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TASK 1 – BUSINESS PLAN DEVELOPMENT
INTRODUCTION
Entrepreneurship involves recognising opportunities, developing value propositions and creating sustainable business models within competitive markets. Digital businesses increasingly rely on platform-based operating models that connect multiple stakeholder groups while creating value through technology and customer experience.
[bookmark: _Int_gB9IDWqS][bookmark: _Int_1FeK9ByM]Deliveroo was selected for this business plan because it demonstrates entrepreneurial growth, digital transformation and strategic adaptation within a highly competitive market. Since being established in London in 2013, Deliveroo has developed from a restaurant delivery service into a broader convenience platform including grocery and retail partnerships (Deliveroo plc, 2025).
[bookmark: _Int_Ax9P01Pc]This business plan critically evaluates Deliveroo through analysis of its business idea, products and services, objectives, business environment, competition, market segmentation and marketing strategy.
ELEMENT 1 – BUSINESS IDEA, PRODUCTS/SERVICES, OBJECTIVES AND USP
1.1 Company Overview
[bookmark: _Int_fNv6PnWE]Deliveroo was founded by Will Shu and Greg Orlowski after recognising increasing demand for convenient access to restaurant-quality food delivered directly to customers. The founders identified that many restaurants lacked efficient delivery capability and that digital technology could improve accessibility and customer experience (Deliveroo plc, 2025).
Deliveroo operates as a platform business rather than a traditional restaurant organisation. It connects customers, riders and business partners through a digital marketplace. The business generates revenue through commissions, subscriptions, and delivery fees.
In its early stages, Deliveroo prioritised rapid expansion and customer acquisition. External investment enabled scaling across locations and increased brand visibility. Over time, Deliveroo expanded beyond restaurant delivery and diversified into grocery and retail partnerships.
[bookmark: _Int_1UHVLp0W][bookmark: _Int_OitvZngI][bookmark: _Int_Cvqli0H6][bookmark: _Int_m8D1sX9J][bookmark: _Int_jzwWmG7T]This strategic development reflects entrepreneurial responsiveness to changing customer 6expectations and evolving purchasing behaviour. Deliveroo’s entrepreneurial model demonstrates how value can be created through coordination rather than ownership of physical products or infrastructure. Customers benefit from increased convenience and easier access to a wide range of food and retail options, while restaurant partners gain greater visibility and additional order opportunities through access to Deliveroo’s digital platform. At the same time, riders benefit from flexible earning opportunities within the delivery network. As participation increases across these stakeholder groups, Deliveroo strengthens its platform ecosystem and creates network effects that enhance overall business value and competitiveness.
1.2 Products and Services
[bookmark: _Int_iq2Cdsut]Deliveroo’s services can be grouped into four main categories that collectively support its position as a technology-enabled convenience platform rather than a traditional food delivery business.
[bookmark: _Int_5D6cKyfn]Restaurant delivery remains Deliveroo’s core service offering. Customers place orders through the Deliveroo application and receive deliveries through the company’s rider network. This service provides restaurants with access to a wider customer base while offering consumers convenience and accessibility.
[bookmark: _Int_uRRLYeMH]Deliveroo has also expanded into grocery and retail delivery through partnerships with convenience stores and supermarkets. This strategic diversification reduces dependence on restaurant demand and creates additional revenue opportunities while responding to changing consumer purchasing behaviour.
[bookmark: _Int_1X7BrdO0]In addition, Deliveroo offers subscription-based services through Deliveroo Plus. The subscription model supports customer retention by providing benefits such as reduced delivery fees and promotional incentives, encouraging repeat purchasing and long-term engagement.
Deliveroo also delivers value to business partners through merchant services. Restaurant partners receive digital support, logistics infrastructure and operational analytics that improve efficiency and customer reach. Together, these service categories position Deliveroo as a broader convenience ecosystem rather than solely a delivery provider.
1.3 Business Objectives
Deliveroo’s business objectives focus on balancing growth with long-term sustainability.
