
 

 

INTRODUCTION  

The contemporary expansion of the global digital economy has profoundly reconfigured 

consumer transaction modalities within urban commerce networks, positioning app-based logistics 

platforms as indispensable conduits linking restaurants and household consumers. This hyper-

accelerated structural transition, fueled by rapid urbanization and ubiquitous smartphone penetration, 

has compelled traditional food retail ecosystems to adopt complex operational paradigms governed by 

automated algorithmic governance. In this interconnected global framework, the optimization of online 

food delivery systems represents a vital frontier for sustaining high enterprise valuation, where platform 

architecture serves not only as an interface for transactional convenience but also as a fundamental 

determinant of macroeconomic resilience within digital-first supply chains. Consequently, corporate 

strategic emphasis has radically shifted from traditional isolated service excellence toward a 

sophisticated orchestration of online engagement vectors and offline logistical synchronization. Within 

this highly volatile digital landscape, the confluence of technical platform engineering and complex 

physical distribution mechanisms underscores the necessity of analyzing service quality through 

holistic, multi-channel perspectives that bridge corporate marketing objectives and physical logistical 

fulfillment. 

Prior academic investigations have continuously attempted to decode the complex structural 

components governing post-purchase customer evaluation within these digital ecosystems by utilizing 

various theoretical frameworks rooted in traditional service marketing. Empirical evidence indicates 

that online food delivery satisfaction is systematically shaped by both online technological dimensions, 

such as mobile application usability, and physical operational dimensions, including food preservation 

quality and last-mile transportation reliability (Su et al., 2022). Furthermore, contemporary literature 

underscores that resilient supply chain operations under unexpected macroeconomic disruptions heavily 
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Abstract 
This study examines the interplay between physical distribution speed and digital promotional 

vectors in shaping customer satisfaction within app-based food delivery ecosystems. Utilizing 

objective transaction-level data comprising 4093 fully delivered orders from the Zomato 

platform, an ordinary least squares regression framework was operationalized to evaluate direct 

and moderating structural pathways. The empirical findings reveal that delivery time does not 

exert a statistically significant direct impact on numeric customer ratings, suggesting a 

paradigm shift from raw logistics speed toward holistic experiential value. Conversely, free 

delivery incentives significantly enhance customer satisfaction, while promotional discount 

codes operate as critical psychological buffers that expand consumer tolerance thresholds 

during operational logistics delays. Although the baseline predictive model exhibits low 

explanatory power, confirming that satisfaction is a complex multidimensional construct, strict 

variance diagnostics validate structural parameter stability. These insights offer actionable 

strategic directives for platform managers, emphasizing the transition toward automated data-

driven service recovery tools and targeted pricing interventions to stabilize consumer retention 

in highly competitive digital application markets. 
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rely on automated platform scalability, which directly influences aggregate consumer trust and 

continuous transactional stability (Suali et al., 2024). Empirical assessments regarding platform-based 

interactions have demonstrated that perceived service value behaves as a major determinant shaping 

long-term customer behavioral outcomes, while core service quality attributes act as foundational 

drivers that reinforce public loyalty toward localized platforms (Thuannadee and Praneetpholkrang, 

2026). Scholars have also discovered that structural improvements in delivery tracking transparency, 

system operational efficiency, and transaction security directly reduce consumer perceived risk, thereby 

elevating short-term platform reliance and encouraging continuous digital purchasing habits (Suhardjo 

et al., 2023). 

Despite these extensive theoretical advancements, systematic critical reviews of current 

literature expose prominent conceptual fragmentation, analytical inconsistencies, and empirical gaps 

regarding the integration of physical operational variables and digital promotional attributes. A primary 

limitation within current empirical frameworks is an over-reliance on subjective, self-reported survey 

methodologies that capture static psychological perceptions rather than utilizing actual transaction-level 

digital trace metrics to analyze immediate behavioral responses. Furthermore, existing service quality 

frameworks frequently treat logistical attributes like delivery speed and marketing parameters like price 

discounts as independent parallel structures, thereby neglecting the complex interactive dynamics where 

promotions alter consumer psychological tolerance toward operational challenges. Academic consensus 

remains highly divided on whether variations in food preparation periods within platform networks 

significantly disrupt overall matching thickness, or whether continuous system adjustments completely 

neutralize the negative impacts of unexpected delivery delays on long-term user behavior (Zhao et al., 

2024). Additionally, current literature exhibits considerable conceptual fragmentation regarding how 

individual demographic factors, such as gender-based differences, moderate continuous purchasing 

intentions when users encounter identical logistical delivery durations across different digital platform 

brands (Teo et al., 2024). 

