
For restaurants and cloud kitchens  
operating on:

How to harness the most powerful 
marketing strategy in food delivery and 

drive more profit for your brands.

Delivery App Offers. 
The Playbook for Growth.




Menu 40% Menu 30%

Offer 2 Offer 1



Restaurants operating on food delivery apps know 

offer campaigns and discounting has a huge impact 

on revenue and customer acquisition.



But with razor thin margins, investing in offer 

campaigns can lead to questions about 

effectiveness and impact on the bottom line. If 

you’ve run discount campaigns and ended up with a 

loss - you are not alone.


 


Restaurants, chains and cloud kitchens need a more 

efficient, impactful and repeatable strategy for 

running offers.



In this guide we’ll show you how understanding your 

brand is the the key to success, as well as reveal the 

the most effective optimization strategies you can 

start using today to run better offers on delivery 

apps. 

Introduction

What we’ll cover

� Creating an offers strateg�

� Understanding audience�

� Optimization strategie�

� Discounting for profit

Why understanding discounting is crucial



3 pillars of delivery app discounting 

Discounting campaigns are the most effective 

marketing strategy on delivery apps. But how do 

you sidestep the downsides? Discounting can 

negatively impact brand equity, cannibalize 

customers who would have bought anyway and in 

the worse cases end up in a loss.








Assessment of the current 

brand equity, position in the 

market and aspirations for 

the brand and growth rate in 

the future. 








Each delivery app has it’s own 

audience. How you allocate 

budget depends on who you 

are trying to reach, and your 

goals.








Testing is the name of the game 

with discounting. Take a data 

driven approach to consistently 

drive the most new customers 

and profit.







With a clear brand strategy, audience insights and 

a testing mindset, discounting can be a  powerful 

marketing channel without damaging brand 

equity or putting profits at risk. These are the 3 

pillars of delivery app discounting. 








Brand strategy Audience Targeting Testing &  
Optimization



Defining your 
discounting strategy

High performing discounting campaigns on delivery apps start by 

defining a discounting strategy based on the brand. Get this step 

wrong and you may end up running discounts that don’t match your 

goals over both the short and long term. Not all brands are created 

equal and your approach to discounting should reflect that.



Since discounting can have a big impact on a 

brand’s impression in customers minds, always 

start  with a brand assessment before launching 

any offer campaigns on delivery apps. 



The position of the brand in the market, as well as 

the brand values, should dictate the overall 

discounting strategy. 



Brands who’ve invested heavily in design and a 

more expensive product may opt to never run 

offers in order to grow slower but protect their 

brand equity over the long term. 



if your starting with an existing brand, assess the 

current brand position in the market. Brands that 

have a history of heavy discounting will likely need 

to continue running offers to maintain revenue 

goals in the short term. 



It’s useful to ask the following questions to create 

a coherent discounting strategy that matches 

your brand goals.








What’s the maximum discount you are willing to 

accept? 


Are you willing to run 50% offers and accept the 

brand impact?



Do you only want to acquire new customers or 

drive overall revenue?



Do you have menu items that you would like to 

push?



Do you need to push specific "dead" hours to 

improve performance or kitchen utilization?











With Discounting, Brand Equity = Strategy



Set your goals up front for offer 

campaigns and measure success with 

the metrics associated with those 

goals. 









Discount campaign goals

Raise Brand Awareness3

Acquire more new customers4

With specialized campaigns types targeting 

new customers offers are a great way to get 

customers to try your brand for the first time 

without the risk of cannibalising existing sales.

Lower customer acquisition cost1

Increase top line revenue
2

4 most common marketing goals  

for offer campaigns 







Offer campaigns are one the best ways to lower 

CAC. On delivery apps offers can acquire new 

customers for 10-30 dhs. With Meta ads it’s 

often closer 80dhs - 100dhs. 

When your goal is to drive as much top revenue 

as possible without focusing on profitability, 

offer campaigns regularly drive 5X - 10X more 

revenue than base line.

 Brand Awareness is a critical part of the 

lifecycle of any brand that you can increase with 

offers. Measure with (impressions), and how 

many people clicked on your  menu .

Used strategically, offer campaigns can  be used for almost any campaign goals such as 
brand awareness, improving conversion rate and increasing overall profit 



Before you launch your campaigns consider these 

key points about this type of marketing strategy. 









Discounts are highly effective but in order to use 

them for maximum impact you must understand 

how they impact your brand, operations and 

budget overall.  








Discounting strategies - what you need to know

Test your way to 
success 

Item discounts protect 
brand equity more

Customer acquisition 
cost is very low

Always approach offers with 

a testing mindset to find 

campaign winners. 

Item discounts are less like to 

make users wait for discounts 

in the future.

