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Introduction
We know from experience in the marketing industry that failure often results from insufficient planning. Therefore, it is incumbent upon the majority of us to devise an unfailing strategy for marketing (Langford, 2019). One that specifies what you hope to accomplish, who you want to reach, and how you plan to go about doing it.
Various strategies are required due to the wide range of businesses, target markets, and products/services that must be developed. However, there is one method that may be applied by any marketer, regardless of field. That, in a nutshell, is the marketing mix.
A brief overview of the marketing mix is as follows before we go into the specifics: It is common knowledge that Product, Place, Price, and Promotion make up the four cornerstones of the marketing mix. Finally, there is the "extended marketing mix," which includes the previous four elements plus the following three: Things, People, and Methods.
The marketing mix is not a silver bullet, but it can assist steer your strategy and shed light on both the external market and your company's internal workings. Use the marketing mix as a guide for consistent marketing strategy, execution, evaluation, and re-evaluation, and you'll see the best outcomes from this method (Langford, 2019).
In this report, Deliveroo company marketing mix strategies are discussed and the 7 blog posts are utilised in this research to present different strategies of the company. 
1. [bookmark: _Toc119171057]Company profile
Deliveroo, or Roofoods Ltd., was established in 2013 by Will Shu and Greg Orlowski as a British online food delivery service. The company had humble beginnings in the United States, with just a handful of stock listings and modest sales, before expanding internationally. The company's third year saw revenue of around £18 million and the beginning of rapid expansion (Goel, 2021). The post will go into the methodology behind Deliveroo's success.
With 2016 sales of £128 million, it is one of Europe's fastest-growing companies.
From its inception in 2013, Deliveroo has seen an increase in revenue of 116%, reaching £227 million in 2017. William Shu was their initial driver. Mr Shu spent about six hours on the road trying to reach the Chelsea neighbourhood of Central London.
Will Shu and Greg Orlowski founded Deliveroo in London in 2013, with the novel idea of focusing on delivery quality (En.wikipedia.org. 2021). On March 31, 2021, Deliveroo became the largest technology stock listed on the London Stock Exchange, giving the company significant relevance in the United Kingdom following Brexit. There are numerous aspects of Deliveroo that are worth investigating. To begin, Deliveroo was named one of the Top 10 takeaway companies by BizVibe in 2020 (Bizvibe Blog. 2021), and it is widely regarded as a market leader in the UK food-takeout market. Deliveroo is representative of the delivery service industry in the United Kingdom. Second, Deliveroo is a start up that is still growing and developing. Tracking its history as a development reference is important for the entire fast-food sector. Thirdly, although being a takeout business, Deliveroo also has the quality of an Internet-based company. In its early stages, for instance, it will keep spending money to expand its user base and market share. In addition to being useful for understanding Deliveroo, this study can be used as a benchmark for evaluating similar Internet businesses. According to reports, despite growing revenues, Deliveroo is still losing money after accounting for ongoing investments in reaching a larger market and more customers. Deliveroo may be able to increase its earnings after achieving market dominance through price increases and other strategic shifts. Deliveroo is also expanding its service offerings. It used to only provide food, but it now sells and ships general merchandise as well (Deliveroo. 2021). The company is also encouraging the development of new, emerging ventures such as membership subscriptions and others. In general, Deliveroo's operations are going as expected for a young Internet company like its competitors.
2. [bookmark: _Toc119171058]Management
A year ago, Deliveroo had only 80 employees and was active in just three cities outside of the United Kingdom (Paris, Dublin and Berlin). There are now over 20,000 eateries in its network and over 30,000 riders. It operates in over 130 cities across 12 countries. In addition, it has amassed $475m in funding to fuel its expansion thus far (Martin, and Neil, 2017).
Why then is this happening? They haven't made the same mistakes as everyone else or changed to adopt a weaker business strategy, which could be due to their intelligence or good fortune. According to Index Ventures co-founder and partner Neil Rimer, "they're still following the original vision and proposition, which is to deliver the best eating experience bar none (Martin, and Neil, 2017)."
