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How AI is revolutionizing  
restaurants

A Deloitte survey sheds light on the state of AI 
readiness and adoption across the industry

Deloitte Consumer Industry Center
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T
he worldwide AI market is expected to 
grow to over US$631 billion by 2028 
from US$235 billion in 2024.1 How 
much of that growth is likely to occur 
in the restaurant industry? It could be a 
healthy amount, based on the findings of 

Deloitte’s State of AI in Restaurants Survey of 375 restau-
rant executives across brands and operators located in 
11 countries (see methodology). 

Findings from the survey indicate that the industry is 
embracing AI, changing the way work is performed and 
restaurant experience is delivered, with great potential to 
do more in the very near future. We set out to understand 
AI aspirations, expectations, usage, and readiness by 
restaurant type, entity profile, and geography. Some of 
the key takeaways across these groups are:

• Expectations for AI expenditure and benefits are 
high. Eight in 10 restaurant executives surveyed say 
their investments in AI technologies will increase in 
the next fiscal year, with expected benefits such as 
enhanced customer experience, smoother restaurant 
operations, and more impactful loyalty programs.

• Restaurants are already seeing results. AI use cases 
such as customer experience and inventory manage-
ment, which have seen high adoption rates among 
respondents, are generating economic value.

• Adoption is expected to come in waves. While 
restaurant companies have invested in areas with 
potential for high return on investment where 
proven technologies exist, they are also exploring 
emerging applications.

• Identifying the right use cases and managing risks 
are top challenges. Other obstacles to AI deploy-
ment among respondents include a lack of technical 
talent and skills, concerns about compliance with 
regulations, and a lack of governance.

• Most feel underprepared for AI adoption. Across 
all brands, most respondents say their organizations 
lack readiness when it comes to strategy, operations, 
technology infrastructure, and other enablers; Asia 
stands out as the most prepared region.

We also uncovered interesting nuances in how AI 
perspectives differ across restaurant executives when 
we analyzed them by respondent cohort—operators, 
brand representatives, quick service restaurants, casual 
brands, and across different global regions. As restaurant 
companies around the globe work to ensure that their 
organizations are ready for AI adoption, they should 
be able to draw inspiration from leaders in this space. 
In addition to reporting the findings of our survey, we 
capture some of the leading practices being put in place 
today to help increase the probability that AI investments 
will generate value in the future.

Introduction
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A
I has captured the interest and imagina-
tion of business leaders worldwide, and 
restaurant executives are no exception. 
In our survey, the respondents indi-
cate plans for AI adoption, along with 
hopes for what such investments will 

help them achieve.

When asked how they expect their organization’s invest-
ment in AI technologies to change in the next fiscal year, 
73% of those surveyed say they are likely to increase 
somewhat, while another 9% predict it will increase 
significantly (figure 1). Only 2% forecast a decrease. 

 

Expectations for AI spend and 
benefits are high

Figure 1

8 in 10 executives say their organization’s AI investments are increasing next year 
Question: How do you expect your organization’s investment in all AI technologies to change in the next fiscal year?

Notes: n = 375 restaurant executives from 11 countries. About half of the respondents consider themselves early adopters. Among those early 
adopters, about 16% expect spend to increase significantly, versus 9% for all respondents as a whole. 

Source: Deloi�e 2025 AI in Restaurants Survey.

Increase significantly
20% or more increase

16% 

Stay the same
–5% to 5% change 73% 

Increase somewhat
6% to 19% increase

9%
Decrease

6% or more decrease
2%

deloitte.com/us/en/insights/research-centers/consumer-industry-center.html
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Restaurant executives expect those investments to yield 
numerous benefits in the future. When asked to pick 
their top three, enhanced customer experience emerged 
as the clear leader, listed by 6 in 10 respondents (figure 
2). Thirty-six percent expect AI to improve their restau-
rant operations, loyalty programs, and procurement 

and supply chain management. A smaller but significant 
cohort (at least 2 in 10) believes AI will strengthen their 
digital marketing efforts, optimize food prep and waste 
management, enhance crew experiences, and help them 
develop new products and concepts.

Figure 2

Respondents listed customer experience, operations, and loyalty programs as areas where 
they see AI benefiting them the most
Question: What are the top three overall benefits your organization hopes to achieve through AI e�orts?

Note: n = 375 restaurant executives from 11 countries.

