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How has the pandemic disrupted the Restaurant 

Industry?



• Eight million restaurant workers across the country 

have been furloughed or laid off since March ’20

• The National Restaurant Association estimates 

restaurants nationwide will take a $225 billion sales 

hit through May

• While casual-dining and fine-dining restaurants 

have seen their revenues decline by as much as 

85%, for some fine-dining establishments, 

revenues have almost fallen to zero

• According to McKinsey estimates, of the 650,000-

plus US restaurant locations that were in business 

in 2019, approximately one in five or more than 

130,000 will be permanently shut by next year

Source : MCKINSEY, CNBC MARKETS

COVID-19 has not only been a 
devastating public-health 
crisis, it has also been the 
restaurant industry’s greatest 
challenge to date
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https://www.mckinsey.com/industries/retail/our-insights/how-restaurants-can-thrive-in-the-next-normal?cid=eml-web
https://www.cnbc.com/2020/04/11/coronavirus-lockdowns-how-covid-19-decimated-the-restaurant-industry.html
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Jan to Feb 2020

Feb to Early 
March

Early March

Mid-March

Late April

As awareness of the novel coronavirus 

and its origins grew, Americans lost 

their taste for Chinese food and 

stopped dining at these restaurants

After WHO officially classified COVID-

19 as a pandemic, Americans changed 

focus to groceries and home cooked 

meals from dine-in options

Excitement around the re-opening of 

dine-in services in 31 states, was met 

with greater concerns around social 

distancing & hygiene

With rising number of cases and deaths in 

West Coast, people started cancelling 

their dinner reservations in cities such as 

San Francisco and Seattle 

With government orders to shut down 

all onsite-dining at restaurants and 

bars, there was a sizable shift in 

interest towards delivery and takeout

Source: EATER, THE HILL, PYMNTS

KEY
MILESTONES
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With restaurants stepping up their 

social distancing and sanitization 

standards, customers are gradually 

feeling comfortable to return to dine-in

Early to Mid May

With an estimated 

economic impact 

of $675 billion in 

2020, the 

restaurant 

industry has 

sustained one of 

the heaviest blows 

with major 

changes in food 

culture
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https://www.eater.com/2020/3/24/21184301/restaurant-industry-data-impact-covid-19-coronavirus
https://thehill.com/business-a-lobbying/business-a-lobbying/488223-restaurant-industry-estimates-225b-in-losses-from
https://www.pymnts.com/news/retail/2020/restaurant-sales-start-to-rebound-as-diners-return/


Understanding evolving customer expectations
Pre-lockdown stage – 1st Sep 2019 to 29th Feb 2020



Pre-Lockdown, customers defined ‘value’ mostly in terms of service, ambience and taste. 
Those visiting casual and fine dining restaurants expect a memorable experience

Service Pricing Menu Food quality Hygiene Ambiance

Fine 

Dining

▪ Hospitable gestures

▪ Good communication

▪ Wait staff

▪ Efficient POS systems

▪ Attention to 

expectations of 

different age-groups

▪ Recognizing loyal 

customers

▪ Should justify the 

taste, presentation and 

size of servings

▪ Willing to pay higher 

for quality or 

uniqueness in  

taste/experience

▪ Ease of reading

▪ Vegan to gluten 

and/or dairy-free 

options

▪ Exotic and non-

traditional flavors 

▪ Farm-to-plate fresh 

ingredients 

▪ Nutritional information

▪ Consistency

▪ Clean surfaces

▪ Good personal 

hygiene for staff

▪ Visible sanitization

▪ Proper ventilation

▪ Relaxing and 

comfortable 

environment

▪ Light color schemes

▪ Classy decor

Casual 

Dining

▪ Good communication 

and accessibility 

(email, phone or face 

to face)

▪ Customer focus and 

competence

▪ Moderate/ 

Competitive pricing

▪ Wide range of choices

▪ Customization options

▪ Healthy options

▪ High quality

▪ Appropriate 

temperature

▪ Consistency

▪ Clean utensils and 

tableware

▪ Good personal 

hygiene for staff

▪ Appealing interiors 

and lighting

▪ Laid back atmosphere

Quick 

service

▪ Speed of service

▪ Staff friendliness

▪ Taking correct orders 

(email, phone or face 

to face)