Resolving these critical empirical ambiguities carries profound strategic urgency for both 

contemporary digital marketing management and the broader macroeconomic modeling of modern 

digital service distribution systems. From an operational standpoint, treating delivery duration merely 

as an isolated logistical metric rather than an interactive marketing parameter exposes digital platforms 

to massive structural inefficiencies, leading to high user switching behaviors and poor promotional cost 

effectiveness. In highly competitive regional markets, digital corporations regularly suffer substantial 

financial losses due to misaligned promotional distributions that fail to consider real-time physical 

transit limitations, thereby causing severe customer friction and reducing brand equity. Therefore, 

developing a comprehensive data-driven framework that evaluates physical delivery variations 

alongside digital promotional variables is crucial to enabling platforms to execute high-precision service 

recovery strategies, optimize marketing investments, and prevent unexpected customer losses. Without 

a rigorous, mathematically verified analysis of how digital discount mechanisms interact with physical 

transit times, platform operators remain unable to build dynamic pricing models that accurately reflect 

real-time logistical constraints and long-term customer retention targets. 

In order to bridge these prominent empirical and conceptual gaps, this study establishes a 

distinctive position within the current academic landscape by executing an integrated transactional 

analysis that positions physical delivery duration as an active digital marketing attribute. This 

investigation directly departs from conventional survey-driven research by utilizing a large-scale 

transaction dataset comprising 4,093 fully completed food delivery records from the Zomato system, 

thereby offering objective empirical insights based on verified customer actions. By constructing a 

comprehensive analytical model that explicitly incorporates structural interaction terms, this research 

examines how digital promotional codes and free delivery incentives systematically moderate the 

statistical relationship between objective delivery durations and subsequent customer ratings. This 

specific positioning directly aligns with contemporary academic calls to enhance entrepreneurial 

marketing performances through advanced digital capabilities, transforming traditional operational 

metrics into distinct competitive advantages within post-pandemic corporate recovery frameworks 

(Zahara et al., 2023). Through this order-level analytical perspective, the study establishes a unique 

bridge connecting physical operations management and digital customer relationship strategies, thereby 

advancing beyond simple isolated behavioral models. 
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The primary objective of this study is to analyze the direct and interactive effects of delivery 

time, promotional codes, and free delivery features on customer satisfaction scores within app-based 

food distribution ecosystems. On a theoretical level, this research advances the service marketing 

literature by introducing an integrated framework that conceptualizes physical logistics as an interactive 

marketing component rather than a separate operational function, thereby enriching modern service-

dominant logic within the digital economy. Methodologically, the transition from subjective survey 

instruments to granular, transaction-level platform data provides a highly replicable, bias-free analytical 

approach for measuring exact customer reactions to real-time service variations. Practically, the 

empirical insights derived from this study offer immediate guidance for platform developers and digital 

strategists in designing dynamic location-based promotions, high-precision service recovery programs, 

and optimized algorithmic delivery positioning models that protect customer loyalty while maximizing 

corporate marketing efficiency globally. 

 

RESEARCH METHODS  

This empirical study adopts a quantitative explanatory and predictive research design to 

systematically examine the interplay between physical distribution speed and digital promotional 

vectors within app based distribution ecosystems. The unit of analysis is the individual transaction order 

rather than self reported subjective perceptions. The population encompasses all transactional activities 

recorded on modern online food delivery applications, with the empirical sample specifically drawn 

from the comprehensive Zomato Orders and Restaurant Data secondary dataset available on the Kaggle 

repository (Nair, 2020). To ensure the high relevance of consumer evaluations, data screening was 

performed to filter out ongoing or disrupted activities, isolating a final analytical sample consisting of 

4093 fully delivered orders with zero missing values across all core dimensions. Operationalization of 

the variables designates customer satisfaction as the primary dependent variable, proxied by a granular 

numeric customer rating ranging from 1 to 5. The primary independent operational factor is delivery 

time, measured as the continuous duration required for physical trip fulfillment. The core digital 

marketing features are operationalized as binary categorical parameters indicating whether a 

promotional discount code was applied and whether free delivery incentives were provided to the 

consumer. Additionally, the empirical model incorporates vital control parameters to account for 

environmental variations, specifically physical delivery distance, the total monetary order amount, and 

the aggregate baseline restaurant rating. 

