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ABSTRACT. Background: The coronovirus pandemic has a significant impact on every aspect of the economy and society. It forced changes in the functioning of many enterprises, also in the field of food production and delivery, and widely understood supply chains. The situation in the world has also contributed to changes in consumer behavior, which translated into, for example, forms of food delivery and payment.
Methods: The aim of the study is to determine the level of satisfaction of Uber Eats consumers in Poland, as well as customer behavior and habits during the Coronavirus pandemic. Another aim of this study is to identify problems and causes of customer dissatisfaction at every stage of the delivery chain. A survey of Uber Eats users is conducted to collect data on the level of satisfaction with the services offered by this company. The collected data was analyzed by means of a comparative analysis covering the two periods in which the study was conducted.
Results and conclusions: Researching customer satisfaction in various areas has long been of interest to scientists. Particular interesting conclusions in this regard can be observed during the restrictions related to the coronavirus epidemic, which introduced many restrictions in the everyday life of consumers, e.g. restaurants and eateries were closed, it was only possible to order take-out or with delivery. Research carried out at that particular time could change the behavior of customers, influence their opinion, and change the requirements and preferences. The study enables a new look at food ordering services in times of epidemics and evaluates the functioning of the Uber Eats supply chain in Poland.
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1. INTRODUCTION

Technology plays a key role in the development of food delivery services, having an impact on  the changes of consumer preferences. Due to society’s increasing technology dependence, more and more areas of life are gradually shifting online, among them ordering ready-to-eat meals directly to one’s doorstep. Convenience is a relevant factor for consumers - all it takes is just a couple of clicks and taps on a mobile device to place an order. Therefore the popularity of online food ordering and delivery services has been steadily growing [Mitchell et al. 2020]. 
The research  subject was chosen due to society’s increasing interest in purchasing food online as well as to the fact that until now a similar study has not been conducted nor have its results been published in Poland. Therefore, a cotton gap was noticed in the satisfaction survey with the use of the Uber Eats application in Poland. This research is an initial attempt to complete it and a small step towards wider research in this area. The pandemic has also contributed to the increased popularity of food delivery apps among new users [Trybulski 2020]. The first stage of research was initiated just before the coronavirus pandemic, and the second stage during the first lockdown. The research sample is small because the long-term research was disrupted by the changing environmental conditions associated with the pandemic.
The main purpose of the article is to analyze the factors influencing satisfaction with Uber Eats services and the choice of the Uber Eats application from the competition. The study also presents the theoretical background related to ordering food in the world and the satisfaction with this type of service. In addition, this issue was presented in the context of the coronavirus pandemic in the world. The collected data allowed to answer the following research questions:
· Has the pandemic affected more frequent ordering of food using the Uber Eats app?
· Do users of the Uber Eats app feel that the services they offer are better than the competition?
· What are the most important factors influencing the choice of this application?
· What are the key factors determining the choice of competition's offer?
· Does education have a significant impact on the requirements for the service offered by Uber Eats?
· Which parts of Uber Eats services need improvement?
On the basis of the above findings, we formulate the following hypotheses, which we want to analyze:
H1: During the COVID pandemic, respondents were more often to order food using the Uber Eats app than before.
H2: According to respondents, the services provided by Uber Eats are better than those of the competition.
H3: Discounts and promotions are the most important factor influencing the choice of the Uber Eats app by users.
H4: Lower delivery costs are a factor influencing the choice of competing companies.
H5: Respondents with higher education have higher requirements for the service than respondents with secondary education.
H6: The cost of delivery is the element of the service that needs improvement the most, according to the respondents.

LITERATURE REVIEW

[bookmark: _30j0zll]Every year the demand for online food ordering is growing. According to some studies, the largest increase in consumer’s interest in online food delivery apps was observed in 2017, when the use of such services was declared by 715.8 mln people. It has been forecasted that by the end of 2024 this number will double, reaching 1432.1 mln [Statista, Eservices Report 2019 - Online Food Delivery]. The statistics in Poland appear to be very similar. In 2019 the number of application users reached 5.5 mln. If the forecasts turn out to be true, in the upcoming years the number of Poles using online food ordering applications will continue to grow, reaching 9.2 mln users in 2024 [Statista, Eservices Report 2019 - Online Food Delivery]. 
[bookmark: _l3aymvkrf5kz]The very same statistics platform published data regarding the increasing popularity of food ordering applications in Poland during the Coronavirus epidemic (figure 1). The study compares  the number of orders from two selected Internet platforms during specific time periods. Between the second week of January and the first week of March 2020 the number of online food orders has increased in Poland due to the outbreak of the Coronavirus epidemic. The number of orders from Uber Eats increased by 6%, but this increase was not as significant as in the case of Pyszne.pl, where it was equal to 57% [Statista, Global Comparison - Change in food delivery application use due to COVID-19 in Poland 2020].
Figure 1. The increased use of online food ordering applications due to COVID-19 in Poland in 2020 according to the number of its actual users (in thousands)


