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The Digital Divide Report Series,
a PYMNTS and Paytronix
collaboration, examines restaurant
customers' spending habits. For this
edition, we surveyed 2,496 U.S. adults who
regularly purchase food from restaurants

— including purchases for dine-in, delivery
and pickup — between April 6 and April 12
about how they place orders and how much
they spend. The report reveals impacts on
customer engagement levels and analyzes
how restaurants and food brands can use
technologies and customer engagement

to build and retain audiences.

Read more on restaurant payments insights:

RESTAURAN

Digital Divide
s eo Technology, The Metaverse
. oy —" And The Future Of Dining Out

Index Report Report Tracker®

Digital Divide Digilal Divide
Restaurant Choice

e

FEBRUARY 2022 MARCH/APRIL 2022 APRIL 2022 APRIL 2022 TRONIDX


https://www.pymnts.com/study/the-restaurant-friction-index-digital-ordering-loyalty-programs/
https://www.pymnts.com/study/digital-divide-regional-ordering-restaurants-loyalty-rewards-programs/
https://www.pymnts.com/study/digital-divide-consumer-restaurant-choice-loyalty-rewards/
https://www.pymnts.com/tracker/order-to-eat-automation-digital-ordering-restaurant-innovation/

Table of
Contents

INErodUucCtion .. ..o 04
PART I: Technology In Restaurants. . ............... .. ... 06
PART II: Staffing And Satisfaction.......... ... ... ... . ... ... ... ....... 08
PART lll: The Metaverse ANd More . ... 10
CoNClUSION . . .. ffliiirrrsscr e, 12

SOOI s s i < e 13

TRONIX

ivide: Technology, The Metaverse And The Future Of Dining Out was producec
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 dat alysis



http://www.PYMNTS.com

04 | Digital Divide Introduction |

FIGURE 1 TECH-DIVIDE
' PERSONA GROUPS

Dining preference demographics
Share of consumers who represent each dining persona,
by generation

Introduction

This report delves into consumers’
Generation 7 experiences with technology at
31.9% restaurants when they are in a hurry as

40:1% I
28.0% well as instances when they have time
.- to sit and enjoy their meals. We divided
Millennials
49.2% consumers into three groups:
30.2% I
20.7%

echnology is moving at a diz-

zying pace, rapidly redefining

consumers’ concept of “nor-

mal.” For example, as recently
as a decade ago, a majority of Americans
didn’t own cell phones, compared to the
85% of Americans who do today." Though
menus were laminated, printed paper for
decades, restaurant technologies such as
QR codes or ordering kiosks allow custom-
ers to view digital menus that are accurate
to the second and, in some cases, even
eliminate the need for servers to enter
orders into restaurants’ systems. These
advances, unthinkable even a decade ago,

are becoming mainstream.

PYMNTS research shows that the
metaverse — an advanced, social, vir-
tual reality platform — may develop into

another way in which restaurant custom-

ers interact with their favorite brands,
hang out with other fans of their favorite
eateries and maybe even buy their favor-
ite foods. Already, 18% of consumers have

participated in a metaverse environment.

Before restaurants become well-versed
with the metaverse, however, they must
focus on their current customers, and a
majority say that friendly waitstaff and
staff continuity at their favorite eateries
are some of the most important factors
that keep bringing them back. Over one-
third of consumers say that friendliness is
the most important thing a restaurant can
provide, and almost three-quarters say
that seeing the same staff every time they
visit a restaurant positively influences their

experience.

The Digital Divide: Technology, The
Metaverse And The Future Of Dining Out,

! Author unknown. Mobile Fact Sheet. Pew Research Center. April 2021.
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Baby boomers and seniors
19.8%

57.9%
22.4%

Grab-and-go
M Dine-in
M Either-or

a PYMNTS and Paytronix collaboration,
examines consumers’ relationships with
restaurant technologies, exploring their
views and attitudes on digital food ordering
trends and virtual reality in the restaurant

context. We surveyed 2,496 consumers

—

to learn more about how they feel about
technological integrations within the
restaurant industry and their future role in

dining out.