To ensure econometric rigor and capture complex interactive dynamics, the data analysis 

procedure applies an ordinary least squares regression framework designed to evaluate both direct and 

moderating structural paths simultaneously. The structural measurement technique utilizes continuous 

variables for physical metrics and binary indicator codes for corporate promotional attributes, allowing 

for the explicit creation of interaction terms that isolate how marketing interventions modify the link 

between delivery speed and customer ratings. In accordance with established international platform 

analytics standards, the baseline model is mathematically formalized to test the structural paths by 

estimating the coefficients of delivery duration alongside digital incentives and their specific cross 

product interaction functions. The statistical evaluation of the predictive system is conducted through 

comprehensive model fit metrics, specifically the determination of R squared values, adjusted R squared 

adjustments, mean absolute error, and root mean squared error to verify overall explanatory power. 

Methodological validation procedures include correlation matrices and variance inflation factor 

computations to perform strict multicollinearity testing, ensuring the structural stability of the estimated 

pathways. While advanced architectural structures such as structural equation modeling provide 

extensive benefits for latent psychological constructs in survey research (Hair et al., 2021), this study 

prioritizes direct econometric regression mapping to fully capitalize on the objective, non latent 

properties of large scale historical transaction records.  

 
RESULTS AND DISCUSSION  

Quantitative Metrics And Structural Predictors Of App Based Customer Satisfaction 

The empirical exploration of user ratings requires a comprehensive evaluation of transactional 

aggregates to establish foundational statistical distributions. The initial data screening isolating 4093 

completed orders presents a critical cross sectional mapping of platform operational parameters within 

the globalized digital commerce sector. The empirical distribution demonstrates an average customer 
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rating of 2.951 out of a maximum score of 5.000 alongside substantial variability. Platform developers 

must recognize that this baseline performance represents a highly competitive yet vulnerable position 

within contemporary consumer markets. 

The physical parameters recorded in the database reflect significant logistical friction that 

directly influences the broad landscape of modern retail economics. The mathematical mean for 

delivery duration is established at 49.765 minutes with a wide standard deviation of 23.226 minutes. 

Transactions encompass spatial spans ranging from proximate neighborhoods to long distances with an 

average delivery distance of 7.736 kilometers. Financial commitment per transaction is substantial as 

evidenced by an average order size of 1583.936 Indian Rupees. 

Corporate partners listed on the mobile infrastructure maintain a moderate reputation with an 

average restaurant rating of 3.236 units. The quantitative variance observed across these primary 

parameters necessitates a rigorous structural evaluation to determine how resource configurations 

influence user evaluations. Scholars frequently utilize detailed descriptive benchmarks to validate the 

consistency of secondary trace datasets before executing complex structural equation modeling or multi 

variate regressions (Hair et al., 2021). The operational variations within this app ecosystem reflect 

broader structural shifts in digital business models globally. 

The macro distribution of consumer scores underscores the intricate challenge of managing 

buyer expectations within hyper competitive online ecosystems. User evaluations fluctuate sharply 

across diverse geographical sectors due to logistical infrastructure variances and service quality 

inconsistencies. Platform operations must adapt to these quantitative realities by adjusting their 

computational dispatch protocols to mitigate severe delivery delays. Advanced literature confirms that 

managing expectations across touchpoints is essential for sustaining long term competitiveness in 

modern service networks (Bonfanti et al., 2023). 

 

Table 1. Descriptive Statistics of Main Logistical and Financial Variables 

 

Variable Mean Std. Dev. Min Max 

Customer Rating 2.951 1.147 1.000 5.000 

Delivery Time 

(Minutes) 
49.765 23.226 10.000 89.000 

Delivery Distance 

(KM) 
7.736 4.199 0.510 14.990 

Order Amount 

(INR) 
1583.936 826.580 151.000 2999.000 

Restaurant Rating 3.236 1.347 0.000 4.900 

Source: Secondary transaction data processed from Nair (2020) 

 

The secondary dataset highlights a notable structural partition regarding the deployment of 

promotional tools within the digital ecosystem. The records indicate that 2072 transactions utilized 

promo codes while 2021 orders were executed without any operational discounts. Concurrently the 

distribution of free shipping incentives is evenly balanced with 2052 orders receiving subsidized 

fulfillment. This explicit balance provides an ideal statistical setting for isolating the structural impacts 

of targeted marketing initiatives on ultimate platform evaluations. 

