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restaurant Business delivery—just in time 

When you thought pizza and Chinese had run away 
with the delivery business, transportation solutions 
emerged and multiplied to save the day. By Jody shee

ith rising labor and food costs combined with razor-thin margins, there 
has to be a way to boost the bottom line. Increased sales volume would certainly help.

 Fortunately, in the past few years, venture capitalists and entrepreneurs have jumped on the 
food-transport bandwagon with restaurant food delivery—the Uber of meals that creates a level 
delivery field for fine dining and neighborhood eateries. (Uber itself offers UberEATS food 
delivery.) Opportunity knocks for nearly any establishment to pick up to-go business that until 
fairly recently was almost exclusively a play in the pizza and Chinese food playbook.
 If you operate in a large metropolitan area, it’s likely that you have received to-go orders 
from at least one consumer app-driven delivery company, and have had to consider how far you 
will go to embrace the concept.
 GrubHub, DoorDash, Postmates, Caviar and OrderUp are among the most-recognized delivery 
names. But watch for new iterations, such as Olo-owned Dispatch, working through a restaurant’s 
app and point-of-sale system with delivery company price quotes offered, allowing the guest to 
choose the delivery company from the restaurant’s app.
 With the tidal wave of growing options, you need a plan to determine how to swim in the 
emerging delivery scene before this expanse of opportunity develops a life of its own, flooding 
in too prematurely for your liking. 

which delivery company?
 As you determine which delivery company, or even how many delivery companies to work 
with, consider your market area delivery landscape, price negotiations, extra services provided 
and professionality. After all, in the end, the delivery company represents your brand.
 The Eastman Egg Company, a Chicago breakfast and lunch eatery, uses DoorDash and Postmates, 
largely because beginning with Postmates, the two companies showed up with customer orders, 
says founder/CEO Hunter Eastman Swartz. “A lot of customers outside the Loop couldn’t get here, 
so they were sending Postmates, and Postmates didn’t know what was on our menu. But we felt we 
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W“We felt We had to 
embrace (delivery 
companies) as a 
partner or fight 
them. We decided 
that everyone 
could Win.”
hunter eastman swartz, founder/Ceo, 
The eastman egg Company, Chicago
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had to embrace them as a partner or fight them. We decided that 
everyone could win.”
 The Eastman Egg Company decided to formally partner with 
Postmates, making sure the restaurant menu appeared on the 
Postmates app. (Customers can order food from a restaurant 
whether or not that restaurant is featured on the Postmates 
app.) Soon, DoorDash also reached out for a partnership. Other 
delivery services have approached Swartz, but the experience 
hasn’t always been as positive as he would like. 
 Choosing the right company plays to the biggest challenge 
Swartz finds with delivery. “When you work with a third-party 
service, you do not control the majority of that customer experience. 
If the courier is late, I can’t control that,” he says. Complaints 
might go to the courier and never reach him.

 In Nashville, Tennessee, Indian restaurant Chauhan Ale & 
Masala House uses five delivery companies. Co-owner/executive 
chef Maneet Chauhan says she’s had a standard experience with 
each, but advises others to “look out for the hefty commission 
charges,” which in her experience range from 10% to 15%. On 
the plus side, she says that additional revenue (about $750 a week 
for her) and the marketing opportunity make delivery worth it. 
But the challenge is the menu descriptions if customers aren’t 
familiar with Indian food. Timely preparation of the food can also 
be a challenge. But overall, she is happy with the to-go business. 
“We have added an extra hostess because we are getting good 
business from delivery,” she says. “We have one person dedicated 
to answering phones and taking those orders.” 
 How the orders are placed is another consideration in determin-
ing which companies to partner with. Chauhan notes that Doorstep 
Delivery and Delivery Dudes call the orders in to the restaurant, 
while OrderUp and GrubHub supply a tablet for orders. Up until 
mid-April, Postmates called in orders. It now offers tablets. 
 DoorDash also offers the merchant a tablet to facilitate 
communication between the restaurant and the driver. Behind 
the scenes, “The driver logs in to the platform and accepts orders 
based on his or her location,” says Ryan Broderick, head of the 
merchant team. “When the consumer places the order, it’s sent 
to the restaurant and to the driver, and the driver is instructed to 
pick up and deliver to the consumer.”
 There are business advantages to restaurant operators who 
choose to partner with DoorDash. One is the professional ap-
pearance of the restaurant on the DoorDash app. The company 
sends a professional photographer to take photos of five dishes 
of the restaurant’s choice to appear on the app in the 20-plus 
market areas where it operates. “The consumer loves to see 
great dishes. For the restaurant, it’s a way to show their food 
without taking on the cost,” says Broderick, who considers 
DoorDash a marketing platform.
 The company claims to be fast, with food delivered in less 
than 45 minutes, thanks to its logistics technology.

important considerations
 “Don’t go running headfirst into delivery,” says Steve Tindle, 
regional general manager for Scottsdale, Arizona-based JNK 
Concepts, which also operates in the Chicago area. The company 
opened Indian fusion restaurant Marigold Maison a year ago in 
Bannockburn, Illinois, with the goal of eventually offering delivery, 
which it began in Q1 2016. It was an obvious revenue-generating 
tactic considering cold Chicago winters that make delivery an 
appealing option for consumers. 
 Tindle has been willing to work with multiple delivery 
companies, most commonly DoorDash and GrubHub, which has 
a strong presence in Chicago. “Don’t stick with just one, as long 

