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Introduction 
[bookmark: _heading=h.4wux9ph8lgk0]Purpose 
The purpose of this report is to analyse the marketing environment for business pioneers and followers. The marketing environment helps a business to understand the dynamics of the market. Supporting this statement, Erdi and Bambang (2021), found that external environments have a substantial effect on a business, such as the augmentation of taxes, which has the capability to decelerate purchases. Additionally, it is helpful for the identification of drawbacks or advantages of a company in the environment by identifying factors like regulatory compliance and market reputation. The UK food delivery company Deliveroo and Uber Eats have been chosen as the pioneer and follower in this report. This report examines the effect of two external factors, such as Technological Factors and Socio-Cultural factors, on the Pioneer company Deliveroo and the Follower company Uber Eats. In addition, a critical evaluation of response of Deliveroo and Uber Eats to maintain competitiveness is analysed using industry examples. 
[bookmark: _heading=h.z4y5nj3fi8iw]UK food delivery industry overview
In recent years, the food delivery industry has risen steadily in the UK, showing a revenue of USD 30,528.4 million in 2024 and is expected to reach USD 45,884.5 million by 2030. In addition, the market is predicted to grow at a CAGR of 7.6% by 2025-30 (Grand View Research, 2025). This shows the rapid growth of the UK food delivery industry. 
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(Figure 1: UK online food delivery services market, 2018-2030)
Source: (Grand View Research, 2025)
[bookmark: _heading=h.ixza805bc0yd]Definition of Pioneers and Followers
The pioneers are first movers in a market, launching various new products and services. Supporting this statement, Kamp and Ruiz de Apodaca (2023), found that often, pioneers gain a temporary advantage for leading in the industry. As a first mover, the pioneer company holds a primary competitive advantage and brand reputation. Here, Deliveroo is a pioneer company which implements first-mover strategies. The pioneer company Deliveroo was first established in 2013 in London. This company is connected with 160,000 restaurants and grocery partners, and it provides food delivery in over 10 markets worldwide (Deliveroo, 2025). The follower company Uber Eats is focused on maximising the late-mover advantages. Followers are active contributors who follow the product or innovation. According to Kamp and Ruiz de Apodaca (2023), followers focus on maximising the late-mover benefits. The follower company will benefit by rectifying pioneers' mistakes and applying it. Here, the follower company Uber Eats was first established in 2014 in California, and it provides food delivery worldwide (Tracxn, 2025). 
[bookmark: _heading=h.9d3k1saw7bwr]Identification of two macro factors 
Out of many external factors, such as political, economic and environmental, two major factors are heavily influencing the food delivery market in the UK are technology and the socio-cultural factor due to the massive transformation of the UK people in lifestyle and technology because of the effect of the Covid-19 pandemic (Das et al., 2022). The technological factors enable the food delivery market to run the business through advanced technologies such as AI and Machine Learning for efficient workflow (Pereira, 2024). Additionally, socio-cultural factors such as demographics influence the food delivery market by financial independence and various customer preferences (Saad and Mohaimen, 2023). 
[bookmark: _heading=h.dk3cm5bnm0l5]Macro-environment analysis
[bookmark: _heading=h.i8zh0bmtelb]Technological factor 
Currently the generation is highly dependent upon technology usage, as 98% of the UK people have access to the internet (Statista, 2025). In previous years, the traditional technologies like telephone and manual logistics, physically arriving at the store for payment were popular but in this generation the technological shift of using contactless payment is rising (Cag, 2021). Additionally, the use of AI and ICT (Information communication technology) is shaping this generation's technology practices (BBC, 2025). Essentially, the implementation of AI in logistics assists in efficient food deliveries and optimised routes for delivery, resulting in enhanced customer satisfaction and reduction in delivery time (Meegle, 2025). Additionally, predictive analytics help food delivery markets to offer personalised recommendations in accordance with customer preferences and food habits. It also helps to predict demand and ensure timely deliveries by analysing the traffic patterns (Al Akasheh, 2022).