Source: Statista, Global Comparison - Change in food delivery application use due to COVID-19 in Poland 2020, https://www.statista.com/statistics/1104853/poland-change-in-food-order-application-use-due-to-covid-19/ [online: 2.04.2020].
Uber Eats is an American online food ordering and delivery platform launched by Uber in 2014 in Santa Monica, California, originally using the name UberFRESH. In 2015, the platform was renamed to UberEATS, and the ordering software was released as its own application, separate from the app for Uber rides [Ray et al. 2019; Hempel 2015; Hamad et al. 2018]. Presently, it is possible to download the Uber Eats application from the Apple Store or from Google Play [Elliott 2015; Stonehem 2016].  
Uber Eats services are available in over 600 cities in 45 countries all around the world, including North, South and Central America, in EMEA countries, Great Britain and Australia (Uber Help; Veen et al., 2020; Wahl 2018). However, in a report published on May 4th 2020 the company announced it would abandon its position in the UAE food delivery market, adding that providing further service would be done by the Dubai based company - Carrem. It was also announced that the Uber Eats online platform would suspend its activity in Saudi Arabia, Egypt, the Czech Republic, Honduras, Romania, Ukraine and Urugway [Bandoim 2020].  
Uber Eats services have been available in Poland since 2017. The first city to partake in them was Warsaw. Within the next three years the number of Polish cities where Uber Eats operated reached 31 [Trybulski 2020]. Despite the pandemic, in April 2020 the amount of restaurants having signed a partnership contract with the Uber company increased by 188% compared to January that same year. Simultaneously, between April and May 2020, the number of the Uber Eats applications downloaded by users in Poland amounted to 126 000 [Izakowski 2020]. 
Uber Eats services are provided via the application, enabling consumers to order meals from restaurants, which are then delivered to them by a delivery person. Therefore the platform users have the chance to order from places that don’t typically provide delivery services. Thus the array of restaurants available in the Uber Eats service package is much greater than its competitors’ [Di Lascio 2017].
[bookmark: _2et92p0]The popularity of food ordering applications as well as the quality assessment of such services has been frequently studied by researchers and economists all around the world. For example, there was a study conducted in Bhopal, India, in 2019 [Beliya et al. 2019]. Its aim was to assess how the possibility to order meals online impacted the citizen’s eating habits, as well as to discover their preferences and the factors standing behind the choices they made when it came to picking an offer. The conducted studies showed that most application users were aged between 18 and 25. The most frequently ordered meal was dinner and the big majority of the questioned respondents declared that they used online apps to purchase fast food. According to the survey participants, the most popular food ordering application was Zomato, with Uber Eats coming in second place. Other studies, also conducted in India (in the city of Pune), concerned consumers’ opinion on food delivery services, factors determining whether the customer decided to order online or not and which food delivery platform was most often chosen by consumers [Das 2018]. There were four food delivery applications mentioned in the study: Zomato, Uber Eats, Swiggy and Foodpanda. In each category analyzed in the study Uber Eats always came in last among the four delivery apps. Both in terms of offered discounts, restaurant choice, as well as delivery punctuality and customer service, Uber Eats was the lowest-rated company. In each of these categories Zomato achieved the highest ratings. Similar results were found in a study in which  only three applications were analyzed: Zomato, Swiggy and Uber Eats [Raina et al. 2019]. According to this study Uber Eats was once again the lowest-rated company. 
In December 2019, Uber Eats commissioned Deloitte - one of the "Big Four" accounting organizations and the largest professional services network in the world - to prepare a report about the impact of food delivery platforms on both chain restaurants and the independent ones. The food delivery sector in Europe has been expanding. Primarily, it was led by companies like Just Eat and Takeaway.com. Soon other players joined the sector, such as Uber Eats - the subsidiary of the passenger transportation enterprise Uber, British Deliveroo and Spanish Glovo [Reuters Staff, Delivery platforms boost restaurant profits in Europe - Uber Eats survey]. 
The online platform de.reuters.com presented study results regarding the impact of delivery platforms on the profits made by restaurant owners. An analysis was conducted examining the increase in restaurant sales in selected European capitals after having begun cooperating with the delivery company Uber Eats. Among the countries studied, the greatest increase of income was observed in Paris (74%), then in London (69%), Warsaw (67%) and Madrid (59%). December 2019 turned out to be the period of time in which many studies were conducted and numerous detailed reports were prepared on Uber Eats business. The report Food Moods in India was then written, aiming at seeking answers to “Why India eats out of home food?” rather than “What India eats out of home?”, which were later summed up in an article prepared by ETBrandEquity [ETBrandEquity 2019]. 

Uber Eats conducted a survey among the inhabitants of India in order to determine the driving factors of food ordering via mobile applications. According to the results of the research most people living in India (the representatives of the research sample), decide to order ready-to-eat meals wanting to break monotonous routines or due to reasons of convenience (28% in each case). The study affirms that in over ¾ of all cases consumers get their orders delivered to their homes and almost half of all the survey participants (48%) prefer their order to be brought there. The significant majority (93%) of ordered meals are for dinner. 
Similar studies were conducted in other parts of the world, like Australia [Roy Morgan 2018]. The results proved that almost 2 million Australians over the age of 14 years old, representing 9.8% of the Australian population, declare the use of food ordering applications such as Uber Eats. One of the most trustworthy studies, being the basis upon which Uber Eats customer satisfaction is analyzed, is the document  Uber Eats – Strategic Marketing Report [Szallasi et al. 2016]. This study was conducted once again in Australia. Its results have demonstrated that the vast majority of Australia’s inhabitants order food via the Uber Eats application on Fridays and/or Tuesdays, declaring that order or consumption of meals outside the home is done once or twice a week. Moreover, the greater part of the study participants express that they would like to use the services of those restaurants which offer healthier versions of traditional dishes in their menus. 

Similar studies were conducted in various parts of the world, e.g. in Dubai [Sharma et al. 2018], in the UK [Woodcock 2016], in Indonesia [Isabela et al. 2018], in Brasil [da Silva Monty 2018], 
also during the coronavirus pandemic e.g. in in the United States [Raj et al. 2020].

