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OPPORTUNITY TO GO
Consumer insights to drive your restaurant’s delivery experience
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Introduction
Once the territory of pizza and Chinese food, delivery is shaping up to be a 
necessity for restaurants to remain competitive. In fact, a recent study by strategy 
firm LEK Consulting estimates that by 2023, delivery and off-premise dining will 
have triple the growth of on-premise dining.1

There’s unlimited runway in delivery for everyone from fast food chains to full-
service, upscale restaurants. According to Statista, the revenue for online food 
delivery in the U.S. is estimated to exceed $19 billion in 2019. It also anticipates 
that there will be rapid growth through 2023 at an annualized rate of 5.9 percent.2  
However, by some estimates, delivery currently represents about three percent of 
total restaurant traffic.3 Many brands are looking for growth opportunities in delivery, 
while slow adopters are sensitive to getting left behind.

Tapping into consumer sentiment about off-premise dining can help brands 
get ahead by shaping a truly customer-centric approach. Providing a seamless 
experience for your customers can be the catalyst to driving sales and creating 
raving (and ravenous) fans of your brand. Conversely, failing to deliver—literally—  
sends your customers straight to the competition. 

In this E-book, Steritech provides compelling insights 
into consumers’ off-premise dining experiences. To 
gather the data, we surveyed over 1,000 people from 
across the U.S. about their food delivery and carry-
out experiences in the six months prior to February 
2019. Their responses, opinions, and desires 
can help enterprising restaurants craft a winning 
experience in a super-heated market. 
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Demographics
Participants in Steritech’s restaurant delivery survey covered a wide 
demographic range. In total, there were 1,053 survey respondents. 
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Who is using delivery? 
Busy consumers are increasingly turning to delivery to help them maximize their time. 

More than 7 out of every 10 survey takers ordered food 
for delivery in the six months prior to taking the survey. 

18–27 year olds ordered delivery in the previous six months at a higher rate than any 
other age group, followed closely by 36–51 year olds. Those over 70 ordered the 
least amount of delivery of any age group.

Survey takers who are married (with or without children in the household)  
were the top group ordering delivery at 39.4%.   

34.4%  – Single

25.4%  – Married with children under 18

14%  – Married with no children

10.6%  – Live with roommates

9.1%  – Not married, with children under 18 in the household

6.5%  – Other living situation

Males outpaced females slightly in ordering 
delivery—73% of male survey takers ordered 
delivery, while only 69.7% of female survey 
takers had.

The percentage of survey takers from each 
region that ordered delivery in the previous 
six months: 

WEST

63.8% 

NORTHEAST

76.2% 

MIDWEST

71.1% 

SOUTH

72% 

73% 69.7% 
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Frequency of delivery
Delivery hasn’t become a “way of life” for the majority of delivery users...
yet. Survey takers were asked, “Within the last six months, how often have 
users placed delivery orders?” Whether directly from a restaurant or through 
a third-party app, delivery remains “casual” for nearly half of all users. 

Other

Not happy with past delivery drivers

Not happy with past app experiences

Not happy with past delivery food quality

Don't use apps on their phone

Not convenient 

Cost

Via third-party delivery app

Via third-party delivery website

Via the restaurant app

Via the restaurant website

Call-in order

Tried to get it resolved using social media

Posted an online review

Called the delivery service or 
submitted an issue through the app

Called the restaurant directly

More than 10 times

4 - 10 times

1 - 3 times

30.3%

57%

24.9%
18.2%

32.9%12.4%

37.2%
49.6%

13.2%
11.6%

26.9%

10.6%

4.1% 1.4%

25.1%
18.7%

17.1%

4.9%

2.1%

1.8%

Other

Frequency of delivery. How often survey 
takers used delivery services in the six 
months prior to the survey.

       Steritech’s Hot Takeaway

Do you know who your biggest delivery customers are? 
The answer may surprise you. Steritech’s survey shows 
that nearly the same percentage of survey takers ages 
18-27, 28-35, and 36-51 ordered delivery in the last 
six months, but order frequency increased with each 
respective age group. 

In the previous six months: 
• 9% of those ages 18-27 ordered more than 10 times
• 15% of those ages 28-35 ordered more than 10 times 
• 18% of those ages 36-51 ordered more than 10 times

Additionally, survey takers who are married were the 
top group ordering delivery, regardless of whether they 
have children in the household or not. Age and marital 
status could point to higher incomes that come with 
increasing career status and dual incomes.  

