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Abstract: The food delivery sector is assuming increasing importance in the distribution of food
products and meals as it is becoming an ordinary component of consumption habits. However,
the growth of the sector has inevitably affected the demand for freight transport, especially in urban
areas. The aim of this study was to investigate the main enabling factors affecting the adoption
of sustainable strategies, among which the electro-mobility, in the food delivery sector and what
obstacles to dissemination can be seen. Deliveroo s.r.l. was chosen as case study. Results show that
Deliveroo undoubtedly represents a good example of sustainable logistics and the dissemination of
good practices among the key players of the food delivery sector. However, if on the one hand there
is a strong commitment on the part of Deliveroo to find solutions that encourage the use of these
means, on the other hand, there is the need for a greater commitment on the part of the institutions to
create infrastructure conditions that facilitate the diffusion of these means.
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1. Introduction

Several companies (restaurants, fast-food, super and minimarkets, etc.) today offer their customers
the opportunity to buy food products online and have them delivered to their homes through food
delivery distribution systems [1,2]. The food delivery sector, which is the most visible manifestation of
the digitalization of society [3], is assuming increasing importance in the distribution of food products
and meals as it is becoming an ordinary component of consumption habits [4]. Some data confirm
the growing worldwide trend of this sector with a revenue that stands, in 2020, at US$136,431 m,
of which US$70,741 m is attributable to the platform-to-consumer delivery segment; a value that
should reach US$182,327 in 2024 [5]. This growing demand for food delivery is driven by changes
in consumption habits due to less time available to visit the physical shops and for family meal
preparation [3,6–8], resulting in greater consumer attention on the purchase of ready-made food using
food delivery systems. However, the growth of the sector has inevitably affected the demand for freight
transport, especially in urban areas, affecting road safety; operator factors, leading to an intensification
of flows; and deliveries and returns, with negative inevitable consequences on air quality and the
environment [9–12]. Some authors have pointed out that although urban transport of food products
has a lower environmental impact than that generated along the supply chain, consequent to the lower
number of trips to shops and car trips of consumers, the frequency of flows, characterized by large
empty return flows or by failed delivery attempts, cause higher emissions per unit of product [13–15].
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This impact grows further in the case of perishable products, such as fresh or frozen products, whose
transport requires an even greater consumption of energy, and consequently an increase in CO2

emissions [16].
Several studies have been carried in order to verify the impact of home delivery services on

pollution, and in particular on reducing emissions [17,18]. However, very few studies have focused
on food delivery in urban areas, and especially on sustainable companies operating in the sector.
The concept of sustainability in this case refers not to all processes of the food supply chain but only
to the distribution phase, with the aim of ensuring a socioeconomically and ecologically sustainable
recovery [19]. The sustainability of the food delivery sector, as Henriksson and colleagues [20]
emphasized, depends, on the one hand, on the replacement of personal travels to restaurants, fast
food, and supermarkets, with home delivery of e-groceries, and, on the other hand, on the energy
efficiency of vehicles used for transport. Consistent with this, empirical findings have revealed that
food home delivery involves a reduction in the duration of trips, which can reach rates of 93% [21].
However, as Heldt and co-authors [16] found, when food cooling is necessary, the total CO2 emissions
are much higher, emphasizing the need to identify more efficient solutions, such as less polluting
vehicles for home delivery. In this respect, Hhrler and co-authors [9] showed that electric vehicles
can be a viable alternative to increase sustainability of e-grocery home delivery, even if they involve
additional costs for logistics service providers, and at the same time underline the need for broader
base data to identify best practices for food distribution logistics to reduce emissions. In line with this,
it becomes essential to adopt more sustainable transport systems for food delivery in order to reduce
the carbon footprint [22], but this depends on the type and energy efficiency of the vehicle used [20].
The introduction of electric vehicles for food delivery, such as e-bikes, e-scooters equipped with an
insulated storage, and e-cars could undoubtedly contribute to reducing the environmental impact of the
distribution of food purchased online [23–25]. However, the spread of sustainable vehicles is hindered
in some areas by infrastructure delays related, for example, to the low density of charging stations that
limit driver access [9,26]. For this reason, as Bjørgen and co-authors [3] pointed out, institutions must
promote more environmentally friendly vehicles through regulatory incentives, including free charging
stations. Results of these studies reveal some of the challenges that the sector will have to face in the
future in order to ensure greater sustainability, which can be summarized as follow: (i) identifying and
encouraging the spread of more sustainable practices and highly energy-efficient vehicles for the home
delivery transport; (ii) constantly acquire and monitor information related to the market and the sector
for the definition of best practices aimed at guaranteeing greater sustainability; (iii) identify solutions
and strategies aimed at encouraging the adoption of sustainable practices, and in particular of electric
and sustainable vehicles promoted by both the public and private sectors; (iv) creating the conditions
that favor a greater diffusion of recharging infrastructures in urban areas as a consequence of greater
demand for sustainable mobility.

