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The last few years saw an explo-
sion of growth in off-premises din-
ing. According to The NPD Group, 

drive-thru orders increased by 20 percent 
from February 2020 through February 
2022. The onset of COVID-19 and related 
lockdowns no doubt contributed to this 
behavior—after all, many locations saw 
dining rooms close and 100 percent of 
traffic routed through the drive thru. The 
pandemic also increased the demand for 
other ways to order and dine, from grab-
and-go meals and mobile ordering to 
third-party delivery, fast lanes, and AI 
recognition. Today’s guest behavior pat-
terns continue to shift.

“Customers have incorporated off-prem-
ise dining into their regular habits, and 
restaurants have evolved their opera-
tions accordingly to meet customer needs 
by increasing how customers can inter-
act with their concepts and emphasizing 
operational quality,” says Ryan Parietti, 
head of U.S. restaurants at DoorDash.

Even though restrictions on indoor 
gathering have subsided and consumers 
have returned to the dining room, the off-
premise dining experience is still an entic-
ing one. “Many consumers still expect the 
flexibility of off-site dining to remain an 
option,” says Matthew Dieden, director of 
product marketing at HungerRush. 

On top of that, some restaurants deal-
ing with current ongoing labor shortages 
have gone off-premises only—appealing to 
diners looking to get meals quickly with-
out the additional obstacles of a short-
staffed location. “Recent data reveals that 

79 percent of customers say they should 
be able to use technology to place food 
orders to lessen the labor burden for res-
taurants,” Dieden says. “Whether or not 
the labor shortage improves, online order-
ing has become an expected feature of 
modern restaurants, and those who have 
invested in a tech stack enabling off-prem-
ises ordering will generate significantly 
more revenue than those that haven’t.”

Consumers appreciate—and expect—
a wide variety of options for ordering, 
pickup, and dining. Restaurant opera-
tors are searching for ways to optimize 
their businesses for higher volumes of 
traffic in certain areas. “Operators are 
striving to be better, faster, and friend-
lier, while managing significantly higher 
volumes and more touchpoints than ever 
before,” says Jason Bertellotti, president of 
HME Hospitality & Specialty Communications. 

“It’s no longer just about serving custom-
ers in the lane quickly and efficiently, but 
also about meeting service expectations 
at every additional touchpoint like curb-
side and mobile pickup spots.” Before 2020, 
these curbside and mobile pickup spots 
were less common—if a restaurant brand 

Expanding Off-Premises 
Options
To stay competitive, operators are adapting to new guest behavior.
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“�Many consumers still 
expect the flexibility of 
off-site dining to remain 
an option.”

DoorDash
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decided to implement them, they were 
often considered an optional perk for cus-
tomers. Today, however, curbside and 
mobile pickup spots—and even secure 
food lockers—play a critical role in suc-
cessful drive-thru operations.

The pandemic also saw the mete-
oric rise of third-party delivery services, 
which consumers have also folded into 
their everyday lives. As the use of third-
party delivery increases, restaurants are 
adapting to better serve their customers. 

“If delivery service provider (dsp) pick-
ups are done at the drive thru, as opposed 
to in-store, this can increase drive-thru 
wait times for drive-thru customers,” says 
Jay Burdette, senior director at Panasonic 
Connect of North America. “At the drive thru, 
it’s all about wait time and order accuracy. 
Automation, AI augmentation, and effec-
tive line-busting are ways to handle DSP 
pickups, separately, and they can all be 
part of a successful operation.”

To accommodate higher traffic, many 
restaurant locations are adding new drive-
thru windows. “I believe the big story 
with drive-thru windows since COVID 
is the addition of additional windows 
per store to accommodate delivery ser-
vices and customers ordering through 
apps. Both of these ordering platforms 
increased dramatically during COVID,” 
says Anna Ellis, sales and marketing man-
ager at Ready Access. “Inline concepts that 
didn’t have a drive thru are adding walk-
up service. Drive-thru concepts that had 
one window are now adding two, three, or 
even four.”

Ellis says the additional windows take 
pressure off traffic in the drive thru. They 
also allow restaurants to close the dining 
room if staffing is limited.

“Many of our clients are investing more 
in the drive thru, dedicating room for 
online orders, adding technology, finding 
opportunities to speed up service, and pri-
oritizing their core products,” says Doug 
Watson, president and CEO of The Howard 
Company. “In addition, almost every res-
taurant is considering a drive thru even if 
they never have before.”