In the short term, the company aims to increase active customers, improve operational efficiency, strengthen customer retention and improve order profitability. Customer growth remains strategically important because larger user bases generate economies of scale and strengthen network effects across the platform. Retention is equally important because maintaining existing customers is often more cost-effective than acquiring new users.
Deliveroo’s long-term objectives focus on achieving sustainable profitability, supporting continued innovation, increasing customer lifetime value and maintaining controlled market expansion. According to Deliveroo plc (2024), the company increasingly prioritises financial sustainability rather than rapid growth alone. Continued investment in technology and operational improvement is expected to support future competitiveness and long-term strategic performance.
1.4 Unique Selling Point (USP)
Deliveroo’s unique selling point (USP) centres on convenience, technology integration and customer experience. Customers benefit from features including real-time order tracking, broad product availability and a simplified ordering process that improves overall service accessibility.
According to Kotler and Keller (2016), differentiation creates value beyond functional product characteristics and contributes to stronger customer preference. Deliveroo increasingly competes through experience quality rather than delivery speed alone. However, sustaining this advantage has become more challenging as competitors have adopted similar delivery models and digital capabilities.
Future differentiation is likely to depend on data-driven personalisation, subscription services and stronger ecosystem integration rather than speed alone.
2.1 SWOT Analysis
SWOT analysis provides insight into Deliveroo’s internal capabilities and external market environment.
Deliveroo’s strengths include strong brand recognition, advanced technology capability and a scalable platform structure that supports operational flexibility. Broad restaurant and retail partnerships increase customer choice and strengthen market presence.
However, profitability remains a key weakness. High operating costs and dependence on external stakeholders create complexity and reduce financial flexibility.
Deliveroo also benefits from several opportunities. Growth in grocery delivery creates diversification potential, while artificial intelligence and personalised engagement may strengthen customer relationships. Subscription growth also supports recurring revenue generation.
At the same time, the company faces threats including intense competition, economic pressure and changing labour regulation. According to Johnson et al. (2020), effective strategy requires alignment between internal capability and external opportunity. Deliveroo demonstrates strong growth potential but must continue improving operational performance to maintain long-term competitiveness.
2.2 Competitor Analysis
Deliveroo operates within an increasingly competitive market characterised by low switching costs and rapid imitation.
Direct competitors include Uber Eats and Just Eat. Uber Eats competes through international scale, technological capability and wider ecosystem integration, which increases customer familiarity and platform reach. Just Eat competes through extensive restaurant partnerships and strong marketplace visibility.
Indirect competition also affects Deliveroo’s position. Supermarkets such as Tesco increasingly offer direct grocery delivery services, reducing reliance on convenience platforms. In addition, restaurants are increasingly developing independent ordering channels that reduce dependence on third-party delivery providers.
Deliveroo therefore competes primarily through differentiation rather than cost leadership. According to Porter (2008), differentiation can strengthen customer loyalty and reduce price-based competition; however, maintaining this position requires continuous innovation and strategic investment.
3.1 Market Segmentation
Deliveroo applies multiple segmentation approaches to improve customer targeting and marketing effectiveness.
[bookmark: _Int_CIqZWmSn]Demographically, Deliveroo targets students, professionals and families who value convenience and time efficiency. Geographically, the company prioritises urban markets where delivery economics benefit from higher population density.
Behaviourally, Deliveroo focuses on frequent users who demonstrate convenience-driven purchasing habits and repeat ordering behaviour. Psychographically, the company targets digitally engaged consumers who prioritise flexibility and seamless user experiences.
According to Kotler and Armstrong (2021), effective segmentation supports stronger customer value creation and improved marketing performance. Deliveroo’s segmentation strategy enables targeted promotions, personalised communication and improved customer engagement.
3.2 Marketing Mix (4Ps)
Deliveroo’s marketing strategy can be analysed using the 4Ps framework.