Offers provide restaurants 

with the lowest CAC of all 

marketing channels. 

Cannibalization is normal with 

offers and isn’t a negative. 

Expect an impact of upto 10%.

Expect some 
cannibalization

50% offers negatively 
impact brand equity

50% discounting drives most 

revenue but customers will 

expect discounts in the future.

Offers also increase 
basket size

Customers have a 
lower retention rate

An added benefit not to 

missed - offers also increase 

average basket size.

Customer who order from 

offers have a lower retention 

rate than ads or organic.

Only the top 1% of 
brands have no offers

Almost all brands use some 

form of discounting on delivery 

apps. 



Understanding Delivery 
App Audiences 

Users on delivery apps have different audience profiles. This gives 

restaurants targeting options when it comes to discounting and it’s 

always beneficial to build an individual strategy around each app 

depending on your menu, goals and budget. 



Many restaurants think they don’t have control 

over targeting on delivery apps, but this is far from 

the case. In fact, each delivery app has it’s own 

audience that responds differently to 

discounting.  









Blanket discounting across all delivery apps will 

always lead to sub-optimal results and 

discounting should be done on how you are trying 

to reach and how that audience behaves on the 

app.








Targeting and delivery app audiences in UAE

� Demographics: Western Expat�

� Least Discount Sensitive 

Customer�

� Broad Offers & Ads 

Customization

� Demographics: Broade�

� Audience - Super Ap�

� Weekly Campaigns - Innovate 

regularl�

� Limited Offers & Ads Products

� Demographics: South East 

Asia�

� Discount Sensitive Customer�

� Aggressive Quarterly 

Campaigns

� Leading Player in the marke�

� Demographics: Mainly Locals 

and Arabs from the regio�

� Weekly Campaigns - Innovate 

regularly�

� Broad Offers & Ads Products



Most delivery platforms give you basic tools for 

running different ad strategies, but you’ll need 

more than just the basics to truly run profitable 

goal based strategies. 





Specialized delivery marketing software is the best 

solution for running, tracking and optimizing goal based 

food delivery marketing strategies.

How to run optimized offer campaigns

Manage all offers in 
one place

Automate campaigns

across channels

Easily compare offer 
performance

Combine marketing for all 

outlets, locations and 

channels in one place.

Time slot and location 

targeting, as well as 


automated discounting.

Dashboards and analytics 

tailored for delivery marketing  

to monitor performance.

Make confident optimization 

decisions with flexible tools 

and dashboards.

Benefits of all-in-one delivery marketing software

Optimize towards 
your goals

Select all Show from Status Discount rate Target Discount type Create new offer

Offers : 27 selected branches, Current Week
Create and manage all your offers in one place, with personalized rules to automatically trigger your offers on multiple delivery platforms.

Brand name Offer name Start–End date SlotDays Discount type/rate Target Revenue StatusOrdersProfit CMDiscount ROI

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones

21/02 – 00h00 - 23h59 (24h) Live1,97010050 AED10050 AED10050 AEDEveryone AED 1 AED 4.3Menu 15%M T W T F S SCh Craft Burger +3 Jacob Jones
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25 PokeHub, Adam’s Kitchen Show from Today



Offer

Strategies

Offer campaigns have a dramatic impact on revenue and profit 

metrics. Default offer strategies on delivery platforms have the 

least targeting and broadest possible reach. But is this always the 

best strategy? Here we outline the playbook for running the most 

effective offer campaign for your business.



How to discount in low peak hours







Discounting is a powerful tool to drive orders and 

revenue outside of non-peak hours. Most restaurants 

have a menu that caters more to a particular meal of the 

day.







Discounting only during non-peak hours is a way to 

drive more revenue without dropping the profitability 

of times of the day when customers are ordering the 

most.

Step 1 - View your order data by hour and day of the 

week.



Step 2 - Observe trends. In most cases you will find 

most orders come from certain times of the day.



Step 3 - Decide on a strategy for offers. You want to 

find times when people are still ordering but are also 

outside of peak hours.



Step 4 - Launch custom campaigns that target the 

desired time period.



Step 5 - Track performance with revenue, new 

customers and contribution margin (profitability)








�� Increase sales in low peak hours

Targeting discounts at 

non-peak hours in Revly



With offers, not all delivery areas are created equal. It’s 

very important to understand the price sensitivity of 

your customer base in every delivery area - particularly 

if you are running many locations.   





Equally, in every area there will be more or less 

competition for offers and it’s often easy to leave 

money on the table by giving too high a discount in a 

low competition delivery area.





�� Optimize offers per location

Use Revly to find which offers are more

effective per location 

Best practices for optimizing offers  

by location







Higher discounts are often required for price 

sensitive areas like Diera.  