New store design is also changing as 
consumer behavior evolves. “Building 
on lessons learned from the pandemic, 

stores are being designed with a smaller 
footprint than pre-COVID, and the area 
that is being removed is the dine-in area,” 
says Hector Vallejo, chief revenue offi-
cer, Specialty Fenestration Group at 
Quikserv. “Off-site and modular construc-
tion is allowing brands to accelerate store 
growth by expanding quickly. A compact 
drive-thru only location maximizes profit 
per square foot with multiple delivery 
points, including double drive-thru lanes 
and double pick-up windows.” 

Smaller stores with a drive-thru and 
pickup window also allow more flexibil-
ity in terms of their location, especially in 
areas with limited real estate. In fact, sev-
eral chains have restaurants that are walk-
up and drive-thru-only with no dining 
areas. Chipotle’s Chipotlanes, for example, 
do not have menuboards. Instead, custom-
ers order through the app and simply pick 
up their food at the window.

“Whether customers are ordering on 

an app to retrieve their order at a des-
ignated pickup lane, or a DSP is utiliz-
ing the drive thru to deliver the order in a 
timely manner, the key component is still 
convenience and efficiency,” says Megan 
Zeller, senior director of business develop-
ment at Peerless-AV. “This also increases 
the need for quick-service restaurants to be 
quick and accurate, as they are now jug-
gling multiple sources of order placement. 
However, the use of mobile or DSP order-
ing has the additional advantage of orders 
being placed ahead of pickup, giving quick-
service restaurants more capacity to take 
orders from the drive-thru or inside the 
establishment since they have the ability to 
prepare pickup requests ahead of time.”

As consumers experience the more 
frictionless and personalized elements 
of mobile and third-party ordering, they 
expect to see the same in the drive thru. 

“These order journeys should maintain 
the same levels of ease and convenience 
by leveraging technology at key touch-
points,” says Matthew Simpson, head of 
new product and design at Coates Group. 

“A dynamic CMS that allows for targeted 
messaging, identification through loyalty, 
and contactless payment are just a few 
ways in which the drive-thru can offer 
the same conveniences of a mobile order- H
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HME Hospitality & Specialty Communications

“�Almost every restaurant 
is considering a drive 
thru even if they never 
have before.”
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ing experience.”
Mobile ordering can also be leveraged 

to improve in-store wait times. “There is 
a need to enhance technology to facilitate 
mobile orders in a drive-thru lane and in-
store pickup,” Simpson says. “This elim-
inates the frustration of ordering ahead 
and still facing extended wait times dur-
ing pickup.”

Consumers are now accustomed to 
entering stores for a short period of time, 
picking up their order, and leaving. They 
expect their order to be ready and accu-
rate before they arrive, without waiting 
in the drive-thru lane. “Drive thrus are 
no longer the only option for rapid order 
delivery, and quick-service restaurant 
brands have had to contend with invest-
ing resources in making sure that online 
orders and deliveries are equally as effi-
cient for customers,” says Chloé Bisiaux, 
director of products at Acrelec.

With the high level of efficiency 
required in the front of the house, top-
notch back-of-house execution is more 
important than ever. Staff won’t have an 

opportunity to fix an incorrect order if 
it’s routed through a third-party service, 
or if the customer grabs it and immedi-
ately leaves the premises. Customer sat-
isfaction takes a dive, and the customer 
may request a full refund. “Restaurants 
have the opportunity to make errors right 
immediately within the dining room, 
but with takeout, everything needs to be 
right before an order leaves the kitchen,” 
Parietti says. “There are a number of steps 
that restaurants are taking to ensure this, 
including checking off items on receipts as 
they’re packaged, confirming drinks and 
desserts are included with pickup, experi-
menting with different packaging options, 
and ensuring that orders are fulfilled 
within the target wait time.”