Nevertheless, the introduction of sustainable mobility in the food delivery sector must necessarily
be part of a broader strategy. It is, in fact, through efficient management of materials, information,
operations, and relations with stakeholders that it is possible to achieve the three dimensions of
sustainable development (economic, environmental, and social), satisfying the expectations of the
market and society in general. The knowledge of sustainability-oriented strategies adopted by food
delivery companies, also through the implementation of electric mobility, is essential for policymakers
and the main players of the food delivery system in order to fully understand the companies’ vision
and the obstacles encountered in the process of implementing these mobility systems and to promptly
prepare for these new market trends, incorporating them into transportation planning. This obviously
requires a multistakeholder approach in the different phases of identifying the problem, defining
alternatives, and evaluating the effects aimed at building sustainable business models [27–29].

The identification of the main enabling factors of the implementation of sustainable distribution
systems, through the use of electric vehicles in the food delivery sector, is of strategic importance in
order to encourage the spread of these sustainable choices, while contributing to reducing emissions
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in urban areas. With this in mind, the aim of this work was to investigate the main enabling factors
affecting the adoption of sustainable strategies in the food delivery sector through an analysis of the
Deliveroo case study. In detail, the study aimed to understand the decision-making process that
leads to the implementation of sustainability-oriented strategies and what obstacles to dissemination
can be seen. Deliveroo s.r.l. was chosen for two main reasons. First, the growing importance of the
company in the food delivery market, with an annual turnover increase of +120 million euros in
2017, becoming the major national player in food delivery. Second, the company recently adopted
sustainability-oriented strategies, among which is the adoption of electric mobility for home delivery.

2. Conceptual Framework

The adoption of new ideas, services, products, and processes based on the sustainability principles
depends on several factors and has been studied in the literature using different theoretical approaches.
In the context of this study, in order to explore and describe the main enabling factors affecting
the adoption of sustainable practices and in particular of the electro-mobility in the food delivery
industry, a conceptual framework based on three theoretical lens has been developed. In particular,
this study investigated the role of managers and their proenvironmental behavior using the dominant
logic theory [30], the theory of planned behavior (1991), and the absorptive capacity (ACAP) of the
firms [31,32]. The growing demand for sustainability by economic institutions, along with customers,
has profoundly affected the dominant logic of the decision-making process of companies and of
the company managers who can perceive these new domains in a profoundly different way [33].
As Prahalad and Bettis [34] p. 490 asserted, the dominant logic refers to “the way in which managers
conceptualize the business and make critical resource allocation decisions—be it in technologies, product
development, distribution, advertising, or in human resource management”. The dominant logic can
be described as a scheme used by top managers as a guide in the strategic decision-making process,
based on the filtering of relevant information from the external competitive external environment,
which are then incorporated into new business strategies [33,35]. In this respect knowledge, exploration,
and exploitation can be used by managers to create new knowledge and reconfigure firm’s resources
establishing new projects and initiatives [36]. In line with this, the absorptive capacity (ACAP), of which
Cohen and Levinthal [37] were the precursors, has been included in our conceptual framework, since it
is seen as the “ability of a firm to recognize the value of new, external information, assimilate it,
and apply it to commercial ends”. In other words, the company implements a sequential process
based on exploratory learning, linked to external knowledge, of exploiting the acquired knowledge,
through the transformation of the same knowledge [38]. The firm’s ACAP, as emphasized by Zahra and
George [39], is closely connected with innovation, promoting its speed of introduction, frequency, and
size, and above all contributing to creating new knowledge, which becomes an integral part of future
absorption capacity. Finally, the intention to adopt sustainable behavior and what individual drivers
guide this behavior has been explored in the theory of planned behavior (TPB). According to this
theory, the managerial intention to exhibit specific behavior, in this context related to proenvironmental
behavior, is influenced by its (i) social norms associated with the behavior, (ii) attitude towards
performing the behavior, and (iii) perceived behavioral control [40]. In particular, the attitude is a
predisposition to adopt a specific behavior, the subjective norms or social norms refer to the need to meet
the expectations of external and internal stakeholders who approve or not of the managers’ decisions,
while the perceived behavioral control indicates ease or the manager’s difficulty in performing the
behavior [41]. Several studies in the economic literature adopted this theoretical lens in order to
identify the main factors affecting the choice of managers to adopt sustainable practices, confirming
the usefulness of the theory in explaining this behavior [42,43]. Some of these empirical studies
emphasized that the main drivers are the managers’ attitudes and the ability to manage the sustainable
practices introduced [42–44]. While other studies [45,46] have revealed the crucial role of social norms.

