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1. [bookmark: _Toc131102921]Introduction
With obsolete mass marketing, market segmentation has become the saviour for leading organisations to choose their target customers and retain them in the long run. Market segmentation has also helped the brands in staying in competition in the contemporary business world. Here, the significance of market segmentation, targeting and positioning strategy for a company in the organisational context of Deliveroo, a UK based online food delivery company. The marketing strategy which has been prevalent in the food delivery organisation will also be deciphered in this blog. The 7Ps of the marketing mix will be used as a marketing tool in delineating the prevalent strategies in the company. 

2. [bookmark: _Toc131102922]The segmentation, targeting and positioning strategies 
Market segmentation 
Market segmentation helps in approaching the specific customers who suit the products and services of a particular brand. Deliveroo majorly uses geographic segmentation to cater its food delivery services to a particular area. In terms of this segmentation, the company specifically uses urban segmentation for targeting the population who are living in the urban areas of the country (Deliveroo (2023). More specifically, the densely populated areas are targeted by Deliveroo. 
The second type of market segmentation which has been applied by the UK-based brand is demographic segmentation. Based on the ages, professions and lifestyles of the population Deliveroo has segmented the market (Gajanova et al., 2019).
The dedicated and user-friendly app of Deliveroo also divides the target customers in terms of psychographic segmentation (Ahuja et al., 2021). The algorithms which have been used by apps for the purpose of tracking these customer trends also worked for brands. The company uses the past orders of the customers in the barn and uses the data to segment the market in an individualistic manner. This segmentation has helped in segmenting the market as per the preferences of the restaurants by the customers, psychographic and behavioural segmentation has thus helped in the process of presenting the favourite restaurants and the food items to the customers. This technique has helped the customers of Deliveroo to use the app for being delivered with their favourite food items from their chosen restaurants or hotels.
 Behavioural segmentation possesses the potential to completely transform the shopping experience of the customers and enhance the customer's confidence and loyalty to the brand (Christy et al., 2021). Deliveroo has observed this trend with the emergence of shorter breaks and the food tricks gradually losing their lustre. In order to cash in on this lacklustre status of the food trucks and the other meal options, Deliveroo has taken the right move to attract food lovers and enthusiasts in an efficient manner. 

Targeting 

Targeting is another marketing strategy which helps an organisation in choosing customers based on pre-set criteria (Pålsson et al., 2020). Deliveroo has a stringent and very distinct market targeting strategy to keep the customers and enhance the lifetime value of its food delivery service. Under demographic segmentation, the company has targeted the two groups specifically. The first group comprises teenagers and students and then the second group is the young professionals who have a tight working schedule and short lunch breaks. Specifically for the students, Delivero has made the meals affordable with the provision of special discounts. This has helped in arousing the interest of the students to order their preferred meals from Delivero. On the other hand, due to the tight work schedules in the workplace, young employees often find it difficult to prepare their lunch. At the same time, they take smaller breaks when it becomes difficult to go to a restaurant and have a complete meal at an affordable rate. The reliability and speed of the services Deliveroo have proven to be extremely beneficial for the customers. Deliveroo has opted for a digital marketing strategy for keeping customers interested in the service in the long run (Wibowo et al., 2020). Delivero operates in more than 200 cities all over the world (Deliveroo, 2023). The product placement paradigm has been specifically designed for approaching customers in a meaningful way. 
The specific marketing strategy which has been used by the company is differentiated marketing strategy. In this marketing strategy, the company opts for a new specific segment which proves to be beneficial for the brand. One of the biggest advantages of chasing this marketing strategy is to deliver the population of the market segment with a tailor-made message which will further encourage the customers to opt for this delivery service. The way the customer reacts towards the customer strategy adopted by the brand is also considered for redesigning the marketing strategy for the brand. 

Market positioning strategy 

Apart from targeting and segmentation strategy, the positioning strategy which has been opted by a specific brand is also important in determining whether the brand will be successful in the long run. The positioning strategy which has been opted by Deliveroo has been based on the Pre-IPO approach which has provided the population of the UK with the option to invest in its food delivery services. Starting its operations in the year 2013, it has seen a sharp increase of 72% from the past year. In the food delivery market too, there is a stiff competition which often proves to be extremely detrimental to the growth and development of the business of this company. The major competitors of Deliveroo are Zomato, Uber Eats, DoorDash, Swiggy and several other brands operating in the online food delivery market. 
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Image 1: Perceptual mapping of Deliveroo
(Source: Wordpresso, 2023)
	
The positioning strategy of this brand has been based on the value proposition strategy which prefers to add value to the customers rather than maintain the profits and revenue of the company. There are certain unique selling propositions which have been distinctively unique for the brand and help the brand in providing a tremendous competitive edge over the other brands.  
As per the perceptual mapping, it has been found that the brand provides a wide range of food items without compromising the quality of the product or the services. This has always helped in keeping up with the expectations and demands of the customers and staying in competition in the long run. Within this segment, JustEat has proved to be one of the biggest competitors with similar USPs and value proposition strategies. 