As these technological factors are driving today’s food delivery markets, they could help gain opportunities for Uber Eats and Deliveroo by reducing their delivery time and improving CRM. However, implementation of technological factors also has a probability of threats like data security and privacy concerns due to vulnerabilities in the system (Gomstyn and Jonker, 2025). 
In this context, Customer Relationship Management unravels the art of collecting and using data in support of technology to foster long-term relationships with customers and providing exclusive customer experience (Ledro et al., 2022). The use of latest technological models like AI and ICT can be helpful for Deliveroo and Uber Eats to improve their performance and efficiency. Essentially, the automation techniques, like the use of AI in chatbots to reply 24*7 and focusing on the sentiment analysis of customers can lead the company to the paramount of CRM (Finn and Downie, 2025). Therefore, it can be concluded that the implementation of technologies like AI and ICT will be beneficial for Deliveroo and Uber Eats to provide an improved Customer experience. 
[bookmark: _heading=h.4buba3laol83]Socio-cultural factor
The Socio-cultural factor is one of the external factors which help to evaluate the environment and opportunities for the business. Supporting this statement, Nasrudin (2025), found that the socio-cultural factor consists of fundamental aspects like behaviour, values, and attitudes that comprise a society. Essentially, these factors help businesses to understand different customer preferences, behaviours and values. Nowadays, the UK people are highly dependent upon food delivery markets due to busy lifestyles and urbanisation. According to Statista (2025), macroeconomic factors like economic stability and consumer spending habits are influencing the UK food delivery market growth. 
Additionally, individuals' busy schedules and hybrid working patterns are also liable for the rapid growth of the food delivery market in the UK. In a survey of 2000 employees by CIPD in 2021, it was found that 63% of respondents prefer hybrid work in the UK, which leads to poor time management to make food, leading to increased demand for food deliveries (Mutebi and Hobbs, 2022). Moreover, currently there is a strategic shift in lifestyle changes among UK people, causing the adoption of healthy habits, which has resulted in personalised food preferences among consumers (Trewern, 2025).  
In this context, online food delivery pioneer company Deliveroo focuses on the urban professionals and aims for convenience and globalised branding. As urban professionals are more susceptible to ordering food from online markets, it provides an immaculate chance for food delivery markets (Danley, 2019). This creates an opportunity for Deliveroo to improve its globalisation strategies through urbanisation and economic improvement. Conversely, it creates a threat of losing rural customers (Gangele and Kumar, 2025). 
However, Uber Eats, as a follower company, focuses on localisation strategies to meet specific customer preferences, like their partnership with small vegan restaurants (Uber Eats, 2025). This will be beneficial for them to improve their sales and helpful to target customers precisely, as the demand for vegan food is rising in the UK (Protz, 2024).
This localisation strategy for providing personalised foods to vegan eaters shows the flexibility of the company with specific customer segments. 
[bookmark: _heading=h.kzq7crj73oau]Theory alignment 
The Maslow hierarchy of needs shows that the needs of humans are structured in a hierarchy starting from physiological and ending with Self-actualisation (McLeod, 2025). As Deliveroo and Uber Eats provide healthy foods to customers, they primarily meet the physiological needs of individuals. Additionally, it indirectly meets the second step of the framework, as it provides delivery during busy times. It may be perceived as a sense of security and stability. Therefore, it can be interpreted that the theory is aligned with the business strategies of Deliveroo and Uber Eats. 
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(Figure 2: Maslow’s Hierarchy of needs) 
Source: (McLeod, 2025)
Therefore, it can be interpreted that the considerations of socio-cultural factors will pose opportunities for the pioneer and follower food delivery companies by understanding the demographics and cultural factors. Businesses can benefit from socio-cultural shifts and from global branding to localised strategies. Conversely, it can also be a threat to pioneer and follower companies if the company does not focus on the customer preferences and traditional cultures wisely. 