Many businesses are focused on capturing the 
purchasing power of upcoming generations; but, with 
cost being the biggest concern for those who are not 
ordering delivery, refocusing your delivery strategy on 
your older, married audience could pay off. 
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WHY THEY AREN’T USING DELIVERY
Among survey takers who didn’t use delivery service, reasons vary for not 
using delivery services; however, cost leads the way. 

Cost plays a big factor in avoiding delivery. 
“I haven’t looked into trying it yet. I am afraid the cost will be higher than 
me just going to get something myself.”  
28–35 year old, married female with children under 18 in the house, in the Northeast U.S., who hasn’t used delivery

Other

Not happy with past delivery drivers

Not happy with past app experiences

Not happy with past delivery food quality

Don't use apps on their phone

Not convenient 

Cost

Via third-party delivery app

Via third-party delivery website

Via the restaurant app

Via the restaurant website

Call-in order

Tried to get it resolved using social media

Posted an online review

Called the delivery service or 
submitted an issue through the app

Called the restaurant directly

More than 10 times

4 - 10 times

1 - 3 times

30.3%

57%

24.9%
18.2%

32.9%12.4%

37.2%
49.6%

13.2%
11.6%

26.9%

10.6%

4.1% 1.4%

25.1%
18.7%

17.1%

4.9%

2.1%

1.8%

Other

$

Reasons for not using delivery. Reasons survey takers did not use delivery in the  
six months prior to the survey.

      Steritech’s Hot Takeaway

In combination with feedback from 
consumers on changes they’d like to 
see made in delivery (page 18), you may 
have an opportunity to win over delivery 
customers by taking a hard look at your 
pricing models or considering ways you 
can educate customers about the fee 
structure. Delivery fees, combined with 
the need to tip drivers, is a pain point for 
many customers. 
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How delivery orders are placed
Understanding how consumers are using delivery services may help 
you target your marketing or refine your internal processes to bring in 
more delivery revenue. 

HOW DID PEOPLE PLACE THEIR ORDERS? 
Of the 744 people that ordered delivery, nearly one-third (29.8%) 
reported using an app to do so. The largest percentage of these users 
came from the 18–27 year old demographic; the second largest group 
to use apps was the 36–51 age group. 

Notifications would drive a better experience. 
“I would like if they called to tell me that they were 5 or 10 minutes away so I can have 
the money ready and waiting by the door. Usually they tell you it will take 30 minutes 
to arrive, but that doesn’t always happen. So a heads up would be wonderful.” 
28–35 year old female delivery user with children under 18 in the household, who ordered delivery  
4–10 times in the six months prior to the survey

Other

Not happy with past delivery drivers

Not happy with past app experiences

Not happy with past delivery food quality

Don't use apps on their phone

Not convenient 

Cost

Via third-party delivery app
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Call-in order
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Posted an online review

Called the delivery service or 
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Called the restaurant directly
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30.3%

57%

24.9%
18.2%

32.9%12.4%

37.2%
49.6%

13.2%
11.6%

26.9%

10.6%

4.1% 1.4%

25.1%
18.7%

17.1%

4.9%

2.1%

1.8%

Other

How delivery orders are placed. What methods did delivery customers use to 
place their orders?
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WHAT ARE THE TOP DELIVERY APPS PEOPLE ARE  
USING TO PLACE THEIR ORDERS?
While the data shows that over 40% of customers are still ordering much of 
their food directly from the restaurant, use of third-party services is growing, 
with UberEats ruling the third-party service group. 

UBEREATS

18.7% 
GRUBHUB

15.1% 
DOORDASH

14.6% 
POSTMATES

7.6% 

OTHER

OTHER

2.1% 

      Steritech’s Hot Takeaway

Verbal and phone orders have more 
potential for error than the automated 
choices offered via an app or website. 
 
For restaurants and third-party delivery 
firms, it is critical to have an optimal 
online experience that meets customer 
expectations. Based on consumer 
feedback from this survey, you should 
consider adding the following features 
to improve your customers’ online 
experience: 

• Offer online payment options

• Create a portal for dispute resolutions

• Provide real-time delivery tracking or 
time estimates

• Send text notifications and alerts 

• Clearly communicate your fee 
breakdown

• Offer online tipping options
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The delivery dilemma: In-house or third party?
Restaurants are weighing their options to turn delivery into a revenue generator. 

