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The Introduction

Until now.

Toast’s third annual Restaurant Technology Industry Report shares data collected
from our most extensive research to date, definitively bridging the gap between
diner preferences and restaurateur perspectives.
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In 2015, our report focused exclusively on the steps taken by restaurateurs to
stay technologically relevant. In 2016, we heard from thousands of restaurantgoers on how technology shaped their dining experience.

This year, we wanted to talk to both restaurateurs and restaurant-goers to know
the difference between how they perceive restaurant technology. We compare
their opinions side-by-side to answer the following questions:
•

What do customers want when visiting a restaurant?

•

How does technology shape the dining out experience?

•

How do some restaurants stack up against others?

•

How much do features like online ordering, loyalty, and mobile pay
matter?

•

Overall, does restaurant technology improve the dining experience?

RE S TAURA N T T EC H N O LO GY RE PO RT

With consumer preferences morphing due to more millennial market share and
a culture obsessed with binging and instant gratification, nearly every industry
has seen massive technology advancements over the past several decades. The
restaurant industry, however, has been a little late to the party.
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The Key Findings

The findings of this report show that restaurant technology does
improve the restaurant experience, but also that restaurant-goers and
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restaurateurs are widely embracing tech in 2017.
An overwhelming 95% of restaurant owners agree that technology
improves restaurant efficiency, while 73% of restaurant-goers say
technology improves the dining experience.

RE S TAURA N T T EC H N O LO GY RE PO RT

01
PART 1
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Three restaurant technology features
were the most important to both
restaurant-goers and restaurateurs:

The least important restaurant
technology features were:

• Online ordering

• Tabletop tablets

• Self-order kiosks

• Loyalty programs
• Guest wifi
Restaurants and diners are embracing guest technology features, but are slow to adopt
technology that allows diners to order food themselves.

RE S TAURA N T T EC H N O LO GY RE PO RT

WHERE
RESTAURATEURS
& RESTAURANTGOERS AGREE
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Restaurant-goers are focused on accessibility: they want to make
reservations and place orders online and use their credit or debit
cards to pay.
•

90% of diners will pay for a full meal using a credit/debit
card over cash.

•

83% of diners say online reservations are “very
important” or “somewhat important” to their dining
experience.

•

81% of diners used a restaurant’s website to place an
online order.

RE S TAURA N T T EC H N O LO GY RE PO RT

RESTAURANT DINERS
CRAVE CONVENIENCE
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In response to the large consumer demand for restaurant technology, many
restaurants are working to appeal to more guests and learn more about their
customers by leveraging updated technology.
•

78% of restaurateurs look at metrics and finances every day - an
increase of 70% from 2015.

•

One-third of restaurateurs plan on upgrading their POS technology
within 1-12 months, while one-fourth updated within the past year.

However, restaurants are still slow to adopt other solutions. Only 22% of
restaurants offer some sort of mobile pay or custom app payment option for
guests, despite the fact that 58% of diners will sometimes or always use the
option when it’s available.

RE S TAURA N T T EC H N O LO GY RE PO RT

RESTAURATEURS SCRAMBLE
TO KEEP UP WITH
CUSTOMER DEMANDS
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While younger populations are gravitating towards digital solutions, we found
that older generations do not default to digital receipts, kiosks, and handhelds.
•

Millennials aged 18-39 are most accepting of digital receipts: 49%
prefer either email or text receipts.

•

Millennials are the most likely generation to use credit or debit at any
eatery and will pay with card for low-ticket items 69% of the time.

Digital offerings in the restaurant are not mutually exclusive; restaurateurs
face an opportunity to more deeply engage a growing audience of millennials
while not alienating other age groups.

RE S TAURA N T T EC H N O LO GY RE PO RT

NEW GENERATIONS ARE
CHANGING THE RESTAURANT
MARKET

The Collective Trends
Next, we compare dining habits with

restaurateur decisions across the country.
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Read on to see where the mismatches

between diner and restaurateur lie and

what steps your business can take to close
the gaps and keep guests happy.

