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Introduction

In the paper will be analysed and evaluate the fundamentals marketing concept at Deliveroo, marketing name of Rofoods Ltd. In this essay will be present the processes and stages of marketing including the role of marketing mix, the role of marketing in creating value for customers and stakeholder engagement and their impact on the marketing activities regarding to Deliveroo.
Understanding the marketing today can be seen as an update of perception of “satisfying the customer needs” (Kotler et all, 2017). The new consumer approaches and marketing perception succeed the superior products and service in term of consumer value, prices, distribution and good promotion and come with the easy selling of those.
In the recent years, marketing can be defined as a “social and managerial process by which individuals and organisation obtain what they need and want through creating and exchanging value with other” (Kotler et all, 2017). 
Deliveroo is the brand name of Rofoods Limited. Deliveroo was founded in 2013, after the CEO Will Shu came to London and start to observe the low number of the delivery service for many amazing restaurants in the English capital. Today, Deliveroo bring to the people their favourite meals from the best local restaurants right to their doorstep. Deliveroo has in the past a year grow of 650 percent. This is an amazing online service, on their website, and an mobile application which helped even the partner restaurants to grow of up 30 percent yearly (Deliveroo.co.uk, 2019).
One off the Deliveroo scope is to bring to their consumers the beloved food in a professional and fast delivery service in less the thirty minutes.   

2. Processes and stages of marketing


2.1. Marketing’s processes and stages		
Kotler stated in his view a “five-step model” of the marketing process for generate and secure the customers value: 
1.Knowing the marketplace and customer needs and wants          2. Create a customer value, guiding the marketing     3. Develop the marketing tools that bring superior customer              value           4. Engage the customers and building durable and profitable relations         5.Receive value from customer and create the profit and customer fairness. 
Deliveroo customers are the restaurants and the people who order food through their mobile app (mobile phone and tablets applications) and their website. Opening their chain of 160 Deliveroo Editions kitchens in 10 British cities bring the food closer to the customer and reducing the delivery time of their 200 restaurants partners (Ram and Shubber, 2017). Within their continue development in food sector, Deliveroo bring a various food options for the customers as “healthy options”, “Office catering”, “Only on Deliveroo” or “Deliveroo Edition” (Deliveroo.co.uk, 2019). 
 In the other way, the Chartered Institute of Marketing defined the marketing as “management process which identifies, anticipates, and supplies customer requirements efficiently and profitably” (Blythe,2014, p.5). This state the elements of management process as planning and analysis, resources, investment of money and time, and monitoring and evaluation (Blythe,2014). 
In this scope of management process, Deliveroo drive a fast development for the new arrival food companies and consumers, coming up with their own in-house delivery network (Bradshaw and Massoudi, 2019). Deliveroo make a statement in response of Mayor’s London Plan. Within this letter the company explain part of their management process in Capital which include the support for SMEs (small and medium size enterprises) and start-ups, interest in their new service “Editions”, investment of money and time in technology (London.gov.uk, 2019).
2.2. Marketing mix
Neil Borden was the firs person who studied and define the marketing mix (Borden,1964). He presents twelve elements which the manufactured should follow when is improving their products. In 1960, Eugene McCarthy, in his view, reduce to essentials the marketing elements to: product, place, price, promotion, the 4Ps model. The extended marketing mix concept was adopted by Boom and Bitner in 1981. They include the additional 3Ps as: physical evidence, process and people.
The marketing mix or the 7Ps play an important role in the marketing department. The managers have a simple tool that help them in actions planning (Baines, 2014). 
Baines (2014) introduce a mix of marketing aspects to analyse the marketing for airline industry. Following this design, the Deliveroo marketing mix it is shown in table 2.1.

	Table 2.1. The marketing mix: Deliveroo

	Marketing aspect
	Deliveroo

	Basic customer needs
· Restaurants
· Food consumers
	
· Marketplace, increasing their value and revenue
· Delicious restaurants meals, fast food and groceries 

	Target market
	· All consumer markets and various background of restaurants and shops

	Product/service
	Deliveroo product/service is their food online market platform, Deliveroo mobile app and internet website, where the consumers can order their favourite food.

