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The Delivery Landscape



1in 5 used restaurant 3PD in past month

At roughly the same incidence as ordering delivery directly from the
restaurant (First-Party), restaurant Third-Party Delivery is a popular choice.

Types of delivery used in past month
Which of the following have you done in the past month?

mFirst-Party (through restaurant / retailer directly)
.Third-Party (through a delivery platform like
DoorDash, Instacart, etc.)

6%

Restaurant Food Grocery Food / Bev Non-Food ltems (same day

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



Gen Z: especially big fans of delivery

Gen Zers are more likely to prefer delivery and consequently less likely to
prefer dining-in at restaurants.

Restaurant order method preference
Of all the ways to get food from a restaurant, which is your single most preferred way?

aGenZ 2 All other
Dine-In Dining at the restaurant (ordering from waltsta®f while I'm seated) —m—— : o 21%
Dining at the restaurant (ordering at the counter) — mﬁ‘-k
" :
Ordering In the drive-thru j RExY %%

Ordering ahead for curbside or drive-thru pick.up H{r“‘
To-Go
Ordering ahead for pick-up at the counter —.

Ordering at the counter to-go  —

Ordering delivery (from a 3rd party app ke DoorDash, UberEats, etc) Hm Delive ry Total:
Delivery ()rdering delivery (from the restawrant’s own website/app) ” ¥% 27% for Gen Z vs.

Ordering delivery (calling the restaurant on the phone) P—. 2 21% for All other

Something else not listed bere —— .

Meda"ia From Medallia Market Research Survey, fielded September 2022. n =2,010 US general population.
1/2 sample aged 14-26 (Gen Z), 1/2 sample aged 27+. Totals weighted for census age and gender distribution.



Spend on 3PD continues to grow

Restaurant-focused platforms continue to grow, though many now also cover
grocery and non-food retailers too. Grocery-focused platforms continue to hold too.

Estimated quarterly spend per person on Third-Party Delivery

US National; Spend per panelist on groups of platforms listed for 90 day periods shown

3rd
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Meda"Ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.



3PD still growing from Txn, not just Check

DoorDash is seeing a rise in Average Check Size (likely due to inflation-driven
price hikes), but Transaction Volume isn’t declining in the process.

DoorDash Average Check Size and Transaction Volume, vs. 2019
US National; Relative % change vs. equivalent quarter of 2019

Q1'20 Q220 Q3'20 Q4'20 O1'2 Q2'21 Q3'21 Q4 Q1722

Meda"Ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.
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DoorDash still holding commanding share

DoorDash has grown to hold a 50%+ market share among the 4 biggest
restaurant-focused platforms, and the trend has not receded.

Market Share among leading restaurant Third-Party Delivery platforms
US National; % shown by quarter

joo% »Postmates .
— #Grubhub Inc. 58%
mUberEats

60% ®DoorDash 27%
40%

13%
20%

2%

0%
Q1 Q2 Q3 Q4 Q1 Q2 Q3 @4 Q1 Q2 Q3 Q4 Q1 G2 Q3 Q4 Q1 Q2 @3

8 18 18 18 "9 "9 19 "19 20 '20 '20 '20 21 '21 '21 '21 '22 '22 '22

Meda"Ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.



GrubHub holding onto just a few DMAs

GrubHub (including sub-brand Seamless) is still competitive in certain DMAs
like New York and Philadelphia, but its stronghold has shrunk over time

Select DMAs: Market Share of platforms

US National; % shown for Q3 2022
GrubHub change in

B DoorDash mUberEats W Postmates M Grubhub Inc. market share vs. Q3 2018
National -23ppt
Dallas-Ft. Worth, TX 55% 37% 19%7% -5ppt
Houston, TX 60% 35% 18% -5ppt
Los Angeles, CA 50% 28% 122% N1N% -“13ppt
Miami-Ft. Lauderdale, FL 31% 61% 39BN -5ppt
San Francisco-Oakland-San Jose, CA 70% 19% 1%9% -10ppt

Meda"Ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.



Convenience delivery is also growing

Platforms specializing in convenience item delivery (e.g. snack foods, household
goods, etc.) like goPuff have grown heavily but are still much smaller than DoorDash.

Indexed quarterly sales by select platform
US National; Spend from panel on platforms listed for 90 day periods shown (100 = on par with DoorDash Q1 2018)

3000 De Up 9% year-over-year
orD

2500 ash Up 2255% vs. Q1 2018
2000

1500 Up 3% year-over-year
1000 Up 883% vs. Q1 2018

Scale adjusts

Up 21% year-over-year

- uff
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Meda"Ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.



