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INTRODUCTION

« InMay 2024, TWC Group conducted its first foodservice delivery aggregator shopper study.

« 2,000 shopperswho hadused Uber Eats, Deliveroo or Just Eat in the previous two weeks participatedin a

thoroughresearch project to understand views, perceptions and online behaviours when ordering.
« TWC Group is able torunthe study againin 2025, using 2024 insights as baseline trends.

« Organisations wanting to participate in the 2025 study will be able to influence the questions posed to

shoppers.
« Suppliers are able to ask questions on their specific category

« Ifyouare potentially interestingin participating in the 2025 study, please speak to your contact at TWC Group.
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The Sa mple Conducted a Quantitative Survey

With a NAT REP Start Sample

¥

N=3782

Haveyouuseda deIiverygervice inthe past 2
weeks’ :Notused’inlast 2
N (People) = 2000 weeks left the
survey
. 0 In depth questions on
Fleh|dWOI’|§ Per|0d Upto 2 orders 37% made more
17thto 23" May 2024 Average 1.4 orders than1orderinlast 2
N (Orders) = 2741 WEELS
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General Perspectives — Question Areas

4 \( o _ _ )
'I . Usage penetration 3_ Purchase speC|f|C* k) Where from (retall/fOOd service -
a) ‘Everused’ and a) Aggregatorused named outlets)
b) ‘Placed order(s)in the last b) App/website ) Planned/spontaneous
two weeks’ c) Isttime tried m) Spontaneous prompt
\_ _J | d) Delivervscollect n) Extrasbought
e) Ordertype o) Bundlesbought
(" [T B f)  Reasonforchoosing aggregator p) Estimatedspend
a) Gender purchased)
o) Age h)  Whenordered (time/day of week)
c) Region )  What occasion
d) Affluence j))  Who ordered for
e) Childrenin \_ Wy,
household/household r ~
make-up : 4. Non-purchase specific* e) Usersofaccount
f)  Jobindustry (working a) Preferred aggregator (by Channel) f)  Futureintentions
statgs) o b) Reasons for preference g)  Food delivery news
g) Socialmedia(incl. use) c) How often used h)  Food delivery trends
h)  Ethnicity d)  Subscripti
ptions
\_ VAN J
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*Respondents who have placed orders with aggregatorsin last 2 weeks.

NOTE: Survey tables are shared with Delivery Aggregators Shopper Studly.
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Who? Age aam Affluence g’é
18-34 YRS .

_%

35-54 YRS RE. .

W % NAT
0 % Ee
- /0 H5+ YRS
%
LAST 2 NAT
WEEKS REP 04 %

‘ UPTO £14,001- £21,001- ' £34,001+
£14,000 £21,000 £34,000

' E ) With Child
SCOTLAND
= > It laren
@ »veicren
NORTH % o 9 g e
With children
S u S u N
: MIDLANDS = ) 0% % With children
WALES AND WEST - — aged 4-1lyrs
& sourH % % With children
I I
C % ) C % ) - “ . “ aged12-17yrs
LONDON % % With adult children
C % D) = b aged18yrs+
LAST 2 WEEKS NAT REP
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How often, when and how much?

vOvOo
0000
Frequency Timeoftheday (<)  Day of the week
HEAVY \ _% Weekly M Breakfst | %
USERS _ % Once aFortnight Morning snack/treat | %
‘:— Lunch B %
MEDIUM _ % Once aMonth Afternoon snack/treat I -%
USERS AR Tea/dinner _ _%
LIGHT " Evening snack/treat . _%
USERS — #elLess OLEY ) Something else | %

Average
order

£ value: m‘ {  chargepaid:
4 L - Aw G £2-4O Sunday [J _%

£29.65 Can't il o
wp— — remember
o paid no delivery o couldn
— /O charge — /0 remember

Average delivery
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Mission Top 3 categories purchased

Hot meal

Reason why/Mission @ P

~

ga>
I2) To avoid cooking N % —
=) Aregular takeawa DN %
- 9 i Cold drinks
(Including both
Atreat D % » .
Quick and easy option [N _%
Avoid leaving house B %
Treats/shacks
i o avoury or sweet e.g. crisps, nuts,
Run out of items at home [N _% (Savorey o wast.5 ctpe, i
7Y Takeaway to share %
Shops were closed B %

[0/ 8

I
{3 |

S00C0Ce0

Togetalcoholforparty [ %

% %

| |
DELIVERED COLLECTED
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Where from?

