
PYMNTS 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.

FEBRUARY 2023

CONNECTED 
DINING:  
RISING COSTS PUSH CONSUMERS  
TOWARD PICKUP 

https://www.pymnts.com/


02     |     Introduction

© 2023 PYMNTS All Rights Reserved

R estaurants should be places to enjoy nice meals and relax, 
but how can consumers relax when every appetizer, main 
course and dessert has become more expensive during the 
last two years?

The answer for many consumers trades effort for cost. 
When they do not want to cook dinner themselves, they order meals 
from their favorite restaurants and pick them up  to save on delivery 
costs. This changed behavior is shaking up the restaurant industry.

Customers eat nearly half of their restaurant meals at a location other 
than the restaurant and pick up 80% of these off-premises meals. Cost 
is top of mind: 58% of takeout customers say they pick up their meals 
to save on the delivery fee. Because the right offer can persuade con-
sumers to change their behavior, further changes may come to pass as 
restaurants rethink incentives. Half of the consumers who used pickup 
for their last meal say a 5% discount could convince them to have their 
next meal delivered, and 60% of the consumers who had their last 
restaurant meal delivered say they would pick it up if it meant getting a 
5% discount.

These are just a few of the key findings in Connected Dining: Rising Costs 
Push Consumers Toward Pickup, a PYMNTS exclusive report based upon 
the findings of a census-balanced survey of 2,168 United States consum-
ers. Respondents were asked about their restaurant dining habits and 
whether high inflation rates during the last two years have altered how 
frequently they dine off-premises. Consumers were also asked about 
whether they picked up meals themselves or had the meals delivered. 
The survey was conducted from Jan. 9 to Jan. 13.

This is what we learned.
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Restaurant customers are opting for pickup 
four times more often than delivery.

Although pandemic-related safety measures have lifted, for 
the most part, many changes to consumer behavior seem per-
manent, including a sustained interest in remote ordering of 
restaurant meals. Consumers eat just 51% of all restaurant 
meals at the restaurant. 

When consumers order meals for off-premises dining, 80% 
choose to pick their meals up. Just 9.5% of consumers overall 
chose to have their meals delivered.

The pattern has remained relatively consistent for most of the 
past year, with slightly more than half of restaurant patrons 
taking their meals at the restaurant. Consumers have strong-
ly and consistently favored pickup over delivery. Across age 
groups, consumers were far more likely to pick up their meals 
than they were to have them delivered — though that gap is 
smaller for younger consumers.

PART I:  
CONSUMERS DISPLAY LITTLE APPETITE FOR MEAL DELIVERY

Figure 1

The pickup–delivery divide
Share of consumers who acquired their most recent restaurant meal in select ways
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Connected Dining: Rising Costs Push Consumers Toward Pickup, February 2023

N = 2,168: Complete responses, fielded Jan. 9, 2023 – Jan. 13, 2023
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Figure 2

Generational pickup and delivery preferences
Share of consumers who acquired their most recent restaurant meal in select ways, by 

generation
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Connected Dining: Rising Costs Push Consumers Toward Pickup, February 2023

N = 2,168: Complete responses, fielded Jan. 9, 2023 – Jan. 13, 2023

Upper-income consumers tend to rely on meal delivery more 
frequently than others. Our data shows that 12% of consumers 
annually earning more than $100,000 had their most recent 
restaurant meal delivered. We also found that 8.5% of con-
sumers annually earning $50,000 to $100,000 had their most 
recent meals delivered. For consumers with annual incomes 
of $50,000 or less, 7.5% had their most recent meal from a 
restaurant delivered.

Younger consumers also tend to use restaurant delivery at sig-
nificantly higher rates than both Generation X consumers and 
baby boomers and seniors. While 16% of millennials and 14% of 
bridge millennials and Generation Z consumers had their most 
recent restaurant meals delivered, just 8.2% of Gen X con-
sumers and 3.9% of baby boomers and seniors had their most 
recent meals delivered.
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Figure 3

Consumer perceptions of pickup and delivery differences
Share of consumers reacting in select ways to the statement, “I do not have a clear 

preference between pickup and delivery options for my restaurant purchases because I do 

not see much difference between them,” by annual income
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Connected Dining: Rising Costs Push Consumers Toward Pickup, February 2023

N = 1,796: Consumers who used pickup or delivery options, fielded Jan. 9, 2023 – Jan. 13, 2023

Consumers do not see pickup and delivery in the same light. 
Less than one-quarter of consumers agreed that there was 
no difference between them, and nearly half said they clearly 
preferred one option over the other.
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High inflation spurs consumers to cut costs, 
particularly delivery fees and tips.

The cost of everything is rising, and it stands to reason that 
consumers would look to adapt wherever they can. PYMNTS’ 
data shows consumers intend to steer clear on costs they can 
avoid. 

Fifty-eight percent of restaurant customers say an important 
reason they choose pickup is to save on the cost of a delivery 
fee, and 42% of restaurant customers say they pick up their 
meals because not having to tip a delivery person is import-
ant to them. Forty-eight percent of consumers say they have 
become more likely to use pickup during the past two years 
because of rising prices. 