▪ Affordability due to 

high competition

▪ Frequent deals/offers

▪ Rewards for loyal 

customers

▪ Variety in options

▪ Occasion-specific 

changes

▪ Good taste

▪ Consistency

▪ Hygienic seating and 

tabletops

▪ Clean packaging

▪ Curb appeal (signage, 

menu display, parking 

aesthetics) 

▪ Bright and lively colors
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However, the lockdown saw consumers “missing out” on an important slice of life –
socializing and celebrating

WHAT DID CUSTOMERS ‘MISS’ THE MOST?

visiting their 

favorite 

restaurants

Eating their 

favorite food 

and drinks

spending 

quality time 

with friends

happy 

hours

Celebrations

live music & 

ambience

meeting 

new 

people
After work 

hangouts

birthday
dates

Easter

graduation parties

mothers day

anniversary
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These were triggered by a change in consumers’ eating and shopping habits which were 
dictated by three key emotions, triggered by the pandemic lockdown

TRIGGERS OF CHANGE IN CONSUMER BEHAVIOR

FEAR

Drawn towards 
familiar favorites

Intensification of 
digital purchases

Gearing up for 
future emergencies

• Procuring fresh ingredients and cooking 
their favorite holiday dishes

• Rise in sugar intake and comfort eating

• Increase in alcohol consumption

• Preference for contactless grocery 
and food delivery options

• Buying in bulk and trying cheaper 
private-labels offerings; Versatile 
pantry staples are also on the 
uptick

STRESS
Rediscovering 

established 
“comfort” brands

• Increase in purchases of nostalgic and indulgent items such 
as confectionery, desserts and salty snacks

BOREDOM Exploring new 
habits & options

• Exploring online recipe 
channels and chef based 
recipes that are easy to 
make, quick, and require 
less expertise 

• On the lookout for products 
that deliver value (reduced 
waste; higher nutrient 
density, more convenience 
etc.)

1

2

3

JOURNEY OF EMOTIONS

New 

Expectations
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02-01 02-16 03-02 03-17 04-01 04-16 05-01 05-16

Search trends, bolstered by a hunt for dine-in options, saw a dip with the rise in COVID-
19 cases. A decline in cases and an easing out lockdown, has renewed consumer interest

SEARCH TRENDS  
(Restaurants)

As the number of cases escalated, fewer customers 

searched for restaurant dining options. 

• The trend moved away from restaurants to 

restaurants ‘near me’, ‘offering takeout’ or 

‘making home deliveries’

• Takeout and home deliveries saw a 2,150% and 

550% increase in popularity during the 

timeframe

This drop was picked up by a surge in the popularity 

of food delivery apps, as Americans exercised 

caution against infection

Saturdays continued to drive in the most interest

Interestingly, consumer interest in restaurants 

offering dine in options has increased more than 

5,000%, since lockdown relaxations take effect
02-01 02-16 03-02 03-17 04-01 04-16 05-01 05-16

DoorDash

Uber Eats

Grubhub

SEARCH TRENDS

(Food Delivery)

Search for 
restaurants 
open for dine in 

Easter 
takeout's

Valentines 
Day

coronavirus cases

9



Customers use check-ins, pictures of their favorite 
foods and restaurant orders as a way to showcase 

achievements during the lockdown

People feel the need to connect and socialize. 
Social media and virtual events are seen as a safe 

way to stay connected. Nostalgia and  
appreciation for front line workers gain buzz

Concerns around safety and hygiene make 
social distancing, masks and sanitization basic 

requirements

Customers search for nearby open 
restaurants during the pandemic. Delivery, 

curbside pickup, takeaway become key 
needs

Chipotlehosted a series of daily "Chipotle Together" events on 
video to keep the community engaged during the lockdown
Burger King gave away free meals during the lockdown 
period and promised to host birthday parties post lockdown

Starbucks, McDonalds, Chipotle were
appreciated for practicing good hygiene measures 
and protective packaging

Opportunity?

