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Uber Eat Versus Hungry Panda
Uber Eats is a food distribution company that was previously referred to as Uber Cab back. Arguably, this company was invented by two individuals, Garrett Camp and Travis Kalanick, who lived in the United States, and the office headquartered in San Francisco. Uber Eat has been greatly helpful to many people who wish to make orders for food as it has a platform whereby customers make the booking and get their orders delivered by cabs. Besides, Uber Eat is said to have started its operations back in 2009, and currently, it operates in more than 540 towns across the world (Da Silva Monty, 2018).
On the other hand, Hungry Panda is a food distribution company founded and launched in Nottingham, United Kingdom, back in 2017. Notably, Hungry Panda is a food distribution service for people living in China. The company is also available in more than 31 towns in Italy, Australia, United States, United Kingdom, New Zealand, and France (Liu, 2015). The company has thrived very much in Chinese communities. It has provided a platform where Chinese language speakers, together with business personnel, and the great focus are on Chinese food and grocery distribution.  
Distribution Analysis
Notably, food delivery is always a very competitive field but also a field with good income. Across the world, especially due to some unfortunate living conditions that have restricted people's movement, especially during this Covid-19 pandemic period, online food delivery services have gone high. Many people prefer making an order and waiting for delivery at home (Raj et al., 2020). Consequently, this is very effective as it helps reduce time wastage and cost-effective as well. In the past few months and years, many companies have emerged. They are doing food and grocery deliveries in their home communities, and this has been very effective as people have opted for this new way of shopping. 
Arguably, Hungry Panda has been doing very well in terms of deliveries and food and groceries. For instance, Hungry Panda is coming up with its cavity to differentiate itself from other companies like Uber Eats, Food Panda, and Deliveroo. Hungry Panda has narrowed their attention and offers a platform to Chinese speakers and business owners, and their goal is to deliver Chinese groceries and food (Liu, 2015). Notably, the company has various payment options, and its customers are at liberty to use WeChat Pay and Alipay. 
Also, the company uses WeChat to market its products and services. The company has recorded profitable operations as its operations in New York, and the United Kingdom have been profitable as there are Chinese Communities that made its operations successful (Gupta, 2019). From the previous United States world Census report, the number of Chinese diaspora worldwide ranges from 10 to 45 million. This number includes people born in China, second-generation immigrants, and some other groups.
Notably, Eric Liu, the Hungry Panda CEO, has noted their efforts to continue opening new stations and he explained the company was delighted to have received backing from 83North and Felix capital and they have been able to extend their unique services to more people and many areas, (Liu, 2015). To be able to deliver their food and services, the company has continued to launch new areas, making it easier to meet the huge demand poised by the Chinese community.
In the past few months since the coronavirus pandemic break, many people have been unwilling to take food from restaurants due to Covid-19 restrictions. This has made the Hungry Panda company reap big as they have made deliveries on food and groceries. Hungry Panda, though hasn't declared their valuation, it's notable that they have been to raise about $90 Million in a single year (Gupta, 2019). The company has well-planned management making it one of the best food and online grocery companies. This has seen it receive funding from 83North and Felix Capital of about $20 million. 
The funding will help in its team's growth and development, building innovation, and helping speed up its expansion globally, strongly focusing on the United States market. Besides, people are demanding cooking that is very authentic and from experienced people who culturally fit their background. Also, Hungry Panda has been said to have the best team that is focused and with a great vision and capable of serving the available market (Liu, 2015).   
On the other hand, Uber Eats has also developed a strategy for its distribution and sales. The company has been on the evolution side since 2014; unlike Uber Rush and Uber Essentials, Uber Eats has thrived, and now it's a multi-billion dollar investment. Notably, it initially started as Uber Fresh, where it could deliver a fixed price menu to people living in small areas of Santa Monica, California (Da Silva Monty, 2018). However, the company has seen its services expand to include West Hollywood and Beverly Hills, and other local restaurants were called upon to join. Arguably, it took just a year for Uber Eats to start operating in New York, Chicago and Barcelona. 
In August 2015, it moved Eats from the main cluttered app. Besides, Uber Eats has been using its taxicabs network, and these deliveries have been able to be expanded to Japan, UK, and Australia. Notably, unlike the Hungry Panda Company, Uber Eats has faced some challenges that resulted in the decision to close some of the delivery services in a few cities due to competition from its competitors. For instance, in 2019, they ended their services in South Korea. In May, the company announced its plans to terminate services in Honduras, Romania, Czech Republic, Uruguay, Saudi Arabia, and Ukraine. Notably, in Russia, it has been working with Yandex, although it failed in China due to great competition from Meituan Dianping and Alibaba Ele. Me (Li, 2020).                                                                                                                                                  
Sales promotions
Notably, Uber Eats have tried various strategies to win more clients to promote their services and products. For instance, it has managed to boost its market share by 10 percent by acquiring Postmates back in July for about $2.65B. However, this has been challenged after European Food delivery giant Just-Eat Takeaway managed to acquire one of their competitor, Grub hub, (Da Silva Monty, 2018). This has made its competitor increase their cash reserves. Besides, Uber Eats has made efforts to promote sales and earn more customer trust by making 30% of orders and their delivery fee. 
Consequently, the company has not been able to make a profit. The company's big challenge is the struggle to increase market share by creating partnerships with great name brands such as Starbucks and McDonalds and offering very cheap delivery charges (Li, 2020). However, regardless of all these efforts, the company continues to face a threat in restaurant services from Deliveroo and Just Eat. 
On the other hand, as described above, Hungry Panda joined the investment portfolio of 83North food delivery, which has a famous brand internationally like Wolt and Just-Eat. It has also joined Felix Capital, which also has an established investment in food delivery that includes Frichti and Deliveroo (Liu, 2015). Also, Hungry Panda has maintained its relevancy by focusing all its efforts on Chinese community Cultural food. Unlike other companies during the Covid-19 pandemic, the company still thrived as the Chinese could continue to order and have their orders served.  During this period, the company has been able to deliver meals to Chinese students in their dormitories. The company has also done the same to grocery deliveries, which has worked well for many, including Nottingham University students who had no cars and taking a bus was very costly (Raj et al., 2020). 
Recommendations
Uber Eats have had some ups and downs to improve their sales as they attract more customers that haven't worked perfectly. Arguably, the company needs to apply automated technologies to boost their profits. For instance, as a result of the tax drivers' transport challenges, Uber Eats is piloting drones and self-driving cars to help in food delivery (Li, 2020). Notably, this will go long in cutting the transportation charges and offering subsidized delivery costs that will not lead to a company's loss. Also, the company should focus entirely on deliveries and probably reallocate the kitchen work to a different company; for example, they are coming up with a dark kitchen to help in the same. 
Notably, Hungry Panda Company has stood a chance as one of the best food selling companies that appeal to the Chinese community's needs across the universe. The company has also made tremendous growth, moving from one service, and currently offering two food and grocery deliveries. Being a UK app still has a great chance of becoming a super app where the Chinese community can, and the whole world can access and have services offered at their comfort (Gupta, 2019). Using other languages in places like UK, US, and other cities where this company has been operating, will greatly help attract the non-Chinese people who might be willing to buy food or groceries from their app. 
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