Its product extends beyond physical food delivery and includes convenience, accessibility and coordinated service delivery. Pricing combines delivery charges, subscriptions and promotional incentives while balancing affordability with profitability.
Place is primarily digital, with distribution occurring through applications and online platforms. Promotion relies heavily on social media campaigns, advertising, referral incentives and personalised communication.
Overall, Deliveroo’s marketing mix demonstrates service-led differentiation and customer-focused value creation.
3.3 Online Marketing Strategies
Digital marketing plays a central role in Deliveroo’s ability to acquire and retain customers within a highly competitive platform market. The company relies heavily on digital channels to strengthen customer engagement, improve user experience and encourage repeat purchasing behaviour.
Deliveroo’s mobile application functions as its primary customer interface and represents the foundation of its digital strategy. Through the application, customers can browse products, place orders, monitor delivery progress and interact directly with the platform. The application therefore supports both convenience and customer accessibility.
Personalisation is another important component of Deliveroo’s online marketing approach. Customer behaviour data is used to support recommendation systems, allowing Deliveroo to deliver targeted engagement and personalised purchasing experiences. This data-driven approach improves relevance and strengthens customer interaction with the platform.
Deliveroo also uses push notifications to encourage repeat purchasing and maintain ongoing engagement. Notifications provide personalised promotions, reminders and updates that increase customer activity and strengthen platform usage over time.
Social media platforms further support Deliveroo’s marketing objectives by increasing brand awareness, encouraging customer interaction and strengthening digital visibility. These platforms enable Deliveroo to maintain communication with customers while promoting offers and reinforcing brand identity.
Subscription-based retention strategies also contribute to long-term customer relationships. Deliveroo Plus supports customer loyalty and recurring usage by offering incentives that encourage continued engagement with the platform.
According to Chaffey and Ellis-Chadwick (2019), effective digital marketing combines customer insight with relationship management to create long-term customer value. Deliveroo applies this approach through personalised communication and technology-enabled engagement strategies.
Critical Evaluation
Deliveroo’s digital marketing strategy effectively strengthens customer engagement and supports convenience-led purchasing behaviour. However, promotional incentives and customer acquisition costs must be balanced against profitability objectives. Long-term growth will depend on Deliveroo’s ability to maintain customer satisfaction while continuously improving operational efficiency and delivering sustainable value.
3.4 Customer Relationship Management and Customer Retention
Customer relationship management (CRM) plays an increasingly important role in Deliveroo’s business model because the company operates in a highly competitive market where switching costs are low. Customers can easily move between competing platforms depending on price, delivery time and promotions. This makes retention a key strategic priority.
Deliveroo uses data-driven CRM systems to analyse customer behaviour, track ordering patterns and personalise user experiences. This allows the company to provide tailored recommendations and targeted offers, improving engagement and increasing the likelihood of repeat purchases. According to Kotler and Armstrong (2021), effective customer relationship management supports customer satisfaction and long-term value creation.
Deliveroo Plus is a key retention tool. By offering reduced delivery fees and additional benefits, it encourages customers to remain within the platform ecosystem. Subscription models also reduce sensitivity to competitor discounts, as value is perceived over time rather than per transaction.
Service quality is also central to retention strategy. Deliveroo focuses on improving delivery speed, accuracy of orders and ease of use of its mobile application. These factors contribute directly to customer satisfaction and brand loyalty.
According to Chaffey and Ellis-Chadwick (2019), effective digital marketing is not only about acquisition but also long-term relationship building. Deliveroo applies this principle through continuous customer engagement and personalised communication strategies.
However, retention remains challenging due to intense competition and low customer switching barriers. Consumers frequently compare platforms based on price and delivery time, meaning loyalty is often weak.
As a result, Deliveroo’s long-term success in retention depends more on experience quality, platform reliability and value-added services rather than discount-based strategies alone.
3.5 Strategic Challenges and Future Opportunities
Deliveroo faces several strategic challenges that influence its long-term sustainability.