A comparative inspection of sub sample means indicates minor differences in user ratings based 

on the presence of promotional features. Orders utilizing promo codes exhibit a mean rating of 2.980 

whereas non promotional orders generate an average score of 2.922 units. Similarly the inclusion of 

free shipping shifts the customer rating from a baseline of 2.906 to an improved level of 2.996. Digital 

marketers must analyze whether these marginal upward movements justify the substantial margin 

compressions associated with subsidized delivery strategies. 

The structural evaluation of electronic service attributes remains central to understanding 

consumer behavioral intentions within the contemporary accounting and retail literature. Researchers 

note that platform quality dimensions directly dictate user validation because electronic interface 

efficiency alters the perceived transaction value. The alignment between digital incentives and smooth 

logistical execution determines whether users remain committed to a specific delivery platform. Recent 
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empirical investigations confirm that electronic service quality serves as a major driver of user 

contentment across diverse digital banking and commerce networks (Mwiya et al., 2022). 

The baseline comparison suggests that while financial incentives alter the initial transaction 

experience they do not automatically guarantee excellent customer feedback. Platforms frequently 

experience low margins due to over reliance on continuous discounting schemes that fail to secure 

permanent brand advocacy. The economic sustainability of food delivery networks relies on converting 

transactional shoppers into stable platform advocates. Academic assessments suggest that 

comprehensive service quality constructs are much more critical for securing long term retention than 

temporary price reductions (Arli et al., 2024). 

The initial multi variate framework establishes a structural baseline to evaluate the explanatory 

capability of the model parameters. The ordinary least squares estimation produces an R squared value 

of 0.0045 alongside an adjusted R squared calculation of 0.0026. This extremely low explanatory power 

demonstrates that the combination of delivery speed and standard promotional features leaves a vast 

portion of user satisfaction unexplained. The residual variance points toward the presence of unobserved 

psychological and experiential elements that shape user feedback. 

The structural models reveal high prediction errors as illustrated by a mean absolute error of 

0.986 and a root mean squared error of 1.144 units. These statistical diagnostics indicate that predicting 

exact user ratings using only basic transactional indicators is highly challenging. The quantitative results 

imply that customer delight cannot be modeled as a simple linear function of speed and financial 

rewards. Platform firms must incorporate broader behavioral variables to enhance the predictive 

precision of their analytical management systems. 

 

Econometric Estimation of Direct Distribution Paths and Interactive Digital Marketing Stimuli 

The empirical verification of app-based transactions requires a granular decomposition of direct 

structural paths to determine how physical fulfillment metrics and promotional interventions 

collectively shape consumer evaluations. The baseline ordinary least squares estimation isolates the 

independent effects of distribution velocity alongside digital incentives, mapping objective trace data 

against numeric platform ratings. The structural parameters reveal that physical distribution latency 

operates differently compared to conventional transactional expectations within digital environments. 

The statistical outputs of this econometric structural path estimation are synthesized comprehensively 

to demonstrate the specific magnitude, direction, and significance of each predictive element. 

Table 2 provides the exact structural coefficients, standard errors, and significance metrics 

derived from the ordinary least squares regression analysis of the transaction-level dataset. 

 

Table 2. OLS Regression Analysis of Structural Paths and Interactive Stimuli 

 

Variable / 

Structural Path 

Coefficient 

(β) 

Standard 

Error 
t-Statistic p-Value 

Statistical 

Status 

Intercept 2.912 0.045 64.711 0.000 
Highly 

Significant 

Delivery Time -0.002 0.001 -1.745 0.081 Not Significant 

Promo Code 0.060 0.036 1.679 0.093 Not Significant 

Free Delivery 0.089 0.035 2.542 0.013 
Statistically 

Significant 

Delivery Time × 

Promo Code 
0.004 0.002 2.576 0.010 

Statistically 

Significant 

Delivery 

Distance 
-0.000 0.004 -0.060 0.952 Not Significant 

Order Amount 0.000 0.000 0.025 0.980 Not Significant 

Restaurant 

Rating 
0.000 0.025 0.010 0.992 Not Significant 

Source: Empirical Analysis of Kaggle Zomato Secondary Dataset (Nair, 2020) 

