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In this report, Peckwater Brands shares the 
insight and expertise of its team, partners 
and clients, offering a timely and valuable 
preview of the year ahead. 

Hospitality Trends
to Watch in 2023
The past three years have been 
as challenging for the hospitality 
sector as virtually any period to 
have come before.  

The pandemic placed great strain on restaurants, 
bars and cafés around the world, forcing many 
to close for good. Indeed, in the UK alone it is 
estimated that two years of Covid-19, between 
March 2020 and March 2022, resulted in £115 
billion worth of damage to the hospitality industry. 
This was reflected in other countries globally. 

Last year did not offer the respite that many 
would have hoped. While 2022 saw an end to 
lockdown and social distancing restrictions, it 
presented a great deal of political and economic 
turbulence. 

Cost-of-living crises in many countries, driven 
by soaring levels of inflation, have put hospitality 
businesses under significant pressure over the 
past 12 months, and continue to do so. On the 

one hand, consumers’ ability and willingness to 
spend have been diminished. At the same time, 
hospitality firms themselves are experiencing 
a sharp uptick in their own costs, most notably 
energy bills and produce. 

Following such a testing period, what can 
the hospitality sector expect from 2023? Will 
the economic conditions remain as difficult, 
and which news trends are likely to rise to 
prominence in the months to come?
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The food delivery market was one of the 
beneficiaries of the pandemic, accelerating 
demand for takeaways as well as high-speed 
grocery delivery. App-based marketplaces like 
Uber Eats, Delivery Hero, Foodpanda, Deliveroo 
and Just Eat are now household names in every 
corner of the globe, dominating the food delivery 
space due to their speed, convenience and slick 
customer experience.

Expect this trend to continue, if not accelerate 
further, in 2023. In fact, it is estimated that the 
global food delivery market is to reach a value of 
$432.32 billion by 2030.   

The question for hospitality businesses is this: how 
can you stand out when listing on marketplaces 
like Deliveroo or Uber Eats? Kitchen operators, 

Convenience and consumer 
engagement

whether restaurants offering delivery or 
specialist takeaway outlets, have to capture the 
interest – and, ultimately, orders – of consumers 
who have more food delivery choices at their 
fingertips than ever before. 

So, in the coming year, hospitality brands would be 
best suited to seek ways to strategically hold and 
capture the attention of their customers in order 
to thrive. 

In fact, it is estimated that 
the global food delivery 
market is to reach a value 
of $432.32 billion by 2030.   
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There are two important factors to consider here – data and branding. 
Businesses cannot afford to miss out on the visibility and stickiness that these 
bring to their offering, so driving their online presence with a data-driven 
branding approach is vital. 

Further, due to a variety of options, hospitality 
businesses must hold the attention of consumers, 
whether in terms of how the menus are laid out, 
tracking users’ purchasing habits and providing 
customised offers and notifications that drive 
engagement. 

At its base level, though, engagement can be 
driven by measures as simple as taking high-
quality photographs of menu items and having 
them described in detail for a clearer offering. 
By any means necessary, businesses will have 
to make the user experience as convenient, 
personalised and engaging as possible if they are 
to succeed in the marketplace-dominated food 
delivery space.

Data and branding 

What does that 
mean in practice?    
Crunching the number to assess what type 
of dish, cuisine or product are in hot demand 
within a particular area or consumer group. 
Then ensuring you hit that mark. Creating a 
brand and menu that resonates with customer 
demand is essential, and data holds the key in 
ensuring kitchen operators are making well-
informed decisions, rather than hunches. 
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Variety and virtual brands 
Consumer spending is reducing 
– the result of the pandemic 
throughout 2020 and 2021, and 
high inflation in 2022.

Peckwater’s own research in the UK during 
September 2022 highlighted this trend. We found 
that restaurants have seen the highest drop-off in 
consumer spending since the start of 2020, down 
16% from £58.90 per person per month to £49.30, 
while spending on takeaways saw a much lower 
reduction, falling just 10% from £47.70 to £42.30.

Just 4% of US adults say they 
never get takeaways, and of 
those who do, they spend an 
average of $1,175 on take-out 
meals every year. 

Crucially, as noted above, demand for delivery 
remains high. The average UK adult is still 
spending £507.60 on takeaways each year, rising 
to £615.60 among men and even higher (£895.20) 
among 18-34-year-olds. 

In the US, the figures are higher still. Just 4% of 
US adults say they never get takeaways, and of 
those who do, they spend an average of $1,175 
on take-out meals every year. 

France has also seen the takeaway market boom 
during the pandemic; the French food delivery 
market was valued at around €180 billion in 2021 
and is growing rapidly.
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Nevertheless, set against this trend, increasing revenue becomes more 
challenging. The same customer base cannot be expected to maintain their 
spending, so businesses will have to push to attract more customers. While the 
above trend of driving engagement directly will likely prove popular, delivery 
franchising through virtual brands is set to explode.

Being able to respond to popular demand is 
vital for any business. However, with the fast 
pace and unpredictability of food trends, many 
brands are not able to augment their offering to 
keep up. Virtual brands offer ultimate flexibility 
to businesses. This adaptability lies in how they 
provide businesses with a secondary offering 
that can keep pace with changing tastes. Seasonal 
trends, viral dishes and hot-topic cuisines are 
within reach of any business with a kitchen and a 
virtual brand partner that is up to the task. 

Virtual solutions  

Delivery franchising through virtual brands has a 
proven track record of increasing order volumes 
and revenues. Our partner businesse’s brands 
have reported an increase of between £12,103 
- £57,687 in additional income each month since 
adopting a virtual brand, making it convincing to 
assume that this trend will grow in popularity as 
consumer spending shrinks. 

