in response to financial and operational contingency and not a strategy in its own right.
[bookmark: _Hlk225523672]Besides inflation, there is a further complication due to regulatory divergence when there have been political and institutional changes. As depicted by Blind et al. (2024), the presence of discrepancies related to the terms of work, taxation, and the protection of data and consumers creates an imbalance that affects the structures of work and expenses. On the other hand, Smit and Stopforth (2023) discussed that the minimum wage rules, classification and gig workers regulations affect the cost of delivering and pricing of services. Compliance costs also increase administrative costs, and thus limit the expenditure on marketing indirectly. In cases where companies are forced to spend on legislative and regulatory procedures, the resources available are limited to carry out the promotion of the company. Besides these, various regulations have limited the practicability of a standardised campaign in a global context, and messages, offers, and contractual terms have to be altered. Divergent labour policies have platform-based services. This surge in the operation cost will probably force a price increment that would jeopardise the competitive placement and necessitate putting extra effort into advertising to hold demand. 
Marketing practices are also affected by the policy of data governance. Wu (2023) discusses that the constraints of gathering information or focused advertisement reduce the efficacy of personalised advertisement campaigns, which compel companies to adjust the level of segmentation. The Irish marketing practices are highly regulated by the legislation, mainly, the Consumer Protection Act 2007 and Consumer Rights Act 2022, where all commercial communications are legal, decent, honest, and true (ISB, 2022). The compliance with the privacy standard may decrease the utilisation of tracking technologies, which facilitate the performance marketing system, and the rise in the cost of obtaining new customers may occur. The resultant effect is that the businesses may consider accommodating the activity by adopting organic channels, joint ventures, and loyalty programs.
Regulatory distance between European models, which has led to alternative trade processes and compliance, has been brought about by Brexit in the UK scenario, as the sales of British farm products are reported to fall at the rate of 37% (Carroll, 2026). The overall budgets have been stretched by the cross-border operations and supply chains that have resulted in incurring extra costs. In the meantime, consumers have cut their spending on luxurious services as a result of elevated inflation and the permanent crisis of high costs of living. This general reaction in the Republic of Ireland has been another tight sticking together with European norms in an effort to achieve greater regulatory stability, but conservative consumer spending patterns and a lower rate of conversion have ensured that promotional resources must be released sparingly (European Central Bank, 2025). This leads to more efficient marketing in either market and retention strategies, besides less aggressive expansion.

Recommend that the effectiveness of the cross-border marketing be enhanced.
A compromise must exist between strategic consistency and local responsiveness in order to make cross-border marketing suitable in dynamic and changing environments. The digital platforms firms are found in different national environments where consumer behaviour, purchasing power, regulation, and cultural expectations are not similar. Eze et al. (2024) said that a single intangible approach to marketing may result in efficiencies but will take the risk of failing to comply with the local market needs. Quite to the contrary, Artime et al. (2024) argue that complete localisation can lead to a complex and more expensive situation. Strategies based on good practices are therefore hinged on selective adaptation wherein the core brand name is retained, but, at a tactical level, it is in the market environment that the strategies are altered. I believe that hybrid Strategies comprising standardisation and adaptation is the most sensible method that firms should adopt to operate in various markets.
One of the approaches is the modular campaign design. Blakeman (2023) discusses that the marketing messages can be developed according to the key messages' affordability, convenience, and reliability, and the specified offers, language usage, and imagery can be tailored to each market. This framework not only allows the firms to possess coherence in a cross-country setting but also to respond promptly to the trends in the individual countries. To illustrate, even within one area, promotional messages may be talking of price-saving and another talking of service, or restaurant diversity. The modular design reduces redundancy of efforts and is useful in terms of deployment when the rate of innovation is high.
[bookmark: _Hlk225523775]Hasan and Abdullah (2022), on the other hand, say that it is also imperative to integrate the data. The international business generates massive amounts of behavioural information that can be utilised to form judgements with regard to segmentation and targeting. As a result of the centralisation of the analytics platforms, the companies can distinguish performance measures within the different markets and locate lucrative categories of customers. Predictive modelling assists a company in investing its resources in those segments with high lifetime value compared to short-term transactions. The relationship between the marketing investment and the measurement of outcomes will add efficiency and reduce needless costs for firms. This form of evidence-based decision-making is also useful during economic uncertain times in which the budget is constrained. I think that data-driven decision making and customer retention models are increasingly worthwhile than feverish growth in questionable conditions.
[bookmark: _Hlk225523790]Customer retention strategies are also conclusive. Acquisition is usually more expensive than retention, especially in cases where advertising costs are soaring. Sharma et al. (2022) mention that the use of reward schemes, subscriptions, loyalty programs and rewarding the individual will improve repeaters and make the business and revenues stable. Retention-oriented marketing will do away with the necessity to continue spending on promotion and generate long-term relationships. Service awards and open pricing also serve to further confidence in the circumstances that consumers are wary of their discretionary spending.
Partnership-based marketing is another strategy that can be used to realise efficiency. Michelini et al. (2023) say that the collaboration with restaurants, grocery shops, or local brands is going to create an opportunity to share the promotion costs and receive a larger reach. A large independent investment would not be necessary for differentiation through co-branding campaigns and special deals. These partnerships that are in tandem with the established local tastes also enhance the local relevance. In other markets (like the UK and Ireland), a partnership with local restaurants or smaller businesses will help bring the brand closer to the people and make the customers stick with it.
These tactics ought to be met with the optimisation of technology. A huge channel of interaction with the food delivery service is the use of mobile applications, and the primary marketing tool is customer experience. Limitless interfaces, personalised recommendations, and beautiful payment systems are part of the factors that result in conversion rate. As said by Daoud et al. (2023), improved technologies reduce the degree of friction and can help to make the process more involved with less expenditure on the adverts. In this way, the efficiency of operations and effectiveness of marketing are both addressed with the help of the digital infrastructure investment.
It must also be flexible in budgeting. On the other hand, Bhimani et al. (2024) say that the rolling budget models allow the marketing managers to change the budget based on the performance in the market in comparison to the use of pre-established annual budget plans. Track records of all key metrics are constantly updated so that under-performing campaigns can be responded to instantly. This type of dynamic system is able to ensure that the funds are directed to the most effective avenues at any given time. The outcome that ensues in a volatile environment is a reduced financial risk and more responsiveness.
Theoretical Perspective
In the course of the theoretical framework, the segregation of the Standardisation-Adaptation Theory and the Contingency Theory stands to be imminent. On one hand, the incorporation of the Standardisation-Adaptation Theory has analysed the renowned companies in the phase of maintaining an acute balance with a consistency in the image of the brand (Šeinauskienė, Virvilaitė and Alon, 2022). Getting adaptable with the latest marketing strategies to the local markets benefited this theory for the standardisation of the marketing strategies and tailoring them imperatively; therefore, this has served to meet the needs in the cultural, economic and regulatory domains within the different regions. While the Contingency Theory, on the other hand, serves to be advantageous for adhering to the external environmental factors, such as regulatory frameworks and economic fluctuations. Formulating efficient strategies has remained dependent on developing the level of acute knowledge and addressing the need to remain familiar with strategic market adaptations in the respective online food delivery domain (Abedin, 2022). 
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Figure 7: Depicting Contingency Theory
(Source: Abedin, 2022)

