OCTOBER 2021

The Digital Divide Report,

a PYMNTS and Paytronix
collaboration, examines the spending
habits of restaurant customers. We
surveyed 2,213 U.S. adults who regularly
purchase food from restaurants —
including dine-in, delivery and pickup
— between September 2 and 9 about
how they place orders and how much
they spend. This report focuses on food
delivery aggregators, an ordering method
that some consumers find convenient
but others avoid due to

perceived high costs.
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The Digital Divide Report was done in collaboration with Paytronix,
and PYMNTS is grateful for the company’s support and insight. PYMNTS.com retains
full editorial control over the following findings, methodology and data analysis.


http://www.PYMNTS.com

04 | Digital Divide

Introduction

he three leading food delivery aggregator platforms — Door Dash, Uber Eats

and Grubhub — jointly filed a lawsuit against New York City for placing a 20

percent cap on the total fees they can charge for their services. The contro-

versy puts a spotlight on the high rates these and other aggregators often

charge, which can exceed 30 percent of a customer’s delivery order, and how these rates

affect both restaurants and consumers!

PAYTRONIX

Food delivery aggregators have greatly
disrupted the restaurant industry in both
positive and negative ways. Many con-
sumers came to rely on these platforms
for meal deliveries during the COVID-19
crisis and, in turn, helped keep restau-
rants in business while their customers

stayed at home.

" Mays, Jeffery C. “Food Delivery Apps Sue New York Over Fee Limits” The New
York Times, September 10, 2021. https:/www.nytimes.com/2021/09/10/business/
food-delivery-lawsuit-ny-grubhub-uber-eats-door-dash.html. Accessed October
14, 2021.

PYMNTS’ latest research finds that 17 per-
cent of consumers in the United States

who regularly purchase food from restau-
rants used an aggregator to order from
their favorite table-service restaurant or
quick-service restaurant (QSR) at least
once in the last three months. Roughly
two-thirds of aggregator users say conve-
nience is a primary reason they use these
platforms. More than half of consumers
who do not use them, however, say the

costs are a deterrent.

The inaugural edition of The Digital Divide,
Aggregators: The Cost Of Convenience,

a PYMNTS and Paytronix collaboration,

examines the spending habits of restau-
rant customers in the U.S. We surveyed
2,213 adults who purchase food from
restaurants at least once a month —
including dine-in, delivery and pickup
— between September 2 and 9 about
how they place orders, how much they
spend and the impact of the pandemic
on their purchases. This report focuses
on food delivery aggregators, a convenient
but often costly way to order food that
leaves consumers with a decidedly mixed

impression.

This is what we learned.

© 2021 PYMNTS.com All Rights Reserved
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B PART |: PLACING ORDERS

Aggregators trail far behind more tra-

ditional ordering methods. Nearly half

Less than one_fifth Of restau rant of respondents had ordered delivery or
pickup from their favorite restaurant
CUStomers used an aggregator directly through its website or app (44
to order from their favorite eateries ORDERING BY PHONE oo O PY Phone (42 percent) in the
. REMAINS POPULAR last three months. Seventy percent dined
In the laSt three months' Forty-two percent of respondents

. . ordere is way from their favorite h hs.
Ordering directly from the restaurant restanant In the lact three monthe,
by phone or On[lne remaln on average, when ordering from their
much more popular Op-UonS favorite restaurants through aggregators

than directly from eateries. The gap is

in at their favorite restaurant in the last

Respondents spend more per purchase,

especially large for QSRs, with aggregator

FIGURE 1:
How consumers order from their favorite restaurants purchases averaging between 10 percent
and average spending by channel
Share of respondents, by channel used to order from and 12 percent more than those made
) their favorite restaurants in the last three months ) )
ood delivery aggregators have become a common way to order from restau- when eating at the restaurant, ordering
rants, but most consumers in the U.S. do not use them regularly to order Dine-in at the restaurant directly from the restaurant website or
70.1%
from their favorite eateries. PYMNTS’ latest research asked respondents — gjg; mobile app or ordering by phone.
consumers who purchase food from restaurants at least once a month — to
. . . Online order with restaurant's website
identify the table-service restaurant and QSR that they order from most frequently. 43.6%
35.0%
We found that just 17 percent had used an aggregator to order from either their top 41.4%
table-service restaurant or QSR in the last three months. They were somewhat more Order by phone call

42.3%
37.2%
35.3%

likely to have done so with a QSR (17 percent) than with a table-service restaurant (14

percent).