McDonalds has the most delivery partners such 
as Uber Eats, Grub Hub, DoorDash and Postmates

MASLOW'S NEEDS HIERARCHY 

Customers shared pictures of their favorite 
morning Starbucks coffee

Self ActualizationOpportunity?

CUSTOMERS NEED BRAND ACTIVITIES

10



Consumer needs & brand solutions 

post lockdown relaxations
Lockdown relaxation stage – 1st May to 10th May 2020



As the economy re-opens, restaurants must address evolved customer needs and 
expectations. Health and hygiene take center stage; user experience and price 
expectations evolve

6%GENERAL 

EXPECTATIONS

Buzz around the 

usual well-known 

performance 

standards in the 

industry 

THE EVOLUTION OF CONSUMER EXPECTATIONS

87%NEW

EXPECTATIONS

Changes in support, 

products and services 

considered critical to 

adapt to the current 

pandemic environment

7%IoT ASSISTED 

EXPERIENCES 

Latest and state-of-

the-art technological 

upgradations in 

products and services 

OLD NEW

*N=6,306

12*Note: N is based on consumer conversations/content sharing on social media, around their expectations in the post-lockdown period



1%

4%

7%

38%

50%

Customer Service

Menu

Food Quality

Dine-in experience

Pricing

• Fast-food brands like Starbucks and McDonalds were 

appreciated for offering free deliveries to customers

• Higher prices of casual diners such as Red lobsters and Texas 

Roadhouse, in certain outlets irked customers

• Customers were nostalgic about their pleasant dine-in 

experiences in restaurants, while having their orders picked up 

or delivered 

• They were also thrilled about the reopening of casual diners 

such as Bar Louie and Texas Roadhouse, for dine-in

Affordable and consistent pricing, in terms of 
delivery/takeout/dine-in is one of the prime requisites, 
followed by the desire for a gratifying dining experience

13

PRICING & 

EXPERIENCE

GENERAL EXPECTATIONS

What did customers say?



Freshness of ingredients not only impacts food quality but 
also influences the overall dining experience

14

FOOD 

QUALITY

GENERAL EXPECTATIONS

11%

28%

61%

Good taste

Correct temperature

Freshness

• Customers were of the opinion that restaurants which offer 

fresh and healthy options with outdoor seating, should be the 

first ones to open for dine-in, so that people can enjoy fresh 

air with non-junk options

• They looked forward to enjoying fresh comfort food like 

meatloaf, baked yellow squash, salads, cara oranges etc. in the 

favorite restaurants

What did customers say? (1/3)

1%

4%

7%

38%

50%

Customer Service

Menu

Food Quality

Dine-in experience

Pricing



Freshness of ingredients not only impacts food quality but 
also influences the overall dining experience
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FOOD 

QUALITY

GENERAL EXPECTATIONS

11%

28%

61%

Good taste

Correct temperature

Freshness

• Customers were nostalgic about enjoying freshly-made, hot 

meals in their favorite restaurants

• Delayed deliveries resulted in them having to compromise on 

having their meals hot 

What did customers say? (2/3)

1%

4%

7%

38%

50%

Customer Service

Menu

Food Quality

Dine-in experience

Pricing



Freshness of ingredients not only impacts food quality but 
also influences the overall dining experience
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FOOD 

QUALITY

GENERAL EXPECTATIONS

11%

28%

61%

Good taste

Correct temperature

Freshness
1%

4%

7%

38%

50%

Customer Service

Menu

Food Quality

Dine-in experience

Pricing

• Quality of food went downhill as several brands were criticized 

for consistently failing to match the taste of their popular 

products, on both delivery and pickup

• Customers were also of the opinion that restaurants need to 

focus on good taste as most people were getting used to 

home-cooked meals

What did customers say? (3/3)



Menu innovations can help customers enjoy signature 
offerings at the convenience of their homes
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2%

98%

Digital optimization

Offerings
1%

4%

7%

38%

50%

Customer Service

Menu

Food Quality

Dine-in experience

Pricing

• Meal and cocktail “kits”, “drinks-to-go” and “barbecue at 

home” packages were among the most sought options at 

quick and casual diners

• Brands entered the lockdown with limited service menus due 

to unavailability of resources during the lockdown - this 

resulted in a lot unhappy customers, as some popular items 

went missing

• Emphasis on making digital menus accessible across 

restaurants to minimize contamination risks while dining-in

What did customers say?