Following the above discussion, we suppose that the choice of managers of the food delivery
industry to introduces ideas, projects, and initiatives related to the sustainability is strictly linked to
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the dominant logic of the managers, to their ability to filter and capitalize external information, and to
their proenvironmental behavior.

3. Materials and Methods

3.1. The Case Study Approach

In order to explore and describe the main enabling factors affecting the proenvironmental behavior
of a company operating in the food delivery industry, a case study approach was employed. Case study
research is “an empirical inquiry that investigates a contemporary phenomenon within its real-life
context, when the boundaries between phenomenon and context are not clearly evident, and in which
multiple sources of evidence are used” [47]. Indeed, this research strategy is suitable for explorative
qualitative research [48] and is based on a detailed examination of a phenomenon little explored,
complex, contextual, and too context-sensitive to be studied through other approaches and especially
using quantitative methods [49,50]. In the current situation, and taking into consideration the aim
of this study, the case study method seemed the most appropriate to explore this phenomenon and
understand or discover specific mechanisms and facets [51–53]. If, on the one hand, the case study
method provides detailed qualitative information, is useful for further research, and permits exploration
of impractical phenomena, on the other hand, it provides little basis for the generalization of results,
little scientific rigor, and it is affected by the researchers’ own subjective feelings. To overcome these
limitations and ensure the validity of the research, a triangulation technique was adopted, collecting
data from multiple sources, helping to remove any biases due to research subjectivity in the data
interpretation [54].

3.2. Company Description

Deliveroo is a food delivery company founded in 2013 in London (UK) by Will Shu and Greg
Orlowski, and today it is present in 12 countries and more than 800 cities. Customers place an order
through the application or the website and the riders transport the product purchased from the
restaurant to the address indicated by the customer. In Italy, the company was born in 2015 and today is
led by Mr. Matteo Sarzana. It is present in 200 cities and collaborates with more than 13,000 restaurants
throughout the territory, from large catering chains to independent restaurants. It has 160 employees
and 13,000 drivers working there. Home delivery takes place mainly through the use of bikes (49% of
the vehicles as a whole), e-bikes (6.5%, the number of which has increased in absolute terms and in
percentage terms), scooters (24%), and cars (20.5%); the latter being most prevalent in smaller urban
centers where home delivery does not affect city logistics. In 2018, the company had a turnover of
21.9 million euros, generated by restaurant and customer commission on delivery, marking a 97%
increase compared to the previous year and generating a turnover for the catering sector of around
70 million euros.

3.3. Data Collection and Analysis

This study took place between May and July 2020 and multiple data sources were employed. As a
primary source, we conducted in-depth interviews via Google Meet with organizational managers of
Deliveroo Italy. In particular, four in-depth interviews were carried out separately with Mr. Matteo
Sarzana, General Manager; Mr. Martino Madelli, Head of Operations; Mr. Federico Scarsi, Head of
People; and Mr. Gian Luca Petrillo, Head of Corporate Affairs. Each interview lasted approximatively
30 min, and was recorded and transcribed verbatim. Respondents received a copy of the manuscript in
order to validate the contents of the study. The interviews focused on several topics, mainly related to
the sustainability choices of Deliveroo Italy, and in particular: the innovative sustainability-oriented
projects and initiatives adopted, the competitive environment in which the company operates, the
approach towards sustainability, the choice to encourage the use of electric vehicles for the distribution
of food products, the acquisition of knowledge and the capitalization of information for the adoption of
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sustainable strategies, and the collaborative strategies adopted to create a more sustainable environment.
A semi-structured interview was adopted for the study using a single set of open-ended questions for
all interviewees whose wording changed in relation to the situation and opinion of the participants [55].
Furthermore, in order to achieve data triangulation, we collected secondary data, such as media articles
published online, newspapers, documents published on the official Deliveroo website, in order to
capture other dimensions of the studied phenomenon.