In January 2020, WHO declared the disease a global public health emergency and on March 11, 2020 as a pandemic with severe health, economic and social impact [Binns i in. 2020; Zhou, Chen, Chen 2020; Unnikrishnan, Figliozzi 2020]. As a consequence, many food retail outlets moved to take-away and delivery services and the use of the online food delivery platform increased. Cooperation with applications were the only solution for many restaurants to survive on the market. They gave the food ordering industry a big boost. [Sumagaysay 2020; Hossain 2021; Mhlanga 2020]. Profits of food delivery companies have even doubled [Forman 2021]. For example in Brazil: during the Lockdown, the use of these applications (apps) increased by 9% on weekdays and 10% on weekends [Oliveira, Abranches, Lana, 2020; Petetin, 2020].

The presented studies are only a general depiction of the data concerning the used apps, taking into account factors such as preferred dishes, available discounts, the choice of restaurants or the level of customer service. It is necessary to complete the provided statistics with information that will make it possible to discern what makes one application better than the competitors’ in the eyes of the customers, and in the long run why the delivery service of one company stands out among the others, which factors determine the consumer’s choice to use one service over another. Information regarding the frequency of the use of online food ordering apps may turn out to be the key element, since the opinion of the frequent users of such services, coming in closer contact with the service providers, will be more reliable and credible. Rating questions may also prove to be useful, allowing survey participants to describe their satisfaction level of each of the service elements. The analysis aims to find out in greater detail what makes the customer choose a specific application and which of the app’s functional aspects require improvement. 
 
2. RESEARCH METHODOLOGY
The study was conducted in the period from March to June 2020, at the time when the Polish government implemented severe sanitary policies and restrictions due to the outbreak of the Coronavirus COVID-19 epidemic. The participants of this survey were the users of the online food ordering application. 
The questionnaire was written in Polish and distributed via social media, mainly thematic groups on Facebook regarding the subject of ordering food, modern technologies, and promotional opportunities in various types of applications. This place of making the form available was selected with the view to the potential access to the largest number of application users for ordering food, i.e. from the target group of the study. The survey was conducted online, composed of 21 questions. The respondents were asked to answer 2 open-ended questions, 3 semi closed-ended questions, 14 closed-ended, 2 rating questions and 7 demographic questions. Some questions were calibrated with scales for measuring attitudes: the Likert scale and the Stapel scale.
There were 181 responses collected, of which 52 questionnaires were eliminated, because a fraction of the survey participants didn’t use Uber Eats services, another fraction didn’t fill out their questionnaire correctly or submitted the survey before reaching the end. 129 surveys made it to the final and were eventually analyzed. 
All the collected data for the survey is primary, which means that it comes directly from the study questionnaire filled out by the participants and has not been previously modified in any way.

	Table1. Distribution of the sample

	N = 129
	
	Frequency 
	 Percent 

	Gender
	female 
	92
	71,32

	
	male 
	37
	28,68

	Age
	under 18 years old 
	-
	-

	
	19-26 years old 
	111
	86,05

	
	27-35 years old 
	14
	10,85

	
	36-45 years old
	4
	3,10

	
	46-65 years old
	-
	-

	
	over 65 years old	
	-
	-

	Education
	primary education
	-
	-

	
	vocational education
	3
	2,33

	
	secondary education
	61
	47,29

	
	higher education
	65
	50,39

	Place of residence
	village
	14
	10,85

	
	city up to 25,000 residents
	4
	3,10

	
	a city from 25,000 up to 100,000 residents
	9
	6,98

	
	a city from 100,000 up to 500,000 residents
	9
	6,98

	
	a city of over 500,000 residents
	93
	72,09

	Marital status
	married
	10
	7,75

	
	single
	118
	91,47

	
	divorced
	1
	0,78

	
	widowed
	-
	-

	Monthly income
	< 1000 PLN
	30
	23,26

	
	1 000-3 000 PLN
	52
	40,31

	
	3 000-5 000 PLN
	36
	27,91

	
	5 000-8 000 PLN
	8
	6,20

	
	>8 000 PLN
	3
	2,33




3. EMPIRICAL RESULTS

The first step in the data analysis process is the measurement test, to test the reliability and validation of the survey instrument, which includes reliability test: Cronbach’s a was calculated with the accepted level exceeded the level of 0.8 (both in terms of customer expectations and level of satisfaction), as suggested in literature, indicating consistency between the items in a construct (table 2).

Table 2. Measurement test and descriptive analysis
	Measurement scale
	Min
	Max
	Mean
	SD
	Cronbach's α

	
Important factors in ordering food
	1,00
	5,00
	4,15
	0,99
	0,83

	Satisfaction with Uber Eats
	1,00
	5,00
	3,64
	1,10
	0,85





The analysis showed a statistically significant relationship between the month and the frequency of ordering food using Uber Eats (Table 3). During the pandemic, food was ordered more often through Uber Eats. There is therefore evidence that hypothesis 1 is true.
Table 3. The relationship between the frequency of ordering food through the Uber Eats app before and during the pandemic
	 
	March (n = 50)
	May/June (n = 79)

	 
	N
	%
	N
	%

	Less often than once a month
	24
	41,4
	34
	58,6

	Once a month
	17
	38,6
	27
	61,4

	Several times a week
	5
	38,5
	8
	61,5

	Once a week
	4
	28,6
	10
	71,4

	Everyday
	0
	0
	0
	0

	 
	χ2
	p
	V

	The relationship between the frequency of ordering food through the Uber Eats app before and during the pandemic
	0,78
	0,85
	0,08



Having analyzed the study results, the following interesting and relevant conclusions were drawn: 	 	
· Only 10.85% of the respondents order food via telephone, 40.31% via the Internet and 84.5% use the smartphone application. The study participants could choose more than one answer. Only 3% of them use all three food ordering channels alternatively.
· 87.60% of the respondents ordered food via competing applications. Therefore their opinion of Uber Eats is more credible and reliable. Over half of the respondents (60.18%) rate the quality of Uber Eats services on a similar level as the competition’s. 23% believe it is little better or much better than the competitors’ and 16.81% say it is worse or much worse (table 4). The research results do not allow for a positive verification of hypothesis 2, because only about ¼ of respondents consider Uber Eats services to be better than competing services. 