RE S TAURA N T T EC H N O LO GY RE PO RT

02
PART 2

DINERS VS. RESTAURATEURS
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Ultimately, both restaurateurs and restaurant-goers agree: technology continues to improve the
restaurant experience. 73% of diners say restaurant tech improves their experience, and 95% of
restaurateurs think it improves business efficiency.

of restaurant-goers think
technology improves their
dining experience.

of restaurateurs think
technology improves their
restaurant’s eﬃciency.

While it’s reassuring that investments in new hardware, software, and training have been worthwhile for
foodservice businesses, we wanted to know just how technology impacts the restaurant experience.
Here, the two groups didn’t always see eye to eye.

RE S TAURA N T T EC H N O LO GY RE PO RT

We asked diners and restaurateurs the same questions to see if they were on the same page about
restaurant technology and the dining experience.

THE FEATURES THAT ACTUALLY MATTER
We asked both groups to rank nine restaurant technology features in terms of their impact on the restaurant
experience on a scale of 1 (not at all important) to 4 (very important).
Both groups agreed that guest wifi, online ordering, and loyalty programs are among the most important.
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diners

That said, there was one glaring mismatch between these two groups. To diners, the number one most important
feature was online reservations. Restaurants ranked this the seventh most important feature.
When filtering the data for full-service restaurants – the concept that sees the most reservations – online
reservations moves from seventh to third most important. More guests expect to be able to make reservations
through a variety of platforms – on a restaurant’s website, via search engines, via mobile phones, and even via
social media sites such as Snapchat and Instagram – so it’s important for restaurants to stay abreast of restaurant
reservation trends in 2018 and beyond.

RE S TAURA N T T EC H N O LO GY RE PO RT

restaurateurs

THE PAYMENT PROCESS
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While it is clear where the industry is going as these younger generations get older – digital –
it’s important to be careful when purchasing payment technology to present digital offerings as
an option, not the default. There is tremendous value in these offerings for restaurants (namely
boosted efficiency, higher order value, and savings on paper costs), so one can still leverage
technology while being selective with how it’s used in customer-facing situations.
As technology evolves, it helps to compare the ways other industries have shifted. The banking
industry, for example, has welcomed technological accessibility for years. Not only can clients
visit a teller in person or via drive-through, they can also handle their business through ATMs,
apps, online banking, and even photo deposits of checks. Businesses focus on creating a more
personalized experience.

Are restaurants following suit to meet guest demands, or are they
sticking to their more traditional ways?

RE S TAURA N T T EC H N O LO GY RE PO RT

The entire way people pay for their food in a restaurant is different than it was 25, 10, and even
five years ago. The idea of accessibility returns here: diners – particularly those under the age of
40 – are opting to pay for meals with new technologies like server handheld tablets, apps and
mobile pay, and kiosks. They are also looking for new ways to get receipts, namely through text
message and email.

DIGITAL
RECEIPTS
DIGITAL RECEIPTS

Diners largely prefer paper receipts (56%), followed by email
(36%) and text (8%). Restaurants we surveyed are most likely to
offer receipts in the same order that diners prefer them (91% offer
paper, 40% offer email, and 28% offer text receipts).
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Here is a divide not just between diners and restaurants, but
between the diners themselves – specifically when it comes to
age.

While it is no surprise that younger diners prefer digital offerings
to pay and receive receipts, what surprised us was the size of the
disconnect between age groups. Of all generations, those aged
18-39 are most accepting of digital receipts: 49% prefer either
email or text receipts. Only 37% of respondents aged 40-59, 26%
aged 60+, and 15% under 18 feel the same way.
As the millennial generation continues to migrate into the
workforce, advance their careers, and gain more disposable
income, restaurants can expect to see rising demand for digital
receipts in the coming years. When purchasing technology that
affects the payment process, digital offerings are becoming a
requirement, not an option.

restaurateurs

RE S TAURA N T T EC H N O LO GY RE PO RT

diners

don’t want a printed receipt, they’d just throw
it in the trash. Our old POS system would print
a receipt whether you wanted one or not. With
Toast, we’re saving money on printer paper, we
don’t have to worry about all that clutter and
pg. 14 of 40

noise, and we can provide a paper receipt if the
customer wants it.”

