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Delivering On Restaurant
Rewards, a PYMNTS and Paytronix
collaboration, draws from a survey

of a census-balanced panel of 2,149
U.S. consumers about the types of
restaurants from which they order,
whether they use those restaurants’
loyalty and rewards programs and the
types of rewards they would like to
receive to understand how restaurants
can customize their rewards offerings
to enhance their businesses.
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Introduction

estaurants across the United States are scrambling to boost their sales as pan-

demic shutdowns drag on, but one industry segment has managed to weather

the financial storm better than the rest: pizza restaurants. Pizza has become

a staple for consumers stuck at home, as many see it as a quick and conve-

nient comfort food that is easy to order and deliver. It is perhaps not surprising that the

combined revenues of major pizza chains Domino’s and Papa John’s increased 12 per-

cent during the first nine months of the pandemic, and even frozen pizza sales increased

almost 21 percent in that time frame!

PAYTRONIX

Consumer demand is not the only factor
that has helped boost pizza sales, how-
ever. Pizza restaurants have also been
uniquely positioned to handle the result-
ing surge in demand. Many have offered
digital ordering and home delivery options
for years, allowing them to transition
seamlessly to a takeout-centric business

model and deliver the at-home dining

" Creswell, J. Pizza was the restaurant hero of 2020. The New York Times. 2021.
https:/www.nytimes.com/2021/02/12/business/pizza-delivery-covid.html.

Accessed March 2021.

experiences that have surged in demand
during the pandemic. This has given pizza
restaurants a leg up on competitors that
had to pivot to implement new digital
ordering channels after shutdowns began.
Their success goes to show that it is not
enough for restaurants to offer food their
customers want to purchase — they must
also provide ordering features that suit
their customers’ unique needs. Who are
the consumers placing the most restau-
rant orders, and how do their ordering and

payment preferences vary?

The sixth edition of Delivering On Restau-
rant Rewards, a PYMNTS and Paytronix
collaboration, explores how different
types of U.S. households place restaurant
orders. We surveyed a census-balanced
panel of 2149 U.S. consumers to learn
how the composition of their households
determines how much they spend on
food orders, whether they use restaurant
loyalty and rewards programs and which
ordering features food sellers must adopt

to drive their restaurant spend.

This is what we learned.
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It is not enough for
restaurants to offer
food their customers
want to purchase —

they must
also provide
ordering
features

that suit their
customers’
unique needs.
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The digital food ordering shift esering th digtal fod rdein i mong

different types of households

is st ro n ge st a m o n g S;irsut:eagofzg\@s:itched to ordering food online,
households with children.

Parents are continuing to order PARENTS
from restaurants to save time
and ease the stress of cooking
for their families, and they are
choosing digital channels to do so.

Viarri Consumers with children are more likely

arried couples

12.0% than those without children to be
ordering as regularly from restaurants

as they did before the pandemic began.

Married parents
25.2%

FIGURE 2: Parents are also twice as likely as married
How many households place regular restaurant . . .
odora Y P & couples without children to have shifted

onsumers have been cooped up at home for the better part of the last year, Share that ordered from restaurants prior to the

pandemic who continue to do so, by household type to ordermg their food online since the

and for most, this has meant having to cook meals they might once have . :
pandemic began. Twenty-five percent of

eaten out. Singles

881% couples with children say they are ordering

Many consumers have stopped ordering from restaurants altogether since food less on-site and more online since the

Single parents

95.2% pandemic's onset, in fact. Only 12 percent

the pandemic began, but their likelihood of doing so varies by household. House-

holds headed by married parents are the most likely to have continued ordering from Married couples of married couples without children and
restaurants, with 98 percent saying they have never stopped placing restaurant orders B ==, 18 percent of singles say the same. Single
since the pandemic’s onset. Single parents come in second, at 95 percent, followed os% Mamedparems— parents, in fact, are the most likely of all
by married couples without children and finally singles, at 89 percent and 88 percent, SoueE YIS [ Fytroni Dellenng n festurant fewercs to have made this switch, with 32 percent

respectively. saying they have shifted to ordering restau-

rant food online in the past year.
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U.S. households spent $4,520

on food ordered online since ORDERING ONLINE
the pandemic began, on average. 25 much 25 4 other type of hovsehals
Households headed by

married parents spent $7,792.

on online food orders last year.

TABLE 1:

How much U.S. households spent on restaurant orders in 2020
Average amount spent on restaurant orders since the pandemic began, by household type

HOUSEHOLD TYPE

.S. consumers generally order their food using one of three purchasing Singles psai:ep;tes g”oaurstee‘l g”:‘rr;fti
channels: online, over the phone or in person. The largest share of those
orders are placed online. The average U.S. household spent $4,520 on digi-
tal food orders last year since shutdowns began, 42 percent of the $10,832 PHONE CALL
it spent on all food orders. This compares to average household spending of $3,034 on * QSR $1,264 $1,714 $1,157 $4,240
food orders placed over the phone and $3,278 on food orders placed in person. «  Table-service restaurant $1,280 $1,684 $1,161 $3,364
Household food order spending varied by the type of families that placed food orders,
however. Married couples with children spent more on food orders than any other type
of household in 2020, having placed an average of 96 QSR orders and 86 sit-down ONLINE
restaurant orders using a variety of digital channels and spending an annual total of
$7,792 online. * QSR $1.849 $1,431
* Table-service restaurant $2,466 $1,379 $4,841
Married couples without children spent less on online food orders in the last year than
any other household type, spending just $2,204. Single consumers spent an average of
$3,122 on online food orders in the year since shutdowns began, by comparison.
DINE IN
+ QSR $1,350 $1,583 $1,382 $4,257