The pro for in-house delivery is that restaurants 
have complete control over ordering and 
delivery, decreasing risks to the brand. 
However, developing an in-house system 
can be costly: technology development (and 
struggles if technology goes down), continual 
updates as technology evolves, additional 
employment costs for delivery personnel, and 
difficulty scaling as a brand grows. 

Third-party delivery comes with its own cons. 
Commission and delivery fees can scrape 
away at the already small margin generated by 
delivery—and could be costing you customers, 
based on feedback in this survey. But more 
risk for the brand may be the quality control 
issues: once food leaves the restaurant, the 
restaurant doesn’t have any control over how 
long delivery takes, food temperatures, food 
security, and delivery personnel behavior. 

A previous 2018 consumer survey from 
Steritech illustrates why that last point is 
significant: nearly 30 percent of delivery 
users experienced a problem with their 
order. Of those people, 80 percent blamed 

the restaurant for the issue, no matter if they 
ordered from the restaurant or a third-party 
delivery service. 

Major players are taking different approaches 
and using the delivery market’s growth to 
their advantage. McDonald’s, which had been 
exclusively using Uber Eats since 2017, re-
orchestrated its deal with the delivery firm 
in April 2019 under significantly reduced 
commission rates.4 Fast forward to July 2019, 
when McDonald’s announced it would move  
its partnership to DoorDash nationwide later 
this year.5

On the flip side, Domino’s, a leader in pizza 
delivery, is taking a different stance, refusing to 
work with third-party delivery providers.  
“I’d have a tough time sleeping at night if I 
was handing our food to an untrained, random 
third-party driver to then carry that over to our 
customer, because what happens when you 
have a service failure or you have a product 
quality problem in that situation?” Domino’s 
CEO Ritch Allison told listeners in an April  
2019 earnings call.6
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A deeper look at delivery challenges 
Delivery may be growing in popularity, but with its growth comes the potential for a less-than-
satisfying customer experience—ultimately, having an impact on the way a customer perceives the 
experience with your brand. When handled the right way, a brand has the opportunity to keep a 
customer for a lifetime or, at least, make them a raving fan. 

The consumers taking Steritech’s survey that have used delivery services reported the following: 

reported issues 
with a delivery 
person

reported issues 
with packaging

reported issues with order accuracy, such as receiving 
items different than what was ordered, having items 
missing, allergen requirements weren’t met, etc.

  TOP 3 ISSUES:

• Orders accurate, but missing items 

• Orders only partially correct

• Orders entirely wrong

13.3% 20.3% 26.2% 

  TOP 3 ISSUES:

• Unfriendly or rude delivery 
person

• Took too long/arrived after 
scheduled time

• Driver appearance 
(unkempt or disheveled)

  TOP 3 ISSUES:

• Packaging did not keep 
food hot/cold 

• Packaging not designed to 
prevent/contain spills

• Packaging not secure/ 
designed to prevent 
tampering
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Solving for order accuracy issues  
Order accuracy was the leading issue for delivery-using consumers in this 
survey, with more than one-quarter experiencing a problem. Accuracy issues 
can occur at several points in the delivery process:

• Incorrect orders taken down at the time of order
• Orders being packed incorrectly or missing items
• Delivery personnel handing over wrong orders or 

forgetting to include elements of an order at the point of 
delivery

Leading brands, such as Panera, have rolled out in-house solutions like 
Panera 2.0’s digital kiosks to address accuracy issues at the point of order. 
Similar solutions may be able to be replicated in an online or app-based 
ordering environment. You can also employ a simple, old-fashioned solution: 
have a dedicated person to check orders before they leave the door. 