Order with an aggregator

16.9%
13.8%
17.4%

RESTAURANT DINERS

At least one restaurant Table-service QSRs Share Of respondents WhO used
an aggregator to order from their favorite
Source: PYMNTS | Paytronix Digital Divide restaurant in the last three months
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FIGURE 2:

How consumers order from their favorite restaurants and average spending by channel
Average spending per purchase, by restaurant channel

Source: PYMNTS | Paytronix Digital Divide
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16.9%
42.0%

23.8%
57.2%

271%
64.5%

22.6%
57.9%

17.3%
42.0%

6.1%
18.8%

FIGURE 3:

Food delivery aggregator use by generation

Share of respondents who used an aggregator to
purchase from their favorite restaurants in the past
3 months and the past 15 months, by generation

Entire sample

Generation Z

Millennials

Bridge millennials

I
Generation X BRIDGE MILLENNIALS
[
Members of this group experienced

the internet at a young age and
Baby boomers and seniors . . .
= are old enough to be in their prime

earning and spending years.

Source: PYMNTS | Paytronix Digital Divide
[ Past 3 months

Past 15 months

Food delivery aggregator use varies substantially by generation. Younger con-
sumers are more likely to order using these platforms than older consumers,
with approximately one-quarter of bridge millennials (23 percent), millenni-
als (27 percent) and Generation Z (24 percent) making restaurant purchases
via aggregators at least once in the last three months.? Very few baby boom-
ers and seniors (6 percent) ordered via aggregators in the same period, with

Generation X falling in the middle (17 percent).

2 Generation Z: 1997-2003; millennials: 1981-1996; bridge millennials: 1978-1988; Generation X: 1965-1980; baby boomers and seniors: 1964 and earlier

\

/

09

© 2021 PYMNTS.com All Rights Reserved



B PART Il: THE TOP AGGREGATORS

DoorDash and Uber Eats

are the two most frequently
used aggregator platforms.
Smaller platforms have larger
shares of high-frequency buyers.

here are relatively few key

players in the food deliv-

ery aggregator space, with

four main players captur-
ing most of the user base. Our survey
finds that Door Dash is the most popu-
lar, with 58 percent of aggregator users
ordering through the platform at least
once in the past 15 months. Uber Eats
(46 percent), Grubhub (37 percent) and
Postmates (20 percent) round out the
top four, with less than 10 percent for
other players. We observe no major dif-
ferences in the shares of customers
using each aggregator for ordering from

table-service restaurants versus QSRs.

Consumers who order with aggregators
tend to do so frequently. DoorDash cus-
tomers make 4.5 purchases per month,
on average, with 13 percent ordering
three times a week or more. Uber Eats
(6.3 times a month) and Grubhub (4.8)
users order through these platforms
slightly more often. Our data shows
that smaller players Seamless (7.7),
ChowNow (7.6) and Caviar (7.8) have
higher frequency users, suggesting they
may deliver better experiences to their

customers than the industry leaders.

58.2%
57.4%
59.7%

46.4%
49.3%
47.5%

36.8%
37.9%
36.0%

19.6%
20.9%
18.6%

8.6%
9.0%
7.6%

FIGURE 4:
Usage of top aggregator platforms

PART II: The Top Aggregators

Share who would like to interact with loyalty programs in select ways, by type of restaurant

Doordash

Uber Eats

Grubhub

Postmates

7.4%
6.7%
7.3%

8.0%
8.6%
5.9%

2.6%
1.8%
31%

ChowNow

Caviar

Other

RESTAURANT DINERS

Average sample Table-service QSRs
Seamless
FREQUENCY OF USE BY PLATFORM
FREQUENCY
Average orders Q
per customer Once a month 2-3 times 1-2 times 3 times a week

per month or less each month each week or more
e Doordash 4.5 36.5% 22.7% 28.3% 12.5%
e Uber Eats 5.3 26.1% 23.1% 32.6% 181%
¢ Grubhub 4.8 31.7% 23.0% 30.7% 14.7%
* Postmates 7.0 10.1% 15.8% 43.6% 30.6%
* Seamless 77 3.0% 20.6% 39.5% 371%
¢ ChowNow 7.6 57% 16.1% 42.0% 36.3%
e Caviar 7.8 4.8% 15.4% 40.8% 39.1%
e Other 2.2 65.4% 28.0% 6.6%

Source: PYMNTS | Paytronix  Digital Divide

1

© 2021 PYMNTS.com All Rights Reserved



B PART Illl: MAKING IT EASY

Approximately two-thirds of
aggregator users say they select
aggregators for convenience.
More than one-third believe

it is the only way to order delivery
from their desired restaurant.

onvenience is the driving factor
for most food delivery aggre-
gator users. Sixty-five percent
say they order from restaurants
via these platforms because of ease and
convenience, by far the most cited reason.
This helps explain the high average pur-
chase frequency among aggregator users,

as noted above.