Today’s variety of off-premises order-

ing options add operational complexity, 
but they also create new opportunities for 
brands to interact with customers. Even 
when customers don’t want to leave the 
comfort of their home or vehicle—or when 
they’re simply too busy to eat in the din-
ing room—they can still enjoy a meal from 
their favorite restaurant. “Mobile order-
ing and third-party delivery are here to 
stay,” says Scott Mullica, director of prod-
uct management at HME Hospitality & 
Specialty Communications. “It’s important 
to track and measure these touchpoints 
like we do with other areas of the drive-
thru. Designate waiting areas for delivery 
drivers, track their wait times, and set up 
timer-to-headset alerts to notify your crew 
when the delivery driver arrives. The faster 
you’re able to get delivery drivers on their 
way, the better the experience for your cus-
tomers and the better your reputation with 
delivery services. Adapting to these chan-
nels of service can be intimidating, but 
when executed well, it gives you an oppor-
tunity to reach more customers and con-
nect with them in a new way.”� SC

Acrelec

“�Mobile ordering and 
third-party delivery are 
here to stay.”
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T he success of a drive-thru or off-
premises program has always 
hinged on efficiency and order accu-

racy. Guests need to receive their order 
quickly, and it needs to be correct. These 
basics have only become more critical 
in recent years—and with the growth of 
contactless customer interaction, opera-
tions continue to get more complex, even 
as customers expect more seamless, per-

sonalized experiences. Quick-service res-
taurant operators are rising to these chal-
lenges with the support of innovative 
technology.

“User experience is a core driver of 
investment, with complementary technol-
ogy playing a

crucial role in reducing friction in the 
customer journey as people return to the 
same drive-thru environment but with 
new expectations following the pandemic,” 
says Matthew Simpson, head of new prod-
uct and design at Coates Group. “To keep 
up with consumer demands for speed and 
convenience, it is important to invest in 
online platforms and develop a technol-
ogy set for the drive thru or pickup that 
removes bottlenecks.”

Digital menuboards play a key role in 
a tech-forward drive-thru or off-prem-
ises program. They can help operators 
present a cohesive brand experience, pro-
mote limited-time offers, and more eas-
ily transition dayparts and price adjust-

ments. As consumers across every demo-
graphic become more tech-savvy, digital 
menuboards are also becoming a must-
have. “Digital menuboards raise the bar 
among all generations because technol-
ogy-based experiences have become the 
norm—and expected,” say Rodrick Glass, 
executive vice president of business devel-
opment and subject-matter expert in food 

and beverage for Creative Realities and 
Beth Warren, senior vice president of mar-
keting and subject-matter expert in retail 
for Creative Realities and executive board 
member of the Digital Signage Federation.

Having signage that is simple and 
quick to update also ensures that restau-
rants can notify customers of out-of-stock 
items or menu changes instantly, rather CR
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Better Tech, Better Data
New innovations are improving efficiency, order accuracy, and overall success. 

Creative Realities

“�Technology-based 
experiences have 
become the norm— 
and expected.”
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than asking employees to verbally relay 
this information each time. “According to 
Databeat.net, digital displays capture 400 
percent more views than static displays,” 
says Megan Zeller, senior director of busi-
ness development at Peerless-AV. “With 
the increase in traffic in quick-service res-
taurant drive thrus, a crucial part of keep-
ing up with this trend is creating a vibrant, 
easy-to-read, and appealing menuboard 
for customers.”

Digital signage can also expand 
beyond menus to relay other types of 
brand messaging to customers. It can, 
for example, provide in-store entertain-
ment media while customers wait for their 
meals to help pass the time. “Additionally, 
having digital menuboards past the order-
ing point in the drive thru can be another 
way to increase advertising, like sharing 
content on the history of the brand or how 
certain products are made,” says Chloé 
Bisiaux, director of products at Acrelec.

While digital signage is a critical part 
of the equation to maintain efficiency and 
accuracy, a successful drive-thru or off-
premises program needs an entire eco-
system of digital content to support it. 
Content management systems can tie into 

loyalty programs to create personalized 
experiences for customers—while mini-
mizing their contact with employees, as 
many consumers now prefer. 

“Acknowledge that the average cus-
tomer is more ‘digital’ than the business,” 
says Jeremy Brazeal, executive creative 
director of Reality Interactive. “Implement 
technology to use this insight to limit 
employee interaction to one touch.” 

The data created through loyalty pro-
grams, POS systems, and other sources 
can also help operators gain insights 
into customer trends. “Customer data is 
a precious commodity,” says Matthew 
Dieden, director of product marketing at 
HungerRush. “Collecting customer data 
from online orders can drive new ways to 
connect with your customers, encourag-
ing repeat orders and increased frequency 
of visits. This information can reveal what 
time your customers usually place online 
orders, how much they typically spend, 
which promotions are most likely to reso-

nate with them, and so on. By leveraging 
data, restaurants can effectively and effi-
ciently reach their customer base.” Brands 
can strengthen connections with their 
customers by understanding how a cus-
tomer prefers to be reached, at what time, 
and with what promotion or marketing 
technique—while encouraging them to 
visit more frequently.