MENU

GENERAL EXPECTATIONS



With substantial reliance on food delivery services, efficient 
and responsive service is very important 
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1%

7%

92%

Tipping

Professional behavior

Quick response
1%

4%

7%

38%

50%

Customer Service

Menu

Food Quality

Dine-in experience

Pricing

• Customers were disappointed for not being able to place their 

orders due to delayed/lack of response on phone lines

• Others however, thanked specific executives for resolving their 

queries in the shortest possible time

• Rude/ arrogant behavior of the staff during takeaway or 

curbside pickup, resulted in severe criticism

• Customers were also of the view that tipping should not be 

mandatory in the absence of staff service in a dining 

establishment

What did customers say?

CUSTOMER 

SERVICE

GENERAL EXPECTATIONS



• Employees must wear face masks/shields; N95 masks 

and not "flimsy sneeze guards"

• Gloves should be regularly changed

• Ready availability of sanitizers

• Sanitization of tables, bill holders, pens, seats and 

door handles between reservations

• Availability of disinfecting wipes

Image source: www.newsbreak.com

Customer Expectations

HYGIENE

& SANITATION
Concerned customers want to ‘see’ a sterile environment

66%

Temperature checks

Protective packaging

Single-use utilities

Physical distancing

Delivery and pickup

Hygiene & Sanitation standards

19

NEW EXPECTATIONS



Sense of safety and assurance 

when they see employees 

wearing a mask

Heavy criticism when wearing 

masks was not mandatorily 

enforced 

Happy to see employees 

wearing gloves when handling 

food packages

Failure to wear gloves should 

be met with negative online 

reviews 

Usage of sanitized wipes are 

viewed as one of the easiest 

ways to disinfectant contact 

surfaces at restaurants

Considered a part of 

hospitality – aromatic flavors 

were appreciated

Concerned about sanitizers 

harming sensitive skin, due to 

frequent use

Thought of as the most basic 

precautionary measure among 

others

72%

20%

6% 1% 1%

Masks Gloves Sanitizers Disinfecting wipes Hand washing

HYGIENE

& SANITATION
Emphasize on making masks and gloves a part of the 
staff’s regular attire  

WHICH HYGIENE AND SANITIZATION STANDARDS ARE DRIVING BUZZ?
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How did brands and consumers react?

Brands such as McDonalds , Bar Louie, 

Burger King are taking proactive steps to 

protect the well-being of their employees 

and customers by implementing standard 

sanitation procedures such as

• Increased frequency of cleaning, 

sanitizing, and disinfection of high-

touchpoint surfaces

• Promoting regular and thorough 

handwashing with alcohol based 

sanitizers to crew members and 

customers

• Equipping employees with safety gears 

like head caps, gloves and masks

Criticism came from instances where 

employees were not wearing masks 

correctly to cover the entire mouth and 

nose

HYGIENE

& SANITATION

21

NEW EXPECTATIONS

https://twitter.com/McDonalds/status/1237803599012548610
https://twitter.com/Tomgormanphoto/status/1239258157303705611
https://twitter.com/BeWUCA/status/1237061404101771271
https://twitter.com/emelyb21/status/1248353774625644544
https://twitter.com/itsmoora/status/1262475913192787973


• Smooth online ordering system

• Cap on high delivery charges

• Availability of “trunk service” – placement of 

food packages in car trunks by restaurant staff

• Limit on takeout drinks and cocktail kits to 

avoid curbside parties/picnics and long queues

Image source: www.freepikk.com

Customer Expectations

20%

Temperature checks

Protective Packaging

Single-use Utilities

Physical Distancing

Efficient pickup and delivery

Hygiene & Sanitation

DELIVERY

& PICK UP
Quick and affordable delivery options are key to driving 
repeat online purchases