Key retailers are growing platform presence

Non-restaurants like convenience store chains 7-Eleven and Wawa, plus drug stores

like Walgreens and CVS, have grown their sales on these platforms substantially.

Third-Party Delivery platform spend index for select retailers
US National; Spend from panel on DoorDash, Grubhub, and Postmates (100 = on par with 7-Eleven Q1 2020)
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Medallia
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From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.
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DoorDash trial highest, but Instacart has
as good if not better advocates

History of use, and Net Promoter Score
From which of the following services have you ever placed a delivery order?

How likely is it that you would recommend the following delivery services to a friend or colleague?

Have ever used NPS from prior users
DoorDash L 20|
UberEats I - i =124
GrubHub / Seamless IE————_— 5 |
Instacart I - Ni— ] )
Postmates L 21% | .16 |
Hello Fresh | 14% | vy
goPuff | 8% | =g /)
Shipt 8% | P |
Blue Apron /% | 4 |
Freshly 2% | 8
PeaPod bo | | -7 ]
DeliveryDudes e | — - § L Low
Waitr Po | 19 | sample
Favor o | | 24
ChowNow a [ .26
EAT24 b | - T
ezCater | 10 |

. From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
Medallia prior delivery users (ever). Net Promoter Score = proportion selecting 9-10 minus proportion selecting 0-6 on
1-10 scale ((10 being extremely likely, O being not at all likely)



Consumers are exploring the many ways
of using Third-Party Delivery

What consumers have done in a 3PD order before
For each of the following, please select the answer that best applies to you.

Have used while Have ordered to Have pre- Have paid for Have used group Have made a 3PD Have ordered
on a vacation / trip another location scheduled order expedited delivery ordering function restaurant order alcohol on 3PD
while not there  for specific time just for beverages
(e.g. as gift / help) later (no food)

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



2 in 5 have a 3PD subscription benefit

Of those with 1+ subscription to a 3PD platform (e.g. DashPass, Instacart+, etc.),
the majority pay the fee for it (vs. getting it as credit card perk).

Incidence of 3PD subscriptions, and how getting them
For each of the following, please select the answer that best applies to you. - | have a subscription with special benefits

from at least one third-party delivery platform (e.g. DashPass, Instacart+, etc.)

Have a subscription w/ special benefits from 1+ 3PD platform

U:':U How getting subscription

.6%
‘ | pay the fee for it

ave a credit card that provides as a
benefit to cardholders

My employer provides it to me

| have it through some other way

From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).

Medallia



Virtual concept awareness is stagnant

The percent of respondents citing prior awareness of virtual restaurants /
“ghost kitchens”, and the percent knowing that have purchased from one, are
both virtually unchanged compared to the start of 2022.

Awareness of, and prior ordering from, Ghost Kitchens
Before taking this survey, how would you rate your familiarity with “ghost kitchens” - restaurants who are available for

delivery orders but otherwise have no physical presence for dining-in or picking-up food (i.e. no storefront, no waiters, etc.)?
5oth metrics virtually unchanged vs. Jan 20

o
N Have at least some 13 %
o knowledge of of total know they have
’ “ghost kitchens” ordered from one in the past

4
&,

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



Select virtual concepts flat-to-down

Notable ones like MrBeast Burger appear to be holding onto the sales performance
first achieved in 2021, but aren’t growing substantially higher.

Third-Party Delivery platform spend index for select Virtual Concepts
US National; Spend from panel on DoorDash, Grubhub, and Postmates (100 = on par with MrBeast Burger in Q4 2020)

1000
900
800
700
600
500
400
300
200
100

= MrBeast Burger
= The Meltdown
= Tender Shack

Q4'20 121 Q221 Q3'21 Q4'21 Q1'22 Q2'22 Q3'22

Meda"Ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.
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Food Ordering, In Detail



Smaller party sizes are back

The average order was for a larger number of people in 2020-2021 (likely due to
more sheltering at home), but this trend has returned to pre-pandemic values.

Party size of order: % for 1-2 people
For how many people was that most recent order?

46%

1019 Q3 2021 Q3 Z

Medallia



The restaurant is selected only after
browsing in 1/3 of orders

Restaurant selection process
How did you decide which restaurant/cafe/store to order from? Where did the restaurant you chose appear on the screen?

Choosing the restaurant How restaurant was displayed

| already knew where |

wanted to order from and 56 Ina gener.al section with a
then found it on the delivery o standard list of restaurants
2 (no special advertising) .

service
| browsed through the 213 In a sponsored, promoted, or
available options and then a featured section advertising X
decided where to order from % certain restaurants %
Someone else decided | don’t know ..