Source: Deloi�e 2025 AI in Restaurants Survey.
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deloitte.com/us/en/insights/research-centers/consumer-industry-center.html
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Significant differences by restaurant type and region, 
however, show up in benefits expectations. This likely 
ties to the nuanced business challenges they face, and 
related AI investments they are planning. For example, 
the respondents from casual dining restaurants hope 
to achieve a significantly greater benefit in enhancing 
customer experience, compared to those in the quick 
service, fast casual, and café segments (60% versus 
48%). Additionally, casual dining brands prioritized 

benefits from improved procurement and supply chain, 
and optimizing food prep and waste management made 
their top five, unlike their counterparts. Regionally, 
respondents in the United States and Europe are 
more optimistic than their counterparts in Asia about 
AI enabling a more positive customer experience  
(figure 3). Notably, respondents from Asia were the only 
group to rank automation and augmentation of restau-
rant labor in their top five.

Figure 3

Respondents di�er in their top three choices by restaurant segment and region
Question: What are the top three overall benefits your organization hopes to achieve through AI e�orts? 

Note: n = 159 restaurant brand executives.

Source: Deloi�e 2025 AI in Restaurants Survey.
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deloitte.com/us/en/insights/research-centers/consumer-industry-center.html
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M
ost respondents have already inte-
grated AI into their day-to-day in 
various capacities (figure 4). It may 
not be surprising that customer 
experience is leading the way, given 
the expected benefits reported earlier 

and the prevalence of readily available customer expe-
rience AI capabilities (for example, in-app or in-kiosk 
recommendation engines). Sixty-three percent report 
daily use of AI in enhancing customer experience, and 
another 26% say they are engaged in pilots or other 
forms of limited implementation (figure 4). One of the 
more emerging examples is the use of voice AI in drive-
thrus to automate the order-taking process.

Fifty-five percent of the respondents surveyed report they 
are using AI in inventory management on a daily basis; 
another 25% say they are testing out such applications. 
While forecasting is a common use case here, other 
AI-enabled use cases include Internet of Things sensors 
that enable automated data collection for real-time 
inventory tracking, and the use of predictive analytics 
to help minimize waste and optimize disposal processes.  

 

While customer experience and inventory management 
represent the first wave of AI adoption in restaurants, 
our survey indicates that two other waves are gaining 
traction. 

The second wave is focused on using AI to boost 
customer loyalty and enhance employee experience. 
Implementation hovers near 70% for these two oppor-
tunity areas (including daily use and pilots), but plans in 
the works for both applications indicate those numbers 
could soon rise. In fact, if their current plans come to 
fruition, the use of AI in customer loyalty and employee 
experience could eventually surpass that in inventory 
management. 

Following behind is the third wave, which includes lever-
aging AI in food preparation and new product develop-
ment, respectively. Both applications are being used or 
tested in these areas by less than 50% of our respon-
dents today, but they also boast the highest readings 
when it comes to planning and development. Some of 
the more promising pilots in these areas include real-
time detection of food defects and contamination using 
computer vision, and flavor compound analysis enabled 
by machine learning algorithms.  

Adoption is expected to come  
in waves
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Figure 4

Most respondents are focusing on enhancing customer experience and inventory 
Question: Please indicate your organization’s current status regarding specific AI applications in the following areas.

Note: n = 375 restaurant executives from 11 countries.

Source: Deloi�e 2025 AI in Restaurants Survey.
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deloitte.com/us/en/insights/research-centers/consumer-industry-center.html
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When we analyzed our respondents by restaurant 
segment and region, we found some are ahead of others 
when it comes to deploying AI. Casual dining is the most 
aggressive adopter of AI across most AI applications, 
but is the most noticeable in inventory management 
and employee experience (figure 5). This is likely due 

to the typically more complex menus, larger and more 
varied teams, and the increased focus on customer expe-
rience that most casual dining brands rely on to operate 
effectively. And the same can be said for restaurants in 
Asia relative to those in the United States and Europe  
(figure 5).

Figure 5

AI application priorities vary by restaurant segment and region
Question: Please indicate your organization’s current status regarding specific AI applications in the following areas.

Overall

Notes: n = 159 restaurant brand executives from 11 countries.  Asia includes Japan, India, and China. Europe includes France, Germany, Spain, and 
the United Kingdom. QSR stands for quick service restaurants. 

Source: Deloi�e 2025 AI in Restaurants Survey.
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deloitte.com/us/en/insights/research-centers/consumer-industry-center.html
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Both brand owners and operators report that their AI 
investment in customer experience is generating a high 
impact that they expect to grow higher still (figure 6). 
Operators say they’re realizing more tangible economic 

value from customer loyalty investments, while brands 
are more likely to see impact in inventory management, 
employee experience, and food preparation.

