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= Restaurant Trend Report

GHOST KITCHENS & VIRTUAL RESTAURANTS

WHAT THE DIGITAL AGE & THE PANDEMIC USHERED IN

ccording to Euromonitor's 2020
A Food & Beverage Industry Re-

search, the U.S. currently has
1,500 ghost kitchens, ahead of the U.K.
(750) but behind China (7,500+) and
India (3,500+). The growth reflects the
consumer driven digital market for
demand-focused food delivery, and ac-
celerated by the arrival of COVID-19.

WHO'’S ENTERING
THE VIRTUAL MARKET?

Chefs or Entrepreneurs

Just Starting Out:

For chefs just starting out or inventors
not familiar with the food industry,
ghost kitchens may be a good place to
begin.To kick off, set up order and de-
livery systems to introduce the virtual
branded product, tweaking as needed.
With low upfront costs, market trial
runs can be fielded with little risk.
Further, a quick pop-up’s shop may be
a smart way to pre-test an idea.

Small Restaurant

Business Owners:

With an already operating kitchen,
setting off some space and staff as a
virtual restaurant can serve to launch
off a virtual brand. Utilizing the same
kitchen equipment, work staff, a deliv-
ery contractor, and ideally, overlapping
ingredients for both menus, this op-
eration can get off the ground at low
risk. When the business grows, it can
easily relocate to a larger ghost kitch-
en without disruption.

Food Truck Owner:

Food truck owners operate and have
the same benefits as a small restaurant
owner, with an added benefit of being
mobile. Thus, food trucks can move
around and search, then settle wher-
ever business holds most potential.

Risk Averse Investor:

For those seeking a tested and prov-
en business model, there are franchise
opportunities being offered by already
established virtual food brands.

Established/Chain Restaurant,

or Well-Funded Chef:

For those with established connec-
tions and know-how or are well fund-
ed to employ experienced consultants,
the first step is to thoroughly re-
search a virtual brand potential. Once
the concept is defined, it can start
quickly from the existing kitchen, and
when the time comes, expand to ghost
kitchens.

Established Corporations/

Brand Names:

Large corporations, some not even
involved in the food industry, are
keenly seeking ways into consumers’
pocketbooks. Credit card companies,
hit television shows and such can
launch virtual food brands through
ghost kitchens. With large budgets,
campaigns can be bolstered through
partnerships with celebrity chefs or
popular restaurants. Two years ago,
D) and music producer Steve Aoki
launched Pizzacki from near the cam-
pus of USC, and now operates in ||
cities across America.
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CONSUMERS PREFER

DIGITAL ORDERING

Among all dining guests’ complaints,
“Inaccurate Orders” raked at #I.
This may be solved since more con-
sumers are preferring to enter their
own orders these days, which fur-
ther advocates for stronger digital
presence/menu presentation as top
priority for business success.

Source: Service Management Group Survey, 2020
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MOST TALKED ABOUT GHOST KITCHEN OPERATORS

CloudKitchens: Fully-equipped
kitchens, for the delivery-only model.
DoorDash Kitchens: Focuses on
large operators, in high-delivery
areas, suits highly recognized brands
such as Chick-Fil-A.

Kitchen United: Light-capital mod-
el, fully-equipped kitchens.

REEF: Tech-advanced infrastructure,
local community focus.

Uber Eats: Currently in testing
stage. Has already over-taken their
ride-share business.

Virtual Kitchen Co.: Targets
existing restaurants transitioning to
ghost kitchen operation, offers short
monthly contracts.

— searches for the nearest shared kitchen operators by location.

i THE KITCHEN DOOR

MARKETING IS THE LIFEBLOOD FOR VIRTUAL BRANDS

COVER THE BASICS
ESTABLISH THE BRAND &
COMMAND INTEREST

Either hire an on-line ordering plat-
form service, or create in-house.

MAINTAIN
COMMUNICATIONS

Engage customers to build relation-
ship through e-mail, SMS Text, and so-
cial media. Create posts, conduct sur-
veys, run targeted promotions, all to
keep the brand on consumers’ minds.

“SPARK THEIR JOY”

Provide memorable experience for
the core consumer base who are avid
digital communication users. Through
personalized tone, association to as-
pirational lifestyle, or tech-advanced
programming, understanding the con-
sumers’ mindset will determine how

to “Spark Their Joy”.
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MARKETING HOW TO CHOICES
DIY MARKETING

CRM’s are a growingly popular digi-
tal-age marketing vehicle. Mail Chimp
is a good place to start at no cost for
basic services, and reasonable fees
for advanced features. The consum-
ers’ mobile phones offer direct com-
munication opportunities through
Facebook, Instagram, Snapchat, Twit-
ter, TikTok, and many others. Manag-
ing customers’ relationships require
continuous attention by dedicated
staffpersons knowledgeable in digital
communication.

OWN YOUR
OUTSOURCED MARKETING
If managing an in-house marketing

program is not possible, there's an
option of employing services that
build customized online ordering
and marketing platform systems that
businesses can own. 9Fold, ChowN-

ow, Olo, and Toast offer such services.

3RD PARTY, FULL

SERVICE MARKETING
DoorDash, Grubhub, Postmates,
Uber Eats - these highly recog-
nized 3rd party companies provide
marketing, plus the much-needed
ordering and delivery services. These
full-service providers are convenient
for restaurants not yet prepared for
the digital age, however, can result in
high commission rates. **

**TURN AROUND & TAKE CONTROL
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CHANGES TO COME IN THE FUTURE GHOPZ

- Consumers who currently frequent
supermarket quick-food/deli cor-
ner take-outs are prime target for
future ghost kitchen converts.

- Virtual menus feature many dish-
es that travel well en route to the
customer — pizza, pasta, BBQ, fried
chicken, etc. Some Japanese men-
us items fit the bill: bowls, curry,
Karaage, Yakitori, stir-fry, some
noodle dishes, Sushi.

Delivery companies are aiming for
industry dominance through verti-
cal integration using data amassed
from their delivery clients. Uber
Eats has teamed up with Rachael
Ray to open their own virtual kitch-

ens, and Grubhub with Bon Appetit.

Independent restaurants will need
to exercise creativity to differenti-
ate themselves in order to survive.

- What's currently separating the de-
livered food businesses from the
kitchen-to-table dine-in restaurants
is food quality. That gap is narrow-
ing.

1

With a more robust ghost kitch-
en market in the future, advanced
restaurant innovations will foster
full automation on menu items like

pizza, Ramen or high-end coffees.

Smart kitchens and drone delivery
services may not be too far ahead.
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