 Table-service restaurant $1,501 $1,532 $3,598

Source: PYMNTS | Paytronix Delivering On Restaurant Rewards
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More than half of all married

parents are using restaurant

loyalty programs to get more
for the money they spend

on food orders. The majority
of households would spend

more on food orders if restaurant

loyalty programs were available.

rdering food from restaurants can save consumers time and hassle, but
the cost of doing so can quickly add up. Loyalty and rewards programs are
a common way that restaurant customers look to reduce these costs, but
many either lack access to such programs or are unaware that they are
available. More than half of all table-service restaurant customers say they do not use

loyalty programs simply because they do not believe they are available, in fact.

Married couples with or without children are the most likely to cite a lack of availability
as their reason for not using loyalty programs. Fifty-six percent of married couples and
55 percent of married parents do not use table-service restaurant loyalty programs
because they do not believe that they are available. Fifty-three percent of single con-

sumers say they do not use table-service restaurant loyalty programs for this reason.

26.0%
37.4%

35.2%
371%

28.3%
41.8%

52.3%
42.6%

25.8%
52.6%

45.6%
43.0%

29.4%
55.6%

53.2%
54.9%

FIGURE 3:

Why some households use or do not use loyalty and
rewards programs

Share that use and do not use loyalty programs due to
lack of availability, by household and restaurant type

QSRs

Singles

Single parents
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h6%

Fifty-six percent of married couples who
order from table-service restaurants

do not use loyalty programs simply because
they do not believe they are available.

Single parents use loyalty programs more
than single consumers who do not have
children. It appears that they either specifi-
cally order from restaurants that offer such
programs or that they are more aware of
how to locate and use the loyalty programs
that are available to them. Only 43 percent
of single parents cite a lack of availability
as their reason for not using table-service
restaurant loyalty programs, for example,
compared to 53 percent of single con-
sumers without children who cite this as

a reason.
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TABLE 2:

R e St a u ra n t loya lty p ro g ra m S \SI\:]hat w;::uld encTur?]ge ?ifferent %pes of hous;]sholfcls to bt:jost their r]?stgura:jnt szenhd ot
would encourage 40 percent

HOUSEHOLD TYPE

of parents to spend more
on food orders.

parents couples parents

* Loyalty and rewards program 33.2% 39.5% 38.7%
* Online payment ability 34.3%
* Online ordering ability 40.0% 347% 43.0%
estaurant customers are on the lookout for more restaurant loyalty and «  Fast lane in-store pickup 36.6% 34.9% 35.6% 35.7%
rewards programs to help them get more value for their money. Many — . .
e Drive-thru pickup 351% 32.5% 35.7% 33.6%
especially parents — would be willing to spend more to earn rewards. Our
. . » Curbside pick 32.9% 38.1% 33.2% 34.4%
research shows that 39 percent of married parents and 40 percent of single Hrbsice pickup ° ° ° °
parents say that loyalty and rewards programs would encourage them to spend more * Mobile app ordering ability 29.2% 36.8% 244% 38.3%
on their food orders. We also found that 36 percent of married couples and 33 percent « Order from website on mobile 23.7% 27.0% 20.5% 32.8%
of single individuals would spend more on food orders if their restaurants offered loy- . Pay with card on file 93.3% 6.9% 18.9% 0E 6%
alty and rewards programs.
« Pay with contactless card in store 20.4% 28.6% 18.3% 22.1%
Loyalty programs are not the only feature that could help boost restaurant spend,
however. Consumers are also seeking digital features that they can use to order Source: PYMITS | Paytronix Delivering On Restaurant Rewards
remotely or save time. Married parents are the most likely group to say they would
be willing to spend more on food orders if they could pay online, order online or
order via mobile app, for example, while single parents are more likely to say they
would spend more if they could pick up their orders curbside.
Forty-four percent of married parents Thirty-seven percent of single parents
would spend more on food orders would spend more on food orders
if they could pay for them online. if they could place them via app.

© 2021 PYMNTS.com All Rights Reserved
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Conclusion

onsumers are ordering out to help make their lives at home
simpler and more manageable. Not all families are getting
the value that they could from their restaurant ordering
experiences, however. Many do not have access to the dig-
ital purchasing channels or loyalty and rewards programs that they
want to use, while others are unaware that such offerings are even
available. Restaurants must take an active role in both providing and
promoting these features to boost their sales and ensure they are
delivering the ordering experiences that can keep them ahead of the

competition.

PAYTRONIX

\Viethodology

Delivering On Restaurant Rewards, a
PYMNTS and Paytronix collaboration,
draws from a survey of a census-
balanced panel of 2,149 U.S. consum-
ers to gain insights into the types of
rewards programs they use and would
like to use when placing food orders.
Respondents were 48 years old on aver-
age, 33 percent had college degrees and
35 percent earned more than $100,000

annually.
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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

DISCLAIMER W

Delivering On Restaurant Rewards 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 FROM THE USE OF
THE INFORMATION OR THAT THE CONTENT WILL SATISFY YOUR 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.

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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