This is what we learned.

“GRAB-AND-GO” CLIENTS

have little time to spend eating in
restaurants. These consumers made
up 33% of our respondent sample.
Millennials are the generational

cohort most likely to be grab-
and-go consumers, with 49% of
them falling into this category.

“DINE-IN” CLIENTS

exist on the opposite end of the
spectrum. These consumers
constituted 43% of respondents,
and baby boomers and seniors are
highly likely to belong to this group.

“EITHER-OR” CLIENTS
have not developed a habit
either way and make up 24% of
respondents.

© 2022 PYMNTS.com All Rigt
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B PART I: TECHNOLOGY IN RESTAURANTS

Grab-and-go consumers are most
likely to believe technology is a core
positive element of the customer
experience. Fifty-eight percent of
grab-and-go consumers think more
technology inside restaurants — even
to the point where it might eliminate
waitstaff — means better customer

service, whereas just 29% of dine-in
consumers think the same.

hese tech-savvy, efficiency-focused consumers tend to skew young. Gen-
eration Z consumers are the most likely to feel positively about QR code
technology in restaurants eliminating the need for physical menus, as 55%
say they are encouraged by it. Following generational order, millennials are the
second-most likely to believe QR code technology positively impacts their satisfaction,
bridge millennials are third, and baby boomers and seniors are least likely. This pattern
generally holds throughout the other technological factors we studied, although mem-
bers of Gen Z are slightly less likely than millennials or bridge millennials to state that

kiosk ordering and compulsory order-ahead improve their satisfaction with a restaurant.

FIGURE 2A:

How restaurant customers feel about technology
Share of consumers who believe select factors have a
positive impact on satisfaction, by persona

Sample

35.2%
30.8% I
26.9% I

Grab-and-go

51.4%
51.4% I
47.6% I

Dine-in
26.2%
19.8% [N
14.6% I

Either-or

29.0%
221% I
20.3% I

FIGURE 2B:

How restaurant customers feel about technology
Share of consumers who believe select factors have a
positive impact on satisfaction, by generation

Generation Z
55.7%
43.2% I
39.0% I

Millennials
53.3%
49.4% I
45.4% I

Bridge millennials
48.6%
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Generation X
35.0%
31.0% I
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Baby boomers and seniors
15.5%
12.2% [N
8.4% N

PART I: Technology In Restaurants

Dine-in consumers are less bullish about
technology. Though 51% of grab-and-go
consumers feel that using QR code menus
has a positive impact on restaurant expe-
rience and 51% think the same about kiosk
ordering, just 26% and 20% of dine-in
consumers agree, respectively. These
conflicting figures may suggest that there
is a bit of tug of war going on: grab-and-go
customers want technology to modern-
ize and shorten their dining experiences,
whereas dine-in customers value human
interaction and generally believe replacing
human staffers does not increase satis-

faction.

Grab-and-go consumers use available
high-tech features more often than dine-in
consumers. Our data finds that the most
popular technologies grab-and-go con-
sumers used in restaurants include digital
wallets, used by 65% of this group; special
pickup points, used by 59%; and self-

service kiosks, also used by 59%.

FACTORS

Viewing a menu with a QR code
W Ordering through a self-service kiosk

M Restaurant requires order-ahead
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B PART II: STAFFING AND SATISFACTION

It should come as no surprise, then, that 74% of consumers say that they value waitstaff

continuity. This number holds across demographics, demonstrating that all patrons

Tho ugh restau rants have generally want to see the same team members serving them each time they return to the restau-

rant. Though some may assume this matters less the grab-and-go contingent, the data

become more digital, little tOUCheS shows the opposite: 79% of these consumers cited continuity as a positive, and millen-

of customer service . such as nials make up the generation most likely to value staff continuity. The either-or group
. . . . is most ambivalent about waitstaff continuity, but even so, 71% say they care about

staff continuity and friendliness waitstaff continuity

— still matter to consumers.