Deliveroo's Series A funding round was headed by Rimer and fellow Index partner Martin Mignot who also led subsequent funding rounds for the company in 2015, 2016, and 2017. Rimer explains that the group's origins lie in a shared appreciation for good eats and an awareness of the value of time savings. He just used Deliveroo to get eight dinners from four different places. It took less than 8 minutes from the time of the order to the time of its delivery.
Deliveroo's UK and Ireland MD Dan Warne, who has been with the company since 2014, has commented on the company's stunning mission clarity and consistency. Wow, I've learned a lot from it. I've worked for companies that shifted and sought to make abrupt directional shifts to the right, the left, and the centre. He made this remark in September of last year at a private event held by Index at the workspace and cultural venue Second Home. We must be creative, but our innovations will always serve the company's overarching goals (Martin, and Neil, 2017).
2.1. [bookmark: _Toc119171059]Confidence paired with the duty to act
Deliveroo has been successful in spite of the difficulties associated with its rapid expansion by placing a premium on user autonomy. The company's guiding principle is to empower its employees by giving them significant autonomy over their work and a wide range of options for how to best meet the company's strategic goals.
3. [bookmark: _Toc119171060]Product services strategy
In 2013, when Deliveroo first appeared, the takeout business was just beginning to boom. In recent years, tech-enabled organisations like Just Eat and Uber Eats have taken over the market, administering the takeout service on behalf of both local eateries and major chains (Fleming, 2019).
The industry is expanding at a breathtaking rate. The takeaway delivery market in the UK alone is predicted to rise by almost a fifth by 2020, according to forecasts by the NPD Group, from £4.2bn in February 2018 (up from £2.4bn ten years ago).
However, as demand grows, so does the number of eateries competing for customers' attention.
Deliveroo has been forced to reevaluate its approach to marketing in light of the intense competition it faces. It has developed a new brand purpose and three-pillar approach to achieve this goal: the unrelenting quest of bringing culinary enjoyment (Fleming, 2019).
According to Emily Kraftman, marketing director for Deliveroo UK and Ireland, "we spent a lot of time talking to people and there was this really constant theme that came through about food happiness," which served as the inspiration for the company's mission (Fleming, 2019). With confidence and reliability, we can provide our customers with the best representation of our brand since we understand that ordering takeout is an occasion for happiness, whether it's the arrival of a familiar dish or the discovery of something new.
Deliveroo's three main initiatives are all driven by this overarching goal. Its primary goal is to attract "switchers," or those who are already ordering takeout but from a competitor.
4. [bookmark: _Toc119171061]Pricing strategy
In 2020, 51% of Deliveroo's revenue came from the United Kingdom and Ireland, while 49% came from outside of those regions. Commissions, user fees, and fees charged to participating restaurants and grocery stores all contribute to Deliveroo's bottom line. Explaining each potential source of income in further detail:
Deliveroo takes a cut of the profits made by its business partners for every order that is placed through the platform (Shikhar Goel, 2022). The percentage earned by partners varies according to the kind of logistics support they subscribe to. The delivery service Deliveroo takes a 30% cut off every order placed through their app.


Consumer Fees: As previously mentioned, Deliveroo's Plus programme charges users either a set monthly price or a pre-delivery payment (Shikhar Goel, 2022). Deliveroo also charges a little fee for their service, which varies depending on the specifics of the order.
Delivery partners pay Deliveroo a one-time fee to become part of the platform and begin accepting orders. This price helps cover the costs of getting the necessary equipment and set up to begin fulfilling customers' orders (Shikhar Goel, 2022).

[image: ]
The profitability of selling a single unit of your product or service is what unit economics is designed to quantify. Unit economics for Deliveroo would therefore be the firm's gross profit per order (even though the company is in losses due to other costs).
Deliveroo's gross margin will rise from 5.8% in 2018 to 8.8% in 2020. How? Deliveroo prioritised the efficiency of its logistical network, particularly that of its riders. The entire economy benefits when riders' processes are streamlined. Improved customer satisfaction means more business for eateries and more money in the pockets of drivers (Jefferson, 2022).