“We have added an extra hostess because 
We are getting good business from 
delivery. We have one person dedicated to 
ansWering phones and taking those orders.”
Maneet Chauhan, co-owner/executive chef, Chauhan ale & Masala house,  
nashville, tennessee 

“ask yourself some 
important questions, like 
What type of carryout equipment and 
products you Will need, Who is your 
target audience and What kind of pos 
system you Will need.”
steve Tindle, regional general manager, JNK Concepts, Chicago
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as they give a similar price,” he says. “They are competitors (of 
each other), so you can negotiate with them.”
 In the restaurant-planning phase, the restaurant team made 
a checklist, which Tindle says is important for anyone before 
launching into delivery. “Ask yourself some important questions, 
like what type of carryout equipment and products you will need, 
who is your target audience and what kind of POS system you will 
need.” The restaurant added another phone line for delivery orders 
to preclude interference with reservations and other daily activities. 
 Perhaps the most important consideration is how easily the 
food transports. “I haven’t worked with a cuisine in my experience 
that travels better,” Tindle says of Indian cuisine. Basmati rice 
is lighter and less sticky than sushi rice, while Indian sauces and 
curries don’t separate, making them good for travel.  
 The restaurant group also owns Roka Akor, a Japanese 
steak, seafood and sushi operation that doesn’t push delivery 
because the food doesn’t travel as well. 
 As Tindle considered to-go containers for Marigold Maison, 
it was important that they be microwavable and that, for stream-
lining purposes, there should only be a few sizes and shapes. He 
also considered the importance of branding, so the carrying bags 
display the restaurant logo.
 After only one quarter, the restaurant realized a 20% increase 
in sales, and for a few weeks, takeout reached 30% of sales, 
something Tindle attributes to the weather.

competitive advantages
 All five of the restaurants operated by La Jolla, California-
based Whisknladle Hospitality embrace delivery, which began 
with the opening of its Prepkitchen in La Jolla. It was a way to 
increase visibility in the highly competitive San Diego market, 
says partner/director of operations Gabriel Mauser. Some 9% 
to 11% of sales in Prepkitchen’s La Jolla and Del Mar locations 
come from to-go orders. 

 He uses several companies, including Postmates and DoorDash. 
“DoorDash has become our biggest delivery service, because 
they are quick and not as expensive to partner with as the other 
companies,” Mauser says. 
 But he is building additional business through delivery 
companies focused on catering, such as Peach and Lux Catering. 
“Peach has been signing up employees in the same office building 
and will deliver restaurant food to the lobby, so employees go down 
and pick it up and bring it back to their desks,” he says. Peach takes 
photos of the restaurant’s food and texts employees with the dish of 
the day in the morning, with an 11 a.m. order cutoff. 
 Lux Catering is one of Whisknladle Hospitality’s most recent 
to-go partnerships. It picks up partially prepared food, allowing 
the end-user to finish the cooking process. It’s used by event 
planners and for dinner parties, Mauser says. The company 
only partners with specific restaurants that train the catering 
staff on how to complete the preparation. 
 Having multiple delivery options has been a strategic benefit 
for the company. “As a restaurant, it’s not worth it to just choose 
one company,” Mauser says. “You want to expand your reach 
and get as many orders as you can.”
 He advises others interested in delivery to calculate whether 
or not they are being profitable with the service, or at least break-
ing even. “It can get expensive between giving up part of your 
profit when you’ve priced your food based only on your food and 
labor costs,” he says. When you add packaging costs and the time 
it takes to handle the order and package it—and multiply that by 
many orders, it can get pricey. “It can cost $1 to do all that.” 
 Finally, “try to partner with companies that you feel represent 
your brand properly,” he says. “The last thing you want is for the 
customer to order it and have it be horrible because your driver 
didn’t take care of it. A lot of these orders are first impressions.”

notes to go

doordash prides itself on speed, so it limits restaurant options to consumers 
within a given distance from the restaurants. Orders come to the restaurants 
via the DoorDash app or from doordash.com. A fairly new company, it 
expanded from three to 22 markets in 2015 and plans to continue growth.

gruBhuB operates in more than 900 cities. Consumers enter their address 
and click “search” for a list of nearby restaurants that offer delivery. They 
click the restaurant and the food they want to order, and check out to pay. 
GrubHub places the order at the restaurant, receives confirmation from the 
restaurant, emails a receipt and texts to confirm the order. 

orderup (acquired by Groupon in July 2015) operates in about 40 U.S. 
markets and only features restaurants on its app that have partnered with 
it for delivery, so consumers only see participating restaurants when they 
sign up with their address. They can track the progress of their order online. 
Drivers are only assigned when the food preparation is almost finished.

postmates is what the company calls its 18,000-plus couriers operating 
in 40 major metro areas. Through the company app, consumers enter their 
delivery address and browse the featured restaurants in their area, or search for 
a specific restaurant or cuisine. They can either click on the menu items they 
want, or write in a custom order if the restaurant isn’t featured on the app.
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“try to partner With 
companies that you 
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brand properly. a lot 
of these orders are first impressions.”
Gabriel Mauser, partner/director of operations, whisknladle hospitality, 
la Jolla, California. 