Table 4. Assessment of the quality of uber eats services compared to competitors using the Stapel scale
	
	scale
	n
	%

	much better
	
+2
	
7
	6,19%

	a little better
	+1
	19
	16,81%

	comparable
	0
	68
	60,18%

	a worse
	-1
	14
	12,39%

	much worse
	-2
	5
	4,42%

	sum
	113
	100%

	mean
	0,08
	
	

	SD
	0,85
	
	














· The most important factor determining that consumers took up the competitors’ offer is a greater choice of restaurants (53.49%), then lower delivery costs (44.96%) and the location where Uber Eats operates (30.23%). Additionally, the study participants payed attention to: free delivery offers, what popped out first while searching the Internet, the success rate of card payment (with Uber Eats it was not always successful, whereas the competitors managed to avoid such payment issues), and platform reliability. On the basis of the answers provided, the hypothesis assuming that the most important factor determining the selection of competitive companies is lower delivery costs cannot be accepted. A more important factor turned out to be a greater choice of restaurants, so hypothesis 4 should be rejected.  	
Figure 2. What made you choose the services of Uber Eats’ competing companies?

· The study participants use Uber Eats not more often than once a month (44.96%), a tier of them uses the services once a month (34.11%). Nobody uses the service everyday, but 10.08% of the respondents use it a few times a week, another 10.85% once a week. 
· The respondents use Uber Eats for many reasons. The four mentioned most often are: convenience (62.02%), discounts and special offers (62.02%), saving time (46.51%) and socializing with friends (41.86%). Only about 5% of the study participants choose the service because they cannot cook. The research shows that discounts and special offers are as important as the convenience of not having to prepare a meal yourself. Therefore, hypothesis 3 should be rejected because the factor indicated in it is not the only most important factor.
· 84.5% of the respondents are satisfied with the services provided by Uber Eats, 7.21% of them are dissatisfied and 9.30% don’t have an opinion on the matter.
· The definite majority of meals delivered via Uber Eats is ordered by the study participants from McDonald’s (64.34%) and Bobby Burger (25.58%) - figure 3.
Figure 3. Which restaurants do you order from most often using Uber Eats services? 

Part of the study was aimed at identifying customer needs and expectations regarding specific aspects of Uber Eats services. Based on the collected survey answers a model was created defining the gap between customer expectations and the quality of the received services. The respondents rated each factor using a five point scale, where 5 was assigned to the most significant factor, whereas 1 - to the least significant. The expectations of respondents with secondary and higher education were checked, in relation to the Uber Eats service and how it would assess the level of satisfaction with the service received. The results are presented in table 5 and 6.   
Table 5.  The results of the research for the individual factors determining the expectations of respondents by education
	
	
	Please rate on a scale of 1 to 5 how important are the following factors to you when using UberEats? (where 5 are important factors and 1 are irrelevant)

	
	
	User friendly app design
	Range of available restaurants
	Restaurant diversity
	Waiting time for orders
	State of the delivery upon reception (is the order food is warm, has the packing been damaged during transportation)
	Couriers’ conduct and manners
	Delivery cots

	All
	Min
	1,00
	1,00
	1,00
	2,00
	1,00
	1,00
	1,00

	
	Max
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00

	
	Mean
	4,01
	4,34
	4,05
	4,23
	4,40
	3,80
	4,26

	
	SD
	1,03
	0,90
	1,02
	0,91
	0,88
	1,03
	1,02

	Higher education
	Min
	
1,00
	1,00
	1,00
	2,00
	1,00
	2,00
	2,00

	
	Max
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00

	
	Mean
	3,94
	4,27
	3,97
	4,27
	4,41
	3,77
	4,30

	
	SD
	1,05
	0,94
	1,10
	0,92
	0,89
	0,99
	0,96

	Secondary education
	Min
	1,00
	1,00
	2,00
	2,00
	1,00
	1,00
	1,00

	
	Max
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00

	
	Mean
	4,13
	4,43
	4,16
	4,21
	4,39
	3,85
	4,21

	
	SD
	0,94
	0,83
	0,93
	0,86
	0,86
	1,08
	1,08



Figure 4. The results of the research for the individual factors determining the expectations of respondents by education


In most factors, the expectations of people with higher education turned out to be lower than those of people with secondary education. The largest discrepancy between expectations concerned user fiendly app design (-0,25), restaurant diveristy (-0,25) and range of avarible restaurants (-0,21). The similar expectations of both groups concerned the waiting time for orders and delivery costs (figure 4). It can therefore be assumed that hypothesis 5 that respondents with higher education have higher requirements for UberEats services than respondents with secondary education has not been positively verified.