Pointing fingers leaves a bad taste in customers’ mouths. 
“I think that too often the food that is delivered is not correct. Then, the delivery 
app blames the restaurant and the restaurant blames the delivery app.” 
28–35 year old single, female delivery user who ordered delivery between 4–10 times in the six months prior to the survey 



      Steritech’s Hot Takeaway

Consumers who ordered directly from the 
restaurant experienced issues with the 
delivery person 12% of the time; people 
who ordered through a third party, on 
the other hand, experienced issues with 
the delivery person only 6% of the time. 
This may indicate that restaurants that 
manage delivery in-house need to look 
at their delivery process to ensure it 
provides a great customer experience. 
You should also take a deeper look 
at your training program for delivery 
personnel to ensure that they adhere to 
proper protocols.
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Other

Not happy with past delivery drivers

Not happy with past app experiences

Not happy with past delivery food quality

Don't use apps on their phone

Not convenient 

Cost

Via third-party delivery app

Via third-party delivery website

Via the restaurant app

Via the restaurant website

Call-in order

Tried to get it resolved using social media

Posted an online review

Called the delivery service or 
submitted an issue through the app

Called the restaurant directly

More than 10 times

4 - 10 times

1 - 3 times

30.3%

57%

24.9%
18.2%

32.9%12.4%

37.2%
49.6%

13.2%
11.6%

26.9%

10.6%

4.1% 1.4%

25.1%
18.7%

17.1%

4.9%

2.1%

1.8%

Other

Solving delivery problems
When customers have a delivery issue, many are left frustrated—they waited for 
their order only to find something was wrong. How do they go about getting the 
problems resolved? And what’s their opinion of the restaurant or delivery service after 
experiencing a problem? 

Customers who experienced problems with their delivery orders try to get problems 
resolved in a variety of ways.

Methods for resolving delivery issues. How consumers choose to resolve problems with their delivery orders. 

For those that experienced a problem, 
most are forgiving, even when the issue 
is not resolved to their satisfaction. 

More than three-quarters of those who 
experienced a problem were able to get 
their issue resolved and would use the 
restaurant or delivery service again. 

77.5% say their problem was 
resolved and they would order from the 
restaurant/delivery service again

10.2% say their problem was 
resolved, but they would NOT order from 
the same restaurant/delivery service again

8.7% say their problem was NOT 
resolved, yet they would order from the 
restaurant/delivery service again

3.6% say their problem was NOT 
resolved, and they would NOT order from 
the restaurant/delivery service again
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      Steritech’s Hot Takeaway

Mistakes happen. Consumers know that—and 
most are forgiving. Consumers using third-
party delivery companies may have difficulty 
getting issues resolved right away as their 
popularity surges. In a recent Eater article, 
an anonymous employee of a “major online 
delivery app” reported that “it takes the app 
days to respond to complaints about orders.”7 

But the delivery service may not be the one 
the consumer blames—in a 2018 Steritech 
survey of restaurant consumers, 80% of 
consumers who experienced a delivery 
problem blamed the restaurant for the issue. 

Offering your customers an easy way to get 
their issues resolved may help you ensure 
that your customers remain happy. Consider 
printing phone numbers for problem 
resolution on receipts, packaging, or seals. 

Handling complaints or issue resolution 
is another matter. Restaurants need to be 
staffed appropriately to handle call volume, 
and staff answering phones need to be 
trained on how to handle and resolve calls. 
Another option is to centralize an issue 
resolution hotline for the entire brand. 
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Preventing product tampering
As delivery becomes more widespread, some chains are starting to think 
about how they can protect their food from product tampering—whether that 
be a hungry delivery driver sneaking a few fries or malicious tampering to 
adulterate food. Finding ways to protect food can also have the added benefit 
of reassuring a customer about the quality of the food that they have ordered. 

When asked if they expected to see a tamper-evident seal on their food, the 
consumers in Steritech’s survey were closely split into thirds: 

•  32.8% expected it would have a seal
•  32.8% did not expect it to have a seal
•  34.4% had never considered it

Chains are experimenting with different types of packaging and seals to alert 
customers to tampering. There’s some debate over whether tamper-resistant 
packaging or tamper-evident seals provide a better option.8

Tamper-resistant packaging can come with increased costs, narrowing the 
already slim margin restaurants get from delivery. Tamper-evident seals may 
be a more cost-effective option; however, the quality of the seal needs to be 
such that it cannot be defeated. 