[bookmark: _heading=h.2nxi8zlaqtko]Strategic Response and Competitive Positioning based on external factors
[bookmark: _heading=h.nj2bgy5wjq3r]Technological factor
[bookmark: _heading=h.2v0ae3axacva]Pioneer company
The pioneer company Deliveroo has implemented the “FRANK” algorithm, which runs on machine learning, and helps in predicting the timing of every order. It also helps to deliver orders by assessing the location of drivers, customers and restaurants competently, helping in providing delivery service within a timely manner (Deliveroo, 2025).
[image: ]
(Figure 3: Porter’s Generic Strategy) 
Source: (Ali and Anwar, 2021)
Implementation of advanced technology signifies the implementation of Porter's generic strategy that brings competitive advantage to Deliveroo. The “FRANK” algorithm helps in supply chain optimisation, and helps businesses to enhance inventory management, resulting in the reduction of logistics costs. Therefore, it helps Deliveroo to improve its cost efficiency and helps in cost leadership, which helps to gain a competitive advantage (Ali and Anwar, 2021). Another pioneer company of UK food delivery, Just Eat, has also implemented machine learning and AI to analyse order history, browsing behaviour and preferences for creating personalised experiences for their customers to improve the retention rate and sales (Jain, 2025). Also, a company named ‘Pioneer Foodservice’ uses an online data pool and software system known as “Erudus” for providing detailed information about foods to their customers. This makes them unique and ensures it is one step ahead of their competitors (Pioneer Foodservice, 2023).  
However, there are also some challenges regarding costs and competitive imitation, as machine learning is expensive, which can lead to excess computational costs (Lumenalta, 2025). The chance of competitive imitation is there due to the large number of follower companies. Moreover, due to the problems of machine learning, such as vulnerabilities of data loss, it erodes the chances of gaining a competitive advantage for the companies in the UK, if not properly handled (Lumenalta, 2025). Therefore, it can be interpreted that the implementation of technology helps Deliveroo to manage costs in the UK market, which brings a competitive advantage to the company; however, the complexities of such technology impose difficulties for Deliveroo to sustain competitiveness. 
[bookmark: _heading=h.2wqzfped6ye9]Follower company 
The Follower company Uber Eats has implemented “Michelangelo”, a machine learning model which helps in predicting the meal delivery time and personalisation. Essentially, the estimated time of delivery (ETD) helps to enhance the customer satisfaction and provide the essential information to customers in real time. The personalisation helps to provide results based on previous searches and provides tailored experiences to customers (Uber, 2025). In this context, the porter’s generic strategy helps to assess the competitive advantage of a company. Here, the use of Michelangelo as a machine learning algorithm provides a prediction of the timing of delivery and provides personalised results which differentiate the company from its competitors. Alternatively, ‘One Delivery’ is also focused on technological factors by providing a seamless experience to its customers by implementing location detection features on its website. It shows a competitive business strategy from One Delivery’s side (One Delivery, 2025).
Such technological upgradation helps companies to enhance customer service and experience. As the delivery time prediction helps in maintaining the reliability and transparency, it improves customer satisfaction. Concurrently, personalisation helps to indicate to customers that their specific needs are understood, enhancing the service quality.  Therefore, it can be understood that as the previously mentioned factors are aligned with providing significant value to customers, it builds the service unique and enables a differentiation strategy. Lastly, these factors will be helpful for Uber Eats to gain a competitive advantage by building customer loyalty and premium prices. 
[bookmark: _heading=h.kct5qdkj0rj4]Socio-cultural factor 
[bookmark: _heading=h.xhxne1vv4ad8]Pioneer company 
Deliveroo, as a pioneer company, has focused on globalised branding and urban populations, as the economic growth is faster in urbanised areas than rural areas due to higher productivity (Lee and Xu, 2020). It provides fast food delivery service with electro mobility in urban areas, including the general population and restaurants. It also expanded its products to grocery in 2020 due to high demand for healthy foods in the UK (Pang et al., 2022). 
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(Figure 4: Ansoff Matrix)
Source: (Peterdy, 2025)
The Ansoff matrix is the framework used by management teams to help businesses plan and assess development strategies (Peterdy, 2025). Here, the business strategies of Deliveroo are assessed to understand the opportunities and drawbacks of the company.