4. Results

4.1. The Competitive Environment and Sustainable Choices

As emerged from the interviews, all respondents exhibited the same vision of the delivery sector in
terms of competitive positioning and strategies addressed to introduce product and service innovation,
mainly in the sustainability field. As asserted by Mr. Matteo Sarzana, General Manager of Deliveroo
Italy, “we were the first to create this type of market that did not exist before, offering restaurants
a service that they did not offer to their customers, that of the food home delivery”. Furthermore,
Deliveroo was the first company to launch the cloud kitchen, i.e., kitchens dedicated exclusively to
delivery from which it is possible to order only online, or the pick-up service during the Covid-19
pandemic, which lets users place an order then go to the restaurant and get the food themselves, or the
service that offers the possibility to order from inside the restaurant through the app by eliminating
payment to the restaurant. For these reasons, all interviewees considered Deliveroo a forerunner
compared to the main competitors.

Strategies and initiatives, those promoted by Deliveroo, are the result of a continuous sharing
of ideas and information on the environment in which the company operates among employees
and managers. Indeed, for a company leader in the sector, and one who does not want to lose the
competitive advantage gained, the acquisition of information, the analysis of data, and the capitalization
of knowledge have a strategic value. For this reason, as Mr. Gian Luca Petrillo said, it is necessary to
prepare quarterly or monthly plans, as in the case of the Covid-19 pandemic, built after an assessment
of the previous period and taking into consideration the market trends. Therefore, information from
the market is acquired daily, feedback is requested from employees, and meetings are periodically
organized to share the information acquired and intervene promptly to solve specific problems. From
this point of view, Mr. Gian Luca Petrillo underlined that the monitoring of the data is constant to
evaluate company performance, the impacts of the choices made, and the economic sustainability of
the proposed initiatives.

Commitment towards sustainability and respect for the environment characterize the platform’s
activities, being part of the corporate culture, which is entirely new for the very nature of the sector.
From this perspective, and as emphasized by Mr. Federico Scarsi, Head of People of Deliveroo
Italy, an internal committee called ‘Deliveroo Goes Green’ was created and self-managed by the
internal staff, which aims to propose sustainable initiatives to top management and spread a culture
of sustainability in the workplace. Those and other initiatives are examined by a specific committee.
As Mr. Federico Scarsi, said, “at the beginning of the year, each department proposes to the top
management initiatives and projects with the relative costs, which are subsequently assessed and
must fall within the budget assigned to the initiatives themselves”. With specific regard to sustainable
choices, several initiatives were developed by Deliveroo Italy, underlying the company’s strong
commitment in environmental and social fields. Among the main projects and initiatives, the company
encourages the use of public transport by its employees by reimbursing almost all subscriptions.
Indeed, for Deliveroo it is important both to bring the customer high quality food and also the
sustainability of the delivery service. For this reason, the company continues to work to improve
their app and product packaging to answer the customers needs and expectations [56,57]. In line
with this, other good empirical examples include the plastic free campaign that was launched within
the offices, eliminating the use of plastic coffee cups, replacing them with ceramic cups with the
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Deliveroo logo, leading to savings of around 50 thousand plastic cups in a year. Furthermore, the
company, to celebrate World Environment Day 2020, established a partnership with AMSA, a municipal
company in Milan that deals with waste management, by launching an awareness campaign to support
restaurants and citizens to correctly differentiate food packaging and support restaurateurs in choosing
sustainable and compostable packaging [58,59]. Deliveroo is increasingly committed to the fight
against plastic consumption, as emerged with the introduction of the “no cutlery” option in the app,
giving customers the opportunity to choose not to receive plastic cutlery together with the food ordered.
This initiative led to a drastic contraction in the demand for plastic cutlery, 85.6% less in the first months
of 2020 [60–62]. The strong environmental commitment, as shown by the initiatives undertaken, is the
result of a constant and growing company commitment in the diffusion of an increasingly widespread
environmental and social culture. In line with this, Mr. Matteo Sarzana asserted that “We want our
presence in the territories and communities in which we operate to create value not only from an
economic and employment point of view but also socially and environmentally” [60].