There also needs to be a clear process for the customer to follow if a seal is 
broken, just as with any other complaint. Who takes the call? What is done 
to satisfy the customer? How should a third-party delivery service handle the 
issue if the seal is broken on its watch? How does a chain manage complaints 
of tampering across its enterprise? All of these things should be considered as 
part of a tamper-evident seal discussion. 
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Other

Issues with pickup/carry-out services in the past

No restaurants in the area o	er pickup/carry-out

Use delivery services instead

It is not convenient for them

Attempted to get it resolved via social media

Posted an online review

Attempted to get the problem resolved by calling 
the restaurant on the phone

Attempted to get it resolved at the restaurant

38.8%

25.9%

52.4%
22.9%

15.2%

8.6%

Other (with ⅔ of this group 
responding 10 minutes or less)

Up to 90 minutes

Up to 60 minutes

Up to 45 minutes

Up to 30 minutes

50.6%
35.5%

11.6%

1.9% .4%

12.3%

6.4%

16.6%

Carry-out services
Although the popularity of delivery services is skyrocketing, many consumers are 
continuing to use carry-out services from their favorite restaurants. 

60.7% of survey takers reported ordering food for pickup/carry-
out (excluding drive-thru service) from a restaurant in the six 
months prior to the survey. 

Those who did not use carry-out services selected the following reasons for not ordering 
food for carry-out:

HOW CARRY-OUT USERS ARE 
PLACING THEIR ORDERS
When it comes to pickup and carry-out 
orders, consumers are pretty evenly split 
between those who call the restaurant 
and those who go through digital means. 
With website and app orders combined, 
digital seems to have a slight advantage. 

call the restaurant directly

use the restaurant’s website

use the restaurant’s app

47.7% 

27.5% 

24.3% 
Reasons for not ordering pickup/carry-out. Reasons survey takers did not order food for pickup/carry-out 
(excluding drive-thru service) in the six months prior to the survey.
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Diving into carry-out problems
The rate of problems with carry-out orders was significantly lower than orders delivered 
to users, but order accuracy remains a top concern for customers. 

Of those who ordered pickup/carry-out, 14.2% experienced an issue.  

  THE TOP 3 ISSUES WERE:

• Took too long/waited too long to get food
• Order wasn’t accurate/items were missing
• No designated parking for pickup/carry-out orders

Pickup and carry-out users want a designated counter. 
“Getting mixed into the line to be seated sometimes causes confusion 
with other patrons.” 
28–35 year old single, male, pickup/carry-out user in the Midwest



       Steritech’s Hot Takeaway

With order accuracy being a leading
issue in both delivery and pickup/carry-
out orders, packing orders correctly 
should be a top priority for restaurant 
operators. Restaurants that can solve 
the accuracy dilemma may be in a 
prime position to supercharge their 
off-premise dining sales. 
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Consumer preferences

DO USERS PREFER DELIVERY? OR PICKUP/CARRY-OUT? 
Overall, delivery wins among survey takers with nearly 60% responding that they 
prefer delivery over pickup. 

WILLINGNESS TO WAIT
Whether it’s for delivery or carry-out, customers have an expectation of the time 
it takes to get the food they ordered. Half-an-hour or less wins out as the most 
expected timeframe.

Other

Issues with pickup/carry-out services in the past

No restaurants in the area o	er pickup/carry-out

Use delivery services instead

It is not convenient for them

Attempted to get it resolved via social media

Posted an online review

Attempted to get the problem resolved by calling 
the restaurant on the phone

Attempted to get it resolved at the restaurant

38.8%

25.9%

52.4%
22.9%

15.2%

8.6%

Other (with ⅔ of this group 
responding 10 minutes or less)

Up to 90 minutes

Up to 60 minutes

Up to 45 minutes

Up to 30 minutes

50.6%
35.5%

11.6%

1.9% .4%

12.3%

6.4%

16.6%

Willingness to wait. How long are customers willing to wait for food they order via delivery or carry-out? 

Sometimes, it’s the little things…. 
“Remember the napkins.” 
36–51 year old single, female, carry-out user living  
with roommates who prefers carry-out over delivery

        Steritech’s Hot Takeaway

More than two times as many women  
used online reviews to resolve issues  
versus men. Monitoring online review sites 
closely could present an opportunity to interact 
directly with customers who have problems, 
demonstrating to other customers reading 
reviews that your restaurant is responsive and 
open to resolving issues. 
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Steritech asked customers directly, “If you could change one thing about your 
delivery or pickup/carry-out experience, what would it be?” 