The aversion to delivery fees is consistent across all income 
brackets and age groups and underscores how widespread 
consumer efforts are to find a way to cut expenses. There is 
a strong preference for pickup among all age groups, but the 
preference is strongest among younger consumers. Fifty-six 
percent of Gen Z consumers say the high inflation rates during 

PART II:  
THE LINK BETWEEN HIGH INFLATION AND COST CUTTING

the past two years have influenced their interest in restaurant 
pickup. The influence of increased costs on consumer prefer-
ences is somewhat less pronounced among older consumers, 
but it is still there. Forty-one percent of baby boomers and 
seniors say they pick up their restaurant meals more frequent-
ly to save expenses. 

Figure 4A

The changes inflation brought to restaurant dining
Share of consumers with select attitudes toward restaurant pickup and delivery, by annual 

income
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Connected Dining: Rising Costs Push Consumers Toward Pickup, February 2023

N = 2,168: Complete responses, fielded Jan. 9, 2023 – Jan. 13, 2023
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The pattern of being more likely to pick up meals due to infla-
tion appears somewhat unaffected by the type of restaurant 
consumers choose. Fifty-two percent of diners whose last 
meal was from a quick-service restaurant (QSR) say they are 
more willing to use pickup, and 43% of table-service restau-
rant patrons say the same.

Figure 4B

The changes inflation brought to restaurant dining
Share of consumers with select attitudes toward restaurant pickup and delivery, by type of 

restaurant they ordered from most recently
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Connected Dining: Rising Costs Push Consumers Toward Pickup, February 2023

N = 2,168: Complete responses, fielded Jan. 9, 2023 – Jan. 13, 2023
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The right incentives can persuade consumers 
to change the method they use for getting 

their restaurant meals.

Fifty-nine percent of the consumers who used delivery for 
their most recent restaurant purchase say a 5% discount would 
make them more likely to pick up a meal instead of having it 
delivered. A similar 5% discount could convince 50% of con-
sumers who used pickup for their most recent restaurant meal 
to have the meal delivered instead. 

PYMNTS’ data says other incentives could also persuade con-
sumers to change their preferences for getting a restaurant 
meal. 

For example, 49% of consumers say a restaurant that sets 
aside a special line for pickup could persuade them to pick up 
their meals instead of having them delivered. Fifty-five percent 
of consumers say a restaurant could persuade them to have 
their meals delivered instead of picking them up themselves if 
it promised to deliver the meal within a set time and discount-
ed the price if the delivery was late.

PART III:  
INCENTIVIZING CHANGE Figure 5A

How incentives impact consumers’ takeout choices
Share of consumers who say select incentives would make them more inclined to pick up 

their meal
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Source: PYMNTS

Connected Dining: Rising Costs Push Consumers Toward Pickup, February 2023

N = 1,068: Consumers who used pickup or delivery, fielded Jan. 9, 2023 – Jan. 13, 2023

Gift cards are more likely to persuade a consumer to pick up 
their meals than they are to entice a consumer into having 
meals delivered. Forty-nine percent of consumers say they 
would be more likely to pick up a meal if the restaurant offered 
a gift card that they could apply to their next purchase. Thirty- 
seven percent of consumers say they would be more likely 
to take meal delivery than pick up the meal if the restaurant 
offered a gift card with each delivery.
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Figure 5B

How incentives impact consumers’ takeout choices
Share of consumers who say select incentives would make them more inclined to choose 

delivery for their next meal

A gift card or voucher extended
for reduced item prices in your
next meal awarded for delivery

orders

A 5% discount on your purchase
when ordering delivery

The delivery person not being
allowed to take tips

The restaurant guaranteed a
maximum waiting time, offering

a signi�cant discount in case of
delays

37.2%

52.2%

53.7%

54.5%

Source: PYMNTS

Connected Dining: Rising Costs Push Consumers Toward Pickup, February 2023

N = 1,068: Consumers who used pickup or delivery, fielded Jan. 9, 2023 – Jan. 13, 2023
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C O N C L U S I O N

T wo straight years of high inflation have left con-
sumers frustrated. The preference consumers have 
shown for picking up restaurant meals instead of 
having them delivered demonstrates that consum-
ers will choose less expensive ways of getting what 

they want if the option exists. Restaurateurs can meet consum-
ers’ demand for lower costs by offering incentives encouraging 
consumers to use pickup instead of delivery. The restaurants 
that best satisfy these changing consumer demands will posi-
tion themselves for success.
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DISCLAIMER

Connected Dining: Rising Costs Push Consumers Toward Pickup, 
a PYMNTS exclusive report, is based on a census-balanced 
survey of 2,168 U.S. consumers conducted from Jan. 9 to Jan. 
13 in which respondents were asked about their restaurant 
dining habits and whether the high inflation rate of the past 
two years has altered how frequently they dine off-premises. 
Consumers were also asked about whether they picked up 
meals or had the meals delivered.

METHODOLOGY