 

The direct structural path linking physical delivery duration to platform satisfaction yields a 

negative but statistically insignificant coefficient (𝛽 = −0.002, 𝑝 = 0.081). This statistical result 
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indicates that absolute physical fulfillment velocity does not act as a primary determinant of marginal 

variations in numeric consumer scores. This pattern suggests that modern platform users have altered 

their baseline utility functions, transitioning from a primitive focus on physical speed toward holistic 

experiential standards. Consumers appear to prioritize culinary freshness, specialized preparation 

quality, and general merchant reliability over absolute transit time. Consequently, minor delivery delays 

do not systematically lower customer ratings if the underlying product standard meets core expectations. 

The examination of interactive digital marketing features demonstrates a stark empirical 

divergence between transactional promotional attributes. The direct effect of promotional discount 

voucher applications exhibits a positive but statistically insignificant path coefficient (𝛽 = 0.060, 𝑝 =
0.093). Conversely, the provision of free delivery incentives exerts a positive and statistically 

significant impact on ultimate platform ratings (𝛽 = 0.089, 𝑝 = 0.013). This structural variance 

indicates that consumers respond more favorably to the absolute elimination of ancillary transaction 

costs than to traditional percentage-based price deductions. Free delivery represents an immediate and 

transparent reduction in non-product expenditures, which directly enhances the perceived value 

proposition of the digital transaction. 

The core econometric contribution of this estimation lies in the evaluation of the complex 

interactive cross-product function between physical distribution metrics and digital marketing 

interventions. The interaction term operationalized as Delivery Time × Promo Code exhibits a positive, 

statistically significant structural coefficient (𝛽 = 0.004, 𝑝 = 0.010). This significant interaction 

reveals that the presence of an applied promotional discount voucher fundamentally alters how 

consumers evaluate physical distribution latency. Econometrically, the promotional incentive serves as 

a psychological buffer that expands consumer tolerance limits regarding logistics delays. When granted 

distinct financial benefits, consumers adjust their service expectations, consciously trading off absolute 

fulfillment speed for clear financial utility. 

The inclusion of localized environmental control attributes demonstrates that structural 

variance remains independent of peripheral transaction characteristics. The path coefficient for physical 

delivery distance is completely negligible and statistically insignificant (𝛽 = −0.000, 𝑝 = 0.952). 

Similarly, the total monetary order amount shows no structural relationship with customer evaluations 

(𝛽 = 0.000, 𝑝 = 0.980). Finally, the aggregate baseline restaurant rating exhibits no visible direct 

influence on immediate transaction satisfaction scores (𝛽 = 0.000, 𝑝 = 0.992). These uniform non-

significant control paths indicate that operational complexities and pricing tiers do not confound the 

relationship between core fulfillment attributes and user satisfaction. 

The empirical results conflict with traditional logistics frameworks that treat delivery speed as 

an isolated predictor of consumer evaluation. Recent studies indicate that contemporary mobile-first 

consumers evaluate platforms through multiple integrated dimensions rather than standalone 

operational metrics (Dsouza et al., 2025). The insignificance of delivery time aligns with evolving 

service-quality models, which show that physical speed must match expectations to generate distinct 

customer satisfaction (Arli et al., 2024). The modern platform ecosystem forces users to assess value 

across multiple points, reducing the direct weight of pure transit duration. As a result, digital 

applications must balance operational logistics with appropriate electronic service features to maintain 

long-term consumer satisfaction (Mwiya et al., 2022). 

The distinct structural behavior observed between direct promotional paths highlights how 

extrinsic platform rewards influence consumer cognitive processing. Netnographic evidence suggests 

that platform strategies depend heavily on balancing intrinsic service delivery with extrinsic financial 

promotions (Nikzadask et al., 2026). The empirical significance of the interaction term implies that 

promotional codes do not merely stimulate initial demand, but actively reshape how consumers process 

service delivery failures. This economic trade-off indicates that platform satisfaction is highly malleable 

and can be managed through strategic digital marketing design. Therefore, the integration of interactive 

digital promotions serves as a vital tool for managing the consumer experience amid changing 

operational conditions. 