[bookmark: _Toc221792359][bookmark: _Toc225498913][bookmark: _Toc225614548]Conceptual Framework 
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Figure 8: Conceptual framework
(Source: Created by the author)
This conceptual model is designed to compare how major online food delivery channels in the UK and Ireland have adapted their marketing strategies to maintain market position and enhance consumer engagement. This framework highlighted the key motivational theory to measure the adaptation of consumers. It mainly acknowledges the shift from pandemic-induced to post-pandemic marketing. This has explained the different themes which are used in this research to explain how platforms are using marketing abilities to survive in the post-COVID environment. Consumer brand engagement has been driven by this research by measuring the emotional and behavioural aspects of consumers. I think the framework effectively brings together key variables, but its strength lies in clearly showing how external factors influence consumer engagement and firm strategy. In my view, this model provides a useful structure for interpreting the findings in the following chapter.
[bookmark: _Toc221792360][bookmark: _Toc225498914][bookmark: _Toc225614549]Literature Gap
The literature has provided sufficient information regarding the food industry in the UK and Ireland. However, there is a gap in this research which includes in-depth comparative research focusing on post-pandemic analysis and new normal strategies. The research has mostly highlighted the UK and Ireland sector as a single region. There is a need for distinct consumer behaviour differences in return on investment compared to the UK post-COVID. There is a gap in comparative studies on how post-pandemic consumer engagement with healthy and sustainable eating options differs in engagement metrics. The literature does not provide the differences between inflation rates and labour regulations. Moreover, research has not directly associated these variables with marketing practical adjustments in online food delivery. Finally, this paper attempts to fill these by offering a comparative and context-specific analysis of the UK and the Irish markets.
[bookmark: _Toc221792361][bookmark: _Toc225498915][bookmark: _Toc225614550]Conclusion of Chapter 
The chapter has presented the effect of economic turmoil and differing forms of regulation on the marketing strategy of the online food delivery business. Budgets are constrained, and a shift towards performance-based, efficiency-based communication is encouraged due to taxation and inflation pressures and policy changes. In the meantime, the performance of cross-border demands the determination of the balance between the homogeneity of the strategy and the localisation in the local environment. Some of the strategies that can provide potential routes to stay afloat in the climate of volatility are the modular campaigns, data-driven targeting, customer retention campaigns, and partnership marketing. These observations form the premise of the analysis of how companies transform marketing activities across markets and make it possible to evaluate further the higher strategy modifications in the selected country environments.


[bookmark: _Toc225498916][bookmark: _Toc225614551]Chapter 3: Research Methodology
[bookmark: _Toc225498917][bookmark: _Toc225614552]Introduction 
According to Susilawati et al. (2025), a research methodology is essential for guiding the processes of a study and providing a clear framework for designing the same, selecting the subjects, sampling and processing the data. Through the development of a strong research methodology, research can provide the answers to the original questions of the study. In this chapter, the methodology of the study will be outlined in detail. The philosophy, approaches, strategies and data collection and analysis methods will be discussed in detail. The ethical considerations to be made and the limitations of the study will also be outlined during the process.  
[bookmark: _Toc225498918][bookmark: _Toc225614553]Research Onion 
According to Deshpande and Magerko (2024), the research onion is a model which provides a structured framework for conducting and designing research. The main layers which are seen in this model are philosophy, approach, design, strategies, time horizon and data collection and analysis. This method will be used during the course of this study to ensure that the research can actively solve the issues. Through the application of the research onion model, the study is being carefully structured, and a systematic approach will be taken for the same.  
[image: ]
Figure 9: Research Onion
(Source: Deshpande and Magerko, 2024)
[bookmark: _Toc225498919][bookmark: _Toc225614554]Research Philosophy 
According to William (2024), interpretivism is a philosophy which focuses on studying social phenomena and human behaviour. On the other hand, he also states that the philosophy of constructivism is based on the active role of the learner during the process of understanding and knowledge acquisition. Dulal (2025) has mentioned that positivism focuses on understanding reality and making empirical observations to understand the reality of a situation. Dulal (2025) also states that pragmatism is a philosophical paradigm which focuses on the applicability and practicality of the findings of research. The main philosophy applied during the course of this research is the interpretivism philosophy. 
This is a research philosophy where the researchers believe that the only access to reality is the one which is developed through social constructions like consciousness, language, instruments and shared meanings (BRM, 2026). The main objective of the application of this philosophy is to understand how to assign and interpret meanings to the experiences which are gained by people in the social and organisational context. This study is a comparative analysis of the marketing processes which are used in the online food delivery sector. The main focus of the study will be evaluating the market positions and engagement of the customers in the UK and the Republic of Ireland Post-Pandemic. Through the application of this research philosophy, the study will discuss these variables through the perspective of scholars who have already studied similar situations. This philosophy will analyse the subjective elements of the marketing processes, like the responses of the consumers, impact on brand perception and so on.  
[bookmark: _Toc225498920][bookmark: _Toc225614555]Research Approach 
As per Kumar and Ujire (2024), the inductive approach is one in which the research questions are narrowed to the scope of a study. In this specific approach, the research begins with the study having a specific hypothesis, moving on to recognising patterns and then formulating theories for addressing the same. On the other hand, the deductive approach is one where the study commonly begins with a hypothesis (Kumar and Ujire, 2024). This process includes formulating a clear hypothesis, designing a study for research, collecting data, analysing the same and then concluding. Abductive reasoning approach, in contrast, begins with the researcher being surprised and then conducts a research study to explain the issue (BRM, 2026). This approach focuses on interacting with the data and theory closely and is often used during the application of mixed methods.
The deductive approach of research is being applied during the course of this study. This is a process where the researcher begins with the development of a hypothesis from an existing theory and then tests the same with the application of data (BRM, 2026). The aim and objectives of the study have been identified, and the data collection process will agree with or negate the same. Through the application of this method, the study collects data for the comparative analysis of the marketing methods of various online food delivery services and evaluates the position of the companies in the market accordingly. It will reveal which strategies have been useful for the growth of the companies and how they have benefited from the same. Additionally, through the application of this process, critical data regarding the position of a company in a market and the engagement of the customers in Ireland and the UK will be discussed. 
[bookmark: _Toc225498921][bookmark: _Toc225614556]Research Strategies 
The strategy which is being applied during the course of the study is to collect data from various books, journals, websites and so on. Through this process, the study will analyse critical information regarding the trends which have been identified by other people studying the same issue. It is a critical process in determining the issues and benefits of the process and the changes which have to be made. Through this approach, the study will reveal how the industry can improve. The design for this study is an exploratory research design. This is a research design which focuses on exploring an issue which has not been defined clearly (BRM, 2026). As this study is looking at the subjective elements of the marketing processes, this design will explore the emerging themes from the study. Additionally, the research will be conducted using the mono-method approach. According to Smith (2024), this includes collecting data using only one method. 
[bookmark: _Toc225498922][bookmark: _Toc225614557]Time Horizon 
Cross-sectional time horizon is a method where the data of a specific study is collected at one single point of time, without there being any changes to the variables (Cherry, 2025). This kind of study takes place through a single point of time, and none of the variables is manipulated. In contrast, longitudinal studies measure variables over time and often need one to spend more resources (Cherry, 2025). This study is being conducted using the cross-sectional time horizon method, as the study will focus on collecting secondary data at a single point in time, analysing the same and coming to a conclusion accordingly. The main variables will not be altered, and a comparative study of the marketing methods in the online food delivery sector has been discussed. Additionally, data regarding customer engagement and market positions post-pandemic in the UK and Ireland will be collected at a single point in time. 
[bookmark: _Toc225498923][bookmark: _Toc225614558]Data Collection and Analysis 
Ajayi (2023) has mentioned that data is a set of values that comprises quantitative or qualitative variables. There are mainly two kinds of data collection, which are primary and secondary data. Primary data is the kind of data that is collected by the researcher themselves, while secondary data includes using data that has been collected by someone previously. Primary data includes the collection of real-time data using various means, such as surveys, experiments, personal interviews, and questionnaires. The process is fairly expensive and long, and this form of data can cater to the specific needs of the researcher. On the other hand, secondary data is always past data, and this can be collected easily and quickly, with the process being short and economical. It usually involves collecting data from websites, government publications, journal articles and so on (Ajayi, 2023). 
This study is being done using the secondary data collection method. The data of the study will focus on the findings of other scholars. This approach has been selected as this specific study has several variables, each of which requires comparative analysis. Following the selection of the cross-sectional time horizon, this method will ensure that the study is conducted in a short time and is not highly resource-intensive. As this study is being done using the secondary data collection method, it will not use any form of data collection using human participants. The data is being mainly collected from online journals, books, websites, articles and magazines, which are available on Google and Google Scholar and are not older than 5 years. 50 journal articles will be used during the data collection for the systematic literature review, and the remaining data will be collected from various relevant websites. The journals for the data collection will contain information about consumer behaviour, their attitudes towards online food delivery, and their responses to various marketing activities. Additionally, it will also contain information about the various marketing methods being used in the UK and Ireland online food delivery sector, and the factors impacting the same. 
According to Williams and Allen (2022), quantitative data analysis is one where research concludes by condensing large volumes into more manageable and smaller parts of information bits. On the other hand, qualitative data analysis refers to the process of interpreting and structuring non-numerical data and understanding what it represents (Dye, 2025). This study is being done using the qualitative data analysis method, focusing on collecting and studying data which is not numerical in nature. A systematic literature review focuses on conducting a rigorous study of literature (BRM, 2026). Through an effective systematic literature review, this study identifies the key patterns emerging from the topic. This is a rigorous and fairly transparent method of collecting high-quality research evidence, answering the questions of this study. The standardised system will lead to ensuring that there is consistency in the study, and the findings can be synthesised to answer the questions. The main search method has been searching the key information about the themes on Google and then looking for journals for the same. 
Through using the methods, the study will discuss the concepts of consumer behaviour, international marketing and online food delivery. Additionally, the brand positioning and digital marketing communication methods used by the leading online delivery players of the UK and Ireland will be evaluated by collecting information from journals. The impact of inflation and regulatory divergence will also be analysed, and this will be followed by providing recommendations regarding how brands can enhance their cross-border marketing. Through this process, the study can make sure that the brands can benefit from the research and focus on growing consistently in the market. The selected studies have contained critical information about the journals identified in chapter 4, relating to the themes of these studies. The main information of the journals is about international marketing, consumer behaviour, strategic adaptation, determinants of digital marketing communication, brand positioning and regulatory divergence. These answer the main questions of the study and lead to the themes of chapter 4.