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



The COVID-driven ROI of a restaurant
being on 3PD may be slightly shrinking

What customer would have done if 3PD wasn’t an option
If you hadn’t made this order, what would you have done instead?

10% 8%
34% 37%
a n

Q12019 Q3 2021 Q4 2022

Food from Same Restaurant
(directly)
mFood from Different Restaurant
“Food from Grocery / C-Store
mFood Already at Home
mNo Food

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).

3PD Impact to
Restaurant:

Incremental
transactions
(59%)

Cannibalistic
transactions
(41%)



The Rise of Non-Food
Orders



Non-Food 3PD most often from Mass

16% of respondents say they’ve purchased non-food items from a Third-Party
platform in the past. It's most common to be from a Mass Retailer.

Retailers used when making a non-food 3PD order
You indicated that in the past month, you have ordered non-food/bev products from a third-party platform like Instacart,

goPuff, etc. for same-day pickup or delivery. When you last did this, from what kind of retailer did you order those
products?

Mass Retader je.g. Walmart, Target, etc) 27N
Supermir ket (0.9 Kroger, Safeway, etc)

Commnence stere (g 7-Sewen, Cirde K, etc)

Pet Stere (g PetCo, Pet Supermarket, otc)

Chd Retainr (0.9 Cosico, Sam's Club, el

Liguce Stoee (0.9 Total Wine, Binmy's, etc)

Drug Steee e CVS, Walgreens)

Dollar Stere (0.9 Dolle Caneral Doliar Tree, eic)

OMice Supplus Stere (e Stagles, Office Depot, e2c)

Sponting Goods Sire (0.9, Dick's Spontng Goods, RS, etc)
Appacdd Stere jeg. Macy's, Cld Nawy)

At/ Craft Store fo.g. Michaed's, Jofinn, etc)

Electronics Stoee (0.9 Best Buy)

Anothier type of o met [stled

Hoeme Geods stere @9 Baed Bath & Beyond, HomeGoods, eic)

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



Household goods are most common

When people use 3PD to make a non-food purchase, it is most common for
goods like paper towels, cleaning products, etc. 2nd are personal hygiene.

What non-food/bev products are purchased
What kind of non-food/bev product(s) did you get from that store on that occasion?

s J =) K El 9 )

Household Personal Pet products Cups, napkins, . . o . o Tobacco
supplies (50%) hygiene (41%) (37%) or utensils (27%) Medicine (21%) Cosmetics (20%) products (20%)
[¢)
@ @ éiﬁ o
. Books, . . .
Electronics (19%) Apparel (19%) alr)teci(t);?nt:(‘:é‘?) magazines, Offlczzs‘;?plles e u?p;:::g(’“o/)
party ° content (15%) ? quip ?

Medallia
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The First-Party vs. Third-Party
Choice for Restaurants



First-Party preference still highest

Compared to points in 2021, First-Party preference is growing its lead over

Third-Party by slightly more.

First vs. Third-Party Delivery Preference

Overall, when ordering restaurant delivery, which of the following do you prefer to use? Select the option that best

describes you.

| prefer ordering food 1% :

prefer ordering foo Third-Par
through 3rd party \

u services like DoorDash, ty
Uber Eats, Grubhub,

First Party %, Over Time

| prefer ordering food ’
directly from the .
restaurant (via their Feb-21 m
phone, website, or app) ’

| have no preference _
between these two Oct-21 ”
options ’

First-Part 2

y

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



But consumers still avoid 1PD at times

Several reasons around no known First-Party option or a cumbersome
process / experience cause consumers to choose Third-Party.

Why consumer didn’t choose 1P instead (on most recent 3PD order)
Why, on this occasion, did you not order delivery food directly from the restaurant instead of using a third-party service like

DoorDash, Uber Eats, etc.?

The restacract Gidn't offer delwery themselvwes, only theough thind-parnty OIS

| had & promotion [ discount 10 wee hrough the thrd-party platform | | 19%

| Sdnt want 1o set up accout | payment detais directy with the restiu et R 1o

| wis crciring with a group and 2 was easr 1o mamage it threugh the third-party platform | 116%

| Sdnt know  restacrant offered dedivery themsalves or not P G I_
N would Lake koeger for the food %0 e delivered f crderng deectly threugh the restecr ant [ 1S Account / Pers.
My pravious order winrs already sived in the Burd-parrty platfooms [ [13% I Info

Already started restacrant search on 3P platform, didnt want 10 open & new agp / wabisite [T 104 I Speed

I would be Parder o contact the restauran ¥ sometheog went wreng with the delivery | Value

The user imeface & easier | Dether in the third-party platfooms C T% Process /

| Sdnt want 1o grve my address ( payment information dieectly 10 the restine st . Experience

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



Restaurants have tools to drive to 1PD

Many consumers say they could be convinced to go from Third-Party to
First-Party ordering the next time if there’s something in it for them.