As a company, Deliveroo faces competition in a market that is worth more than £1 trillion, including the delivery of groceries and food (Jefferson, 2022). Only operating in 10 international markets outside of the UK and Ireland, Deliveroo still has a lot of untapped potentials.



5. [bookmark: _Toc119171062]Boosting productivity and effectiveness
Meanwhile, efforts are being made to improve the effectiveness of the brand's growth marketing. Deliveroo defines growth marketing as an amalgam of traditional performance marketing and customer relationship management (CRM) strategies aimed at acquiring new users and retaining existing ones (Jefferson, 2022).
Growth marketing is an area where the company plans to spend money, and in a "very high-quality way," as stated by Shu.
So, we're not just rewarding a fickle group of customers who won't buy from you again until you keep cutting their prices. Many efforts have been made to improve its effectiveness.
The goal of growth marketing in the coming year is to become "more efficient at driving growth" by testing innovative approaches that may one day be considered "proven growth bucket" standards. Each year, funds will be set aside to conduct studies towards that end.
CFO Miller added that these considerations should lead to a gradual decrease in marketing's share of GTV, with "further upside" anticipated beyond the 2026 goal (Jefferson, 2022).
Deliveroo's 'Full Life' campaign from last year promised to deliver 1 million meals to underprivileged communities with the help of its restaurant and grocery store partners by the beginning of 2022.
6. [bookmark: _Toc119171063]Distribution strategy
Deliveroo is proud of the 80,000 restaurants and partners that make up its vast network (Deliveroo, 2020). The reason for its popularity is that it serves areas with a large residential population but few dining options (Gilliland, 2016). Thus, its distribution strategy includes its 35,000 independent drivers, its mobile app, and its restaurant partners, of which only 3,000 will be added by March 2020. (Shead, 2020). Deliveroo's virtual fleet business model enables it to expand without incurring the usual expenditures associated with running a restaurant, including rent and utilities, the wages of employees, and the cost of food preparation and delivery (Bell,2019).
[image: ]
Fig – Go to Market strategy diagram (Designed by Ijlal Haider)
More than that, it is logistics-driven, so it figures out how much time and money it will take to get a customer's order from the restaurant to their home, and then uses that information to connect customers in a certain area with restaurants in the same area (called "hyper-localized zones"). As a result of this and the convenience of its app, Deliveroo is a serious contender in the food delivery industry. The app's algorithm, named Frank, limits the delivery radius to maximise efficiency while minimising wait times for both the restaurant and the rider. Deliveroo, an on-demand food delivery service, has lately teamed with grocery stores including Morrison's and Marks & Spencer to provide food to customers during the ongoing COVID-19 outbreak (Shead,2020).
7. [bookmark: _Toc119171064]Consideration of People 
Deliveroo's goal is to become the best online restaurant, giving customers access to their favourite meals whenever they want them throughout the week.
We plan to accomplish this by giving equal importance to the needs of our customers, our drivers, and our supermarket and restaurant partners.

8. [bookmark: _Toc119171065]Prcoesses of the Deliveroo
Local eateries may lack the resources to offer doorstep delivery, but they are keen to expand their business. As a result, these restaurants' partnerships with Deliveroo have resulted in substantial growth over time.
These restaurants' brands are actively marketed through a number of platforms and expansion initiatives.
Service: We also offer dedicated account management and a dedicated team available 24 hours a day, seven days a week. Analytics are a continuous element of Deliveroo's service to its restaurant and kitchen partners.
When it comes to technology, Deliveroo has made an effort to provide these companies with straightforward, automated processes. It helps them take in and ship orders quickly and easily.
When it comes to integrations, Deliveroo has set up a Restaurant Partner API to link the app with various restaurants' point-of-sale systems. This means that restaurants may view all Deliveroo orders in real time on their POS terminals (Goel, 2021).
9. [bookmark: _Toc119171066]Conclusion
Deliveroo may improve its customer service by introducing features like automatic app updates and multi-delivery as well as by adding payment partners like Monzo. Customer and rider safety will be ensured, and riders harmed by COVID-19 will receive compensation, which will have a good effect on society. Pakistani food delivery startups like Foodpanda or Cheetay should use something similar to increase their customer base.
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