Table 6.  Research results for individual factors determining the level of satisfaction of the respondents, distinguished by education
	
	
	Please rate your satisfaction level on a scale of 1 to 5 on the basis of the following factors (where 1 is very dissatisfied and 5 is very satisfied)

	
	
	User friendly app design
	Range of available restaurants
	Restaurant diversity
	Waiting time for orders
	State of the delivery upon reception (is the order food is warm, has the packing been damaged during transportation)
	Couriers’ conduct and manners
	Delivery cots

	All
	Min
	1,00
	1,00
	1,00
	1,00
	1,00
	1,00
	1,00

	
	Max
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00

	
	Mean
	3,88
	3,43
	3,54
	3,65
	3,91
	3,95
	3,09

	
	SD
	1,12
	1,04
	0,95
	1,07
	0,96
	1,01
	1,28

	Higher education
	Min
	1,00
	1,00
	1,00
	1,00
	1,00
	1,00
	1,00

	
	Max
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00

	
	Mean
	3,77
	3,39
	3,55
	3,80
	3,97
	3,95
	3,12

	
	SD
	1,13
	1,14
	1,02
	1,06
	1,01
	0,97
	1,32

	Secondaryeducation
	Min
	1,00
	1,00
	1,00
	1,00
	1,00
	1,00
	1,00

	
	Max
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00
	5,00

	
	Mean
	4,03
	3,51
	3,61
	3,52
	3,89
	3,97
	3,10

	
	SD
	1,11
	0,96
	0,90
	1,09
	0,91
	1,08
	1,29



Figure 5. The difference between Uber Eats’ customer expectations and the provided service

 
Respondents with higher education had lower expectations as to the services provided by Uber Eats (4,07, secondary education - average 4,20) and assessed the services received lower (average 3,51, secondary education 3,66), nevertheless the proportions in the gaps between expectation and satisfaction are very similar. The difference in expectations between people with higher education and people with secondary education is -0,57, while in satisfaction it is -0,54. The largest discrepancy between expectations and satisfaction concerns delivery costs and it is very similar in both groups (university education gap 1,19, secondary education 1,11). It is therefore the most important factor that Uber Eats should work on improving. Other factors that should be improved are: the range of available restaurants (-0,89 and -0,92, respectively), and the waiting time for order completion (-0,46 and -0,69). Detailed results are presented in Figure 5.
Interesting and thought-provoking outcome of the study are the differences arising from the respondents remuneration. The study includes also this aspect in order to demonstrate the differences in the answers provided by each group. The results are presented in table 7.
Table 7. The difference between Uber Eats’ customer expectations and the provided service
	Respondents’ monthly income
	Gap between expections and received service
	Please rate on a scale of 1 to 5 how important are the following factors to you when using UberEats? (where 5 are important factors and 1 are irrelevant)

	
	
	User friendly app design
	Range of available restaurants
	Restaurant diversity
	Waiting time for orders
	State of the delivery upon reception (is the order food is warm, has the packing been damaged during transportation)
	Couriers’ conduct and manners
	Delivery cots

	0-1 000 PLN
	must be
	3,84
	4,29
	3,94
	4,06
	4,32
	3,68
	4,13

	
	delighters
	3,94
	3,39
	3,52
	3,39
	3,71
	4,10
	2,74

	
	difference
	0,10
	-0,90
	-0,42
	-0,68
	-0,61
	0,42
	-1,39

	1 000-3 000 PLN
	must be
	4,06
	4,37
	4,14
	4,18
	4,39
	3,84
	4,43

	
	delighters
	3,69
	3,35
	3,47
	3,55
	3,88
	3,80
	3,18

	
	difference
	-0,37
	-1,02
	-0,67
	-0,63
	-0,51
	-0,04
	-1,25

	3 000-5 000 PLN
	must be
	4,11
	4,33
	4,11
	4,47
	4,42
	3,83
	4,11

	
	delighters
	4,03
	3,61
	3,61
	3,89
	4,00
	4,08
	3,33

	
	difference
	-0,08
	-0,72
	-0,50
	-0,58
	-0,42
	0,25
	-0,78

	5 000-8 000 PLN
	must be
	3,75
	4,38
	3,75
	4,25
	4,75
	4,13
	4,13

	
	delighters
	4,25
	3,25
	3,13
	3,88
	4,00
	3,63
	2,88

	
	difference
	0,50
	-1,13
	-0,63
	-0,38
	-0,75
	-0,50
	-1,25

	over 8 000 PLN
	must be
	4,33
	4,00
	3,00
	3,33
	3,67
	2,67
	4,33

	
	delighters
	3,00
	2,33
	3,33
	4,00
	4,00
	4,00
	2,33

	
	difference
	-1,33
	-1,67
	0,33
	0,67
	0,33
	1,33
	-2,00

	all
	must be
	4,01
	4,34
	4,05
	4,23
	4,40
	3,80
	4,26

	
	delighters
	3,88
	3,43
	3,55
	3,65
	3,91
	3,95
	3,09

	
	difference
	-0,12
	-0,91
	-0,50
	-0,58
	-0,49
	0,16
	-1,17




Analyzing the data displayed in table 7 the following conclusions can be drawn for each of the sigled-out groups: 

User friendly application design 
The application’s design exceeded the expectations of those respondents whose remuneration was lowest (that is unemployed students; +0.10) and whose monthly income totalled between 5000-7000 PLN (+0.50). The other respondents considered Uber Eats’ app design as less friendly than expected - the most disappointed were the respondents who earned the most, with an income of over 8000 PLN. 

Range of available restaurants and their diversity
All the survey respondents were disappointed with the number of restaurants available in the Uber Eats app. The rate of disappointment was reduced in the second round of the conducted survey. However, throughout the entire study, the gap between the expectations and reality turned out equal to -0.9%. The study participants also rated the restaurant diversity negatively (general result -0.5%), even though for the group of respondents earning the most their received service slightly exceeded expectations (+0.33). Despite the stats, it may come as a surprise that although many other types of restaurants were available via Uber Eats’ app, the respondents would mostly order from fast food places, omitting other restaurants. 

