0011: What am I buying?
This unit explores the use of loyalty cards and the link with the collection of
consumer data which can be used to explore our lives. It also considers the use of
EPOS and the link with supply chains. Heat maps are also created in malls to see how
we behave while we are there. Are we always aware of these uses of our personal data?
The city of Melbourne collects pedestrian data to visualise how busy the CBD (central
business district) of the city is and manage it:
http://www.pedestrian.melbourne.vic.gov.au/#date=27-06-2021&time=23
During the lockdowns, these maps have been much quieter.
This unit explores the use of loyalty cards and consumer data - it introduces the idea of
data mining - creating and protecting our consumer identity. This doesn’t just include
data from our devices. How are these large personal open data sets protected?
Key term definition: loyalty card

Key term definition: data mining

Activity 6

Look at your wallet or purse and see what cards you currently have contained within it.
You may have some or all of the following. Tick them off on the checklist.

Card checklist
ID card of some kind

⬚

Library card
Store card
Debit / Credit card
Coffee shop stamper
Loyalty card
Membership card

⬚
⬚
⬚
⬚
⬚
⬚

Total number of cards =

⬚

How many of these cards have a chip rather than a magnetic strip?
How many of these connect with smartphone apps?
Data mining is a growing trend. This is an activity which requires searching through
vast databases for useful patterns of data, or individual items of interest.
http://customerthink.com/customer-data-mining-in-the-21st-century/

One of the major changes that has emerged during the last year has been the growth in
the use of home delivery apps for food.
There is a lot of competition between the various companies, who have a large
advertising spend. Just Eat apparently had the most memorable and likeable ad in a
recent survey.
https://www.thegrocer.co.uk/marketing/just-eat-jingle-uks-most-likeable-and-memor
able-index-finds/656399.article
These apps offer discounts for early orders, and also use social media to share details
of these discounts. Uber Eats, Just Eat and Deliveroo are amongst the market leaders
in many EU countries, along with some local competitors.

It may be worth showing students some of these brands which perhaps operate in
other EU countries and not just the big players in this market - what is their brand
recognition like?
Describe the changing situation of Deliveroo’s revenue. What would you imagine will
happen during 2021-2 and in the years that follow: further growth or a reduction due
to lockdown ending and a return to social dining in restaurants again?
Draw a graph of the data below using an appropriate web tool.

This is also changing the geography of cities as well as altering the routines of daily life.
A McKinsey report identified some key trends among these companies.
Customer behaviour

Customers drawn to the new online food-delivery platforms have a different set of
needs and expectations from the traditional pizza customer. Our study uncovered the
following important traits: 
Platforms are sticky.
New-delivery platforms, which personalize the ordering experience by storing relevant
customer data, are ‘sticky’. Once customers sign up, 80% never or rarely leave for
another platform. Whoever can sign up the most customers in the shortest amount of
time is likely to succeed.
Time is critical.
Speed of delivery is the biggest variable in customer satisfaction, with an average 60%
of consumers across markets citing it as a key factor. The optimal wait time is no more
than 60 minutes. 
Meals are for home.
Most orders: 82% were placed from home, while only 16% were placed from the
workplace. 
Orders spike at weekends.
The highest-volume days for the online platforms were Friday, Saturday, and Sunday,
when 74% of orders were placed.
Source:

https://www.mckinsey.com/~/media/McKinsey/Industries/Technology%20Media%20and%20Telecom
munications/High%20Tech/Our%20Insights/The%20changing%20market%20for%20food%20delivery
/The-changing-market-for-food-delivery-final.pdf

Activity 7

How will the increasing use of food apps change the geography of our town and city
centres?
Consider the impact on footfall and also the location of certain premises and services,
including the installation of so-called ‘dark kitchens’.
https://www.euronews.com/2021/02/05/what-are-dark-kitchens-are-how-are-they-t
aking-the-food-delivery-business-by-storm
This is changing the business with the use of simple ordering software and delivery
routing to local areas.
Activity 8
How do the food delivery apps market themselves with respect to our daily lives? What
benefits do they claim for us as the customers? What data about our lives do we reveal
through our orders?
Just Eat: https://www.just-eat.fr/
Deliveroo: https://deliveroo.es/en/
Uber Eats: https://www.ubereats.com/gb

What additional local options do you have for food delivery?
Tools List
Tool to use

URL / location

How would you use it?

Just Eat Map

https://www.just-eat.co.uk Example of how data is
/explore/food-delivery-ma collected each time we
p
order using an app which
knows where we live.
These are available for
other locations.

The Fork

https://chisiamo.thefork.it
/wp-content/uploads/sites
/6/2016/10/01-cs-ita-bila
ncio-e-trend-1.pdf

Example of analysis of
food expenditure trends
and eating habits (2016,
2017) in Italy, based on
The Fork app

Articles:
https://www.comparethecloud.net/articles/misuse-of-ai-can-destroy-customer-loyalt
y-heres-how-to-get-it-right
P.S: Apps don’t always succeed.

KA2 - 2019-1-BE02-KA201-060212

