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the sparkle in home delivery

COULD 
home delivery

Back to
be your route

profitability?
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The hospitality sector is one of the sectors most affected by the Covid-19 pandemic. 
Hotels, restaurants, (event) caterers and bars face challenging times. 

With restrictions on capacity, social distancing rules, new cleaning regimes and 
consumer weariness to contend with, some owners and investors are struggling to 
see how their establishments can return to profitability.

This report considers the transformative role home delivery (and of course takeaway) 
could play in making your restaurant business’ bounce back.

From Survival to Profitability:
the home delivery opportunity
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after lockdown? 
While most governments have 
given the go ahead for reopening, 
other countries and regions are 
still -or back- in (partial) lockdown 
situations. Many businesses con-
tinue to face difficulties with the 
new reality. 

For those hospitality venues that 
pre-lockdown relied on footfall, 
passing trade and high-capacity – 
especially those in city-centre 
locations where office and other 
local workers have not returned 
to work in their former numbers,  
the economic case for reopening 
is difficult.

These new health measures bring with them further economic considerations, particularly 
regarding reduced capacity.

Furthermore, restaurateurs face the difficult question of what is operationally possible in 
the current climate?

And, in addition to the economic and operational considerations, operators must consider 
changing consumer expectations and behaviour.

To reopen, most governments have imposed a number of safety measures to be met:

Mandatory
seat 

reservation

Social
distancing

between seats

Limited number
of guests in
any location

Staff to
wear masks
and gloves

Enhanced
cleaning
regimes

Digital  
payment  
prefered
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Will these trends translate 
to your market?

Changing consumer behaviour
It’s a given that your customers are 
doing things differently now.

It may be that you have a completely 
different potential market. 

If you used to serve the office lunchtime 
market, what happens when those offices 
stay closed or operate on a skeleton staff? 
How can you reach the market that is your 
new local?

With China reopening ahead of Europe, it was possible to take some insights from the 
Chinese experience. Research shows that consumers:

Already, we are seeing some signs that 
they will. Greater price sensitivity and an 
increasing opportunity for home delivery 
service are both evident already. However, 
to take advantage of the opportunities of 
reopening, restaurateurs will need to 
remain focused on the changing and 
unpredictable consumer and market trends 
and be prepared to adapt accordingly.

At the moment, this means addressing price 
sensitivity and reviewing your home delivery 
service.

How has life changed 
for your customers 
since lockdown?

Strong focus 
on hygiene  
& keeping 
safe

More price 
sensitive & 
concerned 
about food 
quality

Delivery 
increasingly 
important 
part of the 
market



Has a key role to play in any 
post-lockdown bounce back.

Helps keep kitchens busy when
eat-in capacity reduced. Makes 
a critical contribution when 
deciding whether reopening 
is economically viable.

Directly addresses consumers 
fears about safety. Enabling you 
to provide dining options for more 
cautious consumers or groups 
who are vulnerable or shielding.
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In 2020 the revenue in the Online Food 
Delivery segment is projected to reach:

Is it time to rethink
home delivery? In
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US$136,431m
Based on its research, Statista predicts 
that the revenue is expected to show an 
annual growth rate of 7.5%, resulting in a 
projected market volume of US$182,327M 
by 2024. 

Source: Statista report online food delivery
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Our appetite for restaurant-quality food has not dimmed. But the market is changing: 
consumers are changing the way they think about eating out.  

Home delivery will play an important role in the future of the hospitality sector.

Home delivery is fast becoming 
a new dining habit

of consumers are ordering meal deliveries 
more often than before Covid-19. 35% 

During the lockdown period, 42%* of surveyed consumers said they want to receive news 
about initiatives taken by brands and restaurants. For example on new delivery services. 

Consumers open to brand initiatives

What does this mean for you? 

With an extra committed audience, this 
is the time to feed them with new ideas 
and services! Show and share what you 
have got to offer in the field of delivery 
to make consumers fans of your brand/
restaurant.  

* Source: GlobalData_CoronavirusCOVID19RecoveryConsumerSurvey- 
ResultsWeek7Global_230920

*



End of
week
treat

Quick
to serve

Mid-week
treat

Quicker &
easier than

cooking

Support
local

businesses

Experiment with
new & di�erent

cuisines

57% 53% 28% 26%

22% 21%
Reminded of

a country
visited

3%

FRIDAY
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*Key drivers when choosing delivery & takeaway are convenience, speed & treating yourself.