It used to be much more difficult to 
capture and leverage off-premises cus-
tomer data at the store level, given that 
delivery customers historically didn’t pro-
vide the same level of information needed 
to understand their behavior that dine-in 
guests supplied over time. Today, however, 
customers are used to providing data in 
the digital world, and that extends to loy-
alty apps, online ordering, and third-party 
delivery services. Operators now have an 
opportunity to learn much more about 
their customers and optimize their busi-
nesses based on their findings.

“As operators are looking for addi-
tional insights, technology platforms 
are adapting to meet those needs,” says 
Ryan Parietti, head of U.S. restaurants at 
DoorDash. “This includes access to a vari-
ety of items including customizable store 
reports, operational reports, information 
about orders like average ticket size and 
most popular items, details on customer 
reviews, or even intel on which zip codes 
are the most popular for their delivery 
business.”

Operational data is equally valuable 
to operators, highlighting business suc-
cesses to double down on as well as oppor-
tunities for improvement that might oth-
erwise have been overlooked. In the 
drive thru, for example, capturing data is 
about more than just tracking wait times 
for the sake of speed of service. “If oper-
ators have the right technologies, they 
can gather an abundance of actionable 
insights from their drive thru to enhance 
their operation beyond service times,” 
says Scott Mullica, director of product 
management at HME Hospitality & Specialty 
Communications. “For example, historical 
drive-thru reports provide a better under-
standing of your store’s volume trends, 
which can be used to determine staffing 
plans. Knowing volume trends can also HungerRush

“�It’s all about wait times 
and order accuracy.” 
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help operators identify specific days or 
dayparts when they’ll need to turn on and 
staff a second or third drive-thru lane.” 

Comprehensive reporting offers vis-
ibility into high-performing and low-
performing stores and staff, opening 
up opportunities for staff recognition 
and identifying areas of improvement. 
Operators can also better understand how 
seasonality, local events, weather pat-
terns, and traffic patterns affect drive-thru 
demand. “Use detection methods beyond 
wired loops to expand vehicle tracking 
and gain a complete view of your opera-
tion in real time and in historical reports,” 
Mullica says. “When you have complete 
visibility into what’s happening in your 
drive thru—from parking lot entry to 
exit with order in hand—you gain a better 
understanding of your operation and of 
your customers’ journey.”

“It’s all about wait times and order 
accuracy,” says Jay Burdette, senior direc-
tor at Panasonic Connect of North America. 
“Integrated timers with both loop and 
camera-based capabilities can provide 
data as far as total wait times, time from 
station to station, bailouts, and so on. 
AI-based systems can take this data in and 
help the owner-operator find ways to meet 
the increased demand.”

Artificial intelligence (ai) is also begin-
ning to appear at the point of sale, inter-
facing with customers and automating 
the order-taking process. Del Taco, for 
example, recently announced it will use 
AI-powered voice bots at several drive-
thru locations to help decrease customer 
wait time and provide employees more 
time to focus on accuracy when bagging 
up orders. 

“We’re already seeing the use of AI 
technology and more advanced monitor-
ing systems to help identify where gaps 
in drive-thru and off-premises service 
are and how to best improve,” Bisiaux 
says. “AI is also used to enhance the cus-
tomer journey with product recommenda-
tion, customer identification, and AI voice 
ordering.”

In the aftermath of pandemic lock-
downs and the pressures they placed on 
restaurants, many chains have taken the 
time to review every facet of their opera-

tions and explore different ways to save 
costs and improve efficiencies. “As a result 
of these efforts, there has been a broader 
interest in the adoption of air curtains 
for all building openings, from the front 
and back door to the drive-thru windows,” 
says Hector Vallejo, chief revenue officer, 

Specialty Fenestration Group at Quikserv. 
(Air curtains are an invisible climate bar-
rier installed to keep the outside air out 
and improve HVAC efficiency.) 