Top 5 things customers say could switch them over to 1PD
When trying a new restaurant through a third-party platform like DoorDash or Uber Eats, what increases the chance you’ll

shift to ordering directly from the restaurant (and not via the third-party) next time? Top 5 out of 13 choices shown

x| #1
& #2
— #3
B #4

& #5

Medallia

If | am informed their menu prices are lower when ordering directly through them (35%)

If  am informed they have fewer fees when ordering directly through them (30%)

If | am informed | could get loyalty / rewards points when ordering directly through
them (22%)

If | am informed the delivery would be faster when ordering directly through them (21%)

If the restaurant leaves a promotion / coupon in the delivery bag that needs to be
used directly through them (21%)



Driving further
Third-Party Use



What’s inside the bag affects experience

Consumers say the things that improve their experience the most include
inclusions like condiments, container labeling, and driver notifications.

What helps drive the best possible Third-Party experience?

Which of the following, if any, would you say greatly improve the restaurant delivery experience for you?

Condimants, napkers, avd utensis are Bcuded by default 1
The driver notifies me when they have arrrsed with iy food b _KEyas
Food contaiers ane labaled with what food is inside them T ———————————————————r] 1

| am given the cption of hiving the food lefl it 39 door o haerded 10 ma | | 30%

The restaurant Bciuded pamphts [ coupens for future ordering e ————————————) N S

| can scheduke the food 1O Ccome at a later poant in the diy | 24%

The driver sends a picture of the 100d Bag ! Box wisne it wis lelt . 2

| am sant a fSollow v email or st %0 give Teedbadck on my expanenis (] -
The bag / box of food Mas branding of the place / service | crdered from T 16

The driver has & car with brandng of the place / service | ordered lram N 15 % ._
The driver is weaeng a uniform of the place / service | ardered from . 15 . Branding / Visibility

I am given the cplion Lo iy axlra 1o Qet my foed laster | 113% . Communication

Noow of these | &% Flexibility

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



People want more 3PD Mexican & Pizza

The most desired cuisine options consumers want to see more of include
these two cuisine types — in Pizza’s case the lack of options may be due to

chains’ push back to First-Party options

Better cuisine options desired on Third-Party Delivery
What kind of food should have more / better options on delivery apps than what you’ve seen in the past?

s I —
@ ltalian / Pizza I 20
Q Bakery / Breakfast foods| GGG 15%
=Y  Burgers/Hot Dogs - KA
& Sandwiches/ Deli I 142
% Dessert _ 13%
%“ Asian (excluding sushi) _ 10%
@,  Sushi I 10

Medallia

s e & @ P =8

Mediterranean / Greek [ 9%
Basic entrees (i.e. - 8%
)

protein & starch/veggie

Salads - 7%
Vegan foods - 7%
Soups s>
Caribbean - 6%
Something else %



Fees / tips still biggest barrier to 3PD use

Over time, not wanting to pay fees / tips has grown as an even more common
barrier for restaurant customers pass on using third-party delivery.

Reason for not using Third-Party Delivery, among restaurant customers
Average % of qualifying respondents, by time period shown

Rank Mar '20 Nov ‘20 May ‘21 Apr ‘22
(out of 13 Reason Chang:t\‘l;.oMar i
reasons) -Oct’20 - Apr '21 - Mar ’22 - Sep '22
1 | didn’t want to pa;ye':ir:’eerf;es / tips for using 359% 42% 42% 46% +11ppt
2 It would take too long to get the food 19% 23% 22% 22% +3ppt
4 The food would begc:::cilt/ stale by the time | 10% 129% 129% 1% +ppt
9 | didn’t want an empllac;);ee touching my food 99% 8% 59 49 _5ppt
10 | didn’t want to:;::);ll:ontact with the 9% 7% 49% 3% _6ppt

Medallia



People do tip, and generally based on %

A majority of people say their regular approach to tipping is to do it based on
a % of the order, vs. a flat amount of dollars regardless of the food cost

How people tip on 3PD orders

When you use a third-party platform for delivery, how do you typically choose what to tip the driver, if at all?

| tip a percentage of the order amount | tip a specific number of dollars (or | donzgg ever

(i.e. a % of the cost of the items) range of dollars) no matter what the
order amount is

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).