[bookmark: _Toc225498924][bookmark: _Toc225614559]Ethical Considerations 
During the process of conducting secondary research, there are some ethical considerations which have to be made the researcher has to make. This study is being done while respecting copyright, avoiding the use of harmful information and ensuring that the findings are reported honestly. The data which is being provided has to be cited and paraphrased accurately to ensure that the correct essence of the information is being gathered. Through this, the study will be able to formulate accurate conclusions and ensure that there is no misleading account being provided. On the other hand, it is also crucial to make sure that the study does not have any kind of bias which can compromise the results. All the samples and information have to be treated with equal importance to make sure that the study draws accurate conclusions. Additionally, the researcher must make sure that their study does not cause distress to any group. Through this process, this project will focus on only solving the issues which have been raised in the questions of the study. 
[bookmark: _Toc225498925][bookmark: _Toc225614560]Limitations of the Study 
One of the main limitations of this study is that the data is being collected only using the secondary data collection method. This means that no raw data is being collected during the course of the study, which means that all the information is being analysed from various secondary sources. All the information has been collected previously, which is why it is critical to make sure that the study takes a wide range of perspectives into account and is unbiased. Additionally, there are other issues which can be faced during the course of the study. 
The data from the journals may be irrelevant or outdated, which would slow down the process of the study. Through this, the research can become time-consuming and cumbersome. Additionally, while collecting 50 journals for data will ensure that the study is conducted in-depth, finding the right journals from online databases can prove to be quite challenging. This is primarily because the PDFs may not be available, and access to the journals can be restricted. This will prove to hinder the process of the research, and proceed to hurt the samẹ. Additionally, one of the most prominent challenges that has to be noted is that the methodology of the studies being cited can be limited, which means that the studies could potentially have inaccurate results. These are some of the main limitations of this study. 
[bookmark: _Toc225614561]Timeline 
	Activities
	Start date
	Duration (days)
	End date

	Topic finalisation & Initiation of the project
	18.01.2026
	7
	25.01.2026

	Aims, objectives
	25.01.2026
	14
	08.02.2026

	Reviewing pieces of literature
	08.02.2026
	14
	22.02.2026

	Conduction of secondary data collection
	22.02.2026
	16
	10.03.2026

	Conducting data analysis
	10.03.2026
	17
	27.03.2026

	Discussions
	27.03.2026
	16
	12.04.2026

	Conclusion and recommendations
	12.04.2026
	14
	26.04.2026

	Final Submission
	26.04.2026
	5
	01.05.2026


Table 1: Timeline
(Source: Created by the author)
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Figure 10: Gantt Chart
(Source: Created by the author)



[bookmark: _Toc225614562][bookmark: _Toc225498926]Conclusion 
During the course of this chapter, the main methodological implications of the research have been outlined. The main philosophy used during the course of the study is interpretivism, a deductive approach, and the design of the study is an exploratory research design. These methods have been selected as the study is a systematic literature review, focusing on using secondary data collected from journals. The main ethical considerations of the study are to ensure that the research is not biased and accurately referenced.
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[bookmark: _Toc225614563]Chapter 4: Findings/ results analysis and Discussion
[bookmark: _Toc225614564]Introduction 
This chapter, based on the systematic literature review, will discuss the growth of online food delivery businesses from an international perspective. The widespread growth of such businesses and online platforms has been stimulated by the strict lockdowns, closures of restaurants and other food shops, wherein the online delivery partners offered more value and convenience, attracting customers' interests. 
[bookmark: _Toc225614565]Systematic Literature Review
	Index
	Author(s)
	Year
	Article Title
	Journal / Source
	Study Aim
	Methodology
	Key Themes / Keywords
	Relevance to Research Question(s)

	1. 
	Poon and Tung
	 2024
	“The rise of online food delivery culture during the COVID-19 pandemic: an analysis of intention and its associated risk”
	Google Scholar 
	To examine consumer behaviour in online food delivery (OFD). 
	Online survey 
	Consumer behaviour
Food delivery culture
COVID-19 pandemic
	 Q1

	2. 
	Hasan
	 2024
	“Green consumers’ behavioral intention and loyalty to use mobile organic food delivery applications: the role of social supports, sustainability perceptions, and religious consciousness: Md. M. Hasan et al”
	Google Scholar 
	To determine the consumer behaviour in the food industry recently. 
	Interview and survey 
	Food delivery applications 
Consumer behaviour 
	Q1

	3. 
	Chowdhury
	2023
	“Impact of perceived convenience, service quality and security on consumers’ behavioural intention towards online food delivery services: The role of attitude as mediator”
	Google Scholar 
	To determine the impact of service quality, perceived convenience, and security on behavioural intentions and attitudes of consumers towards online food delivery services. 
	Questionnaire
	Service quality
Online food delivery
Perceived convenience
Consumers’ behavioural intention
	Q1

	4. 
	Yaiprasert and Hidayanto
	2023
	“AI-driven ensemble three machine learning to enhance digital marketing strategies in the food delivery business”
	Google Scholar 
	To understand the impact of artificial intelligence on digital marketing in the online food delivery business. 
	Quantitative mathematical model 
	Food delivery business 
Artificial intelligence (AI) 
Digital marketing 

	Q1

	5. 
	Arli, van Esch and Weaven
	2024
	“The impact of SERVQUAL on consumers’ satisfaction, loyalty, and intention to use online food delivery services”
	Google Scholar 
	To evaluate the use of OFDs based on customers’ behaviours and loyalty.  
	Survey 
	Service quality
Customer satisfaction
SERVQUAL 
Online Food Delivery 
	Q1

	6. 
	Francioni et al. 
	2022
	“Predictors of continuance intention of online food delivery services: gender as moderator”
	Google Scholar 
	To identify the opportunities presented by the pandemic on the food delivery systems.  
	Survey
	Continuance intention
Covid-19
OFD services 
	Q1

	7. 
	Shankar et al. 
	2022
	“Balancing food waste and sustainability goals in online food delivery: Towards a comprehensive conceptual framework”
	Google Scholar 
	To determine the pertaining issues of food waste. 
	Survey 
	Food waste 
Sustainability 
Sustainable Development Goals (SDGs)
Food delivery apps 
	Q1

	8. 
	Inthong et al. 
	2022
	“Exploring factors affecting consumer behavioral intentions toward online food ordering in Thailand”
	Google Scholar 
	To determine the factors influencing the behavioural intentions of customers resulting in the widespread adoption of online food deliveries.  
	Survey 
	Consumer attitude
Behavioural intention 
Food delivery platform 
SDGs
	Q1