[bookmark: _Toc131102923][image: ]Marketing mix strategies
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The marketing mix is a formation of 4ps i.e., Product, price, place, promotion, people, process and physical evidence (Li et al., 2020). It helps to plan a successful product or service offer towards the customers and assists in planning, executing and developing an effective strategy in marketing (Darmawan and Grenier, 2021). However, the marketing strategy of Deliveroo analyses the brand with a marketing mix framework that includes 7ps for boosting the brand value, and success and can compete in the market.

3. Product- Deliveroo is a service-based company which is available on a website and application that shows the cafe, restaurant and food menu for the customers as per their range and preference of food. Deliveroo shows the customer about the restaurant images, details, ratings and audience feedback, with the benefit of customised food as per the customer's opinion. This type of company helps most of the restaurants that do not have their own websites. Moreover, Deliveroo's core services include various things such as table reservation and management, restaurant search and delivery and offers for engaging user attention on their services. 
4. Price- Deliveroo does not take charges from restaurants for filling in their details on the delivery website and applications. The promotion of the restaurants that deliver provides on their platform which is an essential source of revenue generation and the advertisement that involves the poster ads or banner ads of cafes and restaurants that boost the visibility among the users and their logs in Deliveroo website or applications. Additionally, there is some commissions were set on the sale of tickets via Deliveroo. The percentage that is distributed in the revenue comes under event ads at 6%, event ticket sales at 16% and restaurant advertisements at 83% of the revenue.

5. Place- Deliveroo is a platform of online service which is available on various technological platforms such as windows platform, iOS and android as well. Moreover, it is available in more than 26 countries involve Australia, Malaysia, United Arab, Portugal and Emirates. The User Interface operates in several languages such as, Spanish, Turkish, Indonesian and Italian. Additionally, they operate different social platforms like Pinterest, Facebook, and Instagram to maintain the bond with the users. 


6. Promotion- Deliveroo is famous for its strategy of content marketing. As it focuses on advertisements for taking attention by following the trends such as by the use of images. It creates a huge impact for entertaining the customers' attention towards their services. The department of content marketing uses various entertaining messages and posts in a unique way for grabbing audience engagement towards their service. Deliveroo has a tie-up with various online payments platforms such as Paytm or food bloggers and advertises their service facility on TV by some famous celebrities that represent a video regarding food queries of customers and encourage the existing customer for their service Process.

Based on food delivery service there are some core parts that vary on the food that goes fresh and hot for the customers (Khan et al., 2019). In the food delivery service, there is a huge factor that differs from the competitors in the market. For example, Uber promises to deliver their services in between 45 to 50 minutes from the time order is placed whereas, Deliveroo needs to sign or login and it captures the location and provides the fastest service on the basis of the delivery department and also provides flexibility in payment such as online, offline and pay-later system, also ask for the feedback of the customers regarding delivery service and food as well  (Griesbach et al., 2019).
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People- Most of the companies in the workforce that provide service and product which constitutes the segment of service (Lahtinen et al., 2020). Deliveroo comprises a powerful team that consists of more than 4000 people that work under the company. The system implements the operating system which has less market demand. It leads towards maximising the workforce that suggests best practices with the business to restaurants, retention and boosting the potential. Moreover, their system of delivery is very effective and also provides services.
  Physical Evidence- Deliveroo offers various services on their own and also the system of delivery includes some order that is placed through application or websites by the preferred restaurants based on customer preferences that offer the service of delivery via Deliveroo. In other words, the company is identified as the system of third parties that deal with the buyer and restaurant (Ndofirepi et al., 2020). 
[bookmark: _Toc131102924]






Conclusion
The study has focused on essential marketing factors of the Deliveroo company. The study has developed its understanding of the significance of market segmentation, targeting and positioning strategy for a company in the organisational context of Deliveroo which is a UK-based online food delivery company. Its products are associated with various ranges and preferences of food with effective service. Deliveroo majorly uses geographic segmentation to cater its food delivery services to a particular area. In terms of this segmentation, the company specifically uses urban segmentation for targeting the population who are living in urban areas. Further, the study has developed the marketing mix strategy by highlighting the 7ps as Product, price, place, promotion, people, process and physical evidence. The 7Ps of the marketing mix will be used as a marketing tool in delineating the prevalent strategies in the company. The marketing strategy of Deliveroo analyses the brand with a marketing mix framework that includes 7ps for boosting the brand value, and success and can compete in the market.
Deliveroo comprises a powerful team that consists of more than 4000 people that work under the company. The system implements the operating system which has less market demand. 
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