What are the main reasons to  
order delivery / takeaway?*

would order a 
takeaway as an 
end-of-week 
treat 

Your new post-lockdown menus need to offer items that address these customer preferences. 
The treat nature of choosing home delivery and takeaway should not be forgotten but imagine 
how often they will order from you if you can adapt your menu by responding to breakfast, lunch, 
dinner or even mid afternoon snack making home deliveries  a more frequent occurrence. 

Home delivery and takeaway customers  
want quality food, fast. 

Make it easy for kitchen staff to meet this 
demand by integrating Aviko products into 
your menu.

All our Supercrunch Fries, Appetizers, 
Wedges and Mash products have been tested 
in the most  rushed delivery environments and 
your peers love them. They are fast and easy to 
prepare. Plus, they maintain their flavour and texture 
during delivery – so your customers will love them too!

would order 
a takeaway as 
a mid-week 
treat 53% 28%TAKEAWAY

perceived as 
a treat

Source: Toluna UK survey June 2020

make it  
easy on 
yourself
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What other factors are important for delivery & takeaway?

What is important  
to customers when  
ordering delivery ?

Food hygiene has always been important to 
your customers, but now it is playing an even 
more important role in their decision-making 
processes. So show customers what you do 
to offer them safe food.

The Aviko range can help you to minimise food-handling times whilst ensuring that 
high-quality food is delivered: helping you deliver quality consistently.

With just under a quarter wanting indulgent food and a similar number wanting healthy 
dishes, plus 14 percent wanting vegan or vegetarian dishes, the importance of offering 
a variety in the choice of different dishes is also evident. Pleasing all members of the 
family with variety will ensure that they click on your restaurant again.

make it easy on yourself

Good 
portion 

sizes

Hygiene High quality food

33%
Fast

delivery

28%
Indulgent

food

24%
Healthy  
dishes

23%
Homemade

feel

21%
Meal
deals

19%
Vegan/

vegetarian

14%

Top 2 most important factors: hygiene and quality*. Other:
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Experimenting with food

...of consumers worlwide* are interested in 
experimenting with new cuisines and recipes. 
This means, your customers are willing to 
try different dishes with different cultural 
orientations. This more adventurous attitude 
is likely to be fueled by missing holidays abroad 
and by spending more time in-house.   

What does this mean for delivery?

Your more exploratory customers are searching 
adventure and variety in their meals. You can 
anticipate on this with surprising new delivery
 dishes (e.g. dish of the week) next to your 
standard delivery offer. 

Your customers’ recessionary behaviour must  
impact and be reflected in your marketing  
messages and product offers.  

However, it is worth remembering that consumers 
who buy on ‘value’ can often end up spending more 
overall.

If you adapt your menus and marketing to reflect 
good value, your customers’ growing price  
sensitivity doesn’t have to impact on your net 
takings – or your profits.

Adapting your menu and marketing to provide 
perceived value, while creating opportunities for 
cross-selling and upselling will be a high-success 
strategy.

price sensitivity doesn’t  
always translate into  
lower overall spend

58%58%

HOME DELIVERY REPORT  P09

In
sig

ht
s

During COVID-19

* Source: GlobalData_CoronavirusCOVID19RecoveryConsumerSurvey- 
ResultsWeek7Global_230920
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Where are the 
opportunities ?
It’s really important to adapt your menu to  
reflect the changing concerns of consumers 
in the new post-lockdown world.

There are opportunities to address customer 
needs:

Encourage everyday home delivery  / takeaway by serving the 
needs of consumers.

By offering discounts to those who sign up to a subscription 
service – delivery of a chosen number of meals per week – 
you can make it even quicker and easier for your customers 
to order from you.

This type of subscription service can offer your customers 
more incentive to make ordering from you a habit rather 
than a treat.

Plus, you can reward your most loyal customers with special 
deals and discounts.

reward loyalty
57%

of consumers choose home delivery / takeaway because it‘s ‘quick and easy’

FRIDAY

cross-sell  
& upsell

healthy lunches for
working from home

mid-week treat 
(e.g. home office 

lunch)

end-of-week treat 
with family or friends

the sparkle 

in home 
delivery

€
$

Source: Toluna UK survey June 2020
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How does your food reach your 
customers?
To organize the delivery of your food offer to your customers, there are two options: 
either you bring it yourself, or you partner up with a delivery service provider  
(aggregator). Both options have clear pros and cons to consider:

It is up to you to decide which option suits your restaurant best. Make sure you analyze 
and calculate (and possibly test) both options and check in your service area if aggrega-
tors are already active or not. You can even ask your customers what they prefer. In this 
way, you can make a well-considered decision. 