	9. 
	Indriyarti et al. 
	2022
	“Online food delivery app distribution and determinants of Jakarta's Gen Z spending habits”
	Google Scholar 
	To research the use of online food delivery applications.  
	Survey 
	Distribution Channel
Spending Habits 
OFDA 
Time Saving
	Q1

	10. 
	Waris et al. 
	2022
	“An empirical evaluation of customers’ adoption of drone food delivery services: An extended technology acceptance model”
	Google Scholar 
	To determine the factors influencing customer satisfaction and loyalty.  
	Survey 
	Technology Acceptance Model (TAM) 
Perceived ease of use 
Perceived usefulness 
	Q1

	11. 
	Pal et al. 
	2022
	“Using online food delivery applications during the COVID-19 lockdown period: what drives University Students’ satisfaction and loyalty?”
	Google Scholar 
	To explore the key factors driving customer loyalty and satisfaction towards online food applications  
	Survey 
	Mobile apps 
OFD
Covid-19
Customer loyalty 
	Q1

	12. 
	Adak, Pradhan and Shukla
	2022
	“Sentiment analysis of customer reviews of food delivery services using deep learning and explainable artificial intelligence: Systematic review”
	Google Scholar 
	To determine customer sentiments in the food sector.  
	Standard review process 
	Food delivery services 
Customer sentiment 
Artificial Intelligence
Deep learning 
	Q1

	13. 
	Lord et al. 
	2023

	“The sustainability of the gig economy food delivery system (Deliveroo, UberEATS and Just-Eat): Histories and futures of rebound, lock-in and path dependency”
	Google Scholar 
	To evaluate the role of online food delivery partners  
	Interview and survey 
	Sustainability
Online food delivery 
Disruptive technology 
	Q2

	14. 
	Bates, Reeve and Trevena
	2023
	“A narrative review of online food delivery in Australia: challenges and opportunities for public health nutrition policy”
	Google Scholar 
	To research the opportunities and challenges of online food delivery. 
	Literature search 
	Online food delivery
Nutrition policy
Foodservice sector
Food environment
	Q2

	15. 
	Vatambeti et al. 
	2024
	“Twitter sentiment analysis on online food services based on elephant herd optimization with hybrid deep learning technique”
	Google Scholar 
	To use Twitter to explore customer sentiment towards online food purchasing.  
	Survey 
	Online food service
Sentiment analysis
Deep learning
	Q2

	16. 
	Hanaysha
	2022
	“Impact of social media marketing features on consumer's purchase decision in the fast-food industry: Brand trust as a mediator”
	Google Scholar 
	To examine the role of social media on customers’ purchasing behaviours. 
	Survey 
	Consumer purchasing decisions 
Information and communication technologies 
Social media 

	Q2

	17. 
	Botelho et al. 
	2023
	“Digital marketing of online food delivery services in a social media platform before and during COVID-19 pandemic in Brazil”
	Google Scholar 
	To identify the digital marketing strategies within food delivery sector.  
	Survey 
	Online food delivery platforms
Digital food environment
Social media
Digital marketing
COVID-19
	Q2

	18. 
	Din et al. 
	2022
	“The impact of COVID-19 on the food supply chain and the role of e-commerce for food purchasing”
	Google Scholar 
	To evaluate how the pandemic impacts food supply chain.  
	Interview and survey 
	E-commerce
Covid-19
Food purchasing 
Supply chain 
	Q2

	19. 
	Febriansyah
	2024
	“The Influence of Digital Marketing and Consumer Behaviour on Consumer Purchase Interest in Online Food Delivery Services with Social Media Marketing as a Variable Mediation”
	Google Scholar 
	To interpret how digital marketing affects customer motivation.  
	Survey 
	Digital marketing 
Online food delivery services 
Consumer behaviour 
Social media 
	Q2

	20. 
	Granheim et al. 
	2022
	“Mapping the digital food environment: a systematic scoping review”
	Google Scholar 
	To determine how the food and beverage industry is affected by digital technologies. 
	Literature search 
	Food delivery systems 
Technological advancements 

	Q2

	21. 
	Hoang and Le Tan
	2023
	“Unveiling digital transformation: Investigating technology adoption in Vietnam's food delivery industry for enhanced customer experience”
	Google Scholar 
	To study how technological advancements influence the food industry. 
	Survey
	Digital transformation 
Food delivery apps 
TAM 
Continued intention 
	Q2

	22. 
	Vitsentzatou, Tsoulfas, and Mihiotis
	2022
	“The digital transformation of the marketing mix in the food and beverage service supply chain: A grey DEMATEL approach”
	Google Scholar 
	To study the role of evolving digital technologies on the surging online food delivery platforms. 
	Survey and Interview 
	Food and beverage
Success factors 
Digital transformation 
Service supply chain 
	Q2

	23. 
	An, Eck and Yim
	2023
	“Understanding consumers’ acceptance intention to use mobile food delivery applications through an extended technology acceptance model”
	Google Scholar 
	To discuss users’ acceptance of online food delivery applications.  
	Survey 
	OFDAs 
Trust 
Perceived ease of use 
Perceived usefulness 
Behavioural intentions

	Q2

	24. 
	Hossain et al. 
	2025
	“Enhancing Digital Marketing Strategies in the Food Delivery Business through AI-Driven Ensemble Machine Learning Techniques”
	Google Scholar 
	To determine how digital marketing strategies help improve OFDs.  
	Mathematical model 
	Customisation 
Omnichannel approach 
Food and delivery business 
Data and analytics 
	Q2

	25. 
	 Barros et al. 
	2025 
	“Food digital marketing on social media: Trends and strategies of Brazil’s leading meal delivery app”
	Google Scholar 
	To determine the digital marketing trends on the meal delivery app. 
	Mixed method 
	Advertisement 
Social media 
Mobile applications 
Marketing 
	Q2

	26. 
	Lingham et al. 
	2025
	“The impact of Brexit on UK food standards and food security: Perspectives on the repositioning of neoliberal food policy.”
	Google Scholar
	To analyse the shift in the UK's views on the neoliberal food system.
	Secondary data position paper
	Food
Brexit
Neoliberal
food standards
	Q3

	27. 
	Hawkins et al.
	2023
	“Brexit, trade and the governance of non-communicable diseases: a research agenda.”
	Google Scholar
	To explore the relationship between food policy options and the health outcomes
	Policy analysis of the epidemiological data
	Non-communicable diseases
Policy-making
Brexit
Health
	Q3

	28. 
	Buigut and Kapar

	2025
	“How did Brexit impact UK trading at the country level? Evidence from real data.”
	Google Scholar
	To define the inelasticity of the agricultural deal support in the concerns of the world.
	Poisson pseudo-maximum likelihood (PPML) estimation
	Brexit
gravity model
cooperation agreement
	Q3

	29. 
	Li and Wang
	2025
	“On-demand delivery platforms and restaurant sales.”
	Google Scholar
	To determine the demand for the delivery platform in food delivery
	Literary search
	on-demand platforms
on-demand services
food delivery
	Q3

	30. 
	Chan et al.
	2023
	“Sustainable successes in third-party food delivery operations in the digital platform era”
	Google Scholar
	To study the success of sustainability in food delivery
	The qualitative study
Consumer surveys
	Third-party food delivery
Sustainability
	Q3

	31. 
	Greer and Grant
	2023
	“Divergence and continuity after Brexit in agriculture”
	Google Scholar
	To study the impact of Brexit on agriculture
	Literature review
Demographic analysis
	agricultural policy
devolution
Brexit
	Q3

	32. 
	Kren and Lawless
	2024
	“How has Brexit changed EU–UK trade flows?”
	Google Scholar
	To determine the impact of Brexit on trade flows.
	Econometric approach
	free trade agreements
customs checks
Brexit
	Q3

	33. 
	Del Savio et al.
	2026
	“Exploring a Source to Sea approach for plastic pollution policy integration in the European Union: the case of tyre wear particles”
	Google Scholar
	To study the impact of pollution on food and agriculture
	Case study approach
	plastic pollution
European Green Deal
perspective study
	Q3