JON SCHROETER
Director of Operations at Il Primo Pizza & Wings

RE S TAURA N T T EC H N O LO GY RE PO RT

“Digital receipts are great. 50% of our customers

MOBILE PAY
The influx of mobile pay options like Samsung Pay and LevelUp – as well as the amount of
restaurants with their own payment app – directly influences the restaurant payment process.
58% of diners will use mobile pay or will pay using a restaurant’s app sometimes or always when
available.
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Does your restaurant offer mobile pay
or payment through a custom app?

restaurateurs

How often do you use a restaurant’s app or
mobile pay when available?

diners

RE S TAURA N T T EC H N O LO GY RE PO RT

MOBILE
PAY
When we asked the same question to diners last year, only 42% said they would use a restaurant’s
app. 58% said they never use mobile pay.

Why? In 2017, roughly 77% of Americans own a smartphone according to Pew Research Center. This
is a drastic increase from the 35% of Americans who owned a smartphone in 2010. Now, guests are
expecting to do everything – including pay – with their phones.
Restaurants, on the other hand, are not all offering mobile pay solutions, perhaps because they’re unsure
if the trend will catch on.
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Even most (72%) quick service restaurants, cafes, and bakeries – concepts that arguably have the most
to benefit from mobile pay – do not offer the feature. If this upward favorability towards mobile pay
continues, restaurants – especially those outside of the full service realm – may want to reconsider this
payment option.

B O N U S : What is Mobile Payment (And Why Your
Restaurant Should Care)

READ MORE

RE S TAURA N T T EC H N O LO GY RE PO RT

MOBILE
PAY
78% of restaurants do not offer mobile pay, missing out on added efficiency through cashless
transactions. Some mobile pay apps, like LevelUp, even offer an integrated loyalty program through the
mobile payment process, which increases spending by 46%. Tech solutions like Samsung Pay use NFC
(near field communication) and work with many existing credit card readers, so mobile pay hardware
costs are minimal. In fact, some restaurants could have the functionality to offer mobile pay and not even
realize it.

EFFICIENCY THROUGH HANDHELDS
Diners and restaurateurs are in sync on the topic of restaurant handhelds. 61% of diners agree
that handhelds improve their restaurant experience, while 67% of restaurateurs find these tablets
enhance their business’s efficiency.
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restaurateurs

Despite the overall approval, comparative importance of server handheld tablets remains lukewarm.
Diners selected this as the eighth most important out of nine technological features, while
restaurants named it sixth.

While opinion on handhelds is mostly positive, adoptions still remains low for both diners and
restaurants. The 30+% who do not agree with the power of handhelds miss out on game-changing
features like immediate order entry, a quicker payment process, and a more efficient dining
experience. Fast casual restaurants have also been known to use tablets to work their way down the
line during busier shifts, or “line bust,” and send orders to the kitchen faster to decrease wait times
for guests.

RE S TAURA N T T EC H N O LO GY RE PO RT

HANDHELDS
diners

we’re doing at least two extra turns per night
per location. That equates to roughly $10,000
in extra revenue per week. Our ticket times on
Friday and Saturday nights used to run over an
hour. Now if they ever go over 30 minutes we’re
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surprised. We’ve become so much more efficient.
Everything lines up perfectly. It just works.”

BRANDON HUNT
Co-Owner of Via 313

RE S TAURA N T T EC H N O LO GY RE PO RT

“By equipping our servers with handheld tablets,

THE QUESTIONABLE KIOSK
The majority of diners and restaurateurs both
believe that self-order kiosks are not beneficial to
the restaurant experience, but there is more to this
discussion than just the numbers – namely the way
kiosks affect quick-serve restaurants and how they
are perceived by different generations.

diners

Restaurants trying to reach a younger age
demographic could use kiosks as a differentiator
for their business. However, if a restaurant caters
mainly to baby boomers, kiosks could alienate
their customers, as the personal connection with
restaurant employees can be lost.

RE S TAURA N T T EC H N O LO GY RE PO RT

Diners
themselves
are divided on
kiosks. 51%
disagree with
the statement,
“Kiosk ordering
improves
my ordering
experience.”

restaurateurs

By comparison,
restaurateurs’
opinions on kiosks
are a bit more
clear: 61% disagree
with the statement
that kiosks improve
efficiency.
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KIOSK
That said, opinions on kiosks are clearly agedependent. Baby boomers (aged 60+) expressed a
strong dislike for kiosks: 80% don’t want them. 58%
of Generation X (aged 40-59) also disagree that
kiosks are an improvement.

