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Introduction
On the back of enhanced customer experience and a big push by the pandemic, online food 
delivery is expected to generate a revenue of whopping $151,526 million. We are well beyond 
the point when we need to emphasise the importance of on-demand food delivery services or 
discuss their potential growth. Even though the online food delivery market hasn't fully 
matured yet, it has already become a critical aspect of every food business. 

125 107.44

2019 2020 2023

111.32

154.34

0

25

50

75

100

150

175

O
n

lin
e

 f
o

o
d

 d
e

liv
e

ry
 m

ar
ke

t 
si

ze
 in

 b
ill

io
n

 U
.S

. d
o

lla
rs



Markets around the world have shown great promise for online food delivery businesses. With 
greater market penetration, regions like the USA and UK are already putting out significant 
figures for online food delivery revenue, whereas the sky seems to be the limit for evolving 
market regions such as India and China.

While online food delivery growth seems inevitable, you must be wondering how these 
mind-boggling numbers affect a food business owner like you. And we are here to tell you that 
you can maximise your share of profit by riding this wave of growth the right way.

In this ebook, we will tell you why it's imperative to have a delivery fleet of your own to propel 
your food business to new heights of success. But before we get into any of it, it's necessary 
you first understand the different online food delivery models out there.

 

Region Expected revenue 2021 

India 11,666 million 

USA 28,486 million 

UK 6,543 million 

China 56,936 million  

Europe 23,335 million 
 



The Online Food Delivery Business Models
111 billion people ordered food online in 2020 in the United States alone. With such a large 
audience pool to serve, businesses with varying models have cropped up to satiate hungry 
customers' needs. Some models take care of end-to-end delivery activities, right from taking 
orders to delivering them. On the other hand, a few act only as mediators between the 
restaurant and customer but do none of the heavy liftings. Let's have a quick look at the three 
major online food delivery models and know what they are all about.

1. Aggregator Platforms
Aggregator platforms are amongst the oldest players in the online food delivery market and 
still hold a significant market share. These platforms bring information about all the restaurant 
and food businesses in the area and allow them to choose what suits them the best. They offer 
comparisons based on various parameters, have a rating system, and even provide customer 
support.

2. Food Delivery Platforms
The new food delivery apps are what you can call the logical evolution of aggregator platforms. 
This model involves aggregating the information about all the local food businesses, 
presenting them to the customer, and supporting logistics during delivery. On top of everything 
done by a food aggregator platform, they'd also have a delivery executive pick up the package 
from the restaurant and deliver it to the customer.

These platforms obviously offer a lot more convenience to food business owners since all they 
need to worry about is preparing the food in time. The rest would be taken care of by the food 
delivery partner. And since these platforms come with top-notch infrastructure to take care of 
delivery, the customers end up with a much satisfactory experience.

Uber Eats, DoorDash, Zomato, etc., are some great examples of such 
platforms. DoorDash and Uber Eats collectively account for more than 50% of 
the market share for the top food delivery apps in the United States.

Once the customer has decided what they want to order, the platform simply relays the 
information to the food business. The platform does not facilitate the delivery process in any 
way. It is entirely the restaurant's responsibility to deliver the food item.

Popular platforms such as Food Panda, Grubhub, and Delivery Hero function on this model. The 
fact that Grubhub had nearly 50% market share in US online food delivery up until 2018 should 
give you some idea of the dominance of this model. However, these models are slowly losing 
their grasp on the market since they offer nothing but potentially more eyeballs to the business. 
But many business owners now prefer staying away from these because of the hefty 
commissions they demand. In fact, these aggregator platforms sometimes do more harm than 
good to restaurants because of unmoderated reviews.
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However, the overwhelming success of these platforms may not always translate the same 
way for your business. The stiff competition with other restaurants on the platform often forces 
you to bring the prices down. The platform's heavy charges don't help your case either.

3. Restaurant On-demand Delivery Platform
The third business model is the one with apps and websites for on-demand delivery managed 
by the restaurant itself. Under this model, food business owners don't need to rely on 
third-party service providers for anything. They get to control everything, right from taking 
orders online to delivering them to hungry customers.

While it may seem like a mammoth task initially, especially for smaller food businesses, the 
long-term benefits of this model clearly make it worthwhile to invest in the infrastructure. 
Additionally, the current digital transformation also allows for pocket-friendly options. You don't 
always need to break the bank to have a website and food delivery app for your own. Food 
chains such as Domino's and Pizza Hut have been operating on the same model for time 
immemorial and can still draw significant profits through this channel.



Now that you are aware of the three online food delivery business models, the next obvious 
question to ask which of these models is best for your business. And the answer is very clear- 
restaurant on-demand delivery platform. Let’s see why.

You already know why going digital is one of the best bets for any restaurant or food business. 
It takes your business to a much larger audience, gives you the freedom to operate from 
anywhere, allows you to stay afloat during tough times such as a pandemic, etc.

However, just as important it is to take your food business online, it's equally important to make 
sure you go online the right way, i.e., to have your own food delivery app and infrastructure. 
Here's why it is the sensible thing to do:

Why Do B2C Food Brands Need to Have Their
Own Delivery Fleet?

Brand Value
First things first, a third-party online food delivery app would never portray your brand voice or 
personality the way you want. They are always more concerned about their brand persona, and 
yours will get lost somewhere in the long list of restaurants.