4.2. Sustainability Orientation and Electro-Mobility

The idea to introduce electro-mobility for home delivery arose from the need to satisfy the
demands of customers and institutions. On the one hand, the growing environmental awareness
of consumers and, on the other hand, the need to reduce urban transport pollution and emissions,
have led the food delivery company to adopt more sustainable practices, making it more sustainable
than competing companies. This is even more true, as affirmed by Mr. Scarsi, for multinationals,
which are asked for a greater commitment in the environmental field. The company does not have
a fleet of vehicles, since it is the rider who chooses the vehicle to be used for food home delivery in
relation to its environmental sensitivity, but Deliveroo supports this initiative, promoting the use of
sustainable vehicles and trying to identify solutions that could favor the spread of sustainable and
electric vehicles, leading to establishing partnerships with companies that could offer particularly
advantageous solutions for riders. In line with this, Deliveroo recently launched a new partnership
with Go-Volt, a start-up that offers sustainable micromobility sharing services, through which riders
can obtain some exclusive rental offers for the purchase or rental of e-bikes and e-scooters [63]. As Mr.
Sarzana said: “this is an ethical choice linked to the context in which the company operates, in fact
the company cannot fail to take into account not only the economic, but also the environmental and
social impact of the choices in the context in which it operates”. From the riders’ point of view, the
adoption of electric vehicles means they can make more deliveries, travel more miles than they can
with a normal bike without getting tired, and work longer [64].

However, the choice of light vehicles, such as bikes, e-bikes, or scooters, is not only an
environmental choice but also a necessary choice for the type of delivery. It is, as Mr. Gian
Luca Petrillo pointed out, a match between operational needs and environmental sensitivity. Some
data released by Deliveroo revealed the effectiveness of the sustainable mobility strategy adopted that
resulted in a reduction of 6400 tons of CO2 not emitted into the atmosphere thanks to the use of bikes,
and of these, 700 tons only in Italy, equal to that absorbed by 20 thousand plants [65,66]. Mr. Matteo
Sarzana asserted that “This initiative is part of a broader strategy, which looks to the future, in which
we are committed, in the medium term, to promoting electric mobility, the reduction of emissions
and eco-sustainable packaging” [60]. This is in line with what Mr. Scarsi said, according to which
the choice to adopt sustainable vehicles and in particular electric ones is a virtuous behavior that
has positive implications for the market, also influencing the choice of other companies in the sector,
and is the result of a concrete commitment of the top management to do something for sustainability.
Undoubtedly, there is a return of image, especially for customers who are more attentive and sensitive
to environmental issues, who consider these choices as an ethical and social value. The implementation
of this new distribution system has not encountered any internal obstacles, both for the training of staff,
which is medium–high, and for the age of the same staff, on average 27 years. The main complexity, as
Mr. Scarsi said, is linked to the diffusion of the green culture among drivers, despite this initiative being
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created with the aim of giving a signal for changing consumption and life habits. Through this choice,
as Mr. Madelli said, the company became a catalyst for a message of sustainability. Furthermore, the
diffusion of these vehicles, as emphasized by respondents, is today hampered by various factors, and
in particular by the cost, which remains too high despite environmental awareness; by the limited
diffusion of charging stations; by the autonomy of the vehicles; and by technological obsolescence.

5. Discussion and Conclusions

This study explored the proenvironmental strategies adopted by one of the most important food
delivery companies in the international arena. A special focus was, in particular, on sustainable
mobility, as today, more so than in the past, it has become a priority to respond to the environmental
pressures in various economic sectors, among which food delivery is one. The findings provide insights
and hints to the local authorities and managers of companies operating in the food delivery sector
interested in adopting more sustainable strategies contributing to reducing the environmental impact
of their activity and the emissions involved in transporting in urban areas, one of the most relevant
of today’s problems [9,10]. As discussed earlier, the results of the interviews show that a company
working in a highly dynamic and competitive market, such as that of food delivery, invests daily in the
acquisition of information from the market, managing to capitalize on it, thanks to a young, dynamic,
and competent working environment. In particular, the information translates into projects and
initiatives, which, examined by a specific committee, become operational and effective, since they are
the result of a shared project that takes into account the expectations of all potential internal and external
stakeholders. This ability of knowledge acquisition, assimilation, transformation, and exploitation,
which emerged from the analysis conducted, ensures that companies can reconfigure new operational
capacities oriented towards superior performance [39,52,67]. The acquisition and management of
information from the external environment, as well as the constant monitoring of the goals achieved,
allow both definition of best practices oriented towards sustainability, and, at the same time, the
satisfaction of the information needs for a rapidly growing but little-explored sector. The results
also show that numerous initiatives and choices are the result of a corporate culture of sustainability,
which integrates social, environmental, and economic concerns into corporate culture, decision-making
strategies, and operations [68]. The numerous sustainability-oriented initiatives undertaken by the
company, including the use of sustainable and electric vehicles, is the result of an ethical company
choice aimed at responding to the expectations of institutions, politicians, citizens, and operators in
the sector in the environmental field. Indeed, as emphasized by Borza [69], the optimization of the
efficiency of logistics services simultaneously requires the satisfaction of consumer needs and the
need for institutions to reduce the environmental impact of distribution. An interesting outcome
from the survey was the company’s commitment in the social field. Through the initiatives promoted,
Deliveroo aims to promote ethical and social values, educating citizens and sector operators to adopt
more environmentally responsible behavior, which can become a competitive lever of the company.
In this way, Deliveroo becomes a social company that aligns market logic and social logic, seeking
self-support for the sale of products and services together with the generation of social value [70,71].