However, a restaurant that invests in kiosks may be
investing in the future of their business. Millennials
go out to eat more than five times a week according
to Bankrate.com, and 54% of respondents under 40
do think kiosks improve their experience.

In some situations, kiosks can be introduced
without damaging the “human element” in the
restaurant experience; staff can be freed up from
running back and forth to the point of sale system
to be more available on the floor for customers
and in the back focusing on the quality of the food.
2017 marks a big year for kiosks. At Toast, we’ve
found that kiosks are effective, leading to a 5-10%
increase in ticket size. They are beginning to
make a gradual entry into restaurants nationwide,
like Shake Shack and Wendy’s. As the dining
population becomes more exposed to kiosks, it
should be interesting to see just how opinions shift
when it comes to this emerging technology.

journey. Kiosks offer an avenue for customers to
forge their own journey – seeing the items as they’re
browsing the menu on the kiosk and selecting
exactly what they want. Our mission is to change
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the way people eat on the go and the kiosks support
that goal, making the process even faster for our
customers who want to get in and out quickly.”

JON ARBITMAN
Sr. Technology Services of Protein Bar

RE S TAURA N T T EC H N O LO GY RE PO RT

“We want people to be able to have their own

WHAT MAKES OR BREAKS THE
DINING EXPERIENCE?
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Quality of Food

Quality of Service

Ambiance

Efficiency

Loyalty/Rewards/
Discounts

For example, even though both restaurateurs and diners agree food quality is most important, 58% of
diners feel this way, while only 36% of restaurant owners feel the same. Perhaps restaurant owners are
overwhelmed by the various tasks of operating a restaurant – service, training, hiring, and more – and could
use a gentle reminder of their love affair with food.

RE S TAURA N T T EC H N O LO GY RE PO RT

Both groups agreed on
the question, “Which
of the following do
you believe to be
most important for
a positive restaurant
experience?” The
priorities, in order of
importance, are:

On the service side, 36% of restaurateurs
believe service is the most important aspect
of a positive guest experience, but only 21%
of diners agree. Could this mean guests are
willing to deal with a slightly less sincere smile
from a server in exchange for the best steak
in the city?
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Younger diners gravitate towards Chipotle-like
fast casual experiences, building their own
bowls and meals quickly and efficiently. If
your targeted customer base skews younger,
focusing on speedy service could be a top
priority for your restaurant in 2018.
There is also a growing need to differentiate a restaurant not by food, but by ambiance and atmosphere. While only
11% of those aged 40-59 and 6% of those 60+ identify this at their top priority in the restaurant experience, 15% of
those under the age of 40 name it their top priority.
One thing that diners and restaurants agree on is that the guest experience must be, first and foremost, sincere. A
negligible amount of guests and businesses chose loyalty, perks, and rewards as the most important part of a positive
restaurant experience. In the end, loyalty points and perks matter and are nice to have, but will rarely – if ever – make
up for a substandard meal, poor service, long wait times, or an undifferentiated dining experience.

RE S TAURA N T T EC H N O LO GY RE PO RT

For the younger crowd, those under the age
of 18 value efficiency more than any other
generation. Additionally, while only 6% of all
diners say efficiency matters most to them
in the dining experience, 15% of Gen Z says
it matters most to them – 150% higher than
average.

and an extremely competitive restaurant industry.
We’re driven to have the best ingredients, service,
and execution. In the current business environment,
any operational edge, including our restaurant
technology, is part of that equation. Our industry
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is in transition and it’s all intersecting in San
Francisco.”

ANGELA TSE
Co-Owner of The House

RE S TAURA N T T EC H N O LO GY RE PO RT

“There’s a thriving food scene here in San Francisco

Restaurant Trends

Nearly a thousand restaurant owners,
managers, and leaders shared their

opinions on restaurant technology in 2017.
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As technology evolves in the hospitality
sector, it’s important to know how

restaurants are using tools, software, and

innovative solutions to grow their business.

RE S TAURA N T T EC H N O LO GY RE PO RT

03
PART 3

FORWARD-THINKING
TECHNOLOGY USERS

78% of restaurateurs analyze
their metrics daily, 18% analyze
weekly, and 6% analyze once a
month.