A well-run off-premises program 
or drive thru is a finely tuned opera-
tion supported by the right equipment 
and technology. “Cameras can recog-
nize when cars are in the dedicated off-
premise ordering spots and which order it 
relates to, notifying staff to expedite the 
order—and the next generation of head-
set systems will enable multi-lane capa-
bilities,” says Joe Gierut, president of R. F. 
Technologies. “The result will be custom-
ers ordering by their preferred method, 
staff being ready to respond, and the most 
efficient operators gaining local mar-

ket share. For now, it’s important to make 
sure the systems being used are scalable 
platforms to incorporate these rapidly 
advancing technologies.”

The future of the drive thru and off-
premises dining will be rich in innova-
tion. “Technology is enabling restaurant 
operators to improve off-premises dining 
while also streamlining internal work-
flows,” Dieden says. “The key for restau-
rants embracing technology is to ensure 
it all works together to create frictionless 
experiences. When technology is inte-
grated correctly, it builds a connected res-
taurant experience that leads truly excep-
tional customer interactions.”�  SC

“�The next generation 
of headset systems 
will enable multi-lane 
capabilities.” 

R. F. Technologies

Panasonic Connect of North America
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Customers who use the drive-thru 
lane, pickup window, or another off-
premises dining program have dis-

tinct preferences and needs. To increase 
profitability, quick-service restau-
rant operators are searching for differ-
ent ways to serve these customers—and 
to drive engagement and repeat traf-
fic. Many brands are reaching custom-
ers while they wait for their orders, open-
ing up new opportunities for positive 
experiences.

After a customer places an order in the 
drive thru or for in-store pickup, operators 
can start by using the wait time to con-
firm order accuracy. “Something opera-
tors should consider is adding order con-
firmation boards for customers to receive 
reassurance that their order has been 

recorded correctly, while also giving them 
the chance to place additional requests 
if they forgot to order something,” says 
Megan Zeller, senior director of business 
development at Peerless-AV. “According to 
Converse Now, digital order confirmation 
boards improve the average drive-thru 
wait time by 34 seconds by giving custom-
ers this opportunity to review their orders 
and allow staff to deliver an accurate 
order every time.”

Operators can also use signage to con-
tinue brand awareness campaigns after a 
customer orders. “Operators can educate 
on their offering, brand ethos, commit-
ment to sustainability, or other important 
factors that key targets like Gen Z will 
affiliate with,” say Rodrick Glass, execu-
tive vice president of business develop-
ment and subject-matter expert in food 
and beverage for Creative Realities and 
Beth Warren, senior vice president of mar-
keting and subject-matter expert in retail 
for Creative Realities and executive board 
member of the Digital Signage Federation. 

“Inspire the basket with new LTOs to try, 
and offer an incentive to do so. Remind 
customers of other locations that might be 
convenient. Offer them incentives to have 
other people in the car or carpool order, 
engage, download the app, and so on.”

The mobile app experience can be 
another productive channel to develop. 
Brands can use loyalty apps to engage off-
premises customers even while they’re on 
the go. “We’re seeing customer engage-
ment and loyalty programs come into play 
as customers are continuing to interact 
with restaurants they love in new ways,” 
says Ryan Parietti, head of U.S. restau-
rants at DoorDash. “This is one way res-
taurants are looking to recognize, reward, 
and incentivize customers to come back 
time and time again.”

It’s clear that customers want apps, 
especially if they’re easy to use and accu-
rately reflect everything on the menu. “A 
recent survey revealed that 51 percent of 
online orders are placed through a res-
taurant’s app, higher than those placed 
with a third-party app (38 percent),” says 
Matthew Dieden, director of product mar-
keting at HungerRush. Security for cus-
tomer information is also a key consider-

Engagement in Line
What’s the best approach to engage customers while they wait? 

Peerless-AV

“�Customers are 
continuing to interact 
with restaurants they 
love in new ways.”
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ation in order to protect brand reputation 
and maintain customer loyalty.

Apps help keep brands top-of-mind 
among their customers, and customers 
enjoy using them. Through in-app activi-
ties, loyalty apps can even help keep cus-
tomers from getting bored while they wait 
for their orders in-store or in the drive 
thru. “I believe that engagement with cus-
tomers remotely through in-app content 
can be a great way to keep them enter-
tained and preoccupied while they wait 

for their orders,” says Chloé Bisiaux, direc-
tor of products at Acrelec. “Mini-games, 
brand-specific advertising, reward lot-
teries, or free entertainment media that 
is provided to customers through quick-
service restaurant loyalty apps would 
increase brand awareness, allow for 
greater advertising partnerships, and 
make their wait times less burdensome.”