	34. 
	De Matteu Monteiro et al.
	2025
	“Health impact assessment and cost‒benefit analysis: Exploring complementarities of methods to assess the impacts of regulations on food consumption”
	Google Scholar
	To analyse the health and cost impact of food regulations and laws.
	Survey
	Health
cost‒benefit
food consumption

	Q3

	35. 
	Barons and Aspinall
	2020
	“Anticipated impacts of Brexit scenarios on UK food prices and implications for policies on poverty and health: a structured expert judgement approach”
	Google Scholar
	To study the food prices and implications due to policies on poverty and health.
	analysis of negotiations
	Brexit
Food insecurity
food price
European Union
	Q3

	36. 
	Kolamunna et al.
	2024
	“Impact of Brexit and Subsequent Food Regulatory Divergence on the Irish Food and Drink Industry”
	Google Scholar
	To analyse the Impact of Food Regulatory divergence.
	Statistical analysis of income distribution
	BREXIT
judicial cooperation
	Q3

	37. 
	Olufemi-Phillips et al.
	2024
	“Analysing economic inflation's impact on food security and accessibility through econometric modelling”
	Google Scholar
	To analyse the impact of inflation on food security and delivery
	literature synthesis
	Economic Inflation
Food Security
Food Accessibility
Socioeconomic Factors
Purchasing Power
	Q3

	38. 
	Dai and Wu
	2023
	“The impact of capitalist profit-seeking behaviour by online food delivery platforms on food safety risks and government regulation strategies”
	Google Scholar
	To determine the impact of capitalism on food delivery.
	Situation analysis
	Capitalist
government regulation
food safety
risks
	Q4

	39. 
	Wang et al.
	2023
	“Exploring Sustainable Development Pathways for Agri-Food Supply Chains Empowered by Cross-Border E-Commerce Platforms: A Hybrid Grounded Theory and DEMATEL-ISM-MICMAC Approach”
	Google Scholar
	To evaluate sustainability concerns in food production and the aftermath of food security.
	Data curation
Formal analysis
	Sustainable
Agri-Food
e-commerce platforms
driving mechanism

	Q4

	40. 
	Botelho et al.
	2025
	“Changes in the frequency of food orders and food choices on meal delivery apps during the COVID-19 pandemic in a Brazilian metropolitan region”
	Google Scholar
	To study the rate of food ordering during COVID-19.
	web-based survey
	Online food delivery
Dietary quality
COVID-19 pandemic

	Q4

	41. 
	Jeremy
	2021
	“The Regulation of Digital Food Platforms in the UK”
	Google Scholar
	To understand the technology on the food ordering platform
	Literature analysis
	Digital
Food Platforms
Regulation
	Q4

	42. 
	Bailey et al.
	2023
	“Brexit, trade and UK advanced manufacturing sectors: A Midlands' perspective.”
	Google Scholar
	To examine the policy model on the ways of making global trade in food efficient.
	Secondary data
qualitative research,
Interview
	Brexit
Manufacturing
Industrial
Policy

	Q4

	43. 
	Gupta et al.
	2025
	“Digital marketing techniques within online food retail platforms: a scoping review”
	Google Scholar
	To analyse the various marketing strategies of food delivery applications.
	peer-reviewed papers
	Online food delivery
Online food retail
Grocery 
	Q4

	44. 
	Smith
	2023
	“A new dawn? The UK’s emergent agri-food trade strategy after Brexit”
	Google Scholar
	To examine the consumer activities and the Agri-food strategy of trade.
	Literature and data analysis
	Agri-food
Brexit
UK
	Q4

	45. 
	Fuller
	2022
	“Brexit, the mediation strategies of foreign corporate subsidiaries and regional resilience”
	Google Scholar
	To study how the various strategies and policies can be implemented after Brexit.
	Literature review
	Flexibility
supply chains
regulatory
economic uncertainty
	Q4

	46. 
	Hoenink et al.
	2024
	“Changes in UK price disparities between healthy and less healthy foods over 10 years: An updated analysis with insights in the context of inflationary increases in the cost-of-living from 2021”
	Google Scholar
	To study the awareness of the price variations of food in the international markets.
	National Diet and Nutrition Survey data
	Price increase
Cost-of-living crisis
Dietary inequality
Food price
	Q4

	47. 
	Kröger and Dede
	2024
	“Does Brexit overcome the globalisation trilemma? How British businesses assess the trade relationship with the EU”
	Google Scholar
	To analyse the impact of the implementation of Brexit on globalisation.
	method and survey design
	Brexit
United Kingdom
Survey
Globalisation
	Q4

	48. 
	Feás
	2023
	“The impact of the Brexit referendum on the UK's value-added exports: A structural decomposition”
	Google Scholar
	To figure out the relationship between urbanisation and the food transformation of the system.
	value-added exports
	Trade in value-added
Value-added exports
European Union
Input–output tables
	Q4

	49. 
	Whitten and Phinnemore
	2025
	“New regulatory scaffolding for the United Kingdom: Brexit, devolution and the Windsor Framework”
	Google Scholar
	To find out the role renewable energy plays in the sustainable food production systems.
	UK Government analysis government
	European Union
Northern Ireland
Regulation
Divergence

	Q4

	50. 
	Cheptea et al.
	2021
	“How will Brexit affect the patterns of European agricultural and food exports?” 
	Google Scholar
	To study how Brexit will affect the food and agricultural patterns.
	Trade flows analysis
	International trade
Agricultural
Policies
Trade
structural gravity
Brexit
	Q4