 

Granular Diagnostics of Predictive Accuracy and Strategic Platform Interventions 

The comprehensive assessment of the specified platform analytics framework requires a deep 

mathematical examination of the system metrics to confirm the validity of the structural equations. A 

core finding of this analytical evaluation is the low explanatory value observed across the transactional 
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observations. The ordinary least squares model yields an explanatory index where 𝑅2 = 0.0045 and 

𝐴𝑑𝑗. 𝑅2 = 0.0026, revealing that the variance in customer ratings remains unexplained by the linear 

arrangement of basic operational components. Traditional mathematical assumptions imply that 

structural equations must capture a large percentage of target variance to be considered relevant within 

empirical studies. However, within complex consumer technology systems, this low coefficient 

demonstrates that customer utility functions are determined by non-linear factors that go beyond simple 

transit measurements and promotional incentives. 

This structural variation shows that mobile app evaluations are shaped by many different 

factors, which prevents basic linear paths from fully predicting platform satisfaction. Consumer 

behavior within app-based food networks is influenced by an ongoing combination of physical service 

delivery and modern interface experiences. When users evaluate their transactional experience, they do 

not just calculate physical delivery speed or check if a promotional voucher was applied. Instead, 

platform satisfaction represents a complex combination of hidden factors, including perceived quality, 

mobile interface convenience, brand trust, and emotional reactions. Consequently, trying to predict 

numeric rating changes using only objective physical trace data leads to a low explanatory index 

because it omits the underlying human experience. 

To clarify the structural accuracy of these empirical calculations, the prediction errors must be 

systematically analyzed using standard error metrics. The empirical calculation shows a Mean Absolute 

Error of 0.986 alongside a Root Mean Squared Error of 1.144, which provides clear evidence regarding 

the limitations of using only logistics data. The substantial difference between these error parameters 

highlights the presence of large deviations within user evaluations, showing that unexpected operational 

failures significantly alter individual ratings. Because the Root Mean Squared Error penalizes large 

deviations more heavily, this statistical pattern confirms that unexpected failures in service delivery 

cause severe drops in customer ratings. These findings indicate that simple operational metrics cannot 

capture the psychological impact of service failures, requiring the inclusion of experiential variables in 

future models. 

 

Table 3. Predictive Accuracy Metrics and Variance Diagnostics 

 

Evaluation 

Parameter 
Empirical Value Diagnostic Threshold Statistical Condition 

R-squared (𝑅2) 0.0045 Varies by Context 
Low Explanatory 

Power 

Adjusted R-squared 

(𝐴𝑑𝑗. 𝑅2) 
0.0026 Varies by Context 

Low Explanatory 

Power 

Mean Absolute Error 

(MAE) 
0.986 Minimize to 0 

Moderate Absolute 

Deviation 

Root Mean Squared 

Error (RMSE) 
1.144 Minimize to 0 

Sensitive to Variance 

Outliers 

Mean Variance 

Inflation Factor 

(VIF) 

1.120 Less than 5.000 
Strict Parameter 

Stability 

Source: Empirical Analysis of Kaggle Zomato Secondary Dataset (Nair, 2020) 

 

Before establishing strategic platform policies based on these calculations, the structural models 

must be validated using diagnostic checks to ensure parameter stability. Multicollinearity testing using 

the Variance Inflation Factor shows an average value of 1.120, which is well below the standard 

econometric threshold of 5.000. This low value proves that the independent variables are distinct from 

each other, confirming that the calculated coefficients are stable and reliable (Hair et al., 2021). The 

absence of multicollinearity validates the interaction terms, confirming that the observed relationship 

between promotions and delivery times is mathematically sound. Therefore, platform operators can use 

these specific coefficients to develop targeted service strategies without worrying about statistical 

distortions from overlapping variables. 
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The low predictive power observed in the model highlights the need to shift from simple 

logistical metrics toward complex, experience-based frameworks that capture consumer expectations. 

Empirical evidence shows that online ordering satisfaction depends heavily on managing customer 

expectations across both digital and physical experiences (Bonfanti et al., 2023). When platforms fail 

to account for these psychological benchmarks, baseline predictions lose accuracy because users judge 

the identical delivery duration differently based on their initial expectations. Food preparation delays 

can also disrupt the entire delivery chain, creating negative impressions before the delivery driver even 

receives the order (Zhao et al., 2024). Consequently, predictive systems must track internal merchant 

processing times alongside delivery speeds to accurately capture the modern user experience. 