RE S TAURA N T T EC H N O LO GY RE PO RT

At Toast, we’ve found that
restaurateurs who regularly
analyze their sales numbers and
metrics tend to overperform.
Over the past two years,
restaurateurs have drastically
increased their time spent
reviewing business metrics.
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FORWAR
Just two years ago, only 46% of restaurateurs looked at data and sales reports daily, meaning that the amount of
restaurateurs who check their sales numbers daily increased by 70% in two years.

We also asked restaurateurs what features they value most in restaurant point of sale technology, and they ranked
depth of sales reporting second out of 16 features.

Data may seem like an unattainable beast for some restaurant owners, but data drives more decisions than one may
realize. What hours to operate, how to market to customers, and which staff members are performing best all tie back
to data collected by the POS system.

If you’re about to upgrade your restaurant technology, make sure you have a POS that makes reporting easy and
viewing metrics effortless. 85% of respondents who currently use a tablet-based POS system check their metrics every
day, while just 61% of restaurants who use pen and paper do the same.

real-time reporting from my phone. I get up in the
morning and can quickly see the critical pieces of
information from the night before — sales, covers,
voids,” Sam says. “The data is aggregated into a
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dashboard and I can drill down and see the info in
the lowest levels of granularity. It’s really slick.”

SAM SLATTERY
Managing Partner of Buccan

RE S TAURA N T T EC H N O LO GY RE PO RT

“I manage multiple restaurants, so I love [to look at]

ECOSYSTEM
THE RESTAURANT
MANAGEMENT SOFTWARE
ECOSYSTEM

How many different technology vendors (point of sale,
employee scheduling software, online ordering integration,
etc.) does your restaurant currently pay for?

RE S TAURA N T T EC H N O LO GY RE PO RT

Some restaurants have a point of sale partner,
an employee scheduling software, an online
ordering vendor, an inventory tracking system,
a separate loyalty program and gift card
program, a reservation system – the list goes
on and on.
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There are way too many cooks in that kitchen.
Half of restaurateurs pay for 2-5 technology
vendors, while 32% have just one technology
vendor. Interestingly, both of these numbers
were exactly the same in our 2015 Restaurant
Technology Report.

Comparing 2017 to 2015, there has been a
decrease in restaurants using no technology
vendors (from 16% in 2015 to 12% in 2017)
and an increase in restaurants using more than
five vendors (from 3% in 2015 to 6% in 2017),
further cementing the idea that restaurant
technology is only growing in usage.

The problem with too many “solutions” is high software
expenses. An excessive amount of software for restaurants can
quickly add up in costs, and if these systems don’t integrate,
or “talk to” each other, restaurateurs can spend more time
managing their technology than managing their restaurant.
Businesses creeping up to the 6+ range may want to explore
an all-in-one restaurant solution to streamline reporting.

STEPPING UP: UPDATING RESTAURANT TECHNOLOGY
Just how rapidly are restaurants updating their restaurant technology and point of sale system? The results
are evenly spread between those who want to update, those planning on waiting a while longer, those who
do not want to update, and those who recently updated their restaurant technology.
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34% of restaurants plan on upgrading their restaurant technology in the next 1-12 months, 24% upgraded
in the past year, and 20% will upgrade more than a year from now.
All in all, 78% of restaurants have either recently upgraded or plan to upgrade their restaurant technology
this year.

22% of restaurants do not plan on updating their systems. In 2015, 27% of restaurants had no plans to
update, showing more restaurants are seeing the benefits that modern restaurant technology can bring to
a business.

RE S TAURA N T T EC H N O LO GY RE PO RT

STEP
UP

When do you plan
on upgrading your
restaurant point of
sale system?

RELATED ARTICLES
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READ MORE

When asked which three technology features are most important in a POS
upgrade, restaurateurs named ease of use for servers (64%), depth of
reporting (47%), and inventory management (45%) as the three top priorities
on a list of 16 features. Ease of use refers to the intuitive nature of the POS:
how quickly can servers learn the system, and how quickly can they enter
orders?
The three least important POS features were EMV integration (6%), delivery
capabilities (9%), and reservation management (10%).