The fast food delivery service by Deliveroo is a classic example of market penetration due to the increased demand for food delivery in urban areas, especially helping the company to improve its cost efficiency and gain a sustainable competitive advantage. In addition, the expansion of Deliveroo in the grocery market signifies its product development strategy by introducing new products in existing markets (Pang et al., 2022). Alternatively, another pioneer company, named ‘Pioneer Foodservice’, uses an in-house quality assurance team to maintain hygiene practices and transparency regarding product information for customers and their health. This shows the company’s concern about customers’ health. By applying these smart strategies, the company also applies a market penetration strategy to gain a competitive advantage in the UK (Pioneer Foodservice, 2023). Therefore, it can be summarised that Deliveroo's marketing strategies are aligned with the Ansoff Matrix due to its strategic business plans, but quite different from its competitors.
[bookmark: _heading=h.jjdz19msk8zx]Follower company 
The follower company Uber Eats is focused on localisation strategies, as the company partners with vegan restaurants, which helps the company to specifically target certain customer segments. The localisation strategy helps to improve the sales of the company and fulfil customers' needs for vegan foods. Essentially, Uber Eats has implemented personalisation strategies to recommend restaurants to its customers based on their tastes. Essentially, the application also provides culinary options as per the buyer’s choice (Krishnamachar and Lee 2017). This reflects its flexible nature to meet current market needs.
In the context of the Ansoff Matrix, the localisation strategies of Uber Eats follow market penetration by manufacturing products and marketing closely relevant to the local audience. The partnership of Uber Eats with local vegan restaurants enables the company to specifically deliver food to vegan eaters, improving the conversion rate of the company. Building trust and credibility with customers. Essentially, the localisation also improves market development by specifically addressing vegan food customers in a locality, which improves the chance of Uber Eats to attract new customers more easily. 
Additionally, localisation is helpful to achieve a competitive advantage through improved revenue streams. Similarly, Food Hub is also a follower food delivery company of the UK, which focuses on localised strategies and personalised service to develop specific customer segments based on food choices, which results in their sales growth (Foodhub, 2025). Following other companies, One delivery is also proficiently focused in satisfying its customers by partnering with various types of local restaurants. This shows a strategic move of the company to leave a mark on the local population and to be the best in the food delivery industry in the UK. However, focusing only on localisation reduces the chance of their globalisation, leading to global scalability (Uber Eats, 2025). Therefore, it can be interpreted that the strategic plans of Uber Eats and other competitor follower companies are properly aligned with the Ansoff Matrix. 
In terms of comparison of pioneer and follower companies, it is seen that the popularity of follower companies is high in the UK, which reflects Uber Eats’ ability to sustain competitiveness.  
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(Figure 5: Number of downloads of leading food delivery and takeout apps in the UK)
Source: (Statista, 2025)
Therefore, it is understood that flexibility is important, along with investing in technology for food delivery companies to maintain competitiveness. 
[bookmark: _heading=h.twp27xrqdhii]Recommendation: 
As it is seen that the pioneer company, Deliveroo, left behind follower companies to hold its position on the UK food delivery market, they should focus on their business strategies, providing discounts on meals, giving coupons and others. Additionally, it can focus on marketing campaigns and strategies to promote their brand image. On the other hand, to hold the position of Uber Eats in the UK, it must focus on maintaining its service quality and brand image. 
[bookmark: _heading=h.mh34c3voa8gr]Conclusion: 
From the above discussion, it can be concluded that the key findings of this report include technical and social strategies of the Pioneer company, Deliveroo, and the follower company Uber Eats. These factors hold an immense chance of gaining a competitive advantage for the company; conversely, it can also be crucial to erode the company’s image. The theory of Maslow’s hierarchy of needs, Porter’s generic strategy and Kotler's sustainable marketing model have been implemented in the report to critically analyse the factors, including their advantages and drawbacks. By aligning with industry examples, it is also seen that both Deliveroo and Uber Eats tried their best to sustain competitiveness. 
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