Deliver yourself Aggregator partners for delivery

ProsPros
More personal: brand / relationship / community building

Complete control over customer data and margin management 

Quicker delivery – your own planning

You do not need to manage extra personnel/tasks 

Staff that is trained for delivery

Better online presence and wider reach

ConsCons
Personnel needs to be trained or hired (extra)

Can distract from ‘normal business’ and tasks

Asks for investments: materials and ordering system

Aggregator gets your customer data 

High fees (20-30%) asked for the service

No personal commitment to your restaurant
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Own fleet or with logistics partner
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Make the ordering process easy for your customers
• Adding a takeaway or delivery ordering option to your own website and social media 

channels is a great way  
to help your customers with easy ordering, plus at the same time it helps you to 
maximize your profits.

• Use online menu and ordering tools/apps to make the process smooth.
• Online promotions with a direct link to a delivery order possibility helps you to  

reach new customers and boost your delivery sales.
• Use social media marketing to attract customers, as this can be done very local  

and with limited marketing budget. 
• Build your own community.

Dare to stand out! And make it personal
• Be your own billboard: make sure your delivery personnel and vehicles are 
• recognizable: bold colours and fun elements that make people smile attracts 
• customers. 
• Go the extra mile: personalize your delivery with a note from the chef or a small 

give-away to grow customer loyalty. 

Tips for in-house delivery
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customer’s spend grows alongside trust.

Customers value personal service

Think about how you can add a 
personal touch to your delivery 
orders.

It might be as simple as ad-
ding a handwritten “thank you” 
card to every delivery.  Why not 
include a code for a 10% thank 
you discount of their next order 
on the back of the card?

What’s more, repeat customers are more likely to buy from you – even if you sell the same 
product at a higher price than your competitors.

Even better, repeat customers do your marketing for you!  If a customer orders from you  
ten times, in that period they will have referred an average of seven people to your business! 
And customers referred by repeat customers spend 50 percent more than customers that 
come to your business via other marketing channels.
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This is a great way to reward and retain your customers. This is important beacuse :
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How can home delivery help 
you return your restaurant 
operations to profitability ?

Develop or revise your delivery/takeaway menu to reflect the new situation.

…of customers think it’s more important to support 
small and local business then before COVID-19.

By adapting your menu to address the new and 
emerging customer needs detailed above, you are 
giving your customers more incentives to support you.

Make it easier for them with online ordering with third 
party systems, social media and on your own website.

Additions to your menu need to offer good returns 
for you as well as delighting customers. 
 
Supplement your signature dishes with 
easy-to-prepare dishes that offer good margins to 
allow you to offer options for upselling and 
cross-selling that don’t overburden the kitchen:

3. Focus on margins

Success tips:
1. Adapt your menu

2. Your local customers want to help you!

52%

Aviko appetizers are the perfect option.

How can you
reinvigorate the

breakfast or
brunch segment?

Look for
opportunities
for upselling

or cross-selling

Add new options
for end-of-week

treats

Offer a WFH (working
from home) lunch  
menu with healthy  

options such as Aviko 
mash bowls

Add new options
for mid-week

treats

* Source: GlobalData_CoronavirusCOVID19RecoveryConsumerSurvey-ResultsWeek7Global_230920
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If you aren’t already offering an online ordering  
option on your own website or social media, add 
one as soon as you can.

With the majority of customers knowing where they 
prefer to order from, you can improve margins by 
cutting out the marketplace aggregator websites.

4. Enable your customers to  
order direct

Look for opportunities to delight your customers. 

With menu tweaks, strategic upsells, personal 
thank you notes and rewards for regular ordering, 
both you and your customer can gain.

Subscription services which enable customers to 
sign up to a set number of deliveries per week in 
exchange for special or fixed rates are a great way 
to reward loyalty and gain greater visibility over 
your weekly revenues.

5. Encourage repeat bookings

www.avikofoodservice.com

How can home delivery help 
you return your restaurant 
operations to profitability ?Success tips:

@avikoprofessional
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