Waiting time for orders
The waiting time for order fulfillment was described by the majority as “longer than expected” (-0.58). Only the group of the highest income respondents felt that the waiting time for orders was shorter than expected (+0.67). 

State of the delivery upon reception
The respondents were also asked to rate the state of the delivery they received. Two aspects were taken into account when rating: 1) if the food arrived warm and 2) had the packaging been damaged during transportation. Only the group of higher earning individuals rated the state of the delivery as exceeding expectations (+0.33), whereas the other respondents were disappointed with the delivery (-0.49). 

Couriers’ conduct and manners
This service delivery aspect exceeded the expectations of the majority of the study participants (+0.16), even though for the group earning between 1000-2999 PLN the gap between expectations and received service was inconsiderably small (-0.04), and much bigger for the individuals earning between 5000-7999 PLN (-0.50). The courriers’ manners considerably exceeded the expectations of those with the highest income (+1.33) which may be the result of either having had low expectations in the first place or the exceptionally good courier service provided by Uber Eats. 

Delivery cost
All the respondents were disappointed with the delivery costs. They exceeded expectations considerably (-1.17). Surprisingly the group most disappointed with the delivery costs turned out to be the one composed of the highest earning individuals (-2.00). The respondents least unhappy were those earning between 3000-4999 PLN (-0.78). 

In conclusion, 6 out of 7 factors were a source of disappointment for the respondents. The only factor which came as a pleasant surprise was the courier’s conduct and manners. The biggest disappointment was the delivery cost, which most likely triggered the customers to try the competition or use Uber Eats only when provided the free delivery offer. It was this factor that showed the greatest gap between the expectations of the respondents and the quality of the services received. On this basis, it is possible to positively verify hypothesis 6, in which this factor was identified as the most requiring improvement.

The results of the study in the second part of the analysis were divided into two groups: the first, in which the respondents filled out the survey in March (at the very beginning of the implemented restrictions connected with the Coronavirus, among others the closing of  restaurants), the second in which the study participants filled out the survey in May and June, after some of the restrictions were lifted and many restaurants once again opened and were run following the new sanitary regime. This analysis method aims to compare and verify if the consumer preferences, their behavior, the frequency and motivation standing behind their food orders differs between time periods.

While analysing the two time periods, it is worth noticing that:
· The number of phone orders decreased by 5 percentage points, online platform orders increased by 7 pp
· New customers who had never ordered from the competition joined Uber Eats’ consumers. In March 94% of the respondents had previously used the competing services, whereas in May/June there were only 83.54% of them, which points to the fact that new customers were attracted. 
· Similarly to the general study, the respondents chose the competition due the greater range of restaurants to choose from. However, during the second examined period the percentage of customers dissatisfied with the number of restaurants decreased by 20.45 pp (from 66% in March to 45.57% in May/June). This may be the result of Uber Eats expanding its offer at this time. 

Figure 6 presents Uber Eats customers’ preferences in both of the examined time periods and the differences between them. 

Figure 6. What made you choose the competitors’ services? 




In May/June the respondents rated Uber Eats’ services higher than its competition. In March the percentage of people rating Uber’s services as better or much better than the competition amounted to 19.15%. In May/June the number rose to 25.76%. The percentage of people rating the quality of Uber Eats’ service as worse or much worse decreased to 23.4% in March and 12.12% in May/June. This improved rating can also be noticed in Uber Eats’ general customer satisfaction. The percentage of satisfied and very satisfied customers reached 80% in March and 87.35% in May/June, as for those dissatisfied and very dissatisfied the number amounted to 12% in March and 7.59% in May/June.

Over the time period of 2 months, the motivations behind Uber Eats’ customer choices had also changed. In both examined periods the percentage of respondents recommending Uber Eats’ services to their friends had not changed (76%). The number of people who would not recommend these services decreased twice from 16% to 7.59% and similarly, the number of respondents who weren’t sure if they would recommend the service increased from 8% to 16.46%.   

Figure 7 presents the motivation behind the customers’ choice of Uber Eats’ services in the two eamined time periods and the difference between them in percentage points.	 	 	 	 	 	
Figure 7. Why do you use the services provided by Uber Eats?


A relevant part of the study were the respondents’ comments and remarks regarding changes which should be implemented in order to improve Uber Eats’ performance. They are the following:
· cutting delivery costs;
· broadening the choice of available restaurants;
· putting more emphasis on courier training, especially when it comes to their knowledge of Polish and English, as well as the layout of the city and handling a GPS device;
· restoring joint deliveries;
· restoring free delivery offers;
· introduction of payment bonuses for dedicated couriers;
· adding shopping delivery services and the option of purchasing alcoholic beverages;
· increase the number of restaurants offering the self pick-up option (it is not currently available everywhere);
· expanding the delivery range, including suburban areas;
· improving the application (which is not always reliable);
· standardizing the delivery areas - according to the respondents, some locations are 
available, e.g. only by phone order, and not via the Internet or application.