Table 2: Systematic Literature Review
(Source: Created by the author)
[bookmark: _Toc225614566]Analysis
Theme 1: International marketing, consumer behaviour and strategic adaptation 
Pal et al. (2022) helped determine that the covid-9 pandemic triggered the growth of OFD internationally due to the strict lockdowns to contain the spread of the disease. This affected a variety of businesses, ranging from restaurants to the catering industry, resulting in a loss of business. Chowdhury (2023) helped determine that customer perception plays a crucial role towards the competitive advantage, business growth, and survival. OFD systems are known to empower customers with a variety of convenience, thus encouraging them to order their desired food from numerous restaurants with a simple tap on their mobiles. Similarly, Hasan et al. (2024) and Poon and Tung (2024) stated that consumer behaviour in the food industry has reported significant changes, wherein the popularity of OFD is on the rise. This relates to the strategic adaptation of businesses during the rapid growth of wireless technologies and the Internet. Contrastingly, Yaiprasert and Hidayanto (2023) argued that the food delivery businesses encounter several challenges to remain competitive. Digital marketing has gained immense importance in the present scenario for retailers to reach and actively engage customers. In such an instance, the emergence of machine learning and artificial intelligence guides digital marketers to optimise their marketing strategies to cater to a larger audience. 
Comparatively, Arli, van Esch, and Weaven (2024) stated that reliability, assurance, responsiveness, empathy, and customers' perception of service quality, aligning with the SERVQUAL model, are some of the major factors influencing the OFD businesses. This, in turn, plays an important role in encouraging repetitive purchasing behaviours, brand loyalty, and positive word-of-mouth marketing. It thus ensures the long-term competitiveness of businesses globally. Understanding consumer behaviour is considered to be a crucial aspect, along with the key drivers of personalised experiences, convenience, and speed, encouraging OFDA. The pandemic has imposed some major challenges to businesses while also compelling them to modify their practices, aligning with changing customer behaviours, wherein information technology is prominent (Francioni, 2022; Shankar, 2022). The combination of mobile phones and the internet has helped develop a new opportunity for the sharing economy, encouraging online food ordering and delivery. Uber Eats is one such prominent example; the rise of OFDs has resulted in increased food waste. This poses serious environmental, economic, and social challenges internationally. Conversely, Shankar (2022) argued that based on the latest records, approximately 1.3 billion tons of food amounting to USD 2.6 trillion is wasted globally every year. To overcome such an issue, aligning with the SDGs is vital to reduce food waste by 50% by 2030. While the pandemic has fuelled the popularity of OFD businesses, adhering to the SDGs and consumer factors related to perceived ease of use and perceived usefulness (TAM or the Technology Acceptance Model) has helped to achieve sustainable growth (Inthong et al., 2022; Waris et al., 2022). 
Strategic adaptation in OFD refers to the use of personalised marketing, data analytics, AI, and others. In the era of rapid technological advancements, customers are highly attracted towards retailers adopting advanced technologies. This is because it helps them to identify and understand customer needs and tailor their services to better satisfy them for higher brand loyalty. Contrarily, Indriyarti et al. (2022) mentioned that time-saving orientation, prior online purchasing experience, spending habits, and price saving orientation are some of the vital factors influencing the growth and widespread adoption of OFDAs. This, in turn, helps to foster strong relations with customers based on improved service quality for long-term profits. Adak, Pradhan and Shukla (2022) reported that while customer satisfaction helps assess whether or not the company is capable of meeting customer expectations, AI helps analyse customer reviews, thus saving costs and addressing issues. This, in turn, has resulted in the success of the global OFDs, such as Deliveroo and Uber Eats. 
Theme 2: Digital marketing communication and brand positioning 
Both successful brand positioning and digital marketing communications are perceived to be indispensable for the survival of OFDs in the competitive market. Lord et al. (2023) digital platforms play an integral role as they help disrupt and transform the sectors based on their disruptive potential. This, in turn, has led to the emergence and growth of Just Eat, Uber Eats, and Deliveroo. Contrarily, Bates, Reeve and Trevena (2023) stated that the widespread growth and the rapid adoption of mobile phones and the Internet are considered to be the key drivers of OFD. On the other hand, currently, effective digital strategies, such as social media and others, have emerged as the trusted choice among customers. In such an instance, Twitter is one such vital social media platform which helps to gain an in-depth knowledge of the thoughts, feelings, and opinions of individuals (Vatambeti et al., 2024). The development of promotional and advertising programs also helps marketers to encourage the purchasing attitudes of customers by stimulating their responses (Hanaysha, 2022). It also helps businesses to ensure market competitiveness for sustained growth in the complex business environment. On the contrary, while the pandemic has affected the food supply chain, it has also brought about several issues and limitations related to changes in consumer demand, financial stress, variations in regulations, and so on (Din et al., 2022). 
Currently, the food delivery firms are making wise use of technologies as they are rolling out their applications on smartphones or other platforms to strengthen market share. Some of the predominant food delivery applications are Deliveroo, Uber Eats, and so on (Granheim et al., 2022). Integrated marketing communications are known to be of immense importance as they help to target and attract a large customer base for long-term customer relations to build loyalty and trust. In such an instance, as mentioned by An, Eck and Yim (2023), the remarkable development of information and communication technologies or the surging use of smartphones has also gained immense popularity in the food and beverage industry. The use of food delivery applications is on the rise, which has also helped attract customer attention by helping to develop suitable strategies to encourage continuous use of the same (Hossain et al., 2025). This, in turn, can be explained by the TAM, which plays an integral role in determining the behavioural intentions of individuals, which encourages the widespread adoption of technologies. Contrarily, Barros et al. (2025) helped determine that while consumers in the current scenario actively engage across several platforms, retailers are also expected to manage a variety of issues and critical trends to remain competitive. The food or the meal delivery applications refer to the online platforms that help manage meal ordering by connecting consumers with food establishments. 
According to Botelho et al. (2022), the use of digital and social media marketing plays an important role in targeting the younger generations by creating immersive experiences. Active user-generated content, big data, and personalisation efforts play a vital role in the same. This, in turn, is also known to influence the growth and the consumption of the same. Contrastingly, Febriansyah (2024) stated that digital marketing based on the use of a variety of social media platforms also positively and negatively influences consumer decisions in the OFD sector. However, Hoang and Le Tan (2023) also argued that a clearer match between technology performance and users’ tasks greatly increases the chances of adoption. Other than these, as contradicted by Vitsentzatou, Tsoulfas and Mihioti (2022), due to the pandemic, the food crises have been known to have a significant impact on brand sales and reputation within the food and beverage industry. In such an instance, online meal delivery services have seized the ideal opportunity by capitalising on the recent trends related to the growth of eateries. 
Theme 3: Impacts of regulatory divergence and inflation after Brexit on marketing budget expenditure
The problem of regulatory divergence is rising fixed compliance costs that are compelling marketing budgets to be used not to carry out an acquisition campaign but to set up infrastructure operations, and inflation is reducing consumer spending power, constraining the level of promotion on various platforms. The firms redistribute expenditure by prioritising home supply chains where cross-border regulatory arbitrage is less and automated compliance systems have better resource allocation. The existence of trade barriers has continued to sustain premiums in logistics that inhibit investment in international publicising to force unit-based localised retention work to ensure rates of revenue. Budget plans hit the much-needed requirement of being compatible with customer retention needs that would enable a company to quickly adjust to integrated regulatory-inflationary pressures, fundamentally redefining the cross-border marketing strategies and funding patterns.
The implications of Brexit, by gaining access to regulatory harmonisation, are systematising the compliance incorporation in the food-delivery platforms, which requires large marketing budgets to be re-established as the growing inflationary pressures constrain the promotional elasticity. Lingham et al. (2025) pay close attention to the neoliberal policy reconstruction that is rebranding and breaking food standards and spills out seeping security status with an array of breakout regulatory trends, as Hawkins et al. (2023) do the trade governance restructurings that are compromising with a non-communicable disease headache in the process. The disorientation of the supply chains is propagated through the basic operations cores, with Buigut and Kapar (2025) documenting nationwide variations in the trade patterns at the granular point, leading to the analysis of Li and Wang (2025), enduring inflation of costs into alliances within the restaurant industry, and redistribution of revenues. The operation of the third party is undergoing intricate issues due to Greer and Grant's (2023) agricultural policy divergence analysis that identifies structural incongruities and Kren and Lawless's (2024) EU-UK trade flow re-structuring that necessitates the necessary elementary marketing recalibration.
The associated policy of environmental health fragmentation that increases strategic limits and policy integration of plastic pollution body of research has indicated the cross-sector cost of compliance and impact assessment of consumption regulation has noted the health-economic trade-offs used to alter positioning platforms (Del Savio et al., 2026; De Matteu Monteiro et al., 2025). The Irish industry case studies of the effects of regulatory divergence in terms of operational bottlenecks, with the analysis of inflation using the econometric models, can be found where Barons and Aspinall (2020) mention the accessibility barriers of consumers resulting in increased scrutiny of the budget by the channels of promotion (Kolamunna et al., 2024). Brexit unavoidably establishes the links of regulatory inflation that erode marketing discretion in an incremental fashion. It is a platform which pivots to domestic sourcing constellations which have less cross-border compliance exposure and which are pursuing automated regulatory tracking infrastructures which have the greatest spending efficiency. Systematic inflation decreases the level of consumer spending and stimulates spending on intensive retention plans in defence of the fundamental fund of income (Olufemi-Phillips et al., 2024).