Restaurant Inventory
Management Software
READ MORE

RE S TAURA N T T EC H N O LO GY RE PO RT

STEP
UP
POS Analytics
and Reporting for
Restaurants

It’s curious that EMV integration is so low. EMV is so imperative because of the increasing threat
of credit card hacks. In 2017, major chains such as Arby’s and Chipotle were singled out for
cybersecurity attacks. An article from Hospitality Technology calls out a lack of tech savvy in the
restaurant industry as the reason restaurateurs are hesitant to upgrade EMV. Another article predicts
it will take another two years for EMV to see universal adoption in America.

B O N U S : In the market for a new point of sale system? Check out the Deﬁni9ve
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Guide to Restaurant POS Systems and download the POS Comparison Sheet.

INSTANT DOWNLOAD

RE S TAURA N T T EC H N O LO GY RE PO RT

STEP
UP

Since finding and purchasing the best restaurant POS system is an investment in both time and
money, upgrading to a provider that does not compromise on top-requested features like ease-ofuse, reporting functionality, and inventory tracking is essential.

04
PART 4

You’ve probably been starving for the

answer to this question: “What can I do to
attract more customers?”
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Since 73% of diners agree technology

makes their restaurant experience better,
addressing their demands is a great way

to start retaining and appealing to more
guests.

RE S TAURA N T T EC H N O LO GY RE PO RT

Diner Trends

Daily 11%

DINING HABITS

Monthly 16%
Rarely 3%
Never < 1%

2016
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This frequency in restaurant visits is an increase from
last year’s report, where only 70% of surveyed diners
went out to eat at least once a week.
Restaurant traffic is indeed on the rise, but why?
Analysts say it may be because of millennials: 54%
of this generation go out to eat at least three times a
week. This further drives the need to offer accessible
ordering and payment options to the diners who are
consistently going out to eat.

RE S TAURA N T T EC H N O LO GY RE PO RT

This year, 51% of people go out to eat more than
once a week, including the 7% of people who
reportedly eat out daily. Combined with the 31% of
people who go out to eat once a week, this means
more than four out of five people, or 82%, go out to
eat at least once a week.

Weekly 69%

HABITS
Of the 18% of diners who do not dine out weekly
or more, 15% go out to eat monthly, while just 3%
report to dine out just a few times a year or almost
never.

Daily 7%

Few times per week 44%
Weekly 31%

Monthly 15%

Almost Never 3%

2017

ONLINE AND DIGITAL ORDERING
Online ordering is one of the hottest benefits to restaurant-goers. When asked about the importance of
nine different restaurant technologies to the dining experience, online ordering was named third, behind
online reservations and guest wifi.

RE S TAURA N T T EC H N O LO GY RE PO RT

DIGITAL
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ORDERING

When it comes to how people order food online, more use a restaurant’s website (81%) than an online
ordering site like GrubHub (52%). 40% have used an app to order food from a restaurant.
Restaurants that offer their own online ordering program instead of outsourcing it through a food aggregate
site are meeting the needs of the majority of diners who order on a restaurant’s website. An online ordering
program that integrates with the point of sale system is an added benefit, so orders go directly to a kitchen
display system rather than a separate tablet.

Which of the following have you ever
used to place an online order from a
restaurant?
81%

52%
43%

RE S TAURA N T T EC H N O LO GY RE PO RT

DIGITAL
Integrated online ordering also saves
restaurants revenue on each and every order.
While in-house online ordering programs
tend to charge a flat fee for software, some
aggregate sites charge up to 13.5% of every
single order through the system. The industry
is already starting to see the effects of these
high costs: restaurant ordering aggregate site
Foodler was acquired by GrubHub, which has
a history of bidding on restaurant keywords
through Google Adwords to beat out the
restaurant’s own position.
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ORDERING
Customers are more inclined to place orders
through a restaurant’s own website or online
ordering system and the costs associated
with third-party sites – some of which make
restaurants bid money for higher visibility on
their site – eat away at restaurants’ profits.
Restaurants are instead opting for a more
affordable and consumer-preferred option of a
POS-integrated online ordering system.

the lunch rush - two on the phone, one bagging, and
one more answering overflow calls. Now that 50%
of takeout orders come in online, we only need one
person on the phone and bagging with one person
pg. 35 of 40

to run interference. We went from needing three
people on takeout to just one during our busiest
times.”