Virtual brands    
– in this case, delivery-only food brands that operate exclusively on delivery aggregators – have been 
a source of growth and additional revenues for many in recent years despite the general industry 
downturn. They allow existing hospitality businesses to augment their order volumes with a range of 
tactics. For instance, they offer an entirely separate food brand from within their premises, maximising 
the output of their facilities and allowing them to engage with more consumers.  
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The first two trends address the 
challenge of standing out on delivery 
marketplaces in 2023. But there are 
other important trends to watch in the 
hospitality sector this year.   

For one, as a result of the more difficult trading 
conditions, hospitality owners will be seeking ways 
new methods of self-promotion to keep commerce 
moving. From traditional advertising to wild 
marketing stunts, we can expect to see businesses 
doing everything they can to be in the limelight. 

Pop-up events are an incredibly popular means of 
getting the word out about one’s product or service, 
especially when these temporary events offer 
interesting freebies or benefits are offered. word-
of-mouth and organic reputation building remain 
powerful tools, and eye-catching events like these 
help businesses to stand out. 

The best brands and entrepreneurs 
often thrive during times of adversity, 
so 2023 might be the year when 
hospitality businesses get bolder in 
their hunt for new and repeat business.  

Pop-ups, promotions and 
the elusive word-of-mouth  
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Assessing and acting upon the significant public 
appetite for deals, promotions and samples 
is also a brilliant way to increase social media 
engagement, helping to gain followers and expand 
an audience of consumers. 

With no room for complacency, investment in 
marketing and loyalty schemes is likely to rise. 
Social media and app-based loyalty solutions are 
likely to be the beneficiaries of this investment. 

Promotions and bonuses 
During an economic crisis, it pays to be associated with value and low prices, so heavy 
promotions and loyalty bonuses will come to the fore. Savvy consumers will actively 
seek out the best savings, so regularly providing appealing offers will draw the right 
kind of attention to a food brand – though this is not cheap. 
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The hospitality industry has historically had a 
dramatic impact on the environment through 
energy and water consumption, travel and the 
use of consumable goods. The wider food sector 
has a greater impact still; according to the UN, 
it accounts for around 30% of the world’s total 
energy consumption and for around 22% of total 
greenhouse gas emissions.   

Of course, restaurants and takeaways form 
just one element of both the hospitality and food 
sectors. But it is clear that brands must be aware 
of the ways in which they can address sustainability, 
carbon emissions and food waste. In the UK alone, 
1.1 million tonnes of food is wasted in the hospitality 
and food service sector each year, of which it is 
estimated that 75% is avoidable and could have been 
eaten. The UK is certainly not unique – the problem 
is common around the world. The hospitality sector 
in the US wastes upwards of 15 million tonnes of 
food each year. 

More pressure  
on sustainability 

The wider food sector has a greater 
impact still; according to the UN, 
it accounts for around 30% of the 
world’s total energy consumption and 
for around 22% of total greenhouse 
gas emissions. 

Kitchen operators that throw all their food away 
their food at the end of the day without considering 
donations are increasingly criticised. Platforms 
like Olio and Too Good To Go are seeking to tackle 
the issue, enabling businesses to outsource the 
execution of sustainability efforts while contributing 
something to the cause. 

Across the European Union, each 
person is responsible for around 127 
kilograms of food waste per annum. 
While 55% of that is from consumer 
households, the remaining 45% is from 
the supply chain, food producers and 
professional kitchens. 
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It will be crucial for businesses to articulate 
their sustainability efforts online in meaningful 
ways, spotlighting initiatives and solid efforts. 
However, businesses must be wary of potentially 
greenwashing, overplaying their environmental 
efforts. Greenwashing involves groups 
misrepresenting, exaggerating or deceiving the 
public about the sustainability of their business 
practices, in a bid to improve their public image.

Waste not, want not 

Again, virtual brands have a role to play here: running multiple brands out of one kitchen can ensure 
more efficient use of produce that could otherwise go to waste. For instance, two menus that rely on the 
same protein – Korean chicken wings and southern fried chicken burgers – mean better use of produce 
and, with more orders going out the door, less chance of waste.

Furthermore, on the issue of food waste, intelligent use of ingredients is essential.
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Ultimately, it is clear that hospitality is under unique pressure in times of economic 
speculation and fast-paced financial shifts on the global stage. 

Bound for a year of 
(some) opportunity 

The use of innovation and 
technology will enhance 
the revenue of businesses 
and enable them to better 
understand customers.  

Just as 2022 has presented a multitude of 
obstacles and opportunities in the world of 
business, looking towards 2023, businesses would 
be well advised to outline new targets and goals as 
we move forward. Keeping ideas of sustainability, 
consumer wants, marketing and virtual brands in 
mind, food businesses can gear up to deliver their 
knowledge of the cultural and economic mood to 
their customers.
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A word from our CEO

Sam Martin 
CEO of Peckwater Brands

“The current climate places 
a premium on innovation and 
efficiency,” says Peckwater Brands’ 
CEO, Sam Martin. “Competition is 
fierce, and as kitchen operators seek 
to capture the attention of consumers 
with so much choice, they have to be 
open to new ideas.

“We have seen great success 
from our partners who have 
embraced virtual brands and believe 
passionately that this is a great way 
for hospitality businesses to improve 
revenue, reduce waste and keep pace 
with the rapidly evolving food delivery 
scene. We cannot pretend that 2023

will be smooth sailing, but those ready 
to explore new options and take the 
necessary steps to react to pertinent 
market trends still have every chance 
of achieving significant commercial 
success.”




