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On 2 April 2014 Just Eat 
floated on the London 
stock market at a 

valuation of £1.47 billion. Even 
though it owned no restaurants or 
patents, overnight it became worth 
more than long-established Pizza 
Express. It did have one important 
and valuable claim: it is the world’s 
largest online takeaway ordering service, 
operating in 13 countries.

Just Eat started up in Denmark in 2001. 
Founded by Jesper Buch, the idea was simple: take the 
hassle of website development away from restaurant 
owners. Instead of devising an independent, but 
probably clunky, website, restaurateurs could sign up 
with Just Eat and advertise on its slick e-commerce site. 
With every order, Just Eat takes 10–11% of revenue 
as its commission. If volumes are high enough, this 
becomes a vastly profitable business.

Successful strategies
Between 2001 and 2006 the Danish Just Eat grew slowly. 
Then Buch read that Brits generate half of Europe’s 
takeaway food business, so in 2006 Just Eat came to 
Britain. By 2009 the British operation generated 1 
million orders, which mushroomed to 10 million by 
2011. Buch moved the whole operation to London in 
2008. This is where the business is now headquartered 

and the 2014 flotation confirmed that, although born 
in Denmark, the business is now British.

Just Eat is an interesting business for two reasons:
• Its extraordinary rate of growth, especially in 

profitability (Figure 1).
• Its clear strategy. It wants to grow, but in a thoughtful 

way: building on strengths rather than risking taking 
on too much competition. For example, in the USA 
GrubHub was there before Just Eat.
Just Eat’s 2014 annual report gave its mission 

statement as ‘Empower consumers to love their 
takeaway experience’. It is a great example of a modern, 
online business that can develop amazingly quickly 
from a good idea to a stunningly profitable enterprise. 
Once sales revenue is high enough to move above the 
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breakeven point, extra business is highly profitable. 
In the first half of 2015 Just Eat boasted 45% growth 
in the number of takeaway restaurants signed up, but 
generated 54% more revenue and 62% greater profit.

Challenges
For Just Eat’s UK boss David Buttress, the main objective 
is to manage the company’s spectacular growth to keep 
it as worldwide number one. Although the business 
is the number one provider in 10 of the 13 markets 
in which it operates, all the 2014 profit came from 
the UK and Denmark. The ‘other countries’ division 
made operating losses. This is because the takeaway 
delivery market remains quite small in countries such 
as France, Italy, Mexico and Brazil (and in much of the 
rest of the world). Just Eat believes that the growth will 
show through in future, bringing in serious profits. In 
2014 the ‘other countries’ revenue stream grew by 83% 
compared with 66% in Britain and 10% in Denmark, 
so the plan looks to be on track.

Buttress’ other major concern is to keep up with 
technological change. In 2014 60% of orders were 
placed from a mobile device; in 2011 virtually none 
were placed this way. Just Eat’s position relies on being 
at the forefront of convenient customer ordering. 

Buttress also has firm ideas about branding. Perhaps 
surprisingly, this modern business uses traditional 

television advertising to build brand awareness among 
potential users. Social media is seen as important for 
engaging with existing customers rather than as a 
means to build the brand. For a business that wants to 
be the go-to brand in its field, Just Eat has surprisingly 
little visual presence. The ‘fist-pump’ logo is a recent 
attempt to tackle this weakness.

What’s not in doubt is that things are working out 
well for Buttress. His remuneration (total earnings) 
grew from £367,000 in 2013 to £3.8 million in 2014. 
Just Eat is a fantastic business success, but when the 
financial rewards become this great, company directors 
sometimes lose focus.

Source: Just Eat accounts

Figure 1 Just Eat profitability
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Practice exam questions 
(35 marks, 40 minutes)

1 Analyse Just Eat’s business objectives. (9 marks) 
2 a Calculate Just Eat’s 2015 profit as a  

percentage of revenue and compare it  
with the percentage for 2012. (6 marks)

 b Outline two conclusions you can draw  
from this. (4 marks)

3 If you were given £2,000 to be used for saving,  
do you think you’d invest it by buying shares  
in Just Eat plc? Justify your answer. (16 marks) 
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with its 13 current 
markets rather than 
charging off into all 
markets, but the fact 
remains that if it manages 
to get on track with those 
there are masses of other 
countries to tackle as and 
when appropriate

 Case against investing:
• With no patent protection, 

weak visual marketing and 
no high street presence, it’s 
easy to see that a big overseas 
rival might arrive and spend 
a fortune on marketing and 
branding to break into such 
a profitable sector. It’s a huge 
advantage to be number one and 
have so many restaurants signed 
up, but Just Eat isn’t Apple or Fever-
Tree — it has no real intellectual property. Its 
market share might unravel much more quickly 
than anyone would have expected.

• Customer habits may change. At present there’s 
a huge appetite in the UK for takeaway delivery 
but this may lessen as the economy grows and 
people become more inclined to eat out rather 
than get food delivered.

Evaluation: investing in shares always carries a great 
deal of risk. Here the risks are present but seem to 
be outweighed by the huge upside potential. I’d 
definitely go for it.

Taken from www.a-zbusinesstraining.com, Ian 
Marcousé’s site for CPD, topical cases and business 
worksheets.

Sample A* answers
1 The stated objective is growth, which would keep 

it as world number one. But you expect objectives 
to be linked to mission, which doesn’t seem to 
be the case. Has ‘Empower consumers to love 
their takeaway experience’ got anything to do 
with growth? Perhaps — growth enables you to 
empower more consumers. But although growth 
is the stated objective, Buttress seems (wisely) to 
be a lot more cautious than that. Rather than try 
to create Just Eat subsidiaries everywhere, he’s 
sticking to the 13 existing countries — and no 
doubt wanting to make sure they’re profitable 
before expanding further. The reality seems to be 
that the company’s objectives are a mixture of 
profit, growth and survival/security — we’ll have 
to pass on the social and ethical as the 2014 report 
announced that its top category has changed from 
kebabs to pizza. 

2 a 2012: £2.3 million profit from £59.8 million 
sales revenue = 3.85%. 2015: £52.8 million 
profit from £240 million revenue = 22.0%

2 b The key conclusion is that with a business such 
as this, once there is enough revenue to cover 
the start-up costs, profitability can shoot ahead. 
It doesn’t have to make any food — that’s 
down to the restaurants — so an online order 
creates revenue but hardly any costs.

  Another conclusion could be that the currently 
lossmaking operations such as France and 
Mexico could turn profitable quite quickly 
once their fast-growing sales have passed their 
breakeven points

3 Case for investing:
• Figure 1 shows that profits rose by 2,200% 

between 2012 and 2015. This seems to be 
a sensationally profitable business and you’d 
guess that once restaurants have signed up to 
Just Eat they’d be reluctant to go elsewhere, so 
the barriers to entry are high enough to give a 
great deal of security.

• Just Eat is encouragingly cautious in sticking 
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