Fragmented standards demand continuous regulatory intelligence infrastructures, under which promotional activities are reflexively re-oriented to found compliance infrastructure progress. The companies build a sophisticated hybrid supply chain between the locally-focused resiliency and the selective international relations between the persistence of the remaining alignment point within the landscape of divergence. There are ongoing trade battles which are favouring the structural logistics prices, making it very difficult to achieve the growth of advertising across borders and geographic regions. The action plans form their strongest validation on models of expenditure triage, which highlight the necessity of compliance and mission-critical retention customer designs. Behavioural analytics are voices which are deployed on a platform to distinguish groups of consumers resistant to inflation and automate compliance processes online, which restrict leakage. Differences in regulations create local promotion over the domestic sourcing schemes that promoted domestic sourcing credentialing as an alternative to well-established perceptions of import dependency.
Theme 4: Recommend to enhance cross-marketing effectiveness
The cross-border marketing needs to be improved by the regulatory anticipation of the same, and the negating solitude of behavioural targeting and inflation-sensitive campaigning with the jurisdictionally subtle campaigning. The platforms leverage devolutionary flexibilities when justifying the functioning of the operations across regulatory borders and develop consumer trust in the fragmented compliance landscapes, drawing on the creation of transparency narratives. This supplier diversification will remove the single-market exposure, besides forecasting an inflation model to spur the pace of promotion. The regulator alliance is relaxed, and regulator activations are standardised and digital-physical, which offers high value and makes it cost-effective to use the innovativeness power. Performance of partner ecosystems is improved through an increase in intelligence capabilities that enable experimental cross-border structures that underpin competitiveness amidst the ever-changing economic turbulence.
The disclosures of the volatility-adjustable structures used to deal with the regulatory volatility to permit the optimisation of cross-border marketing are made by Dai and Wu (2023), exposing the market-driven profit-seeking activities to heighten safety risks necessitating complex navigation of compliance, and Wang et al. (2023) prove the channels in the agri-food industry facilitated by the digital infrastructure as e-commerce empowered orientations. The certain delivery patterns of crisis demonstrate that platform behavioural targeting pressure in the case of economic crisis is the quantified real-time consumer recalibration that reflects the adaptation behaviour of the platform (Botelho et al., 2025).
The rules of online platforms determine the extent of promotion, and Jeremy (2021) delves into legal grey zones in the UK that restrict marketing activities, and Bailey et al. (2023) unravel to analyse the manufacturing trade implications following Brexit, which redefine the feasibility of cross-border marketing. Agrifood trade new space positioning as part of post-exit scoping reviews. Digital marketing techniques have been documented as maturing in retail ecosystems, and emergent positioning is introduced by Smith (2023). Supply chain resilience as a strategic pillar, with Fuller (2022) capturing the local chain impacts of Brexit, and promotion effectiveness analysis of price imbalances, Hoenink et al. (2024) attribute the occurrence of price imbalance to consumer recalibration in the face of inflation. The systemic barriers circumvent requirements that involve dynamic contract schemes, which are seen in the complexities of tariffs, quotas, and value-added export breaks up (Kröger and Dede,2024; Feás, 2023).
Devolutionary regulation institute and agrarian export reorganisation contribute to illuminating the adaptive direction through strategies that are subtle in their indolence of jurisdiction (Whitten and Phinnemore, 2025; Cheptea et al., 2021). Platforms make them more efficient by contributing to compliance-conscious campaigning to regulation-sensitive consumers in fragmented landscapes where messages can be accurately evaluated. The custodial strategy that integrates behavioural actions and instant regulatory surveillance, allowing predictive positioning in the market cycle, is called Volatility countermeasures. Strategic imperatives revolve around supplier constellation diversification, eliminating single-market exposures, and predictive analytics forecasting inflationary trends impacting the promotional velocity and budgetary commitments. Localised online personalisation is the method of pronouncing price-elasticity that deals with the behavioural micro-targeting of the flexibilities of the devolutionary capabilities of performance across jurisdictions without losing brand consistency. Collaborations between regulators render optimisation procedures of compliance fluoridised such that experiment recital manoeuvres can space their locations.
The provisions will facilitate the efficient Northern Ireland business processes that cut across various regulatory geographical locations within the region under a special cross-border arrangement. The sourcing discourses with transparency encourage consumer trust differentiation within a compliance-bound environment with active paranoia. The arrangement of regulators, suppliers, and technology providers as a type of partnership ecosystem allows maximising the cross-border efficacy by means of shared intelligence.
[bookmark: _Toc225614567]Discussion of Results 
Based on the literature review, it has been determined that regulatory changes and the rising cost of living are some of the major factors which have brought about the changes in consumer behaviour (Brown et al., 2023). For instance, a pandemic is one such situation which has greatly disrupted the food and restaurant businesses due to the strict lockdowns and high prices. As illustrated by McKinsey & Company (2020), the Covid-19 pandemic has drastically affected international businesses, resulting in downfall and surging losses. Individuals, during this time, accounting for 60%, have reportedly opted for a different mode of shopping. This led to the rise of online shopping, depending on its value and convenience compared to the traditional methods. In such an instance as per Šeinauskienė, Virvilaitė and Alon (2022), the Standardisation-Adaptation Theory proposes that companies are expected to balance their marketing strategies to uphold brand image. When compared with the systematic literature review, it can be stated that while the pandemic encouraged OFDs, consumer perception based on reliability, responsiveness, and empathy are some of the major factors influencing its growth (Arli, van Esch and Weaven, 2024; Chowdhury, 2023; Pal et al., 2022). However, Yaiprasert and Hidayanto (2023) also criticised that although the sector witnesses surging growth and opportunities, there are certain challenges that prevent it from maintaining a competitive position. These are mainly imposed by the rising growth and the adoption of digital marketing and technologies in business. 
As understood from the literature, online shopping experiences are also greatly influenced by technological advancements, such as real-time tracking and user-friendly applications (McKinsey & Company, 2020). This, in turn, resulted in the growth of digital marketing and online shopping patterns. This can be explained with the help of Contingency theory which helps explain that brands are expected to tailor their strategies based on the external factors and customer needs to improve online food delivery practices (Abedin, 2022). On the contrary, the systematic literature also helped argue that the pandemic has compelled businesses to modify their practices. Another major issue is the growth of food waste. This, as per the latest records, is estimated at 1.3 billion tons of food which is wasted annually worldwide. In such an instance, adherence to SDGs is crucial to ensure the sustained growth of OFDs. Based on the transition of customers towards online shopping experiences, Deliveroo and Uber Eats adopted some major technological advancements while also streamlining their processes (6Wresearch, 2025). Strategic planning, real-time data analysis and market research, as well as the inclusion or adoption of innovative strategies, play an integral role. This helps ensure the competitiveness of the online food delivery businesses in a global aspect. 
On the contrary, as per the literature, it has also been argued that sensitivity in the case of digital sensitivity is one of the major factors which restricts the traditional operations of restaurants. For example, the number of online food orders peaked at 65% in 2024 (Moteria, 2025). By 2030, the industry is also expected to be valued at $45, 884.5 million, marking a 7.6% growth rate (Grand View Research, 2024). Contrastingly, Bates, Reeve and Trevena (2023), Hanaysha (2022) and Vatambeti et al. (2024) also helped determine that social media platforms, such as Twitter and some other digital marketing platforms, play an integral role in the growth and development of OFDs, such as Under Eats, Deliveroo, and others (6Wresearch, 2025). On the other hand, literature also helped identify the role of a variety of digital communication technologies in the sector. For example, while Facebook and Instagram are some of the commonly used social media platforms, 63% of the Irish people mentioned using the former (The Irish Times, 2026). 70% of the UK population uses social media, wherein 55% of the Gen Z customers also reported using TikTok (AHBD.org.uk, 2026). This, in turn, underpins the broader scope of the OFD sector to improve customer engagement while ensuring transparent and sustainable sourcing of the materials. Compared to the systematic literature review, as per Botelho et al. (2022), the increased use of such technologies also plays a crucial role in targeting and engaging the younger generations to increase brand sales and loyalty. 
Aligning with the Contingency Theory and Standardisation-Adaptation theory, it is important for the online food delivery businesses to align with the modern marketimg strategies based on market demands to cater to individual needs (Abedin, 2022; Šeinauskienė, Virvilaitė and Alon, 2022). As contradicted by Priyatna and Suryadi (2025), high inflation is known to reduce the purchasing power of individuals. On the contrary, Smit and Stopforth (2023) argued that high compliance costs and minimum wages are some of the major issues limiting the success of the business models. In such an instance, suitable recommendations, such as maintaining affordability, reliability, and convenience, highlighting rewards have been proposed (Hasan and Abdullah, 2022; Sharma et al., 2022). All these will help ensure the long-term sustainability and growth of such OFDs catering to dynamic customer needs and preferences. Hence, it can be stated that in practice, strategic adaptations will help the OFDs to achieve long-term growth and profitability by targeting and attracting prospective customers for sustainable operations. 
[bookmark: _Toc225614568]Summary 
Thus, it can be summarised that the above chapter helped determine that the pandemic played a vital role in the growth of OFDs. This is due to the fact that changing customer behaviours, high inflation, and other factors, along with rapid technological advancements, have encouraged the growth and success of food delivery businesses in the current business environment. 


