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Consumers’ use of order and pay technology: 
numbers to know

OF CONSUMERS HAVE USED TECHNOLOGY 
TO ORDER AND PAY SINCE JULY

WOULD BE MORE LIKELY 
TO CHOOSE A VENUE 
WITH ORDER AND PAY 
TECHNOLOGY 

ARE MORE LIKELY TO INSTALL 
AN APP IF IT GIVES THEM PERKS 
OR REWARDS

HAVE BEEN SATISFIED WITH THE EASE 
OF ORDERING FROM DIGITAL SOLUTIONS

FEEL SAFER IN VENUES THAT USE 
ORDER AND PAY TECHNOLOGY

76%

40%

47%

WILL CARRY ON USING ORDER AND 
PAY TECHNOLOGY AFTER COVID 
MEASURES ARE EASED

34%

34%

43%
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Usage has doubled
Before the pandemic, around a fifth (18%) of consumers said they typically 
used technology to order and pay for food and drink—but that number has 
more than doubled to 43% since hospitality reopened in July. It is a remarkable 
evolution in behaviour and emphasises the pivotal role that technology has 
played in hospitality since the end of lockdown.

Satisfaction is high
GO Technology research shows that consumers have reacted positively to the 
new wave of order and pay technology. Just over three quarters (77%) say 
they are satisfied or very satisfied with the ease of ordering, and even more 
(79%) with the ease and speed of payment. Satisfaction levels are similarly 
high for ease of set-up (74%) and user-friendliness (74%).

Younger adults are much more engaged
Engagement with technology is much higher among younger adults than 
older ones. Nearly two thirds (62%) of 18 to 34 year-olds say they have used 
order and pay solutions since lockdown—but the number tails off significantly 
among older groups like 55 to 64 year-olds (32%) and those aged 65+ (20%). 
Younger adults are also much more likely to prefer mobile apps to websites 
(+18pp).

Technology promotes safety
The GO Technology research findings emphasise the very close correlation 
between order and pay solutions and safety. 40% of consumers say they 
feel safer in venues that use this technology—demonstrating how it has been 
an important tool in operators’ efforts to give people the confidence to eat and 
drink out during the pandemic. 

Convenience is king
As well as enhancing safety, technology delivers the quick
and simple experiences guests want. Asked about their rea-
sons for using solutions beyond the pandemic, 
around half cited convenience (53%) and 
ease of payment (47%). Sizeable numbers of 
consumers also like not having to wait for 
staff to take orders (32%) and being 
able to see what they are ordering 
and the cost (30%).

The COVID-19 pandemic has accelerated the use of order and pay-at-table technology by 
operators and guests alike. Here’s what GO Technology’s exclusive consumer research reveals 
about how interaction has changed
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Changing attitudes to order and pay 
technology: Five key insights
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4. Offer rewards
With so much competition, many consumers need an incentive to 
download new apps. Nearly half (47%) say they are more likely to 
install one if it provides them with perks or rewards, and promotions 
and offers can be an excellent way to build loyalty. This is particularly 
important because consumers are increasingly choosy about order 
and pay apps: three quarters (74%) say they are willing download 
only one to five on their devices.

5. Make it easy
If operators are to extend the use of technology among older 
consumers, the ease of use and clarity of instructions will be crucial. 
At the moment, people in higher age brackets are much more likely 
to rate the ease of set-up and user friendliness low, and improving 
their confidence levels will be key to embedding order and pay 
technology in their habits. 

Five takeaways for embedding order 
and pay technology

1. Invest 
Order and pay has clearly become an essential part of out-of-home 
eating and drinking experiences. Well over a third (37%) of consumers 
now expect all the venues they visit to have it—and nearly as many (34%) 
say they would be more likely to choose a venue they knew has the 
technology over others. This shows how brands providing easy and quick 
technology solutions stand to gain a competitive advantage, while those 
that don’t risk getting left behind. 

2. Sustain momentum
How many consumers will continue their digital ordering and payment habits 
beyond the pandemic? At the moment, views are evenly split between those 
intending to carry on using apps (34%), use them only while COVID measures 
are in place (32%), and not use them at all (33%). Converting more hesitant 
adopters of technology will be a top target in 2021. 

3. Establish trust
As with any form of technology, consumers need to know they can trust 
order and pay solutions before fully embracing them. Half (48%) say they 
will only download an order and pay app in a venue if it is from a brand 
they trust. This also demonstrates the importance of working with 
technology partners that have a strong reputation, or that can be trusted 
to protect the integrity of brands. 

How can operators ensure consumers 
continue to use order and pay 
technology beyond the pandemic? 
Here are five ideas suggested 
by GO Technology research

The frontline perspective
Like the guests they serve, frontline teams see order and pay technology as a vital tool 

in promoting safe as well as pleasurable experiences. Research for GO Technology shows 

that hospitality professionals think helping people feel safer and reducing the need for 

social interaction are the two biggest benefits of digital solutions. 

But they also emphasise the need to balance technology with human contact. For older 

consumers in particular, interaction with staff remains an integral part of the hospitality 

experience, and more than half (58%) of professionals feel COVID-related safety 

measures have impacted the level of service they can provide. Consumers, however, 

think differently: nearly nine in ten (86%) think their interaction with staff is the same or 

better than it was before lockdown. 

Once trading restrictions ease, the challenge for operators will be to strike the optimum 

balance between ordering and paying via technology and teams. They will also need to 

be ready to provide any support that hesitant consumers need to install and utilise 

technology—something that teams frequently cite as a major barrier to adoption.
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For further information on GO Technology, please contact info@zonal.co.uk

The view from CGA
The adoption of technology across hospitality has been one of the most eye-catching 
side effects of the COVID-19 pandemic. Digital solutions have been an integral part of 
hospitality’s efforts to show consumers they are in safe hands, and they will have 
another big role to play when we emerge from England’s second lockdown in 
December. This new GO Technology research shows that order and pay technology has 
reached a tipping point: it’s not just a nice-to-have part of consumers’ experiences any 
more, but a habitual element of going out to eat and drink. With the right investment, it 
can give businesses an important edge as they recover from a very challenging 2020.’

Karl Chessell, CGA Business Unit Director, Food and Retail

The view from Zonal
As the industry reopened, technology very quickly became the solution to a whole 
raft of new challenges which led to an increase in the demand and usage of 
self-ordering and payment solutions. What is clear from the research is that customers 
have embraced self order and pay systems and feel safe in venues who have adopted 
this technology. As usage continues to grow, operators will look to enhance the online 
ordering experience through additional features and personalisation to keep customers 
engaged with the platforms once COVID measures are eased.

Alison Vasey, Group Product Director, Zonal

About the data
This report is based on figures from Zonal and CGA’s GO Technology survey, a sample 
of 5,000 nationally representative British consumers. All figures are taken from the 
October 2020 edition of the survey. The frontline perspective is taken from a survey to 
CGA’s Hospitality Professionals panel.