People want cheaper 3PD above all else

Of all the possible ways Third-Party Delivery could be improved, consumers
rank a variety of value-based ones above speed, accuracy, and service.

What would make Third-Party Delivery better

“If there were certain things that could be better about ordering delivery on third-party platforms, what would they be?”

Dulivery fees ire lower
Manu pesces arent't higher va. going in-person

—_—---—-—.
e ——ryew—1 1.

More promotions [ offers (———— | !

Mooe loyaly points { rewairnds whan werg same app often P 2 2

Fovwar inaccurale orders [mrong Rems) | 20%

Faster cilrsery ime cveradl 19 .

Better packaging %o mantain feed lermpgarature = = 6%

Beller Customar Sarvice whin semething goes wrang L 5%

More payment methods accepted (0.9. Buy Now Pay Later, orypto, ¢ - Rre

More hours of the day effering delivary P 11

More notificaticns from deiver /i on delivery stitus & tming e c——s: RN

Tipping driver ot axpacted | necessary o emeRE——
MO In-person menu cpbons dsc ivalaie for ddivery S —] I Speed

Mo perscnalzed vieas when Lrowsrg restaurants [based cn ry det ! preferences) IS 9% Il offering

Drrewrs not handlng other dediveties befoee complelrg mne Dr— Experience (excl. Speed)
Better deadiness practices [ 4% I App Functionality

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of

prior delivery users (ever).



Dynamic pricing is possibly a solution
Many consumers say they’d theoretically be in favor with a system where
prices rise and fall based on how busy the restaurant is at certain times.

Views on dynamic pricing for food ordering
| would be in favor of a system where menu prices are lower in times where the restaurant isn’t busy (e.g. 3-5pm) and then

prices are higher at peak times (e.g. 6-8pm)

Agreement is especially high
among those who currently have
1+ 3PD platform subscriptions
(79%), and those aged 35-44
(78%)

From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of
prior delivery users (ever).

Medallia



If unable to change value, improve speed

For respondents who indicated a top thing they want to improve is value, if
pressed to pick something else, they defer next to speed and packaging.

If not value, then what else to improve?

In the last question, at least one of your answers had to do with making the total cost of delivery less expensive. If you had

to pick another answer unrelated to cost itself, which one would you add to your top reasons?

#1 Faster delivery time = #3
overall (22%) M

— Better packaging to

#2 maintain food g #4

temperature (18%)

Fewer inaccurate orders
(wrong items) (18%)

Better customer service
when something goes
wrong (17%)

Meda"ia From Medallia Market Research Delivery Survey, fielded October 2022. n = 2,037 US general population of

prior delivery users (ever).



Recap

The State of
Third-Party
Delivery

Third-Party Delivery platforms have continued growing, with leaders like
DoorDash and Instacart achieving sales volumes at or above levels of the height
of the pandemic in 2020. This has been driven by growth of both transaction
volume and average spend per transaction year-over-year. Based on the details
of recent Third-Party Delivery orders, there remains evidence that a majority of
orders are incremental to restaurants. However, increased First-Party delivery
capabilities and reduced concern about in-person visiting compared to
2020-2021 suggests the proportion of Third-Party transactions that are
incremental to a brand is in slight decline vs. earlier points in time.

Consumers still say they prefer ordering on First-Party channels over Third-Party if
given the chance, but many cite not knowing if the restaurant offers First-Party
delivery or the cumbersome process of setting up an account / payment details as
the reasons they end up using Third-Parties. Consumers say they’d be most likely
to switch over to First-Party on a future order if they are informed of menu prices
or fees being lower there, or if promos / rewards were offered but only
redeemable on First-Party. For ordering on Third-Parties more often, the biggest
barriers (and increasingly so) remain the cost of doing so.

DoorDash continues to grow its market share among leading restaurant-focused
platforms, with Grubhub continuing to be the biggest share loser. Grubhub’s
losses have been notably pronounced in markets like New York and Philadelphia
where it once had a stronghold.

Non-Food orders are also becoming a big part of the delivery scene, with
third-party sales volumes at retailers like drug stores up heavily in the past 2 years
and consumers also regularly selecting mass retailers (e.g. Walmart, Target, etc.)
for products like household goods / personal care items for delivery.

What may be more sluggish over the past year is the performance of virtual

restaurant concepts, following heavy attention and growth in 2020 and 2021.
Conciimar recoanition or racollaction of niirchacina from a virtiial concant / “abhact
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Questions?

Contact us at
briefings@medallia.com
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