Figure 6

AI investments in customer experience are generating impact and are expected to do so in the 
future

Percentage of respondents expecting high impact in three years

Question: Please indicate your organization’s current status regarding specific AI applications in the following areas.

Percentage of respondents reporting high impact currently

Notes: n = 375 restaurant executives from 11 countries. Brand executives include executives working for a single restaurant brand or a restaurant 
group with multiple brands. Operators include executives who work in a company that owns the license for a brand, a company that owns the 
franchise operations for one or more brands, or an operating group that runs restaurants under one or more brands.

Source: Deloi e 2025 AI in Restaurants Survey.

Customer
experience

Customer
loyalty

Inventory
management

Employee
experience

Food
preparation

New product
development

Brands Operators

52%

35%

35%

30%

26%

11%

84%

53%

25%

10%

9%

4%

7%23%

32%

45%

62%

67%

76% 98%

73%

62%

37%

46%

Operators already 
seeing high impact, 
and expecting very 
high impact

Operators expecting 
a big jump in impact— 
expectations more 
tempered among 
brands

Operators feel this 
far less than brands

deloitte.com/us/en/insights/research-centers/consumer-industry-center.html
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A deeper look at specific 
technologies

W
hat are the actual AI capabilities 
that are powering the industry’s 
solutions? Chatbots top the list 
among respondents, with restau-
rants using them as interactive 
interfaces for guests to place 

orders and make reservations, as well as to help employ-
ees resolve customer service issues, among other tasks. 
Sixty percent of our respondents say they are using them 
daily, while 27% say such solutions are in the pilot stage 
(figure 7). Machine learning is being used by slightly over 
half of the respondents (54%), while intelligent automa-
tion and natural language processing make the top four 
list. This makes sense given these are common AI capa-
bilities that power prevalent use case areas in customer 
experience and inventory management, among others.  
 
From there, the responses flip more into experimen-
tal mode. More respondents indicate they are testing 
technologies such as conversational voice AI, computer 
vision, and deep learning than they are using them on 
a daily basis. In the market, voice AI appears to be a 
focus of heavy experimentation in kiosks and drive-thrus, 
while computer vision can be used for order accuracy by 
detecting anomalies.

Despite its potential and the buzz around it, generative 
AI is only being used daily by 9% of those surveyed, and 
more respondents said they are in the planning stages 
than those currently using it. Avatars and virtual worlds 
show similarly low levels of adoption thus far, but rela-
tively higher levels of planning and development. This 
is likely due to the phased adoption most organizations 
are taking to minimize risk, as well as the identification 
of high-value use cases to deploy against.

When we break down the answers by company type 
and region, we find some notable differences (figure 8). 
Given that brands are generally developing technology 
to be adopted by operators, the latter group leading in 
its usage across the board may not be surprising. Among 
regions, Asian restaurants exhibit higher adoption rates 
in almost all capabilities. By comparison, restaurants 
in the United States are relative laggards when it comes 
to technologies such as intelligent automation, but are 
ahead in conversational voice AI. Europe doesn’t lead 
in any technology, but is close to on par in the use of 
chatbots.
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Figure 7

Conversational AI, machine learning, and intelligent automation top the list of AI application 
adoption in restaurants
Question: For each AI technology, please indicate the degree to which your organization is planning, developing, piloting, 
or has already deployed an application enabled by that AI technology.

Note: n = 375 restaurant executives from 11 countries.

Source: Deloi�e 2025 AI in Restaurants Survey.
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Figure 8

AI adoption in daily operational use varies by restaurant type and region
Question: Please indicate your organization’s current status regarding specific AI applications in the following areas.

Brands

Notes: n= 375 restaurant executives from 11 countries. Brand executives include executives working for a single restaurant brand or a restaurant 
group with multiple brands. Operators include executives who work in a company that owns the license for a brand, a company that owns the 
franchise operations for one or more brands, or an operating group that runs restaurants under one or more brands. Asia includes Japan, India, and 
China. Europe includes France, Germany, Spain, and the United Kingdom.

Source: Deloi�e 2025 AI in Restaurants Survey.
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Lacking in readiness

A
s their plans unfold for future AI 
deployments, some restaurant execu-
tives say their organizations may not 
have foundational elements in place to 
scale. In our survey analysis, we iden-
tified significant gaps in AI readiness 

(figure 9). Only about 20% of the respondents across 
all segments and geographies believe they have the risk 
and governance in place to shepherd AI investments to 
fruition. Meanwhile, less than 30% say their organi-
zations are prepared from a technology infrastructure 

and talent standpoint. Strategy is the only area where 
most respondents agree their companies are adequately 
prepared, although almost 40% say they don’t feel they 
have a strong strategy in place.