A major challenge is profitability. The platform operates in a low-margin industry due to high delivery costs, rider payments and operational expenses. Balancing growth with profitability remains a core issue. According to Johnson et al. (2020), organisations operating in competitive markets must continuously align strategic capability with long-term performance.
Regulation of the gig economy is another significant challenge. Increasing scrutiny regarding worker rights and employment classification may result in higher operational costs or reduced flexibility.
Competition is also intense. Deliveroo competes with global platforms such as Uber Eats and Just Eat, as well as indirect competitors including supermarkets and direct restaurant delivery systems. Porter (2008) argues that sustaining differentiation requires continuous innovation and investment.
Despite these challenges, Deliveroo has several opportunities for growth.
Expansion into grocery delivery offers higher order frequency and reduces dependence on restaurant demand. This diversification strengthens revenue stability.
[bookmark: _Int_6clSEkqq]Technological innovation is another opportunity. Artificial intelligence, predictive analytics and automation can improve logistics efficiency, customer targeting and delivery optimisation.
[bookmark: _Int_dB2hxLZB][bookmark: _Int_ZvVVs8TS]Sustainability is also becoming increasingly important. Consumers expect companies to demonstrate environmental responsibility, which could influence brand perception and long-term loyalty.
Overall, Deliveroo’s future success depends on its ability to balance innovation, profitability and customer satisfaction in a rapidly changing environment.
CONCLUSION
Deliveroo demonstrates how modern digital businesses can scale rapidly through platform-based models and technology-driven innovation. Its success is based on connecting multiple user groups and creating value through convenience, efficiency and accessibility rather than physical ownership of goods.
The business has evolved significantly from its start-up stage. Initially focused on rapid expansion and customer acquisition, Deliveroo has shifted towards a more balanced strategy that prioritises profitability, operational efficiency and sustainable growth (Deliveroo plc, 2024). This transition reflects broader entrepreneurial realities where long-term survival depends on financial stability as well as growth.
[bookmark: _Int_JH9QRhY3]The SWOT and competitor analysis highlighted that while Deliveroo benefits from strong brand recognition, digital infrastructure and scalability, it also faces persistent challenges including low margins, regulatory pressure and intense competition (Johnson et al., 2020). These factors continue to shape strategic decision-making.
[bookmark: _Int_TDPQEuG8][bookmark: _Int_81z7LxI6]Marketing analysis showed that Deliveroo’s segmentation, digital promotion and CRM strategies are central to its ability to attract and retain customers. However, increasing competition means that maintaining loyalty requires continuous innovation and improved customer experience (Chaffey and Ellis-Chadwick, 2019).
From an entrepreneurial perspective, Deliveroo illustrates the importance of adaptability. Its evolution shows that successful businesses must continuously adjust their strategy in response to market conditions, customer expectations and technological change.
[bookmark: _Int_62REUT6T]Overall, Deliveroo remains strongly positioned within the convenience economy. However, its long-term success will depend on achieving sustainable profitability while continuing to innovate and strengthen customer relationships in an increasingly competitive digital marketplace.
REFERENCE LIST
Chaffey, D. and Ellis-Chadwick, F. (2019) Digital marketing. 7th edn. Harlow: Pearson.
Deliveroo plc (2024) Annual report and accounts 2024. London: Deliveroo plc.
Deliveroo plc (2025) About us. Available at: https://corporate.deliveroo.co.uk/about-us/ (Accessed: 25 June 2026).
Johnson, G., Scholes, K., Whittington, R., Angwin, D., Regnér, P. and Patrick, D. (2020) Exploring strategy: text and cases. 12th edn. Harlow: Pearson.
Kotler, P. and Armstrong, G. (2021) Principles of marketing. 18th edn. Harlow: Pearson.
Kotler, P. and Keller, K.L. (2016) Marketing management. 15th edn. Harlow: Pearson.
Porter, M.E. (2008) Competitive strategy: techniques for analysing industries and competitors. New York: Free Press.





1

image1.jpg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