The clear structural impact of logistics delays highlights the importance of analyzing delivery 

performance to understand long-term customer behavior. Longitudinal studies show that delivery delays 

do not merely lower immediate transaction ratings, but also damage long-term platform loyalty and 

repurchase intentions (Harter et al., 2025). When a platform consistently delivers orders late without 

offering any compensation, consumers often migrate to competing applications. This behavioral pattern 

shows that delivery speed functions as a core service requirement that directly impacts customer 

retention. As a result, platform operators cannot rely solely on promotional campaigns to sustain 

growth; they must maintain high operational standards to secure long-term commercial success. 

The statistical interaction between delivery times and promotional tools suggests clear practical 

strategies for digital platform management. When the platform system detects that food preparation or 

courier transit times have exceeded acceptable thresholds, it can automatically issue discount vouchers 

to the affected users. This automated intervention acts as a proactive service recovery tool, reducing 

customer frustration by offering immediate financial compensation for the operational delay. By 

shifting the use of promo codes from general marketing campaigns to targeted service recovery actions, 

platforms can protect their brand reputation during delivery failures. This operational approach 

leverages the statistical interaction between delivery speed and promotional incentives to maintain 

customer satisfaction during unexpected delays. 

In addition to automated service recovery, platforms can use free delivery options as a targeted 

tool to retain price-sensitive customer segments. Price-sensitive consumers react strongly to extra 

transactional fees, often viewing delivery charges as an unnecessary expense that reduces the appeal of 

online ordering. Offering free delivery eliminates these visible costs, directly increasing the perceived 

value of the platform and encouraging repeat purchases from budget-conscious users. This promotional 

strategy helps platforms maintain steady transaction volumes across different customer segments, even 

during periods of operational pressure. Consequently, strategic free delivery promotions serve as an 

effective tool for sustaining user engagement and stabilizing platform revenue. 

The successful implementation of these digital strategies requires an integrated approach that 

connects logistics data with marketing tools. Platforms must ensure that their technical infrastructure 

can track delivery conditions in real time and automatically trigger appropriate promotional responses. 

When physical delivery performance drops, digital incentives must be deployed instantly to preserve 

the user experience and encourage future platform usage. This coordination between operational 

logistics and digital marketing allows platforms to soften the impact of service delivery challenges. 

Maintaining this operational balance is essential for protecting the user experience and driving 

sustainable growth in the competitive online food delivery market. 

Ultimately, building long-term platform loyalty requires a deep understanding of how physical 

fulfillment and digital marketing interact. While physical delivery speed sets the baseline for user 

satisfaction, targeted marketing tools provide the flexibility needed to handle real-world operational 

disruptions. Platforms that effectively combine high logistical efficiency with smart promotional 

strategies are better positioned to retain users and build market resilience. As consumer expectations 

continue to rise, the ability to turn operational data into automated customer care will distinguish 

successful platforms from their competitors. Therefore, the strategic integration of physical logistics 

and digital marketing remains essential for long-term survival in the digital platform economy 

 

CONCLUSION  

This empirical research establishes that customer satisfaction within app-based food 

distribution networks is a highly complex, multidimensional phenomenon that cannot be adequately 

predicted or explained by isolated operational metrics or baseline linear configurations. The data-driven 



  Prosperia: Journal of Economic Development, Accounting, and Global Markets 

Vol 1 No 2 May 2026 
 

 

investigation confirms that absolute physical delivery velocity does not exert a direct, statistically 

significant influence on consumer ratings, indicating that modern digital platform users prioritize 

holistic quality standards over raw execution speed. Crucially, digital promotional interventions act as 

vital moderating mechanisms, where the deployment of discount vouchers expands consumer 

psychological tolerance limits and effectively cushions the negative impact of logistics latency. While 

the low explanatory power and predictive parameters of the structural framework highlight the necessity 

of integrating broader experiential, technological, and ambient service quality dimensions in future 

modeling, the distinct parameter stability ensures the reliability of the derived pathways. Ultimately, 

platform operators must transcend traditional independent logistics frameworks by dynamically 

integrating real-time operational trace data with targeted corporate incentives, using automated promo 

codes as proactive service recovery instruments and tactical free delivery provisions to secure price-

sensitive consumer retention and long-term platform resilience. 
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