
AROMAZZA'S

Increasing the Size of the Pie
Earnest and Young-ish
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🍕 ExtravaganZZa
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🍕 Buffalo Chicken

Yolanda Sheffield

🍕Memphis BBQ

Kristin Sandoval
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Executive Summary

Increase revenue by leveraging 3rd-party delivery partners to keep up with changing
customer presence

Mitigate labor issues related to delivery drivers by utilizing hybrid model for small
percentage of deliveries when drivers unavailable

Improve customer satisfaction by renegotiating contracts with suppliers for major recipe
ingredients

Helping you keep your eye on the pie
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Industry Overview

US Pizza Market Size – 22.7 Bn USD

Avg. Profit Margin – 14%

Mature Industry
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Identifying

Supply Chain

Bottlenecks



Supplier Side Dependencies

Concentrated Suppliers

Single supplier for cheese

Concern for quality control

Single meat supplier and no 

meatless options

Costs

Availability

Decreased 

options
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Tapping 

Unmet

Potential



➢ 100% increase in 3rd party delivery
➢ 30% increase in restaurant delivery

Leveraging 3rd-party delivery apps
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Axis Title

5-year Growth in US Food Delivery Market

Restaurant Delivery 3rd Party Delivery

Introduction Current State Recommendations Implementation Risks Mitigation Conclusion



Recommendations 
Creative, but not pie in the sky



Third Party Partnership Model – Two Tiers

Store-front Partner Service Partner

Platform partner value-add Listing Hybrid

Delivery fulfilled by

Commission to 
platform partner

5% 8.5%

Aromazza Doordash
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Customer Conversion Strategy

Price incentives

Flat 10% off on all orders in Aromazza’s
App + Free Pizza for sign-up

Tracking conversion

Unique sign-up QR code on each box 
+ testing through owned stores

Loyalty Program
Pilot free product based on 

in-app order frequency
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• Diversify suppliers

• Maintain relationship with 

WisconQueso and Osconi at same 

volume.

• Hedge against 

WisconQueso and Osconi's

shortage possibility by asking 

them to cover the spread

Building Resilient Supply Chain
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Implementation
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1. Negotiate contracts with 

Door Dash to utilize service in 

a hybrid model

2. Research due diligence, 

supplier capabilities, and 
potential supplier contracts to 

evaluate diversification

3. Sign a new contracts with 

Wiscon Queso, Osconi, and 

other suppliers

1. Build out and analyze a 

database from door dash 
orders

2. Analyze quality control 

quantitatively and qualitatively
3. Implement targeted 

marketing campaigns to 

convert customers to our 

platform

1. Re-evaluate need 

for contracts with 3rd party

2. Evaluate financials and 

capabilities for backward 

vertical integration of food 
supplies

3. Evaluate expanding market 

segment into food trucks and 

grocers



Risks
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Customer data being
collected by platform that
can be used against us

Partial loss of control over
delivery could risk customer
satisfaction

Customers looking for
Aromazza on platform
might purchase form
competitor

Diversifying suppliers can
lead to difference in tastes

Can lead to conflict with
current suppliers

Diversified model still has
systemic reliance risks

Supply 
Chain

Platform 
Partnership



Mitigation

Supply chain:

• Modify inventory and management strategy real-time to assess problems before they 
become issues

• Do periodic taste tastings for products to ensure consistent quality

Delivery quality control:

• Maintain control over the delivery experience

• With the hybrid model during delivery constraints we could use specialized packaging to 
help retain heat and separate hot from cold items

• Include survey for diners with a negative experience and provide remediation
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QUESTIONS?













Supplemental Questions:

Delivery Fees:
• Free delivery is the #1 way to increase delivery orders across every age and 

delivery frequency level 1

• Reducing delivery costs, special discounts and loyalty points/rewards as top 
factors that would get them to order delivery more (65% free delivery, 40% 
special discounts, 38% loyalty points/rewards)1

How can Aromazza's address softening demand when food delivery apps increase competition 

for delivered meals?



Third-Party Partnership Risks:
What are risks of partnering with third-party platforms?

• Third-party platforms own the customer data through their platforms – NOT the restaurants, underscoring 

the importance for restaurants to integrate delivery through their own branded websites/apps

• Data is arguably the most important element of increased digital utilization (including delivery) to better 

forecast demand, personalize offers, segment customers and influence behavior

• Most significant risk: third-party platforms use the rich customer data to launch their own food offerings 
based on demand & trends

• Increasing availability of turnkey solutions (virtual & ghost kitchens), reducing capital requirements and 

barriers to entry

As restaurants partner with third-party providers and encourage customers to order through the platforms, 

they are also shifting their own customers
– Introduces customers to competitors on the platform

– Lose access to valuable customer data

– Platforms don’t necessarily have restaurants’ best interest in mind

– Delivery provider is last customer touchpoint, and could have implications for quality of food delivered and 
overall experience