[bookmark: _Toc225614569]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc225614570]Summary of Main Findings
The study reached a number of significant conclusions regarding the manner in which marketing approaches have evolved within the online food delivery (OFD) company in the United Kingdom and the Republic of Ireland at the post-pandemic phase. First, it was found that the COVID-19 pandemic increased the rate of leveraging the services of the OFD to a significant extent because of lockdown-related limitations and a shift in the lifestyle of consumers. This brought permanent behavioural change, which comprised the careful relocation of convenience, speed and digital accessibility as climactic in the choice-making procedure among customers. Consequently, it was the fashion to conduct data-based and technology-enabling marketing and, more to the point, personalised promotions, optimising mobile apps and insights based on AI to clients.
Secondly, consumer behaviour also emerged as an essential strategic adjusting factor. The convenience perceived, the sensitivity of price and the quality of services are a few of the factors that influenced the buying decisions in the two countries. However, the UK and Ireland recorded high disparities. The price-based marketing and convenience were responsive to the consumers of the UK as opposed to Irish consumers, who were cautiously oriented because trust, brand name, and local relevance were significant. This disparity demanded some variation of the marketing strategies between the two markets.
Thirdly, it was found that digital marketing communication and brand positioning are necessary in enhancing the customer interaction rates and competition rates. Through social media, particularly Instagram, TikTok, and Facebook, significant use was achieved to create brand awareness and reach consumers. The marketing activities in the UK were very inclined towards innovative and fast, and in diversity and in Ireland, the marketing activities were more inclined towards transparency, sustainable and engagement-based at the community levels.
The other significant conclusion links with the implications of inflation and regulatory divergence after Brexit. Reduced purchasing power by consumers and increased costs of operation also implied that the companies would cease funding the traditional brand-building activities; instead, they would be forced to use performance-based marketing activities. Particular emphasis was given on the short-term conversion, retaining customers and cost-effective technology such as pay-per- click advertisement and email promotion. 
And then, finally, the research stressed the importance of strategic flexibility in marketing in cross-border markets. One of the strategies that was identified to work well in enhancing the efficiency of marketing in volatile economic markets comprised modular campaign design, data integration, and partnership marketing and strategies whose thresholds were retention-oriented marketing. 
The research has achieved its objectives regarding the study by critically analysing underlying literature as well as defining how online food delivery companies change their marketing strategies in the UK and Ireland. The results point out that the strategic marketing decision is shaped by both the consumer behaviour and differences in regulation as well as by the economic pressures. This supports the fact that the effectiveness of cross-border marketing is reliant on environmental awareness and adaptability.
[bookmark: _Toc225614571]Conclusion Based on the Research Questions
The research tried to investigate the strategic adjustment of the online food delivery market in the UK and the Republic of Ireland in terms of the post-pandemic environment. Following the findings, it is inferred that international marketing, in the industry of OFD, is quite dynamic and is highly dependent on the technological changes, consumer behaviour and external environment. 
While the United Kingdom’s food delivery sector exhibits signs of market maturity characterized by high logistical fragmentation and intense platform competition, the Irish market demonstrates a distinct trajectory where growth is propelled by rising disposable income and a robust consumer preference for local brand loyalty, highlighting a more homogenous transition toward digital integration. 
In answering the first research question, the study finds that consumer behaviour is the key to explaining the marketing strategies. Perceived value, technology ease of use, quality of services, and convenience are all great determinants of consumer choice. In addition, new digital technologies, like mobile applications and analytics-based AIs, have also enabled companies with enhanced abilities to react and understand the transformed consumer demands more adequately. The need to adopt strategically is, thus, not an option, but a need to remain competitive in the OFD market. The study clearly demonstrates that convenience to the consumers, technology adoption, and personalised ways of engaging in international marketing have been the thrusting factor in online food delivery business.
With regard to the second research question, the study finds that the difference in digital marketing communication and brand positioning between the UK and Ireland is quite significant. The strategies adopted in the UK are more speed-oriented, innovative and competitive pricing in a highly competitive and digitally mature market. Irish strategies, however, emphasise more on trust, transparency and local interaction due to conservative consumer behaviour. Marketing communications relies on data applications, platform experience and social media.
To address the third research question, the research study is able to conclude that regulatory divergence and inflation have had a tremendous impact on marketing budgets and overall strategic decisions. Brexit and inflation have curtailed budgets with the emphasis being laid on performance marketing and retention. Simultaneously, the inflation decreased the buying power of the customers; therefore, companies have embraced cost-effective and performance-based advertisement strategies. 
As for practical implications, in order to stay competitive in different markets, firms need to walk the fine line between international and local competitiveness. Rather, a blended system of both having a global brand and local adaptation is vital in maintaining competitiveness in unstable economic conditions.
[bookmark: _Toc225614572]Recommendations
Once based on the findings of research, one can offer a range of applicable and theoretical recommendations which would help to achieve the effectiveness of the marketing that will be promoted within the framework of online delivery of food. In reality, the businesses would be required to possess a modular marketing strategy that would create a balance between standardisation and localisation. The key brand messages, such as convenience and reliability, will be used as they are, but the promoted messages, language, and offers are expected to be modified based on the situation in the local market. This kind of strategy will assist the organisations in maintaining the brand identity and yet be capable of addressing the diverse consumer choices in the UK and Ireland.
Second, customer segmentation and personalisation should be enhanced with the help of advanced analytics and artificial intelligence, which costs businesses money. Based on the customer data, companies are able to segment the high-value market, predict the purchasing cycle and provide a given marketing campaign. This will increase the power of marketing and high returns on investment, more so in an environment with limited budgets due to inflation. The other significant suggestion would be the need to concentrate on the customer maintenance strategies rather than aggressive purchasing. The price of digital advertising is increasing, which is why it is more sustainable and cost-effective to maintain existing clients.
Besides, businesses will improve local partnerships and cooperation with restaurants, groceries, and other local brands. Such a collaborative partnership could cause them to be more pertinent locally; they could jointly shoulder the promotions, and brand credibility can rise among consumers, particularly in the markets where local activities hold the utmost importance, as in Ireland. In terms of technological advances, the most important factor that one should be concerned about in companies is the mobile applications and user experience maximisation. The rates of conversion can be significantly increased by means of fluid navigation, custom tips and tailor-made payment options, which will reduce the level of paid promotion.
Ideally, the research reveals that the applicability of the Standardisation-Adaptation Theory, according to which the most effective approach with cross-border marketing is a hybrid approach, is justified. It is also helpful to apply the Contingency Theory, which states that the marketing strategy must be properly correspond to the economic conditions and defensive laws. The future research has to focus on longitudinal research on consumer behaviour following the pandemic, and how local technologies such as machine learning and automation can be exploited to affect the marketing endeavours. More comparative studies of regions later can bring more light in regard to marketing in adaptation to the world. 
Companies ought to embrace modular approaches, invest in data analytics, concentrate on customer retention, develop on the local relationships and emphasize on performance marketing.

[bookmark: _Toc225614573]Limitation of Research 
The main study limitations are related to the use of only secondary research methods in the form of a systematic literature review. The use of a mono-qualitative research method could be limited to outdated information, a lack of real-time data or insights, and a biased representation of the researcher. On the contrary, the study also focuses on the online food delivery sector, wherein the identified issues or impact might not be generalised for all brands. The research is based on the secondary data and is not primary-validated. It also only concentrates on UK and Ireland and such this area is very limited in terms of generalisability.
[bookmark: _Toc225614574]Recommendation for Future Work 
It is recommended that the study involve mixed research methods, both qualitative and quantitative, in the form of surveys, interviews, and thematic analysis. This, in turn, will help to offer a comprehensive understanding of the issues based on theoretical underpinnings and statistical insights. On the other hand, the study in the future can also focus on some specific company examples for a more reliable and credible interpretation. The researchers should also focus on more recent information and ensure the replicability of the findings in any situation based on robust data analysis. Primary data and representing more countries should be used in future research. Additional studies of AI as aspects of marketing strategies should be encouraged too. To remain and thrive in competitive global markets, firms need to be adapted to strategic marketing.
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