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Sustainability or Performance? 
Don’t Compromise – You Can Have Both!

Kurt Richars, Director of Marketing



Macro Trends
• Foodservice today
• The foodservice customer

• Importance of food-to-go
• Value rising (…value is not “price”)
• Priorities & expectations

• Sustainability?
• Delivering BOTH



SOURCE: Circana, Integrated Fresh, Total US, 2024 



Shoppers reported that 

of their meals were 
prepared at home

79%

SOURCE: Circana, Integrated Fresh, Total US
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Consumers Feel Busier Than Ever
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Often, I have no choice but to eat on the run

Source: Technomic Ignite Consumer
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Using Foodservice allows me to meet my daily obligations Often, I have no choice but to eat on the run

Source: Technomic Ignite Consumer





Prepared Foodservice Sales 
are Shifting to Grocery
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Source: Technomic Long-Term forecast (Jan 2025), detailing actuals and projected Foodservice sales
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Want to Win More Meals?
Align with what is important to the prepared food customer 



57%

47%

42%

26%

24%

21%

21%

16%

More comfortable to eat at home

Want to watch TV at home while eating

Don't feel like dining in at a restaurant

Don't have time to sit and eat at a restaurant

By myself and don't want to sit and eat alone

Ordering food for others as well

Less expensive than dining in at a restaurant

Hosting a special event at my house and need food

The top reasons 
why consumers 
opt for prepared 
food-to-go… 

REASONS FOR ORDERING CARRYOUT OR DELIVERY RATHER THAN DINING IN**

**Base: 1,500 consumers who order carryout or delivery at least once a month   
**Q: Thinking of the times you decide to order food for carryout or delivery rather than dine in at a restaurant or other 
foodservice location, why do you choose to order food for carryout or delivery rather than dine in? Select all that apply. 

SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report
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The top reasons 
why consumers 
opt for prepared 
food-to-go… 
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SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report



This is driven by 
a generational 
consumer shift.

Base: 1,500 consumers who order carryout or delivery at least once a month, including 445 consumers ages 
18-34 and 1,055 consumers ages 35+Q: How often do you order food from a restaurant and either eat it at the 
restaurant, have it delivered or pick it up at the restaurant to eat it elsewhere? 
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4-6 days per week

2-3 days per week

Once a week

Once every 2-3 weeks

Once a month
Overall

18-34
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FOODSERVICE FREQUENCY

SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report



*Base: 1,500 consumers who order carryout or delivery at least once a month   
*Q: Thinking only about carryout or delivery orders, what are the most important factors in deciding where you 
purchase food for carryout or delivery? Please choose up to seven options. 

How do 
consumers 
decide where 
to go?

36%

33%

31%

29%

28%

25%

22%

21%

Good overall value

Food tastes as good dine-in

Orders are accurate

Food tastes just as fresh as dine-in

Food is prepared quickly

The establishment is convenient

Food stays at the right temperature

Food is inexpensive

TOP CONSIDERATIONS WHEN DECIDING WHERE TO GET FOOD TO GO*

SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report
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How do 
consumers 
decide where 
to go?

*Base: 1,500 consumers who order carryout or delivery at least once a month   
*Q: Thinking only about carryout or delivery orders, what are the most important factors in deciding where you 
purchase food for carryout or delivery? Please choose up to seven options. 
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What is “Value” for Foodservice ?

• Quality = make it taste fresh-made
• Accuracy = meet my higher expectations
• Convenience = make it quick, make it easy





It’s all about the FOOD.

Packaging makes a difference. 

Quality Wins.



90%

87%

83%

81%

81%

78%

78%

74%

72%

71%

64%

59%

45%

Does not leak/spill

Maintains the food temperature

Separate compartments, so foods do not mix

Sealed / tamper proof

Easy to use

Good appearance/aesthetics

Stops oil and grease stains

Can eat directly from the container

Can store leftovers in the container

Food can be reheated in the packaging

Environmentally friendly/sustainable

Clear/transparent

Packaging can be reused

PACKAGING ATTRIBUTE IMPORTANTCE**
% SOMEWHAT IMPORTANT/IMPORTANT/EXTREMELY IMPORTANT

*Base: Approx. 590 consumers per statement who order carryout or delivery at least once per month
*Q: How important or unimportant are each of the following in relation to packaging and presentation of the 
food you order for delivery, drive-thru or carryout?

What do 
consumers 
expect from 
foodservice 
packaging? 

 

SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report
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SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report

Performance
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SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report

Performance
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Align with Top Consumer Priorities
Prevent Spills & Leaks, Protect Heat



Align with Top Consumer Priorities
Keep Food from Mixing, Offer Tamper-Security



Align with Top Consumer Priorities
Protect Appealing Presentation



82%

71%

70%

69%

48%

47%

22%

18%

29%

30%

31%

52%

53%

78%

Food doesn't taste good

Food texture is poor

Missing or wrong order items

Food container is not fully sealed

Poor presentation

Food is not the proper temperature

Takes too long to arrive

Restaurant Third-party delivery company

"IF THE FOLLOWING ISSUES ARISE WHEN ORDERING DELIVERY VIA THIRD-PARTY, I WOULD BLAME THE..."*

Who gets the 
Blame?

*Base: 809 consumers who place carryout or delivery orders via third-party website/mobile app
*Q: Imagine you order food from a third-party delivery company and the following issues were to occur. For each one, please 
select who you would be most likely to blame: the restaurant or delivery company.

SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report
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SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report

These issues can be  solved with 
higher-performing packaging.