€D _srestrood NN

McDonaid's
H e

Lil) _%Restaurant M _%

~-% Coffee/ I %
Sandwich Shop g

_% Supermarket . %%

mm _% Convenience %
=0 Store

Q Nationwide Q Independent N:sdo's
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Named Outlets

Food Service Convenience
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The
Aggregators
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Clear Favourite
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Demographic map

Just Eat has an older profile than Uber Eats and Deliveroo

%ABC1 gim,
-7
4
Older More Affluent ~6! Younger More Affluent
-6
. j — % ' L. %18-34
30% 35% 40% 45% 50% A 55% 7O
-5
-4
Older Less Affluent Younger Less Affluent

- 4

. -35%. e

The type that has convenience store

storesall over

L30%
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Satisfaction Reviews - smaller players are
delivering betterreviews

JUST st
EAT =5

1 Write a review
- SnappyShopper
F Foodhub ;
UberEATS 00 - sww Reviews 282 « Average

Raviaws 9,064 » Avarage

Reviews % 1.5 Roviews 83,395 « Avarage o
22,947 total 18
8 T VERIFED COMPANY
T VERIPED COMPANY

[ Sotr
T )

datar @
 2uw @ 1 Write a review
f— 1 Wrils & raview

[ teatar 4 z Writa & raview
J Delwem Reviews - 2.8 Reviews ~ 3.1
4] 120

32 G

Reviews 3.2

83,395 total 9,064 total

_ | Sstor CEED

Aatar @

Reviews % 1.2 v @

2star @

2101 ot =

i Trustpilot

s GO
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https://www.trustpilot.com/

Currently around 1in 3 have a subscription to any of the
Aggregators and 30% say other users order from their account.

Any Subscriptions Anyone Else Use To Place Orders
No,lamthe ONLY person
] whouses myaccount(s)t

place orders

NO Subscriptions

Uber
O/ Yes - my partner
XX70
Have at least
one Yes - myKkids
deliveroo Subscription* O/
E.S.?E?BTI!HQ Yes - someoneelse yy (@)
sna - Say that other
: oggle,r . _ people use
Subscriptions Yes - friends /housemates the account
Another Aggregator toplace
Don'tknow /Rather not orders
DK / PNS I Siel)
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Signs that customers are not altogether clear about
how they are being charged.

pay exactly the same

[temspricedas on the
menu/shelf, BUTthereisa
delivery / collection fee

Delivery / collectionisfree, BUT
theitems themselves costa little
more than one the menu/shelf

Ipayalittle morefortheitems

themselvesthanthey are onthe
menu/shelf AND asmall...

lhave absolutelynoidea

I pay exactly the same

I[temspriced as on the
menu/shelf, BUTthereisa
delivery / collection fee

Delivery / collectionisfree, BUT
theitems themselves cost a little
more than one the menu/shelf

Ipayalittte morefortheitems
themselvesthanthey are onthe
menu/shelf AND asmall...

Ihave absolutely noidea

With

Without

H O,
Pay for delivery Pay for delivery %

Pay more foritems

Pay more foritems %
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Perceived Pricing Model by Aggregator

Uber
Eats
dellveroo

twc

The items are the same price
as onthe menu/shelf, BUT,
thereis a delivery/collection
fee

Delivery / Collectionis free
BUT the items themselves
costalittle more

| pay alittle more forthe
items themselves than what
they are on the menu/shelf
AND a small
delivery/collectionfee on
top

| have absolutely noideas
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Onbalance, there is a preference for paying only for delivery /
collection with prices otherwise matching the shelf/menu.

Preferred pricing Model

No feefordelivery/collection, ltems guaranteed to be exactly the | don'tmind either way lhavenoidea
although thereisasmall 'mark-up'in  sameas onthe menu/shelf, you
the costs of theitems compared to simply pay a fee for
on the menu/shelf delivery/collection
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