LOWER PRICES

Just 16 percent of aggregator users
cite lower prices as a reason

that they order by aggregator.

65.2%
65.9%
68.2%

34.4%
31.8%
37.0%

32.0%
34.1%
28.7%

29.3%
29.2%
29.8%

26.8%
27.6%
25.0%

15.9%
17.5%
14.1%

3.1%
2.4%
3.8%

FIGURE 5:

Why restaurant customers use aggregators
Share of aggregator users, by reasons for ordering
through aggregators

Ease and convenience

Only method available

Faster delivery

Discounts and offers

Ordering and payment experiences

Lower prices

Other

RESTAURANT DINERS

Average sample Table-service QSRs

PART IIl: Making It Easy

Share of aggregator users who say that
ordering by aggregator is the only way
to get delivery from their desired restaurant

Most of the other top reasons also center
around convenience; 34 percent of aggre-
gator users say these platforms are the
only way to get delivery from the restau-
rants of their choice, and 32 percent say
ordering this way is faster. Cost, meanwhile,
is not a significant factor — just 16 percent
of aggregator users say ordering this way is

cheaper.
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B PART IV: THE COST OF CONVENIENCE

More than half of restaurant
customers who do not use
aggregators say high costs
and fees keep them away
from the platforms.

eals from restaurants
are generally more
expensive than other
options, and consum-
ers understandably are cost-conscious
when ordering delivery or takeout.
Aggregators typically charge fees and
may mark up menu prices, and these
and other additional costs deter many
consumers from ordering through these

platforms.

Fifty-three percent of respondents
who have not placed a restaurant
order in the past 15 months through
an aggregator cite cost-related issues
— including additional charges and
higher prices — as key factors in their
decision to order through other chan-
nels. Approximately one-quarter also
say they prefer other methods (26
percent) and do not trust aggregators

(26 percent).

FIGURE 6:

Reasons not to use an aggregator
Share of respondents who have not used
an aggregator to order from a restaurant
in the last 15 months, by reason

Cost related

53.3% I——

Prefer other method

44.9% I

Do not trust platform

25.5% I

Experienced receiving wrong order

7.6% N

Unable to use loyalty programs

71%

Preferred payment method is not availbale
4.2% W

Other
11.6% N

Source: PYMNTS | Paytronix Digital Divide

Hha%

Share of respondents who
do not use aggregators that cite

cost-related concerns as a reason why
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Conclusion

ood delivery aggregators have had an enormous impact on
the restaurant business in recent years and have become a
go-to method for ordering food in the U.S. for a sizeable por-
tion of customers. Aggregator users overwhelmingly point to
convenience-related factors as the main reasons they choose to order
via these platforms. Most U.S. consumers who regularly purchase food
from restaurants rarely or never use aggregators, however. Non-users
avoid the platforms primarily because they believe the cost is higher
than ordering through other channels, underscoring the centrality of

cost in the future of the restaurant ordering and delivery landscape.

PAYTRONIX

Methodology

The Digital Divide, Aggregators: The Cost Of Convenience, a
PYMNTS and Paytronix collaboration is based on census-bal-
anced surveys of 2,213 U.S. consumers conducted between
September 2 and 9, as well as an analysis of other economic
data. The sample was constructed to match the U.S. adult
population in key demographic characteristics. Respondents
averaged 47 years of age, 52 percent are female and 32 percent
hold college degrees. Sampling also covered different income
brackets: 36 percent of respondents earn more than $100,000 a
year, while 31 percent and 33 percent have incomes of $50,000
to $100,000 and under $50,000, respectively.

© 2021 PYMNTS.com All Rights Reserved



TRONIX

is where the best minds and the best content
meet on the web to learn about “What’s Next” in payments
and commerce. Our interactive platform is reinventing the way
in which companies in payments share relevant information
about the initiatives that shape the future of this dynamic
sector and make news. Our data and analytics team includes
economists, data scientists and industry analysts who work
with companies to measure and quantify the innovation that
is at the cutting edge of this new world.

Paytronix provides software-as-a-service (SaaS) customer
experience management (CXM) services for restaurants.
Its portfolio includes loyalty, gift and email solutions for
fast-casual, fast food and quick service restaurants. Once
implemented, these can be used to help establishments
elevate their brand profiles. Its offerings can also be used
to generate data insights to help restaurants pinpoint
opportunities to improve their operations and customer
engagements. The company’s platform can integrate
with many widely used restaurant POS systems. For more
information, visit
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We are interested in your feedback on this report. If you have questions, comments or would
like to subscribe, please email us at
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