Jeremy Brazeal, executive creative 
director of Reality Interactive, recommends 
quick-service restaurant operators con-
sider building an engaging mobile experi-
ence and then pushing it heavily in their 
branding and brand marketing. “The 
key is to get the customer to link their 
phone into the process of fulfilling the 
order—from getting updates on the jour-
ney and each stage of it to watching their 
food get prepared in a fun, entertaining, 
and engaging way,” Brazeal says. “Ideally 
though, the priority of any technology 
implementation should be speeding up the 
food ordering process so there is very lit-
tle need to engage off-premises customers. 
Their whole purpose for ordering food this 
way is so they do not have to wait, so suc-
cess is enabling this wherever possible.”

Savvy operators should be able to mea-

sure the ROI and the overall effective-
ness of their investments in this content. 

“Operators should adopt Build-Measure-
Learn feedback loops to expand pro-
grams and content that are effective while 
abandoning those which are not,” says 
Scot Begovich, marketing director of R.F. 
Technologies. “A key to success in this area 
is keeping the content fresh. Stale con-
tent only makes the customer think it’s 
time for a change in their dining habits.” 
Effective communication—including being 
able to clearly speak with and hear the 
customer—is also critical.

In terms of branding, customers wait-
ing for their orders are a captive audience. 

Indoors and outdoors, opportunities for 
custom branding can be found on every 
piece of equipment, in addition to digital 
signage and employee uniforms. But cus-
tomer engagement may suffer if it doesn’t 
prioritize efficiency. All content and com-
munications directed toward off-premises 
and drive-thru customers ideally serves—
or at least doesn’t stand in the way of—the 
end goal of helping them get their orders 
quickly. 

While any wait can be made more 
engaging, customers recognize and appre-
ciate when the priority stays on manag-
ing traffic volumes and improving ser-
vice times. If customer engagement leads 
to slower times, especially in the drive 
thru, the effort becomes counter-produc-
tive. “If you determine that you want to 
engage customers as they wait—whether 
it be through a survey, loyalty program, 
or hard-to-pass promotions—make sure 
it doesn’t interrupt or slow down the 
customer journey,” says Scott Mullica, 
director of product management at HME 
Hospitality & Specialty Communications.

Ultimately, customer satisfaction will 
always be what matters most. “One thing 
has not changed—customers want great 
service,” says Doug Watson, president and 
CEO of The Howard Company. “That is not 
just about how quickly they get through 
the line and whether the team was polite. 
It is about the entire experience.” � SC

“�[The customers’] whole 
purpose for ordering food 
this way is so they do not 
have to wait, so success 
is enabling this wherever 
possible.”
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Acrelec
1327 W. Washington Blvd.
Chicago, IL 60607
877-334-9737
acrelec.com/odmb

Acrelec is a global technology company focused 
on reinventing the customer experience for restau-
rant and retail brands. Leveraging decades of soft-
ware, hardware, and service expertise, we develop 
and integrate new platforms that increase customer 
engagement, optimize efficiency, and improve opera-
tions for the world’s leading smart stores.

DoorDash
303 2nd St., Floor 8
San Francisco, CA 94107
855-431-0459
get.doordash.com

DoorDash is a technology company that connects 
consumers to local businesses. By building products 
and services that enable businesses to innovate and 
reach more customers, DoorDash is enabling mer-
chants to thrive in the convenience economy, giving 
consumers access to more of their communities, and 
providing work that empowers.

HungerRush
1315 West Sam Houston Pkwy., Suite 100
Houston, TX 77043
877-738-7444
hungerrush.com

HungerRush is a leading provider of integrated res-
taurant solutions that make it easier to delight guests 
and manage restaurants from anywhere. The com-
pany’s flagship product, HungerRush 360, provides 
a natively integrated cloud POS system that enables 
restaurants to handle orders, drive loyalty, track 
deliveries, manage inventory and labor, and more.

Coates Group
112 N. May St.
Chicago, IL 60611
312-374-1365
coatesgroup.com

Coates Group is a global technology and digital 
merchandising solutions provider creating immer-
sive experiences for some of the world’s leading 
brands. Our proprietary content management sys-
tem, Switchboard, enables dynamic and personal-
ized customer journeys across our range of innova-
tive hardware products—a suite of indoor and out-
door digital solutions, self-order kiosks, and more.