About 1 in 3 would be 
likely to give the operator 
another chance…

10%
Very likely

27%
Somewhat 

likely

33%
Neither likely 

or unlikely

22%
Somewhat 

unlikely

9%
Very unlikely

LIKLIHOOD OF RETURNING IF RESPONSIBLE FOR AN ORDER ISSUE**

Base: 809 consumers who place carryout/delivery orders via third-party website/mobile app

*Q: If you have an issue with your delivery order, how likely are you to contact the restaurant or delivery service to report the issue?

**Q: Thinking about the third-party delivery orders you place, if you have an issue with the order and it’s something you blame the 
[restaurant/delivery service] for, how likely would you be to use that [restaurant/delivery service] again in the future?

But, 74% would contact the operator if 
there is an issue (+3pts vs 2022)



What about Sustainability?





But What Does “Sustainability” Mean?



Sustainability isn’t a Simple Substrate Switch



1. Protects and preserves the food 
to reduce food waste

2. Offers a viable option to disposal after use 
to reduce packaging waste

Sustainable Packaging:



Why Prioritize Protecting the Food?

Food Item GHG Emissions Ratio: 
Food to Packaging

Ham (cooked) 624:1

Beef 370:1

Whole roasted chicken 114:1

Cheese 52:1

Fish 13:1

Pasta 7:1

0.88%

Comparative Share of GHG Emissions
GHG Emissions for 
PP Roaster Package

99.1%
GHG Emissions for the 

Prepared Whole Chicken



Why Prioritize Protecting the Food?

Food Item GHG Emissions Ratio: 
Food to Packaging

Ham (cooked) 624:1

Beef 370:1

Whole roasted chicken 114:1

Cheese 52:1

Fish 13:1

Pasta 7:1

What Does this Mean for Operators?

That results in just 
ONE more chicken 
wasted per week

+1

If a store sells 
100 per week

And selects a 
package

The total net 
carbon footprint 

is increased



Next, choose packaging that offers 
an alternative to disposal after use.



Base: 1,500 consumers who order carryout or delivery at least once a month, including 445 consumers ages 
18-34 and 1,055 consumers ages 35+Q: What sustainability factors are most important to you with regards to 
the packaging of your takeout and delivery orders from restaurants? Select all that apply. 

SOURCE: 2024 Technomic Delivery & Takeout Consumer Trend Report

For most 
consumers, 
“Sustainable” 
= Recyclable

  

56%

48%

36%

31%

20%

53%

46%

39%

35%

24%

57%

50%

35%

30%

18%

Recyclable

Reusable

Made from recycled materials

Compostable

Made from plant-based materials
Overall
18-34
35+

MOST IMPORTANT SUSTAINABILITY FACTORS OF OFF-PREMISE PACKAGING



Why? Because for most consumers, 
recycling is the most convenient option.

65% of US HH have 
PP Recycling Access

<10%* of US HH can 
compost Packaging

= Markets with recycling facilities accepting PP bottles, jugs, jars, and tubs (Jan 2025)

SOURCE: The Recycling Partnership, PP Coalition LINK

Markets with composting facilities accepting      fiber and      bio-plastic packaging (Jan 2025)

SOURCE: The Sustainable Packaging Coalition LINK

https://recyclingpartnership.org/polypropylene-coalition/
https://public.tableau.com/app/profile/olga2630/viz/CompostingFacilitiesintheUnitedStates/CompostingFacilitiesStory


Recycling Access Varies Significantly

SOURCE: The Recycling Partnership, Community Recycling Program Access  (Jan 2025, LINK)
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US Household Recycling Access Rates

https://recyclingpartnership.org/recycling-data/


Also, 
Consumers 
value reuse.

Yes
77%

No
23%

DO YOU EVER SAVE FOOD CONTAINERS RECEIVED FROM RESTAURANTS, DELIS OR 
GROCERY STORES FOR PERSONAL REUSE?

SOURCE: Technomic Packaging Sustainability
Base: 1,000 consumers
Q: Do you ever save food containers received from restaurants, delis or grocery stores for personal reuse?

Consumers recognize “Keepers” for personal reuse



Delivering BOTH
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Action Items: 
The foodservice customer is a grocery customer, too.

To win more meals:
• Protect food quality, presentation and convenience
• Prioritize packaging performance
• Select recyclable solutions
…and, don’t choose between performance and sustainability – do BOTH.



Questions?



Thank You!

Thank You!
Feel free to 
contact me with 
any questions

Kurt Richars
Director of Marketing
Anchor Packaging ǀ 13515 Barrett Parkway, St. Louis, MO 63021
O:  314-394-3722
M: 314-737-0095 Kurt.Richars@anchorpac.com

https://nam12.safelinks.protection.outlook.com/?url=https%3A%2F%2Flinkprotect.cudasvc.com%2Furl%3Fa%3Dhttps%253a%252f%252fwww.anchorpackaging.com%252f%253futm_source%253dSignature%2526utm_medium%253dEmail%2526utm_campaign%253dEmail%252520Signature%26c%3DE%2C1%2CR8PyIlx4A4lnroO-eYK_wpOfvsGKlGqK7PuLdt8Cxbt4D6-e2iGpxJ4sceT1rWRE3CP_5Vq48CwR4Ay-WNNE82jgK5J1z3jKKEaVjbVEfcKemQ%2C%2C%26typo%3D1&data=05%7C01%7Cktinglev-hansen%40iddba.org%7C7e2e41e385d141630de808db725db305%7C006e09ed2f9c486eb5dedd0d14be4ffd%7C1%7C0%7C638229519054411736%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=PuDyf8uxD4TeHesa%2FvrDY%2FHZZawZqavXOJQbBT71V7Q%3D&reserved=0
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