22

NEW EXPECTATIONS



Convenience and risk of 

exposure made home delivery 

the most preferred option 

However, slow delivery was a 

major deterrent

Wide availability and good 

deals made Grubhub very 

popular  

Restaurants asking customers 

to skip delivery apps created 

apprehensions

Uber Eats' announcement of 

waiving delivery fees for 

independently owned 

restaurants was met with 

appreciative comments

People urged others to order 

directly from restaurants to 

help save them

Ease-of-use, good interface & 

smooth payment system were 

the key drivers for online apps 

Technological glitches leading 

to inability in applying coupon 

codes, missing menu items, 

wrong prices etc. made the 

experience unpleasant

Quick delivery was considered 

a prerequisite from quick 

service restaurants

60%

21%

8% 7% 1%

Order Type Delivery Providers Delivery Charges Ordering System Delivery Speed

Efficiency of delivery providers is crucial to ensuring a 
smooth home delivery experience

WHAT IS DRIVING BUZZ ABOUT PICKUP AND DELIVERY?

DELIVERY

& PICK UP

23

NEW EXPECTATIONS



How did brands and consumers react?

• Brands such as Buffalo Wild Wings, Bar 

Louie, Burger King, McDonalds have 

adapted to entryway pickup, grab-

and-go service and drive-thru

• Consumers can order ahead with the 

respective brand mobile apps, and 

then pick up at the door, drive-thru or 

curbside

• Brands have associated with delivery 

partners such as Uber Eats, Grubhub, 

DoorDash and Postmates, offering free 

delivery on select purchases 

• Fine Diners like GW Fins are accepting 

delivery orders only at specific times in 

the evenings for curbside pick ups

Criticism came from hidden delivery 

charges, delivery delays and waiting times

DELIVERY

& PICK UP

24

NEW EXPECTATIONS

https://twitter.com/Daisy91830316/status/1249924234404642816
https://twitter.com/intothelavender/status/1262103353301053443
https://twitter.com/trahh/status/1260320474250178560
https://twitter.com/BarLouie/status/1252423328226086912
https://twitter.com/Starbucks/status/1257309081720635394
https://twitter.com/swish_22_/status/1261836540294172672


12%

Temperature checks

Protective packaging

Single-use utilities

Physical distancing

Efficient pickup and delivery

Hygiene & Sanitation standards

• Although excited about the re-opening of outdoor 

beer gardens, breweries, bars/restaurants with lawns 

and open spaces, sufficient physical distance and 

minimum contact should be maintained by 

consumers as well as the staff

• Tables should be arranged at least 6 feet apart from 

each other

• Crowd control / reduced capacity

Adherence to distancing norms is the focal point among 
customers stepping out especially for dine-in

Image source: www.dailymail.co.uk

Customer Expectations

SOCIAL

DISTANCING

25

NEW EXPECTATIONS



People were concerned that for small bars/pubs, 

having people 6 feet apart, would only allow 3/4 

tables a night

Backlash against restaurants where customers were 

sitting closer than 6 feet from other tables

Although reduced capacity mandates were 

welcomed by customers, they urged restaurants to 

opt for outdoor seating, as scientific studies 

suggested that warm temperatures posed lower risk 

than confined indoor spaces

They were also of the opinion that reduced seating 

capacity coupled with the overwhelming 

consumption of disposable products would make it 

difficult for them to sustain themselves

Customers emphasized on the need for staff 

members/waiters to maintain adequate distance 

among each other and also while serving 

Some were worried about the fact that while 

restaurant owners would have the COVID-19 

mitigations in place, customers will use washrooms

where others have touched everything

74%

19%
7%

Seating Arrangement Reduced Capacity Physical Distance

However, sustenance difficulties for restaurants’ due to 
reduced customer inflow is also being deliberated upon

WHAT IS DRIVING BUZZ ABOUT SOCIAL DISTANCING?

SOCIAL

DISTANCING

26

NEW EXPECTATIONS



How have brands and consumers reacted?