HME Hospitality & Specialty 
Communications
2848 Whiptail Loop, Carlsbad, CA 92010
858-535-6000
hme.com/qsr

HME was the first to introduce the wireless drive-thru 
headset system to the restaurant industry over 40 
years ago. Today, our patented Wideband HD Audio 
delivers an unmatched voice clarity for drive-thru 
communication. Every day, restaurants in over 140 
countries fulfill more than 30 million orders using 
HME systems.

Panasonic Connect
2 Riverfront Plaza
Newark, NJ 07102
201-392-4181
na.panasonic.com/us/clearconnect

Panasonic Connect is a B2B company offering 
device hardware and professional services for 
the connected enterprise. Our diverse portfolio 
includes self-ordering kiosk, POS hardware, BOH 
solutions, and drive-thru communication systems. 
By working with our customers and ecosystem 
of partners, we provide the right technologies to 
address our customers’ needs.

Creative Realities, Inc.
888-323-3633
cri.com

Whether it’s at the drive thru, a kiosk, or at the coun-
ter—at Creative Realities, we integrate hardware, 
CMS software, and content for exceptional guest 
ordering and digital signage experiences. Flexible, 
purpose-built end-to-end solutions that can scale 
as you grow. Let your journey begin with a partner 
you can trust.

The Howard Company
1375 N. Barker Road
Brookfield, WI 53045
262-782-6000
howardcompany.com

The Howard Company is the nation’s leader in drive-
thru equipment and digital menuboards, providing 
end-to-end solutions, including equipment, instal-
lation, graphic design, digital support, and con-
tent management.  We also offer printed graphics. 
Through our products and services, we connect our 
customers with their customers.

Peerless-AV
2300 White Oak Circle
Aurora, IL 60502
630-375-5100
peerless-av.com

For over 80 years, passion and innovation continue 
to drive Peerless-AV forward. We proudly design and 
manufacture the highest-quality products ideal for 
restaurant applications, including outdoor displays 
and digital menu boards, dvLED and LCD video wall 
systems, complete integrated kiosks, and more. 
Peerless-AV develops meaningful relationships and 
delivers world-class service. 
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CHEMICAL-FREE FLYING INSECT CONTROL and ENERGY SAVINGS

KEEP flying insects out, 
chemical-free

PROTECT
inside temperatures

KEEP vehicle exhaust &
cigarette smoke out

 

Support sustainability goals
when the door is open:

 

CONTACT US TODAY 844.708.2500

SCAN NOW
air curtains 

for back doors

Save energy and create healthy, comfortable environments.
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Quikserv
11441 Brittmoore Park Drive
Houston, TX 77041
800-388-8307
quikserv.com

Quikserv is the leading manufacturer of drive-thru 
windows, ticket windows, and secure transaction 
systems. Quikserv supplies 45 of the top 50 global 
quick-serve restaurant brands with a large selec-
tion of in-stock windows, the fastest lead time in 
the industry, and a variety of custom options to suit 
every need and application. 

R.F. Technologies
330 Lexington Drive
Buffalo Grove, IL 60089
800-598-2370
rfdrivethru.com

Over the past 34 years, R.F. Technologies has become 
the full-service solutions provider to the restaurant 
industry, performing equipment repairs for all lead-
ing brands, maintaining a nationwide network of ser-
vice technicians, and becoming a leading reseller 
of drive-thru equipment. Our Apex brand headset 
systems offer great value to chains large and small.

Ready Access
800-621-5045
ready-access.com

Ready Access is your go-to source for drive-thru/
walk-up service windows and air curtains. Designed 
with the largest restaurant chains for a perfect bal-
ance of durability, value, and function! Trusted mar-
ket leader for over 50 years. Let our experts help find 
the best configuration for your restaurant. 

Reality Interactive
213 Court St., Floors 2 and 10
Middletown, CT 06457
860-346-2700
realityi.com

Reality Interactive is a multi-award-winning retail tech-
nology and design agency. The firm specializes in cre-
ating and managing innovative retail experiences using 
touchscreen displays, digital signage, digital media, 
and a full suite of interactive and creative technologies. 
Over the past 18 years, Reality has created hundreds 
of dynamic experiences partnering with some of the 
world’s bigger brands and their agencies.