GREG ANASTASAS
Owner of Gogo’s Greek Grill

RE S TAURA N T T EC H N O LO GY RE PO RT

“We used to need 3.5 people to run takeout during

PAYMENT
PAYMENT METHOD PREFERENCES

Being a card-friendly establishment remains important for
restaurants.

How are you most likely to pay for a
high-ticket item (full meal)?

Demographically, the numbers on payment preference change based
on age. 74% of those under age 18 and 54% aged 60+ are more
likely to use cash on low-ticket items – so you may not want to go
cashless just yet.
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But what about mobile pay?

When it comes to the default choice for paying in restaurants,
mobile pay still has a ways to go. Only 1 in 20 diners named mobile
pay as their payment method of choice for low-ticket items, instead
opting to pay with cash or credit on a regular basis.

Since mobile pay often coincides with a loyalty program - which
more than half of diners say is somewhat or very important - mobile
pay may continue to grow as the payment process consolidates card
information, mobile scans, and loyalty perks into one.

How are you most likely to pay for a
low-ticket item (coffee, fast food)?

RE S TAURA N T T EC H N O LO GY RE PO RT

90% of diners prefer to pay with their debit or credit card for
higher-ticket items. Even for low-ticket items like fast food or
coffee, 62% prefer to pay with their card. Millennials are the most
likely generation to use credit or debit regardless of the situation
and will pay with card for low-ticket items 69% of the time.

RE S TAURA N T T EC H N O LO GY RE PO RT
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PART 5

Closing Thoughts

Conclusion
CONCLUSION

There are still many disconnects between these two groups – and restaurants are
responsible for bridging the gap.
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Inexpensive solutions like mobile pay speed up the process and white-label ordering apps
creates repeat visitors through loyalty integration, yet only 22% of restaurants offer this
option.

Other solutions like kiosk payment, digital receipts, and online ordering are only increasing
in demand from younger diners who will, in time, have the majority spending power. Making
the investment to adopt and familiarize yourself with these types of innovative technologies
will pay off in the long run for restaurants looking to attract new guests and see success in
the future.
58% of restaurants have updated in the past year or will update in the next year to a
restaurant management system that streamlines the business while offering valuable insights.
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While diners and restaurateurs agree that restaurant technology improves the dining
experience, these two groups don’t always agree on where these improvements lie.

READY TO UPGRADE TO AN
ALL-IN-ONE RESTAURANT
TECHNOLOGY SOLUTION?
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Toast Restaurant POS is built for restaurant success.
Offering a loyalty program, gift cards, in-house online
ordering, and mobile pay integration, Toast has been
lauded for its efficiency and ease of use, richness of
restaurant analytics, and software capabilities on server
handheld tablets.
Employees like Toast because it can help increase tips
3X, and owners like Toast because sales can boost
20%. Toast is the technology solution purpose built
for restaurants. Want to learn how Toast can help your
business? Click here to see Toast POS in action with
a personalized demo.

Not ready to upgrade and take advantage of this report’s findings?
Subscribe to the Toast Restaurant Management Blog to keep up with industry
trends and see when the next industry report will be released!

SUBSCRIBE
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2,206 individuals gave complete responses
to the 2017 Restaurant Technology survey.

1,279 diners completed the survey. Of the
respondents, 3% were under age 18, 69%
were 18-39, 22% were 40-59, and 6% were
age 60+. 59% were female, 37% were male,
and 4% identified as other or preferred not
to respond.
927 individuals who identified themselves
as a manager, owner, or on the leadership
team of a restaurant completed this survey.

50% of respondents represented FSRs, 27%
represented QSRs, 10% represented a cafe/deli/
bakery, 7% represented a bar/nightclub, and 5%
represented a pizzeria.
Of the restaurants these respondents represented,
13% have been open for less than a year, 31%
have operated between 2-5 years, 18% for 6-10
years, 16% 11-20 years, 14% 21-40 years, and 8%
41+ years. 58% are single location, 27% have 2-5
locations, 5% have 6-10, 5% have 11-50, 2% have
51-100, and 3% have 100+ locations.
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