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In my report I will be using a model called Porter’s 5 Forces which will embody what I am attempting to discuss and in the wider concept attempting to portray in my work. Porters 5 forces are a perfect model for Just Eat as it provides a framework for analysing the nature of competition within an industry. I will be attempting to deep dive into the organisational structure of Just Eat to assess how the structure impacts the organizational culture of the company, I will also attempt to offer insight on some of the external factors that influence Just Eat. Using the content of the report I shall also evaluate and discuss how Just Eat can create a better ethical culture environment using Schein(1996) framework as a base  to my idea.
I will offer an explanation as to the barriers of Just Eat Takeway and how they can enhance the workplace culture in the future and how they can overcome barriers facing the business. 
Just Eat Takeaway.com is a leading global online food delivery service which connects nearly one hundred million consumers with 634 thousand local partners through their apps and websites. Just Eat was founded as a separate company in 2001 in Kolding, Denmark, by five danish entrepreneurs, including Jesper Buch, founded Just Eat in Denmark and launched the service in August 2001.
The company started with only 15 employees. In 2005 the technology entrepreneur Bo Bendtsen (co-founder) bought out all the founders and initial investors apart from Jesper Buch and moved the company to the UK. Jesper Buch moved to the UK as part of the buyout in 2006 and hired Welsh executive David Buttress to join as CEO and co-founder of Just Eat UK in March. The international expansion from the UK headquarters, starting with the Netherlands, launched in July 2007 and was followed by Ireland in April 2008 and headquartered in London, United Kingdom from 2006 until its merger in 2020. Just Eat UK and Ireland segment continued to perform strongly under the Just Eat brand, with clear leadership in online share and strong growth during 2021. The business achieved an amazing 289 million orders in 2021,. Since 2020, they are aiming to establish one culture which supports a clear vision for their future. One of the main focuses in 2021 have been building a foundation to support Inclusivity, Diversity & Belonging (IDB) commitment. While establishing one shared culture in 2021, they also built the foundation to becoming an employer of choice by introducing career development and remuneration structure, aiming to make them more competitive and attractive for top talent in both the global and local labour markets. Source: Just Eat annual report 2021 available on https://www.justeattakeaway.com/annual-reports .
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Organisational Structure of Just Eat Takeaway

Just Eat has a multi-sided business model, with two interdependent customer segments that are both needed to operate:
Consumers: Individuals who want to be able to order takeout from local restaurants.
Restaurants: Foodservice venues offering takeout that want to expand their customer volume beyond traditional channels.
Values
Just Eat offers three primary value propositions for consumers, convenience along with performance, and lastly customization. Here is a little bit of an explanation for the 3 values.
1) The company creates convenience by identifying all restaurants within a given location that offer takeout options. This means that consumers do not have to spend time searching multiple websites. Further, the service makes food ordering easier by providing restaurant reviews, allowing consumers to place an order from anywhere (regular website, mobile website, or mobile app), storing card/bank information for quick payment, and remembering favourite restaurants and previous orders
2) The company offers strong performance. It has invested heavily in its technology, resulting in a robust, scalable platform that does not slowdown in times of peak demand and ordering.
3) The company enables customization. Consumers can choose to pick up their order or have it delivered. In addition, they can choose to pay with already-stored card/bank information or pay with cash.
Just Eat also offers four primary value propositions for restaurant:
· The company increases accessibility by alerting consumers to restaurants that have takeout options. This allows restaurants to obtain customers who do not want to physically go to the venue or who might not come across the venue in an online search. The service also allows restaurant to see customer reviews, giving insight into its reputation.
· The company creates convenience. It only takes a few minutes for restaurants to sign up for inclusion on the platform. Also, they receive the ability to accept online payments for orders.
· The company has demonstrated strong performance. It generates more orders for restaurants than they would obtain if customers just placed orders by phone. Its platform processes 2,500 orders per minute at peak times. In addition, amounts for online orders are 25% higher on average than those for phone orders
· The company reduces risk by offering a money-back guarantee. If restaurants do not recoup their sign-up fee on orders in their first six months on the service, they will be refunded what they paid in full.
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Just Eat Takeaway Plc Porter’s Five Forces Analysis
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The following section analyses Just Eat Plc using each of the five forces of Porter’s model.
Threat of New Entrants
· The economy of scale is fairly difficult to achieve in the industry in which Just Eat Plc operates. This makes it easier for those producing large capacitates to have a cost advantage. It also makes production costlier for new entrants. This makes the threats of new entrants a weaker force.
· The product differentiation is strong within the industry, where firms in the industry sell differentiated products rather a standardised product. Customers also look for differentiated products. There is a strong emphasis on advertising and customer services as well. All of these factors make the threat of new entrants a weak force within this industry.
· The capital requirements within the industry are high, therefore, making it difficult for new entrants to set up businesses as high expenditures need to be incurred. Capital expenditure is also high because of high Research and Development costs. All of these factors make the threat of new entrants a weaker force within this industry.