• Brands such as McDonalds and Burger 

King pulled up creative marketing ads 

to create awareness on social 

distancing; they are also implementing 

contactless operations through social 

distancing by providing marked floor 

spaces, allotted for customers

• Fine diners like Halls Chophouse are 

serving inside restaurants at 50% 

capacity and outdoor patio seating on a 

first-come, first-serve basis

• Customers and delivery partners who 

arrive at stores, are required to maintain 

6ft social distancing at drive thru’s and 

pick up points 

Criticism was for risk of potential exposure 

to the virus as employees at certain outlets 

did not strictly impose the physical 

distancing 

SOCIAL

DISTANCING
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NEW EXPECTATIONS

https://twitter.com/House_Razor/status/1263103870848266242
https://twitter.com/BWWingsCares/status/1261424894170071051
https://twitter.com/GoldwasserZach/status/1261432754777894913
https://twitter.com/daveyarmon/status/1259190124568510468
https://twitter.com/meer_ishtiaq/status/1241045161993474048
https://twitter.com/burgerkingindia/status/1240566711834705921/photo/1


1%

Temperature checks

Protective packaging

Single-use utilities

Physical distancing

Efficient pickup and delivery

Hygiene & Sanitation standards

• Sufficient supply of disposable napkins

• Disposable menus

• Single-use condiments, available on request

• Disposable food service items (utensils, dishes, cups)

• Single-use table cloths

• Some customers at casual dining establishments want 

hygienic regular tableware, that keeps up the 

experience

The ability of disposables to reduce contamination risks is 
met with concerns around environment impact

Image source: www.freepix.com

Customer Expectations

SINGLE USE

UTILITIES
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NEW EXPECTATIONS



Although the waste was 

financially and 

environmentally 

destructive, disposable 

dishes, plates, bottles, 

cups and other cutlery 

items could ensure 

necessary hygiene

Customers urged 

restaurants to either opt 

for single-use/ 

disposable menus or 

completely shift to digital 

menus

They also emphasized 

upon making single-use 

condiment packets of 

ketchup, sauces, honey, 

mustard etc. only 

available on request 

from the counter 

Provision of disposable 

napkins/tissues was not 

only considered a 

prerequisite in 

hospitality, but also a 

hygiene essential in the 

current pandemic 

scenario

Customers also 

requested fine-dining 

restaurants to opt for 

single-use tablecloths to 

adhere to their 

experience quality

A few of fine/casual 

dining customers felt 

that disposable cutlery 

would negatively impact

their overall experience.  

Sanitized regular service 

tableware should be 

provided

However, sustenance difficulties for restaurants’ due to 
reduced customer inflow is also being deliberated upon

WHAT IS DRIVING BUZZ ABOUT SINGLE USE UTILITIES?

*N=65867%

12% 11% 7% 1% 1%

Food service items Menu Condiments Tissues/Napkins Table Cloth Regular Tableware

SINGLE USE

UTILITIES

29

NEW EXPECTATIONS



How have brands and consumers reacted?

• Brands like Starbucks , McDonalds , 

Chipotle continue to provide ample 

napkins, tissues and utensils, to enhance 

the overall take away experience for the 

customers

Criticism came from customers 

complaining about the need to reduce 

single use cutlery, as they are not 

environment friendly

There were also some complaints around 

missing cutlery in delivery and pick-ups

SINGLE USE

UTILITIES

30

NEW EXPECTATIONS

https://twitter.com/ChicagoHawkey/status/1260246385259053056
https://twitter.com/ChicagoHawkey/status/1260246385259053056
https://twitter.com/MadHammrThorstn/status/1258728039732690944
https://twitter.com/ericamarieglass/status/1263190813305180162
https://twitter.com/limeadde/status/1262914591740362752
https://twitter.com/ScottNNJ/status/1262924240476680195
https://twitter.com/KerstinMichelle/status/1248984574555615232
https://twitter.com/sarahmaisto/status/1258930915021139968


