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Let’s set the table
Every restaurant operator’s pandemic experience is unique, but one thing is universal: 

takeout and delivery are  more important than ever before. Today’s restaurant 

operators are committed to online ordering. Meeting new customers where they are 

through food delivery marketplaces, your own branded online ordering experience, and 

in many cases both, is another avenue through which you can build loyalty and diversify 

revenue streams. 

To help you develop a successful online ordering strategy, Grubhub engaged leading 

restaurant industry research firm Technomic to survey consumers and independent 

restaurant operators to learn what matters most to consumers in 2022 and how 

independent restaurant operators are meeting those demands.      

63% 
of surveyed consumers report increased 

frequency of third-party restaurant delivery  

orders compared to pre-pandemic.

90% 
of surveyed consumers expect consistent 

or increased usage going forward.
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 Survival strategies with staying power
Early on in the pandemic, restaurant operators pivoted quickly to grab the lifeline provided by 

takeout and delivery. From expanding menus to offering direct online ordering, elevated takeout 

and delivery programs helped satisfy consumer demand while keeping the doors open for many.

The new realities of takeout and delivery
The pandemic promoted many restaurant sales and operations changes, but according to the 

restaurants we reached out to, nothing was as substantial as the increase in delivery and takeout 

orders due to indoor dining restrictions. And while the restaurant industry continues to evolve and 

adapt to the ‘new normal’, takeout and delivery continue to generate a large share of total sales. 

Delivery share of total restaurant sales

Since 2019, delivery 
increased to exceed

20%
of total sales across 

all segments

Top 7 ways independent restaurants enhanced  
takeout and delivery programs since early 2020 

1.	 Increased the number of menu items available for takeout and delivery

2.	 Increased the number of third-party service providers restaurants work with

3.	 Added self-delivery

4.	 Established or enhanced restaurants’ own website for ordering takeout and delivery

5.	 Established or enhanced rewards and loyalty programs for takeout and delivery

6.	 Increased the geographical range where restaurants deliver

7.	 Increased the number of virtual restaurant concepts restaurants operate

More than half  
of operators expect 
these changes to be 

permanent

Base: 350 independent operators
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The new realities of takeout and delivery:  
A spotlight on beverages
Another change related to the pandemic is that beverages have emerged as an important 

menu category for successful takeout and delivery programs. Not only do both non-alcohol 

and alcohol beverages complete the off-premise dining experience for consumers, but they 

also build check average and drive margin for the restaurant. 

Mealpart typically ordered for takeout and delivery:    
Gen Zers and Millennials are most likely to order beverages

  Base: 1,001 consumers ages 18+                      * Alcohol beverage only shown to consumers ages 21+

More independent restaurant operators surveyed are offering beverages for third-party 

takeout and delivery.

Beverage delivery is challenging for 

restaurants, however. Ensuring the drinks 

don’t spill or leak and that they arrive at  

the right temperature so consumers can 

enjoy them along with their food is crucial  

to consumer satisfaction. 

85% 
of independent restaurant operators surveyed who 

used Grubhub are satisfied with Grubhub delivery 

partners’ handling of hot and cold items in the same 

order—higher than the competitor average.

Side

Dessert

Nonalcohol
beverage

Coffee

Alcohol  
beverage*

Appetizer

Entree

20% 40% 60% 80%10% 30% 50% 70% 90%

Overall

Gen Zers

Millenials

63% 
offer alcohol beverages,  

up from 15% in 2019.

81% 
offer hot non-alcohol beverages,  

up from 23% in 2019.

82% 
offer non-alcohol beverages,  

up from 49% in 2019.



Key ingredients for online ordering success 
On the following pages, we’ll lay out the recipe for an online ordering program that benefits your 

business, driven by data and insights from this exclusive research. 

1.	 Become a customer magnet 

2.	Seek out a strong partner

3.	Prioritize operational efficiency 

4.	Demand stellar support 

5.	Keep customers coming back
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Become a customer magnet 
Making sure your restaurant is discoverable by consumers and then building their loyalty are 

both crucial steps to driving sales and sustainable growth for takeout and delivery programs. 

KEY INGREDIENT 1

Availability of loyalty/rewards program or perks
60%

Appealing pictures and images of menu items
75%

Restaurant’s ratings and reviews
77%

Ability to customize order
81%

Menu item descriptions
83%

Important attributes of third-party and restaurant delivery 
apps and websites
Share indicating important/very important

7 out of 10  
consumers surveyed who 

use third-party delivery apps 

prioritize the ability to explore 

and discover new restaurants 

when choosing a third-party 

delivery provider app.