Perhaps unsurprisingly, we found a direct correlation 
between companies seeing high economic value from 
existing AI investments and their expected readiness for 
future applications. Only in risk and governance do most 
respondents not feel prepared. 

Figure 9

Organizations that are seeing high value today view themselves as more ready
Question: Consider the following areas. For each, rate your organization’s level of preparedness with respect to broadly 
adopting AI tools/applications. (Percentage by experience with achieving value)

All Leaders*

Notes: n = 375 restaurant executives from 11 countries. *Defined as companies reporting “extremely high”  economic value in more than two use 
case areas.

Source: Deloi�e 2025 AI in Restaurants Survey.
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deloitte.com/us/en/insights/research-centers/consumer-industry-center.html
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When it comes to differences between brands and oper-
ators, our survey shows more variances (figure 10). The 
latter group reports being more prepared across strategy 
and operations, which may be because the benefits are 
more readily apparent than they are for the technol-
ogy organization. Brands, meanwhile, have the edge in 

technology infrastructure readiness. Both groups report 
relatively low levels of confidence in readiness in terms 
of talent, and risk and governance. Across regions, we 
see again that Asian companies have a higher professed 
readiness across all dimensions.

Figure 10

Readiness for adoption di�ers by region and company type
Question: Consider the following areas. For each, rate your organization’s level of preparedness with respect to broadly 
adopting AI tools/applications.

All company types and regions Brands

Notes:  n= 375 restaurant executives from 11 countries. Brand executives include executives working for a single restaurant brand or a restaurant 
group with multiple brands. Operators include executives who work in a company that owns the license for a brand, a company that owns the 
franchise operations for one or more brands, or an operating group that runs restaurants under one or more brands. Asia includes Japan, India, and 
China. Europe includes France, Germany, Spain, and the United Kingdom.

Source: Deloi�e 2025 AI in Restaurants Survey.

Strategy

Operations

Technology
infrastructure

Talent

Risk and
governance

0% 20% 40% 60%10% 30% 50% 0% 20% 40% 60% 70% 80%10% 30% 50%

OperatorsUS brands

European brands Asian brands
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Multiple challenges to overcome

A
cross the commercial spectrum, compa-
nies that have adopted AI at some level 
have reported challenges in certain crit-
ical assets, such as data management, 
integration with existing tools and 
processes, and cultural and organiza-

tional resistance. 

Building on that theme, we asked the survey respon-
dents to cite the top challenges they are experiencing in 
putting AI to use in their restaurants. One of the biggest 
constraints the executives cite in implementing AI is the 
difficulty in identifying use cases. It’s not for a shortage 
of ideas—it’s a question of finding the right uses that can 
be scalable and help drive value for the business. 

Survey respondents are also worried about managing the 
risks around AI technologies, with operators highlighting 

it as their No. 1 concern (figure 11). Other challenges 
aren’t as pressing but are still highly ranked—includ-
ing lack of technical talent and skills, complying with 
regulations, and lack of a governance model, especially 
among operators. Brands stand out for their concern 
about technical talent and skills gaps.  

What doesn’t worry the executives is just as noteworthy. 
Our findings indicate that companies aren’t being held 
back by lack of executive commitment, choosing the 
right technologies, or computing infrastructure or data. 
This suggests that they have moved past getting leader-
ship buy-in for AI investments and have now moved into 
more practical considerations, such as picking the right 
applications and finding the people to support them. 

https://www2.deloitte.com/us/en/pages/consulting/articles/challenges-of-using-artificial-intelligence.html
https://www2.deloitte.com/us/en/pages/technology/articles/build-ai-ready-culture.html
https://www2.deloitte.com/us/en/pages/technology/articles/build-ai-ready-culture.html
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consulting/us-ai-institute-scaling-GenAI-final.pdf
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Figure 11

Respondents highlighted identifying use cases and diculty in managing risks as their top 
challenges
Question: What, if anything, has most held your organization back in developing and deploying AI tools/applications?

All

Notes: n = 375 restaurant executives from 11 countries. Brand executives include executives working for a single restaurant brand or a restaurant 
group with multiple brands. Operators include executives who work in a company that owns the license for a brand, a company that owns the 
franchise operations for one or more brands, or an operating group that runs restaurants under one or more brands. 

Source: Deloi e 2025 AI in Restaurants Survey.
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deloitte.com/us/en/insights/research-centers/consumer-industry-center.html

Addressing key risks

As AI has proliferated, one of the chief worries compa-
nies and consumers have about its deployment is the 
misuse of intellectual property and customer data. These 
potential vulnerabilities top the list of risks the respon-
dents see related to AI tools and applications (figure 12). 