1%

Temperature checks

Protective packaging

Single-use utilities

Physical distancing

Efficient pickup and delivery

Hygiene & Sanitation standards

• Renewable and tamper proof packaging

• Apprehensions towards the transmission of Covid-19 

through food packaging

Visibly safe and environment friendly packaging has a 
positive influence on purchase decisions  

Image source: www.freepix.com

Customer Expectations

PROTECTIVE

PACKAGING
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Customers urged restaurants to opt for recyclable/compostable take-out/delivery 

containers, which would make it easier for them to sustainability dispose off the 

packaging, once the food arrives at home

Criticism towards brands like Mc Donald’s for continuing to stick single-use 

plastic, despite its adverse impact on the environment

Tamper-proof packaging/seals provided by brands such as Chipotle and 

Starbucks were highly appreciated as a sign of their consistent quality, even in 

tough times

Absence of these seals or stickers in packaging provided by restaurants such as 

Wendy’s or delivery partners like DoorDash, was met with severe criticism

Hence, consumers are expecting big brands to come up 
with sustainable options, that ensure safety and quality

WHAT IS DRIVING BUZZ ABOUT SINGLE USE UTILITIES?

73%

27%

Sustainable Tamper-proof

PROTECTIVE

PACKAGING
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How have brands and consumers reacted?

• McDonalds is looking at providing 

100% renewable packaging by 2025

• Brands like Chipotle, McDonalds are 

promising on tamper-proof 

packaging to avoid chances of 

contamination and preserve the 

quality and freshness of the food 

during the pandemic

Criticism was around the non renewable 

packaging used by Starbucks and 

McDonalds

Brands like Buffalo Wild Wings, Wendy’s 

failed to provide tamper proof seal 

stickers on the delivered products

PROTECTIVE

PACKAGING

33

NEW EXPECTATIONS

https://twitter.com/ProjectPUT/status/1259507382964621313
https://twitter.com/RachelD50720624/status/1259873159945347073
https://twitter.com/courtneysholars/status/1247174338664693761
https://twitter.com/McDonalds/status/1250405807583305731
https://twitter.com/ExSoldierGamer/status/1252367809507549190
https://twitter.com/racheym_/status/1253465782996160514
https://twitter.com/erecher/status/1255615694336483328
https://twitter.com/CattGemini/status/1257381321984356363


<1%Temperature checks

Protective packaging

Single-use utilities

Physical distancing

Efficient pickup and delivery

Hygiene & Sanitation standards

• Need for mandatory checks for staff as well as 

customers before entering a restaurant

Regular temperature checks are essential to making sure 
that consumers feel safe and comfortable

Image source: www.CNBC.com

Customer Expectations

TEMPERATURE

CHECKS

34

NEW EXPECTATIONS



How have brands and consumers reacted?

• Brands like Burger King, Chipotle and 

McDonalds are conducting 

temperature checks on their 

employees, delivery partners and 

customers as part of the screening 

process 

• Employees with temps above 100 are 

to be sent home and paid for 

reporting to work

Criticism came from customers and 

employees complaining about the 

absence of temperature checks at few 

outlets

Customers are also skeptical about the 

accuracy of temperature checks as 

symptoms of fever do not show up until 

two weeks

TEMPERATURE

CHECKS
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https://twitter.com/Ken_neth_Teh/status/1241316999940034560
https://twitter.com/LisaGutierrez96/status/1258506578879111170
https://twitter.com/theSalesOpsGuy/status/1239225962811678720
https://twitter.com/Fro_YEET/status/1261111542457798656
https://twitter.com/BurgerKing/status/1260194677602557953


100%Contactless technologies

• Devices/techniques for zero contact delivery and 

pickup 

• Optimization of digital menus 

• Temperature tracking devices for crowds 

• Locker system that maintains the food at a proper 

temperature until the time of pickup 

• Anti-microbial POS screens to avoid passing germs

• Automated checklist functionality for key sanitation 

items

Technologies facilitating zero physical contact and routine 
tracking are considered essential to minimize risks

Customer Expectations

Image source: www.forbes.com
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Examples of innovative contactless methods