Here are just a few of the candid responses that may be helpful to restaurants 
and delivery services as they work to develop solutions.

Delivery and carry-out feedback

  QUALITY AND SERVICE

• Keep food warmer.

• Care in transporting the food.

• Faster delivery and temperature control.

• Order accuracy and how long it takes to 
arrive after placing the order.

• Correct order and ability to see order 
before it leaves the restaurant.

• Cost.

• Better value for the cost. 

  DELIVERY EXPERIENCE

• Pay online, not over the phone.

• They would deliver later. 

• Have the deliverer coming to my door 
identify him/herself before I opened 
the door.

• Not have to talk to a person face-to-
face. Even the delivery driver.

• I would add that more restaurants 
opted into it. There are some 
restaurants that I wanted to eat from 
but weren’t on the app.

  PACKAGING

• The items need to be sealed to 
prevent contamination. 

• Secure packaging to prevent spills. 

• Sealed packaging would be nice.

• Better packaging to keep food from 
getting cold/soggy, especially for 
crispier foods like fries.
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Wrapping it up
As delivery and off-premise dining continue to skyrocket in popularity, 
restaurants are likely to face increasing competition in this arena—not 
just from other restaurants, but also from evolving industries, such as 
convenience stores, which are also turning to carry-out and delivery options. 

The market is becoming hypercompetitive. Uber Eats recently announced 
that it had entered into a pilot with Toronto Pearson International Airport 
in Canada to offer delivery from quick service restaurants in the airport to 
customers at their gates.9 Wendy’s, Starbucks, Subway, and Smashburger 
have all agreed to participate. Many chains are going all-in on off-premise, 
turning to virtual kitchens that exist only to cater to delivery orders. In June 
2019, rumors surfaced that Starbucks was exploring testing delivery-only 
restaurants in the U.S.10

Solving delivery issues isn’t easy work, but the brands that are able to find 
solutions will be able to capitalize on an improved customer experience that 
will help futher drive this lucrative opportunity. 

“Now is the time for brands to capitalize on this revenue stream by listening 
to their customers’ feedback, refining their delivery processes, and staying 
on top of trends that allow them to meet the growing consumer demand  
for food anywhere and anytime,” says Steritech President Doug Sutton.  
“By some estimates, by the end of 2020, more than $220 billion in delivery 
sales could be up for the taking.11 What enterprising restaurant wouldn’t  
want to take their share?” 



OPPORTUNITY TO GO
CONSUMER INSIGHTS TO DRIVE YOUR RESTAURANT’S DELIVERY EXPERIENCE

There’s opportunity on the table… if you can deliver on it

More than 7/10 survey takers 
ordered food delivery in the  
six months prior to the survey

REGULAR USERCASUAL USER

1/2
ORDERED 

1–3
TIMES 

1/2
ORDERED 

MORE THAN 
4 TIMES 

Why are some people not 
ordering delivery? 

• Cost

• Convenience

• Access 

• Delivery 
experience

Issue resolution OpportunitiesReported challenges

57% called the restaurant

26.9% called the delivery service or 
submitted an issue through the app

10.6% posted an online review

4.1% used social media

• Customer service

• Seamless experience 

• Quality packaging

• Food quality

• Issue resolution

13.1% issues with  
delivery driver

20.3% issues with 
packaging

26.2% issues with order 
accuracy

$

👍

💻
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About Steritech

This study was commissioned by Steritech. Steritech is North America’s leading 
provider of specialized brand protection services for the restaurant, food retail, 
foodservice, and hospitality industries. 

As a trusted partner to many of the world’s leading brands, Steritech conducts 
over 250,0000 assessments a year in the areas of food safety, service excellence, 
workplace safety, and guest experience to help businesses mitigate risk and drive 
growth. In addition to assessment programs, Steritech offers support to quality and 
safety initiatives with supplementary programs, including self-assessment technology, 
OneLook health inspection information management, and a wide-range of consulting 
and special business projects. 

Founded in 1986, Steritech is headquartered in Charlotte, North Carolina. For more 
information on Steritech, please visit www.steritech.com or call 800.868.0089.

Steritech is part of Rentokil Initial plc, a leading business services company,  
operating globally in over 70 countries.

www.steritech.com
800.868.0089
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