On the other hand, if you have your websites and apps, you can always nail the brand persona. 
When users demand nothing short of spectacular experiences in this digital age, brand image 
plays a key role. Moreover, if you are trying to target a specific audience segment, such as just 
the vegan folks, having a standalone app with the right persona will always help you in the long 
run.



No Commissions

Less Competition

You might have to share as much as 30% of the fees as commission per order when doing 
business through third-party food delivery apps. Since this 30% is not even from the profit you 
make for every order, the commission ends up shrinking your profit margins to a great extent. 

If you combine the reduced profit margins with third-party food delivery apps' uncertainty, then 
it makes no sense to stick with them. The sensible thing to do would be to have an app and 
delivery agents of your own. In such a case, you'll have to spend a flat fee on the infrastructure, 
and as a result, the higher number of orders will translate to higher profit, giving your business 
more room to grow.

Enhanced Customer Experience/ Increased Customisability
There's only so much you can do with a third-party delivery app. There's only a certain way 
they'd present your menu. You might not be able to push selected products up the gallery if 
you want. You cannot even launch special offers with ease.

With a fleet and delivery infrastructure of your own, you get to bypass this competition in a lot 
of ways. Getting users to download your app might be the only threshold as once they open 
your app, it’s all you. You’d be able to focus more on delivering the best experiences possible 
rather than always having to find ways to cut down costs.

Whereas if you have a food delivery website 
and app of your own, the sky's the limit for what 
you do in terms of customisability. There will be 
no hold barred on how you want the layout to 
be. You'll be able not just to roll out custom 
offers but even send personalised offers and 
discounts to your loyal hungry customers. Such 
features will only enhance the customer 
experience and bring more users to your 
platform.

The goal of third-party food delivery apps is to 
get as many restaurants and food businesses 
onto their platform as possible. This can hurt 
your business as the users get served with 
alternatives to your restaurant even if they 
specifically search for your restaurant on the 
app. Additionally, it matters a lot who shows up 
first in the list of options. And you do not want 
to operate at the whims of some algorithm that 
no one would even share with you.



Increased Customer Retention
Data is the new oil. It is the user information, including email addresses, phone numbers, eating 
preferences, etc. When customers place orders from food delivery apps, the app owners end 
up with all such information at their disposal. And suppose customers are ordering food from 
your restaurant via a third-party delivery app. In that case, you'll never get hold of any of that 
information.

With a delivery portal of your own, you get to obtain, process and leverage all this valuable 
information to maximise your profits. You can nurture better relations with customers by 
sending them timely and useful emails or delivering personalised experiences based on their 
preferences. All these exercises will help you strengthen relationships with customers and 
improve retention rates.

Efficient Delivery
A delivery agent working for the third-party food delivery business won’t always operate in a 
way that best suits your business. During peak hours, they might get off with multiple packages 
from multiple restaurants leading to delayed delivery of the package from your restaurant. And 
sadly, customers will blame some of it on you rather than the delivery services provider. 

With a delivery fleet of your own, get to exercise complete control over the delivery operations. 
Prioritise deliveries based on proximity, size of the order, and various other factors. Deliveries 
will get efficient when you get complete control over them, and it'll help your business gather 
more profit.

Now that you know all the reasons why you should have your own delivery fleet, the next thing 
you need to figure out is how to get your own delivery infrastructure up and running.



How to Start Delivering Food for Your
Restaurant Business

Step 1:

The first thing you'd need to start managing delivery operations yourself is to get the digital 
infrastructure or software in place. And there are two ways to go about it. You can either have a 
custom software built from scratch to take care of delivery operations or subscribe to an 
on-demand delivery platform.

A custom delivery software is what one would prefer in an ideal scenario. Still, not everyone 
has pockets deep enough or is even patient enough to get to enjoy the benefits of a top-notch 
customer delivery software. It takes a considerable upfront investment if you wish to build 
high-quality custom food delivery software. Then you have to wait for months or even years to 
get the finished product. Additionally, even when you have the software ready, regular 
maintenance ends up being an expensive affair in itself.

But an on-demand platform, such as Tookan, gives you that sweet spot between operational 
efficacy and cost-effectiveness. It charges you a nominal subscription fee, and you can choose 
from their multiple plans based on your current business needs. When it comes to managing 
operations, you get to benefit from their years of experience working with various food 
businesses. Because of all this on-field experience, the software ends up being so refined that 
you get to have all the features of any world-class delivery software. 



Step 2:

We suggest that you choose an on-demand platform to set up your delivery infrastructure. 
Once you have that taken care of, the next step would be to assemble the workforce and 
logistics. It would be best if you decided how many personnel and vehicles you want in your 
delivery fleet.

We advise that you start conservatively. Since the beginning would be all about gaining traction 
and letting customers in your region know about your online delivery service, you can start with 
a small fleet. It will help you keep a check on costs. Once you have enough orders flowing, you 
can then gradually increase the fleet's size and cover as big a region as you want.

A lot of success you get in this stage would also depend on the kind of delivery software you 
subscribe to. Make sure it comes with all the essential features such as route navigation, smart 
analytics, payment gateways, API access, agent wallet, proof of delivery, etc. 

If you have any confusion about which software to pick for business, then there's no need to 
look beyond Tookan. We give all the features mentioned above and many more on top of it. 
The setup doesn't take long, and we help you at every step of the way to optimise the fleet.  

Guess what? We also offer an absolutely free trial so that you get to have a lay of the land 
before committing to anything. With all the information at your disposal, all you need to do now 
is get started. So go checkout Tookan right now!

Conclusion