Third-Party Partnership Risks (2):

Quality Control in Delivery

• Certain cuisines may not travel well, which could impact the 
experience for the customer

• Transport of food by third party could have food safety implications



Delivery Channel Increases Operational Complexity

• Addition of new ordering channels increases restaurant complexity
• Lack of POS integration creates inefficiencies

• Many restaurants require multiple tablets to key in orders if lacking POS integration

• Could result in slower service times for in-store customers

• Requires changes in both back & front of house layouts to address 
potentially increased congestion and capacity requirements

• Restaurants adding designated pickup areas for digital/delivery 
orders, modifying back of house and front of house layouts and 
considering digital/delivery channels in future prototypes

Third-Party Partnership Risks (3):



3rd party 
download trends 
to inform market 
share trending

• Although app download 
trends understandably do not 
necessarily inform us on 
overall market share, they do 
point to where market share 
trends may be changing
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Door Dash Financials:



• Restaurants can enter customer consideration sets and increase awareness of delivery 
availability with platform presence

• Based on commentary from restaurant companies, presence across multiple platforms is 
also complementary

• There is relatively limited overlap between users of the largest delivery platforms and the 
largest pizza chains, suggesting opportunity for pizza chains to benefit from incrementality 
on platforms

Third-Party Partnership Mitigating Factors:





Customer Satisfaction: Branding

• Customer satisfaction is declining due to increased delivery wait times, smaller 
delivery windows, and fewer topping options, so the way to improve customer 
satisfaction is to:

• Focus on efforts to increase branding strength to align with employees and 
increase the customer base, which will drive growth

• Using purpose branding to increase customer base:
• Ads that focused on values earned the highest marks among consumers.
• Brands with a high sense of purpose have experienced a brand valuation increase of 175% over the past 

12 years, compared to the median growth rate of 86% and the 70% growth rate for brands with a low 
sense of purpose

• Nearly two-thirds of millennials and Gen Z express a preference for brands that have a point of view and 
stand for something, the report found.

• purpose gives brands a long-term competitive advantage, with the brands that consumers see as having 
a positive impact growing at 2x the rate of other brands.

• https://www.marketingdive.com/news/study-brands-with-a-purpose-grow-2x-faster-than-others/521693/

https://www.marketingdive.com/news/study-brands-with-a-purpose-grow-2x-faster-than-others/521693/


Customer Satisfaction: Branding

• Using branding to increase employee acquisition and retention will reduce 
overall company VCs and increase revenue by having the workforce 
capabilities to decrease customer wait times and lengthen delivery window 
times.

• Employees want to work for a company with purpose and values, and they want those 
purposes and values to be integrated in the workplace

• According to McKinsey employers do not understand why employees are leaving: employees 
rate being valued by the company, valued by management, and sense of belonging as most 
important while employers view these factors as least important.

• https://www.mckinsey.com/capabilities/people-and-organizational-performance/our-
insights/great-attrition-or-great-attraction-the-choice-is-yours

https://www.mckinsey.com/capabilities/people-and-organizational-performance/our-insights/great-attrition-or-great-attraction-the-choice-is-yours


Customer Satisfaction: Branding



• Employee turnover is extremely costly so reducing turnover will decrease variable costs
• $1,500 for hourly employees
• For a manager making $60,000 a year, that's $30,000 to $45,000 in recruiting and training expenses.
• https://mnwi.usi.com/Resources/Resource-Library/Resource-Library-Article/ArtMID/666/ArticleID/782/Cost-of-

employee-
turnover#:~:text=The%20Society%20for%20Human%20Resource,in%20recruiting%20and%20training%20costs

• Many studies show that the total cost of losing an employee can range from tens of thousands of dollars to 1.5-2X 
annual salary.

• Consider the real "total cost" of losing an employee:
• Cost of hiring a new person (advertising, interviewing, screening, hiring)
• Cost of onboarding a new person (training, management time)
• Lost productivity (a new person may take 1-2 years to reach the productivity of an existing person)
• Lost engagement (other employees who see high turnover disengage and lose productivity)
• Customer service and errors (new employees take longer and are often less adept at solving problems). In 

healthcare this may result in much higher error rates, illness, and other very expensive costs (which are not seen 
by HR)

• Training cost (over 2-3 years you likely invest 10-20% of an employee's salary or more in training, that is gone)
• Cultural impact (whenever someone leaves others take time to ask "why?").

• https://www.linkedin.com/pulse/20130816200159-131079-employee-retention-now-a-big-issue-why-the-tide-
has-turned/

Customer 
Satisfaction: Branding

https://mnwi.usi.com/Resources/Resource-Library/Resource-Library-Article/ArtMID/666/ArticleID/782/Cost-of-employee-turnover
https://www.linkedin.com/pulse/20130816200159-131079-employee-retention-now-a-big-issue-why-the-tide-has-turned/
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