	Price

	Deliveroo prices are the commission for restaurants and per delivery for the food consumers

	Principal promotional tools
	Restaurants, billboards, internet, radio, magazines, press, advertising flyers

	Distribution
	Internet online orders. Orders distributed by delivery riders.

	
Process
	Easy ordering and receiving self-service via Internet and the Deliveroo mobile app.  After the order is place, restaurant start cooking the order and the delivery rider’s pick-up the order and drive to customer.

	Physical evidence
	Fresh, cold or hot delivered meals, Deliveroo branded jackets, thermal bag.

	People 
	 Restaurant staff, delivery riders and customer service personnel.


Table 2.1 Continued.

3.  Marketing in creating value for customers

Kotler observed in his marketing “five-step model” that the most important aspect is to create value for customers. In this context the first stage is to entirely understand the customer’s needs and the marketplace (Kotler,2017).
 The Deliveroo customer need is the food order, how and the delivery time arrival and the quality of service. Deliveroo embrace this within their new business kitchen hub Deliveroo Editions, where all the meals are freshly made and quick delivery is provided, as the close place to the customers. This concept brings together the quality branded restaurants chains and make a new marketplace for them (Deliveroo.co.uk, 2019).
Creating value for customer is the most challenging marketing process. Within many types of marketing strategy, market segmentation, market targeting, differentiation and positioning, the company lies to the number of customer and their value return. 
Creating value for targeted customer it is a marketing strategy which include four steps:
· Market segmentation – require the splitting of the market knowing the customer needs, characteristic and habits and who need to expand different marketing strategies. The company need to clarify the market segments and generate new outlines which conclude in the end to market segments 
· Market segmentation (TARGETING) – involve the analysing of the market segments and find one which bring o higher interest to move into market 
· Differentiation – in the firm culture it can be seen a difference in design of superior value for customer.
· Positioning – in the target consumer brain view the competition of the product it is important therefore sorting for market contribution for “clear, distinctive and desirable place” (Kotler,2017) can be very helpful.

The marketing mix can be the other model of creating value for customer. The marketers will look how to “develop and manage products, service, brands, pricing, distribution, a marketing communication tools” (Kotler,2017).  Kotler show the marketing consideration for four type of consumer product: convenience, shopping, specialty, unsought (Kotler,2017).
The convenience products are buyer products and services which involve less comparison between the products, it is bought immediately and frequently. In Deliveroo company these products are fast food delivery. Normally these products are low priced. Deliveroo have a great selection of great food delivery from “Big flavour, small prices” selection (Deliveroo.co.uk,2019).
Shopping products – these products are less regularly bought by the consumers and are compared whit other products on sustainability, quality, price and design. Deliveroo can provide many of their partner restaurants with the delicious food that have all the above characteristic. 
Specialty products – these products are referred to some distinctive quality or branded which the consumers are to make a great effort to purchase. Deliveroo came along with the great and expensive branded restaurants. This make the company unique in their approach of delivery great food and service to the customers.
Unsought product – are those products which the consumer does not know about it or knows, but they do not purchase. 