4.  DISCUSSION
	 	 	 	
The 21st century favors technological advancement. Over the last few years a number of developments have been implemented. Their goal is to add convenience and improve society’s living conditions. Among many of the mentioned advancements are online food ordering applications. All it takes is just a few clicks, and voila - soon enough your ready-to-eat meal is delivered directly to your doorstep. That is precisely the reason as to why this option has proven itself among consumers. Since 2017 the interest in food ordering application services in Poland has increased by 68%, while simultaneously the number of users of the “Platform to Customer delivery” segment has more than doubled. The socio-economic situation related to the coronavirus contributed to the development of interest in applications for ordering food. Closing the restaurant and leaving people at home has increased the number of users of the application.
The aim of the research was to measure the level of satisfaction of Uber Eats customers with the application, through which the customer can conveniently and easily order food and the delivery service itself, and to compare this level with the period before and during the restrictions related to the Covid -19 pandemic.
The prepared analysis and observations have made it possible to draw the conclusion that both in Poland and abroad consumers prefer the services of Uber Eats’ competitors. The survey data collected in India from 153 respondents have demonstrated that only 2% of Uber Eats’ users are satisfied with their services enough for them to be first choice when ordering meals online. In the conducted study 87.5% of the participants affirm that they order from competing platforms, which provide service of similar quality as Uber Eats (60.2%). 16.8% of the respondents declare that the services of Glovo or pyszne.pl are slightly better and 5.5% of them believe they are much better than those of Uber Eats.
The factors determining the choice of competing platforms are the following: greater choice of restaurants - pointed out by the respondents almost 54% of the time, lower delivery costs offered by the competitors - being a key element for 45% of the survey participants, and finally the area where Uber Eats delivery services were provided - chosen by 30% of the respondents. 
Professionalism of the staff is another factor triggering a negative response from Uber Eats’ customers. The survey conducted in Pune provided the means to classify online food delivery platforms taking into account the level of customer service. In the analyzed ranking Uber Eats came in last, receiving only 18 of answers indicating the satisfaction of staff professionalism [Das 2018]. Thought-provoking findings were extracted from studies conducted in Poland. Despite the fact that a big fraction of the individuals surveyed gave positive feedback regarding the delivery staff’s manners, and in the comparative study it was rated as exceeding expectations, there were clear suggestions that the big issue concerning the lack of basic abilities to use the GPS system in order to find the right delivery location. Another problem is the language barrier, revealing itself in the form of the couriers' lack of knowledge of Polish or English, which therfore results in difficulties understanding instructions regarding the order.
However, Uber Eats also has some positive aspects to its services. One of them is the brand’s  reputation which plays a huge role, because the services are offered all over the world. Moreover, research carried out in Poland proves that website users are very satisfied with such aspects of the service as the user-friendly application design. The waiting time for the order and its status at the time of receipt are also well received by the customers.
In conclusion, the conducted research proves that the level of Uber Eats customer service, both in Poland and abroad, is rather low. The rating comes as a result of high delivery costs and a larger range of restaurants in offer from competing food delivery companies. However, the positive sides of the platform are significant enough that provided they are properly strengthened, appropriate responses are implemented countering threats from the environment and attempts are made to eliminate weaknesses, the company may stand a chance to change its position in the market and in the long run - to even become the industry leader. However, this would require a lot of effort, the ability to draw conclusions from the company’s own mistakes, and drawing inspiration from the results achieved by competing companies.

5. CONCLUSIONS

Online food ordering applications have revolutionized the food delivery market. Moreover, forecasts made by the German data platform Statista.com prove that at the turn of the next few years, the interest in this type of services will almost double, expanding the user group to 1,322.1 million by 2024.
However, taking into account that it is a rather new phenomenon, not many studies have been yet conducted, aiming to determine the satisfaction level of online food ordering and delivery platform users.  
Research carried out in the long term could be expanded to include additional aspects, e.g. an interesting solution would be a study that broadens horizons to determine the level of satisfaction with Uber Eats services directed towards restaurateurs and couriers cooperating with the company, which in turn would provide a list of pros and cons of the service, enabling thereby the strengthening of the positive sides and taking action in order to improve aspects assessed negatively.
The conducted study proves that the most problematic area is the level of customer service and connected to it, the manners of Uber Eats couriers. The vast majority of respondents assess this factor very positively, but the answers provided in the additional comments and remarks section clearly suggest that some particular elements of customer service need improvement. To avoid this kind of contradiction and identify the causes of the discrepancies, researchers in subsequent studies should broaden their scope of interests, including issues that focus on staff professionalism.
In addition, the COVID-19 epidemic has had a significant impact on the research, therefore it is fully justified to acknowledge its impact on the interest in the Uber Eats service package and  conveniences thus introduced, such as the Leave at door delivery option or the obligation to wear masks or protective headgear by the delivery staff. Upon intending to conduct further research in a broader perspective, these aspects should also be considered and the study ought to be expanded to include issues related to the fulfillment of basic security standards by the company’s staff. It would also be interesting to repeat the research after the economy thawed after the coronavirus (opening a restaurant) and to verify the degree of continued interest in the application over the long term.
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ROSNĄCA POPULARNOŚĆ I OCENA JAKOŚCI APLIKACJI DO ZAMAWIANIA JEDZENIA ONLINE W CZASIE EPIDEMII KORONAWIRUSA - BADANIE UBER EATS W POLSCE
STRESZCZENIE. Wstęp: pandemia koronowirusa ma znaczny wpływ na każdy aspekt funkcjonowania gospodarki i społeczeństwa. Wymusiła zmiany w funkcjonowaniu wielu przedsiębiorstw również w zakresie produkcji i dostawy żywności oraz szeroko rozumianych łańcuchów dostaw. Sytuacja na świecie przyczyniła się także do zmian zachowań konsumentów, które przełożyły się przykładowo na formy dostawy żywności oraz płatności.
Metody: Celem badania jest określenie poziomu satysfakcji konsumentów Uber Eats w Polsce, a także zachowań i przyzwyczajeń klientów podczas pandemii koronawirusa. Kolejnym celem tego badania jest identyfikacja problemów i przyczyn niezadowolenia klientów na każdym etapie łańcucha dostaw. Przeprowadzane zostało badanie użytkowników Uber Eats w celu zebrania danych na temat poziomu satysfakcji z usług oferowanych przez tę firmę. Zgromadzone dane poddano analizie porównawczej obejmującej dwa okresy, w których prowadzono badanie.
Wyniki i wnioski: Badanie satysfakcji klientów w różnych obszarach od dawna jest przedmiotem zainteresowania naukowców. Szczególnie ciekawe wnioski w tym zakresie można zaobserwować podczas ograniczeń związanych z epidemią koronawirusa, która wprowadziła wiele ograniczeń w życiu codziennym konsumentów, m.in. restauracje i bary były zamknięte, można było zamówić jedznie tylko na wynos lub z dowozem. Badania przeprowadzone w tym czasie mogą pokazać zmianę zachowania klientów, wpłynąć na ich opinię, zmienić wymagania i preferencje. Badanie pozwala na nowe spojrzenie na usługi zamawiania jedzenia w czasach epidemii i ocenia funkcjonowanie łańcucha dostaw Uber Eats w Polsce.