Almost three-quarters of consumers Chare o e commmar e he st e

regarding customer satisfaction Though the difference is slight,

say they value waitstaff continuity, and patrons with higher incomes tend
34.3% to care more about waitstaff con-

just over one in three considers staff e — inuity: 6% of consurmers earning

Restaurants become increasingly understaffed

friendliness to be the most important 1 — more than $100000 annually say
) this is a concern to them, while
feature a restaurant needs to provide.

FIGURE 3A:

Restaurants become increasingly less personal

13.0% only 70% of consumers who earn
25.5% NG

less than $50,000 annually say the
Using more technologies for better customer service
13.7% same.
24.5% I

Strongly agree

estaurant technology can streamline ordering processes and improve overall B Partially agree
efficiency, but its benefits have limits. Service issues such as understaffing

and a lack of friendly waitstaff have become a problem for a substantial num- FIGURE 35

ber of consumers who frequent restaurants. Thirty-six percent of consumers Staffing’s impact on customer satisfaction

. .. Share of consumers who say being served by the same waitstaff every time they visit a restaurant impacts their satisfaction
at least partially agree that the restaurants they visit have become understaffed, and an ybene Y Y Y P

additional 27% strongly agree. Solutions to understaffing involve bringing in new work-

ers, which can potentially be its own problem: 26% of consumers partially agree that

service at the restaurants they visit has become less personal, and an additional 13% @) 0O @)
TA% sueess 18% 3%

strongly agree.
gly ag ggee

POSITIVE IMPACT NO IMPACT 00000000 \WOULD NOT NOTICE
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B PART Ill: THE METAVERSE AND MORE

Twenty percent of restaurant
consumers are familiar with the
metaverse and 18% have participated
in these cutting-edge environments.
Grab-and-go customers lead other
personas in metaverse familiarity,
interest and participation.

he concept of a metaverse has gained recognition in recent years. Although
the general public is not yet very familiar with it, some groups are tracking
the space. Our data finds that 33% of grab-and-go customers are “very” or
“extremely” familiar with the metaverse — more than double the share of

either dine-in or either-or customers, at approximately 13% each.

Forty percent of Gen Z respondents said they are very familiar with the metaverse,
although they do not lead all generations in actual metaverse participation. Millen-
nials are most likely to have participated in a metaverse environment, as 34% have
done so. This may have to do with the generation’s superior spending power, as con-
sumers who earn over $100,000 annually are more likely than those of other income
brackets to have participated in a metaverse environment: Our data shows that 22%

have done so.

17.5%

29.2%

13.0%

11.0%

27.0%

33.6%

27.8%

16.3%

2.9%

21.8%

17.8%

11.9%

PART Ill: The Metaverse And More

Individuals are still forming their opinions of the space. Twelve percent of consumers

who earn high incomes believe the metaverse is interesting, as do 13% of either-or con-

sumers. Nine percent of dine-in consumers call the metaverse a “new” experience and

7% call it “different”

FIGURE 4:

Metaverse participation
Share of consumers who have participated in a metaverse
environment, by persona, generation and income

Sample

Grab-and-go

Dine-in

Either-or

Generation Z

Millennials

Bridge millennials

Generation X

Baby boomers and seniors

More than $100K

$50K-$100K

Less than $50K

37.8%

51.1%

311%

21.4%

A combined 21% of consumers who say
they are not interested in buying food
in the metaverse are not interested
because they are either unfamil-
iar with it or believe the metaverse is
complicated. Those who understand
the metaverse’s potential are willing
to see where food will fit in, however.
Of the consumers that already partici-
pate in the metaverse or are interested
in it, 38% would be willing to inte-
grate restaurant purchases into this
environment, including a majority of

grab-and-go customers (51%).