The centre customer value is the fundamental model of marketing mix. Kotler explain very clear the elementary levels in the below figure 3.1.
[image: ]Figure 3.1. Three Levels of Product
Source: (Kotler, Armstrong and Opresnik, 2018
4. Stakeholders  
Stakeholders are everybody and everything which are implicated and affected by the organisation.
The Deliveroo’s principal stakeholders are the internal staff as CEO, director, leaders, managers and all the employee. External stakeholders are the partners as restaurants and delivery riders, their tools as bike, motorbike, cars, cookers. Also, other organisations as Amazon which came with a big investment and help Deliveroo to implement their marketing strategy. Furthermore, stakeholders are the customers and the companies which provide the riders tools, smartphones, carrier services for internet connections, the vehicle insurances and food delivery insurances. Finally, stakeholders can be every individual and environmental aspect which take contact with Deliveroo. The importance of the stakeholders it is evaluate in their engagement as part of the whole marketing process. The results of the stakeholder’s engagement can be seen in the company’s profit and customers satisfaction. Customers satisfaction is based on their reviews and comments. 
In May 2019, the money investment in Deliveroo increase with 575 million dollars. This money come from the largest US tech group Amazon. The new resources will help Deliveroo to grow, transform and intensify the competition. All this will generate jobs, develop the restaurants and increase the food delivery options for consumers (Walsh, 2019). 


5. Conclusion
In the present essay it was examine the Marketing concept at Deliveroo, Rofoods Limited. After the findings in Deliveroo company, it was found that the company have a good marketing approach and can be illustrate in different aspects of evaluation.  In the first chapter was present a short history about the company and some marketing definitions. The processes and stages were presented through the Kotler (2018) model. The Deliveroo came with the solid marketing and development including Deliveroo Editions Kitchens in 2016. One of the good findings was the marketing mix in which was explained and analyse all the marketing aspects as basic customer needs, product/services, target market, price, principal promotional tools, distribution, process, physical evidence, people.
The findings show that the most important aspect of marketing at Deliveroo was the generating value for customer. Within the powerful model applied, Deliveroo went to the customer needs, initiating a new delivery food system within their hub Deliveroo Editions. The massive grow of the company since was founded in 2013, make a good statement that the company’s customers return their value with the great turnover year by year.  It this study it can be seen the reflection of the consumer type and which type of product they purchase at Deliveroo as the convenience products, shopping products and specialty products. These aspects are very important as they are creating value for the customers.
In the end of the paper was discussed about the stakeholders and their importance in the marketing process. 

Task 1B

6. Reflection 
This piece of work will reflect my experience and learning development through the essay called “Deliveroo’s Marketing”. 
First, for me was important to attend all the courses, which helped me to understand more depth the module and exploring more perspective about marketing. 
This reflection is structured on Schon (1983) model, which reflect my feelings, learning development about marketing in a organisation, by analysing my experience before, during and after the writing of the essay.
Before writing the essay, I had less knowledge about the importance of marketing in organisation. Choosing the organisation to my essay was simple at the first impression, because I am partner with Deliveroo and I was thinking that will be more helpful for me to understand the principles of marketing by analysing an organisation in which I have contact. 
The bigger challenges for me was to analyse the marketing principles by an organisation, which is new on the market (since 2013) and which are implicated in new technologies of food delivery. The process of ordering food thru the Deliveroo mobile app for me looks very simple and efficient. After placing an order, the customer can see the stages where their food is. First cam in the restaurant where the food is prepared.  In the same time the delivery riders receive and accept or refuse the order. Once accepted by the rider, he go to the restaurant to pick up the food. After he pick-up the food the rider take his journey to the customer.
For me the whole delivery process looks very clear and I know that I need to do a good research about Deliveroo in marketing context. The importance of understanding the marketing process make me curios to know more about the Deliveroo as marketing process.
During the essay writing, I found that I need  more time to understand more in depth th module and the marketing concept. I was reading books to be prepared, which take the most time for to get ready for writing. Also collecting the most appropriate information about Deliveroo from credible newspaper as TheTimes and FinancialTimes in marketing context was a real challenging because I realised that I need more readings and understanding about Deliveroo marketing. The essay plan I did easily, but finding the good definitions and evidence was hard. In time line, I was  rushing work, because I was hardly dealing with my time plan.
During the essay writing helped me to understand the all definitions which I used in the essay.
This piece of reflection make me understand the Gibb’s reflective cycle (Gibbs 1988), which based on the description on what actually happened with me during in the whole process of writing the essay, on my feellings, evaluation, analysis, conclusion, and action plan. 
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