Słowa kluczowe: satysfakcja konsumentów, Uber Eats, epidemia koronawirusa, zachowania konsumentów, łańcuch dostaw żywności, COVID-19
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March 2020	
Greater restaurant choice	Shorter delivery time	Lower delivery costs	 More user friendly app	More payment options	Service availability in specific areas 	0.66	0.16	0.46	0.16	0.18	0.3	May/June 2020	
Greater restaurant choice	Shorter delivery time	Lower delivery costs	 More user friendly app	More payment options	Service availability in specific areas 	0.45569620253164556	0.189873417721519	0.44303797468354428	0.17721518987341772	0.13924050632911392	0.30379746835443039	difference	
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March 2020	
It is convenient	It saves time	Because of discounts and special offers	I enjoy experimenting with new dishes	Because of the large choice of dishes 	I don't like cook	I don't know how to cook	I order food when getting together with friends	0.68	0.48	0.66	0.08	0.1	0.18	0.04	0.38	May/June 2020	
It is convenient	It saves time	Because of discounts and special offers	I enjoy experimenting with new dishes	Because of the large choice of dishes 	I don't like cook	I don't know how to cook	I order food when getting together with friends	0.58230000000000004	0.45569999999999999	0.59489999999999998	0.1013	0.1139	0.1139	5.0599999999999999E-2	0.443	difference	
It is convenient	It saves time	Because of discounts and special offers	I enjoy experimenting with new dishes	Because of the large choice of dishes 	I don't like cook	I don't know how to cook	I order food when getting together with friends	-9.7699999999999995E-2	-2.4299999999999999E-2	-6.5100000000000005E-2	2.1299999999999999E-2	1.3899999999999999E-2	-6.6100000000000006E-2	1.06E-2	6.3E-2	



06-12.01.2020	
Uber Eats	Pyszne.pl	447.7	371.1	02-08.03.2020	
Uber Eats	Pyszne.pl	476.8	585.29999999999995	





More choice of restaurants	
Shorter delivery times	
Lower delivery costs	
An easier-to-use application	
More choice of payment methods	
Location support	0.53488372093023251	0.17829457364341086	0.44961240310077522	0.17054263565891473	0.15503875968992248	0.30232558139534882	



McDonald’s	Pizza Dominium	Sushi craft	Bobby burger	Vegab	Makarun	other	0.64341085271317833	0.17054263565891473	0.13953488372093023	0.2558139534883721	8.5271317829457363E-2	9.3023255813953487E-2	0.20155038759689922	
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ABSTRACT. Background:


 


T


he coronovirus pandemic has a significant impact on every aspect 


of the


 


economy and society. It forced changes in the functioning of many enterprises, also in the 


field of food production and delivery, and widely understood supply chains. The situation in the 


world has also contributed to changes in consumer behavior, which t


ranslated into, for example, 


forms of food delivery and payment.


 


Methods:


 


The aim of the study is to determine the level of satisfaction of Uber Eats consumers in 


Poland, as well as customer behavior and habits during the Coronavirus pandemic. Another aim 


of this study is to identify problems and causes of customer dissatisfaction at every stage of the 


delivery chain.


 


A survey of Uber Eats users is conducted to collect data on the level of satisfaction 


with the services offered by this company. The collecte


d data was analyzed by means of a 


comparative analysis covering the two periods in which the study was conducted.


 


Results and conclusions:


 


R


esearching customer satisfaction in various areas has long been of 


interest to scientists. Particular interesting co


nclusions in this regard can be observed during the 


restrictions related to the coronavirus epidemic, which introduced many restrictions in the 


everyday life of consumers, e.g. restaurants and eateries were closed, it was only possible to order 


take


-


out or


 


with delivery. Research carried out at that particular time could change the behavior of 


customers, influence their opinion, and change the requirements and preferences. 


The study 


enables a new look at food ordering services in times of epidemics and eval


uates the functioning 


of the Uber Eats supply chain in Poland.
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1.


 


INTRODUCTION


 


 


Technology plays a key role in the development of food delivery


 


services, having an impact on  


the changes of consumer preferences. Due to society’s increasing technology dependence, more 


and more areas of life are gradually shifting online, among them ordering ready


-


to


-


eat meals 


directly to one’s doorstep. Convenienc


e is a relevant factor for consumers 


-


 


all it takes is just a 


couple of clicks and taps on a mobile device to place an order. Therefore the popularity of online 


food ordering and delivery services has been steadily 


growing


 


[


Mitchell et al.


 


2020


]
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