Yet, the relatively low numbers—no risk garners more 
than 20% of the responses—may have to do with how 
confident the executives feel about their risk-mitiga-
tion strategies. Those who are already achieving high 
economic benefits seem to understand the importance 
of an integrated approach to risk management. In fact, 
most leaders (54%) report adopting integrated risk 
management versus 43% of the rest of the pack. 

https://www.deloitte.com/uk/en/Industries/technology/blogs/intellectual-property-and-generative-ai.html
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Figure 12

Risks and mitigation strategies

Question: Which of the following risks 
related to AI tools/applications is your 
organization most concerned about?

Question: What is your organization 
currently doing to actively manage the risks 

around your AI implementations? 

Notes: n = 375 restaurant executives from 11 countries. *Defined as companies reporting “extremely high” economic value in two or more use 
case areas.

Source: Deloi�e 2025 AI in Restaurants Survey.
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Leaders*

About half of the respondents (48%) do not include 
vendor evaluation in their risk processes, with leaders 
just barely ahead of the pack on this practice.

Underscoring this point is the fact that lack of confidence 
in results is the lowest-ranked risk among the executives 
surveyed. AI has often been perceived as a black box, 
but the findings suggest companies are becoming more 
confident, as they understand how the results are being 
generated.

Leading practices worth emulating

Finally, we asked all survey participants to identify the 
leading practices they are adopting as they increasingly 

turn to AI technology solutions. The responses from 
leaders in IT departments are worth highlighting  
(figure 13). 

Addressing cybersecurity, tracking ROI, and assessing 
bias in AI models using quality and risk management 
processes are all cited by at least two-thirds of the 123 
IT executives surveyed. These are all fundamental to AI 
deployment, as companies need to protect their data 
and ensure a requisite payoff from AI investments. But 
other practices they list—including using human-cen-
tered design principles—appear to be emerging in the 
AI playbook. We will keep an eye on these practices in 
future surveys to track broader use. 
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Figure 13

Addressing cybersecurity risks and tracking ROI are the top best practices cited by leaders 
in IT or tech organizations
Question: To what degree does your organization adhere to the following AI practices when developing AI models 
and applications?

Notes: These are respondents who selected “always” or “usually.” n = 123 restaurant technology executives. Technology executives include 
executives currently working in data, analytics, IT and cybersecurity, and AI.

Source: Deloi e 2025 AI in Restaurants Survey.
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Investing with confidence

T
he promise of AI to reshape organiza-
tions does not appear to be future tense 
for the global restaurant industry. AI 
solutions have not just arrived. They 
are delivering. 

But our survey findings indicate much 
work is left to be done to ensure these investments 
continue to deliver value to the business and don’t open 
restaurants to new risks. As leaders across the industry 
build the foundational elements and guardrails that will 
support AI technology implementation, they should 
find the right expertise to help inform their decisions 
and support their efforts. Our findings underscore the 
importance of leadership confidence in advancing the AI 
agenda and the role that requisite talent and capabilities 
play in preserving it.

Deloitte’s State of AI in Restaurants Survey was conducted 
in the fourth quarter of 2024, reaching 375 restaurant leaders 
across 11 countries. More than half (57%) represented the 
quick service restaurant segment; other segments covered 
included fast casual (36%), casual dining (35%), café/coffee 
(14%), fine dining (9%), ghost kitchens (4%), and pop-ups (1%). 
More than a third of those surveyed came from organizations 
with 2,000 or more locations, and 93% employed 1,000 or more 
workers. Among organization types, those owning franchise 
operations for at least one brand accounted for almost half of 
the respondent base (48%), while about a fifth each hailed from 
restaurant groups with multiple brands or single restaurant 
brands. Respondents mainly worked in data, analytics, and AI, 
or in IT and cybersecurity capacities. For the purposes of this 
study, we defined “operators” as those whose organization owns 
franchise operations for one or more brands, owns a license 
for a brand in the market, or is from an operating group with 
restaurants under one or more brands.

METHODOLOGY
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About the Deloitte Consumer Industry Center
Consumers and the companies that serve them face a rapidly changing world, altering what, how, and where we buy products and services. 
Both consumers and businesses are buying into better products, services, and solutions to achieve their goals. The Deloitte Consumer 
Industry Center delivers insights to help automotive, consumer products, retail, transportation, hospitality, and services sector executives 
better understand their business environment, its direction, and the choices in front of them.
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