The adoption of electric vehicles, as highlighted by the interviewees, has had and will have
a strong impact on improving air quality and reducing emissions. This is in line with what has
been shown empirically in many studies, according to which the adoption of electric vehicles is the
suitable solution to reduce the environmental impact related to food delivery in urban areas [9,21,23].
The sustainability of the transport system and the diffusion of sustainable vehicles, however, clashes
with some problems related to vehicle cost, and above all, with infrastructure problems, such as
the lack of recharging stations that politicians and institutions must address, in line with European
policies aimed at sustainability. These obstacles have also been found in other research on home
food delivery [9]. This underlines how a multistakeholder approach is needed, which, through the
involvement of all key players in the sector, in the different planning stages, can create social and
environmental value [3,28,72]. In this respect, the creation of partnerships with service companies
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that deal with electro-mobility can represent an optimal solution, contributing to the creation of
value in the territory. This demonstrated how it is possible to encourage the use of electric vehicles
through strategic partnerships, and above all, that there is a demand for sustainable mobility driven
by the environmental awareness of operators in the sector and their need to meet the expectations
of consumers who are more attentive to environmental issues. Findings must represent an input
for institutions at the local level, who may use this information to promote infrastructural policies
aimed at encouraging the adoption of sustainable vehicles. Furthermore, Deliveroo, through the
strategies adopted, faces the challenge of reconciling the growing demand for home food delivery
with issues related to sustainability, and in particular, the impact of distribution in urban areas on
air quality and the environment. From this point of view, the latest Italian Relaunch Decree (Decree
34/2020) [73], according to which a mobility bonus was provided for the purchase of bicycles, including
pedal-assisted bicycles, as well as vehicles for personal mobility with mainly electric propulsion, can
be a lever to encourage the spread of sustainable mobility systems in urban areas, including for home
delivery of food products. Finally, as revealed by interviewees, Deliveroo is a precursor of virtuous
behavior oriented towards sustainability. The “no cutlery” campaign, launched in 2018, is in line with
the EU 2019/904 directive, regarding the reduction in the use of disposable plastic from 2021 [74].

Our results represent a good example of environmentally, socially, and economically responsible
behavior for other companies in the sector, in order to respond to growing environmental and social
concerns of citizens and institutions.

6. Practical Implications, Limitations, and Future Research

As previously highlighted, the transport of goods is today responsible for emissions and problems
related to air quality, especially in urban areas. Deliveroo undoubtedly represents a good example
of sustainable logistics and the dissemination of good practices among the key players of the food
delivery sector. It is evident, in fact, that the adoption of sustainable means, including e-bikes or
e-scooters, can contribute substantially to the reduction of emissions of polluting substances into the
atmosphere. However, if on the one hand, there is a strong commitment on the part of Deliveroo
to find solutions that encourage the use of these means, on the other hand, there is the need for a
greater commitment on the part of the institutions to create infrastructure conditions that facilitate the
diffusion of these means. From this point of view, the information collected through the analysis of the
Deliveroo case study, with reference to the sustainable mobility choices adopted, can be incorporated
into the decision-making process aimed at making the logistics system in urban centers more efficient
and shared with all players of the food delivery system.

Despite the results being interesting, this study shows the limitations associated with the choice
to adopt a case study which prevents generalization, allowing us, however, to enrich the literature in
this research field and provide new insights for future research. In particular, taking into consideration
this limitation and the scarcity of studies in this research field, new empirical research could be
carried out in order to evaluate the impact of proenvironmental initiatives and projects based on
quantitative methods.
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