· The access to distribution networks is easy for new entrants, which can easily set up their distribution channels and come into the business. With only a few retail outlets selling the product type, it is easy for any new entrant to get its product on the shelves. All of these factors make the threat of new entrants a strong force within this industry.
· The government policies within the industry require strict licensing and legal requirements to be fulfilled before a company can start selling. This makes it difficult for new entrants to join the industry, therefore, making the threat of new entrants a weak force.
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How Just Eat Plc can tackle the Threat of New Entrants?
· Just Eat Plc can take advantage of the economies of scale it has within the industry, fighting off new entrants through its cost advantage.
· Just Eat Plc can focus on innovation to differentiate its products from that of new entrants. It can spend on marketing to build strong brand identification. This will help it retain its customers rather than losing them to new entrants
Bargaining Power of Suppliers
· The number of suppliers in the industry in which Just Eat Plc operates is a lot compared to the buyers. This means that the suppliers have less control over prices and this makes the bargaining power of suppliers a weak force.
· The product that these suppliers provide are fairly standardised, less differentiated and have low switching costs. This makes it easier for buyers like Just Eat Plc to switch suppliers. This makes the bargaining power of suppliers a weaker force.
· The suppliers do not contend with other products within this industry. This means that there are no other substitutes for the product other than the ones that the suppliers provide. This makes the bargaining power of suppliers a stronger force within the industry.
· The suppliers do not provide a credible threat for forward integration into the industry in which Just Eat Plc operates. This makes the bargaining power of suppliers a weaker force within the industry.
· The industry in which Just Eat Plc operates is an important customer for its suppliers. This means that the industry’s profits are closely tied to that of the suppliers. These suppliers, therefore, have to provide reasonable pricing. This makes the bargaining power of suppliers a weaker force within the industry.
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How Just Eat Plc can tackle the Bargaining Power of Suppliers?
· Just Eat Plc can purchase raw materials from its suppliers at a low cost. If the costs or products are not suitable for Just Eat Plc, it can then switch its suppliers because switching costs are low.
· It can have multiple suppliers within its supply chain. For example, Just Eat Plc can have different suppliers for its different geographic locations. This way it can ensure efficiency within its supply chain.
· As the industry is an important customer for its suppliers, Just Eat Plc can benefit from developing close relationships with its suppliers where both of them benefit.
Bargaining Power of Buyers
· The number of suppliers in the industry in which Just Eat Plc operates is a lot more than the number of firms producing the products. This means that the buyers have a few firms to choose from, and therefore, do not have much control over prices. This makes the bargaining power of buyers a weaker force within the industry.
· The product differentiation within the industry is high, which means that the buyers are not able to find alternative firms producing a particular product. This difficulty in switching makes the bargaining power of buyers a weaker force within the industry.
· The income of the buyers within the industry is low. This means that there is pressure to purchase at low prices, making the buyers more price sensitive. This makes the buying power of buyers a weaker force within the industry.
· The quality of the products is important to the buyers, and these buyers make frequent purchases. This means that the buyers in the industry are less price sensitive. This makes the bargaining power of buyers a weaker force within the industry.
· There is no significant threat to the buyers to integrate backwards. This makes the bargaining threat of buyers a weaker force within the industry.
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How Just Eat Plc can tackle the Bargaining Power of Buyers?
· Just Eat Plc can focus on innovation and differentiation to attract more buyers. Product differentiation and quality of products are important to buyers within the industry, and Just Eat Plc can attract a large number of customers by focusing on these.
· Just Eat Plc needs to build a large customer base, as the bargaining power of buyers is weak. It can do this through marketing efforts aimed at building brand loyalty.
· Just Eat Plc can take advantage of its economies of scale to develop a cost advantage and sell at low prices to the low-income buyers of the industry. This way it will be able to attract a large number of buyers.
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Conclusion 
Individuals who want to be able to order takeout from local restaurants at any time day or night are the bread and butter of Just Eat and this was super enhanced during covid times where venues offering takeout that wanted to expand their customer volume beyond traditional channels did so amazingly.
The company creates convenience by identifying all restaurants within a given location that offer takeout options. This means that consumers do not have to spend time searching multiple websites. Further, the service makes food ordering easier by providing restaurant reviews, allowing consumers to place an order from anywhere (regular website, mobile website, or mobile app), storing card/bank information for quick payment, and remembering favourite restaurants and previous orders.
The company offers strong performance. It has invested heavily in its technology, resulting in a robust, scalable platform that does not slowdown in times of peak demand and ordering.
The company creates convenience. It only takes a few minutes for restaurants to sign up for inclusion on the platform. Also, they receive the ability to accept online payments for orders.
The company reduces risk by offering a money-back guarantee. If restaurants do not recoup their sign-up fee on orders in their first six months on the service, they will be refunded what they paid in full.
Just Eat has three revenue streams and these stand it at the front of the que when orders are made.
In summary I feel that Just Eat Takeaway will continue to be at the front of its profession due to being relentless in its pursuits of greatness. The Culture will always be dynamic and have a positive organisational efficiency.
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