Avoid over discounting in lower competition 

areas like Abu Dhabi.



Test different offers per location to see which 

offer resonates best with that particular 

customer type. 













Using location level data is a great way to boost your 

new customer acquisition goals by focusing on 

prioritizing campaigns the drive the most new 

customers.




Optimizing on a location-by-location level will 

generate more new customers whilst also combating 

cannibalization. See below for an example of using new 

vs returning per location to optimize campaigns.   




Using data to optimize new customer acquisition  

4000

New Returning

5000

900

New Returning

1300 800

New Returning

1200

700

New Returning

1100 1300


New Returning

500

New customers vs returning 
customers using discount 

across 5 locations

Analyze discount performance on a  
location level compared to aggregated results

New customers vs returning 
customers using discount  

per location

Location C

All Locations

Location D

Automatically compare offer 

campaigns in Revly 

Overall the campaign got more new customers 
but one location generated more returning 
customers than new ones. For location D this 
discount was not effective at increasing new 
customer acquisition.

Automatic discount recommendations 
in Revly make increasing new customers 
and reducing cannibalization from 
discounts easy. 

Location A Location B

Compared to

Single offer

This offer was not a great way 
to improve your top-line and 
gain market share. 


This offer was profitable and is 
a great way to improve your 
bottom line. If this is your goal 
try it again!

This offer had a positive impact 
on your customer acquisition. 
Try it again if you see positive 
results on other metrics!

Compared to

Single offer

This offer was a great way to 
improve your top-line and gain 
market share. 

If this is your goal try it again!

This offer was profitable and is 
a great way to improve your 
bottom line. If this is your goal 
try it again!

This offer did not have an 
impact on your customer 
acquisition. Try a different offer 
to meet your goals.



Discounting for Profit
The biggest challenge restaurants often face with discounting 

is the prospect the campaigns end up at a loss. For this reason 

many opt to avoid offer campaigns. However by tracking 

contribution margin not just revenue, restaurants can easily 

optimize their campaigns to ensure they are running offers 

that are consistently profitable.



Profitability analysis

Campaign contribution margin =  

total revenue - (discount spend + commission + food cost)

Contribution margin helps you answer questions like, 

which campaign generates the most profits, and  which 

campaign is the most profitable on each aggregator? 

Or, when is it best to run free delivery, a 20% full menu 

discount or just an item discount?

Contribution margin is defined as total revenue minus 

variable costs. It’s a simple, but powerful formula that 

tells you: after you take into account all the costs 

associated with running the offer campaign, how much 

profit is left over?

Compare contribution  
margins to find most  
profitable campaigns. 



Automatically compare offer profit

Manually maintaining contribution margin calculations 

in spreadsheets is one of the most time consuming 

parts of modern day delivery app marketing - and 

sometimes it’s not even possible at all.

Delivery app marketing software  helps operators 

automatically track profitability  in one place - making 

optimization easier, and saving hours of time per week 

managing campaigns. 

Delivery app marketing software  helps 

operators automatically track profitability  in 

one place - making optimization easier, and 

saving hours of time per week managing 

campaigns. 

Automatic profit tracking in Revly

Easily compare the profitability

of offers



Setting Budgets
There is no rule book for setting delivery app marketing spend, 

however by following the process outlined here, you can easily build 

a framework for setting budgets on delivery apps, and use it is as the 

basis for solid decision making. When determining your marketing 

budget, consider your brand's equity, market presence, and what 

% of revenue you are willing to invest. 



Budget setting guidelines 

To decide how much to spend on food delivery 

app marketing assess the position of the brand in 

the market, as well as the overall brand equity. Use 

a percentage of total revenue to decide on the 

best budget. 





Best practice is to spend between 0-30% of total 

revenue for offers, and 0-15% of total revenue on 

ads depending on the lifecycle of the brand. 








Recommended guidelines for setting budgets 

based on brand equity.   








Brands with  
Strong Equity

Established brands with strong 
equity can afford to spend less. 

of monthly revenue

0-3% on Offers  
3-8% on Ads

Brands with Weak 
Equity

Brands with low equity often need 
to spend heavily on marketing.

of monthly revenue

10-20% on Offers  
5-15% on Ads

Brands New to 
Market

New brands that want to gain 
market share quickly.

of monthly revenue

5-15% on Offers  
5-10% on Ads



Want to know more about how we help 

restaurants get more orders on delivery apps?

gorevly.com
v i s i t

About Revly
Revly is a delivery app marketing and analytics platform focused on helping restaurants 

unlock the power of data at their businesses. We build tools and services that help 

restaurants increase their revenue and optimize their customer flow. 