Nearly 9 out of 10  
independent restaurant operators surveyed 

who use Grubhub agree that the Grubhub 

marketplace provides a new or additional 

marketing channel, allowing the restaurant 

to reach new customers—higher than the 

competitor average.

Grubhub supports customer acquisition

of consumers surveyed report using  

Grubhub to discover new restaurants.

of consumers surveyed rate Grubhub  

highly on the ability to easily explore  

and discover new restaurants.

Consumers using Grubhub consider it a useful 
tool for finding new restaurants 

72%

77% 

  Base: 1,001 consumers ages 18+                     
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Prioritize operational efficiency 
Labor challenges and rising costs require all aspects of a restaurant’s operation to be 

optimized in order to limit labor costs, drive profitability, and provide a quality customer 

experience. This is particularly important for takeout and delivery programs. 

Nearly 9 out of 10 
agree that Grubhub provides flexibility via delivery/order fulfillment options— 

higher than the competitor average.

Nearly 9 out of 10 
agree that Grubhub streamlines takeout and delivery order processing— 

higher than the competitor average.

Among independent restaurant operators surveyed who use Grubhub

More than 8 out of 10
agree that the Grubhub merchant portal is easy to use.

More than 8 out of 10
agree that Grubhub has a positive impact on speed of 

service for takeout and delivery customers.          

77% 
of consumers 

surveyed who use 

Grubhub highly 

rate Grubhub’s 

delivery speed.

Grubhub integrates with most of the major 

POS system and middleware providers, 

including Clover, Toast, Olo, and more.

KEY INGREDIENT 3



Demand stellar support 
To succeed in today’s competitive landscape, restaurant operators leverage real-time analytics 

and consultations from industry experts. 

When evaluating delivery and takeout providers, you must look for a partner who provides you 

with more than just logistics. Restaurant operators are prioritizing partners that equip them with 

self-service technology, actionable insights, and real-time support from industry experts. 

Nearly 9 out of 10 
agree that Grubhub’s insights and 

promotional tools increase order volume—

higher than the competitor average.

Nearly 9 out of 10 
agree that Grubhub provides actionable 

insights that help to grow sales— 

higher than the competitor average.

Among independent restaurant operators surveyed 
who use Grubhub 

Grubhub Account Advisor

When you join Grubhub, you get a dedicated 

Account Advisor who is personally invested in 

your restaurant’s success. 

KEY INGREDIENT 4
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About This Report 
The report was developed by Technomic, a leading restaurant 

industry market research and consulting firm, on behalf of Grubhub. 

To obtain the data featured in this report, Technomic conducted 

surveys with consumers and independent restaurant operators.  

The surveys were fielded by Technomic January 20-28, 2022. 

Participants were not compensated or otherwise incentivized by 

Grubhub. The data and claims presented in this report accurately 

reflect the survey questions posed and participant responses. 
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AGE
20% 40%10% 30% 50%

11%
32%
34%
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15%

Female

Nonbinary

Male

GENDER
20% 40%10% 30% 50%

48%

51%

1%

South

Midwest

West

Northwest

REGION
20% 40%10% 30% 50%

19%

46%

20%

15%

A suburb

A small city

A rural area

A city

URBANICITY
20% 40%10% 30% 50%

42%

36%

10%

12%

Consumer Sample:  
1,001 consumers ages 18+

Independent Restaurant Operator Sample: 
350 

RESTAURANT  
OPERATION

CURRENT ROLE/  
JOB DESCRIPTION

DO YOU CURRENTLY OPERATE IN

REGION

Operations

Owner

Chef

General
manger

20% 40%10% 30% 50% 60%

65%

15%

15%

4%

FINE/ 
UPSCALE 
DINING
21%

QUICK 
SERVICE
21%

FAMILY/ 
MIDSCALE

14%

FAST 
CASUAL
21%

WEST
27%

NORTHEAST
27%

MIDWEST
27%

SOUTH
27%

CASUAL 
DINING
21%

A CITY— 
with a population 

over 100,000

73%

A SMALL CITY—  
with a population 50,000-

100,000 and no larger cities 
within 15 minutes; not part of  

a large metropolitan area

5%

A RURAL AREA—  
in a town with fewer than 
50,000 people; not part of 
a large metropolitan area

1%

A SUBURB—  
within an hour from a major  
city or one of many suburbs  
in a large metropolitan area

21%