• Kogniz is planning to roll out a device the size of 

an iPad containing thermal and optical cameras, 

which can monitor the temperature of small or 

large groups of people

• The technology can tell if someone has a fever as 

they are about to walk into a building or stadium

• Its camera can also tell if someone is wearing a 

mask or glasses, and will seek out another part of 

their face to get a temperature

• Humdinner, a Canadian drive-thru technology 

company focused on the Quick-Serve Restaurant 

(QSR) and retail industries, announced the launch 

of its world's first "No-Touch" multi-lane drive-thru 

system

• Sold as a suite of solutions, customers can now 

safely place and pick up their orders at QSR's, 

grocery stores, pharmacies, and other retail 

locations without coming into physical contact with 

anyone or any shared surfaces

• Refraction AI has developed a 

three-wheeled autonomous 

vehicle called REV-1 that is 

providing delivery services from 

local restaurants in Ann Arbor

• Their low speed of 15 miles/ hour 

enables them to use inexpensive 

camera-based navigation systems, 

making their cost feasible for 

delivery service.
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How have brands and consumers reacted?

• Chipotle's prep counters are 

customized - Digital orders are 

placed on shelves near the front 

of the restaurant for quick self-

service pickup 

• Brands like Starbucks are opting 

to completely change to digital 

pays during the pandemic 

Criticism was around drawbacks such 

as security of data, seamless 

connectivity

Challenges of tipping options for 

online orders 
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https://twitter.com/TonyTorre305/status/1263637840413577216
https://twitter.com/BlueDarterz/status/1261799633346605056
https://twitter.com/tdogden/status/1258468129400856578
https://twitter.com/BTCNYEX/status/1241538285484244992
https://twitter.com/b_mack1981/status/1241052003419160577


Social distancing and hygiene are the drivers of brand perception and most 
brands did not do well to implement strict solutions
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Brands like Starbucks and Burger King were 

appreciated for their community activities 

such as free coffees, free kids meal and free 

birthday parties post lock down

McDonalds and Starbucks- positivity was 

mainly around appreciations for cleanliness, 

hygiene and social distance practices 

Chipotle, Wendy’s, Starbucks, McDonalds-

were critiqued for the use of single use plastic 

packaging/cutlery and inefficient tamper 

proof packaging

Bar Louie and Texas Roadhouse were 

appreciated for their burgers, steaks drinks 

and customer service

GW Fins and Halls Chophouse was 

appreciated for their tasty sea food and 

curbside pick up services

Red Lobster made the news as employees 

fighting customer over wait time and refund 

request

Customers 

expressed their love 

for the Chicken 

wings and sports
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Key Takeaways
Quick Service Restaurants

• Invest in social & digital media, which are the 
best ways to reach one’s audience during a 
pandemic. Loyalty programs will also play a 
vital role in driving revenue

• Online delivery apps take a 20-30% 
commission per order, which can a toll on low 
margin offerings. QSRs will need to rethink 
menus, supply chains and employee roles to 
maintain margins

• Hygiene and safety concerns require wait 
times to be short and staggered at the store. 
Customers want to learn more about safety 
efforts at the establishment, even for takeout 
and delivery



Key Takeaways
Casual Dining Restaurants

• As delivery picks up customers are 

increasingly looking for restaurant style, 

high quality meals delivered to their 

doorstep. Meal kits with plating/cooking 

instructions is a rising trend

• Customers are more mindful of their health 

and expenses which is likely to redefine 

value

• Providing staff/employees with necessary 

protective gear is considered an important 

indicator of how serious a business is safety 

post re-opening



Key Takeaways
Fine Dining Restaurants

• Customers want to get out of their homes and 

treat themselves to a good meal. 

• Fine dining restaurants are expected to deliver a safe and 

premium dine in experience

• Subtle visual ques around safety initiatives are necessary

• Disposable tableware isn’t expected by all

• Reservation policies to assure customers of low-

rates of walk-ins

• Fine dining restaurants will have to adapt menu’s 

to deliver high quality taste and texture with 

premium packaging.

• Delivery rates are expected to be lower
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