FIGURE 5:

Interest in integrating restaurant purchases

and the metaverse

Share of consumers “very” or “extremely” interested in
integrating restaurant purchases into the metaverse,
by persona

Sample

Grab-and-go

Dine-in

Either-or
I
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Conclusion

echnology has been gaining more and more influence over

many aspects of our lives, impacting how we socialize,

work, pay bills and dine. In restaurants it can augment — or

sometimes even replace — waitstaff, improve efficiency or
even facilitate a virtual world where restaurant enthusiasts can dine
with friends and virtual acquaintances online. Though consumers have
splintered into factions that may prioritize convenience at all costs or
instead seek leisurely paced dining experiences, the data shows that
some of the foundational elements of a good restaurant remain crit-
ical. At the end of the day, good, high-quality service with employees
who regular consumers recognize and enjoy interacting with are a key
investment, and one that should not be overlooked as eateries get ready
for the restaurant technologies of the future, such as the metaverse.
Restaurant owners who can leverage technological strengths to win
over grab-and-go consumers while continuing to foster a friendly and
reliable human element for dine-in patrons will be in the driver’s seat

as innovations continue.

PAYTRONIX

Methodology

The Digital Divide: Technology, The Metaverse And The
Future Of Dining Out, a PYMNTS and Paytronix collabora-
tion, examines consumers’ relationships with restaurant
technologies and their views and attitudes toward digital
food ordering trends and virtual reality in the restaurant
context. We surveyed 2,496 consumers in the U.S. between
April 6 and April 12 about their experiences. Our respon-
dents’ average age was 48, 52% were female and 36%

earned more than $100,000 annually.
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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 also can 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

We are interested in your feedback on this report. If you have questions, comments or would like

to subscribe, please email us at

DISCLAMER M

Digital Divide: Technology, The Metaverse And The Future Of Dining Out may be updated periodically. While
reasonable efforts are made to keep the content accurate and up to date, PYMNTS.COM: MAKES NO
REPRESENTATIONS OR WARRANTIES OF ANY KIND, EXPRESS OR IMPLIED, REGARDING THE CORRECTNESS,
ACCURACY, COMPLETENESS, ADEQUACY, OR RELIABILITY OF OR THE USE OF OR RESULTS THAT MAY BE
GENERATED FROMTHE USE OF THE INFORMATION ORTHATTHE CONTENTWILL SATISFYYOUR REQUIREMENTS
OR EXPECTATIONS. THE CONTENT IS PROVIDED “AS IS” AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY
AGREE THAT YOUR USE OF THE CONTENT IS AT YOUR SOLE RISK. PYMNTS.COM SHALL HAVE NO LIABILITY
FOR ANY INTERRUPTIONS IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH
REGARD TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS
FOR A PARTICULAR PURPOSE, AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW
THE EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED EXCLUSIONS DO NOT APPLY.
PYMNTS.COM RESERVES THE RIGHT AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO
MODIFY, INTERRUPT, OR DISCONTINUE THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT OF IT WITH
OR WITHOUT NOTICE.

PYMNTS.COM SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, SHALL NOT
BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR DAMAGES FOR
LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR RELATED TO THE CONTENT,
WHETHER SUCH DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, AT LAW,
OR OTHERWISE, EVEN IF PYMNTS.COM HAS BEEN ADVISED OF THE POSSIBILITY OF SUCH DAMAGES.

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR INCIDENTAL
OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITATIONS DO NOT APPLY.
THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.COM AND ITS PARENTS, AFFILIATED
AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, AND EACH OF ITS RESPECTIVE DIRECTORS,
OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT COMPONENT PROVIDERS, LICENSORS, AND
ADVISERS.

Components of the content original to and the compilation produced by PYMNTS.COM is the property of
PYMNTS.COM and cannot be reproduced without its prior written permission.



https://www.paytronix.com
http://www.pymnts.com
mailto:feedback%40pymnts.com?subject=Digital%20Divide%20Report%20Series



