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QUICK VERDICT

The virtual restaurant business model lives or dies on one number: the effective cost per
order on aggregators, which Food On Demand (2026) puts at 30-40% per order even when
the headline commission is advertised between 15% and 30%. Under that bite, a 32% food
cost —the ceiling the Masterestaurant method allows— pushes contribution margin into
negative territory unless average ticket rises or part of the demand arrives through an
owned channel. The recurring mistake is building the kitchen first and thinking about the
channel later; the right method reverses the order: size the order-level unit economics, set
the ticket floor, and only then decide how many virtual brands fit in that kitchen.

# Masterestaurant Study / Sector Synthesis Expert synthesis - cited industry sources - 17 min read
- 2026-09-09

INTELLECTUAL PROPERTY OF MASTERESTAURANT® — EXCLUSIVE FOR SECTOR LEADERS
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An owner calls because his dark kitchen bills 42,000 dollars a month and leaves no cash. The numbers he
brings look fine: 31% food cost, no dining-room rent, two cooks. What his spreadsheet never showed is that
78% of orders come through aggregators, and that the 27% headline commission turns, once co-funded
promotions and service fees pile on, into an effective cost near 38% —inside the range Food On Demand
(2026) reports for third-party operators. The kitchen worked. The business model did not.

This analysis synthesizes public sector sources —Grand View Research, Global Growth Insights, Precedence
Research, Food On Demand, Toast, Rappi and Uber Eats— to answer a question few owners frame with
numbers: under what conditions does the virtual restaurant business model produce EBITDA, and when does it
only produce volume. Diego F. Parra signs the reading; the figures belong to whoever published them, each with
its organization and year.

The angle here is deliberately digital and local. A cloud kitchen has no fagade, no sign and no foot traffic: its only
storefront is the Rappi, Uber Eats and DiDi Food algorithm, a Google Business Profile listing that may or may
not qualify, and its reviews. That is why the acquisition engine weighs more in this format than in any other, and
why the analysis breaks results down by segment —QSR, fast casual and adapted full service— instead of
handing over an average nobody can use.

SIDE-BY-SIDE COMPARISON

Side-by-side comparison

VIRTUAL BRAND ON
AGGREGATORS ONLY

VIRTUAL BRAND WITHITS OWN
LOCAL DIGITAL ENGINE

Effective cost per order (QSR,
low ticket)

Published headline

commission

Growth of the market it
competes in (2025-2033)

Projected market size (horizon
reference)

Competitive density inside the
storefront

Available ticket lever

X 30%-40% of order value (Food On
Demand, 2026)

X  15%-30% depending on platform
(Food On Demand, 2026)

X 12.7% CAGR, global dark kitchen
market (Global Growth Insights)

X USD 248.10 billion by 2035
(Precedence Research, 2025)

X Over 30,000 partner merchants in
Colombia alone and 7 million orders a
month (La Republica / Rappi, 2024)

X  +20% to +30% with full digital menu,

ordering and payment (Sunday, 2025)
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v" 6% on DoorDash pickup orders
(CloudKitchens, 2024); 0% on direct
web orders

v 15%-30% nominal / 30%-45%
effective at the top end (Nation's
Restaurant News)

v 12.6% CAGR, cloud kitchens
2026-2033 (Grand View Research)

v 11.65% CAGR in ghost kitchens
2022-2032 (Statista/Toast via
OysterLink)

v Over 1 million partner merchants
on Uber Eats globally (Uber
Technologies, 2024)

v +15% or more through menu
engineering and menu psychology,
with no price increase (NeatMenu,
2026)
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VIRTUAL BRAND ON VIRTUAL BRAND WITHITS OWN

AGGREGATORS ONLY LOCAL DIGITAL ENGINE
Automation available today X Al menu optimization: 26% reported v Marketing automation: 28%; real-

adoption (Toast, 2025) time insights: 27% (Toast, 2025)
Labor cost pressure on prime X Base hourly wage up 4% to USD v' Same figure: a cloud kitchen
cost 14.20/hour in 2024 (7shifts, 2024) does not dodge it, it only spreads it

across more brands

Finding 1 — What determines whether a virtual
restaurant produces EBITDA rather than just volume?

It comes down to the effective cost per order on aggregators, and to nothing else before that.

Food On Demand (2026) documents that nominal third-party commissions run between 15% and 30%, while the
effective cost per order reaches the 30% to 40% range once co-funded promotions, service fees and in-app ad-
vertising pile on. That ten-point gap decides the year. Run the arithmetic on any ghost kitchen: 32% food cost by
its own recipes, labor that 7shifts (2024) places at 14.20 dollars an hour after a 4% increase, plus packaging. I
78% of volume arrives through aggregators at a 38% effective cost, no contribution margin survives to cover
fixed costs. The kitchen can run flawlessly and the model still bleeds cash. The cloud kitchen market will grow at
a 12.6% CAGR between 2026 and 2033 according to Grand View Research, while Global Growth Insights puts
the global dark kitchen market at 12.7% annually for 2025-2033, and Precedence Research (2025) projects
248.10 billion dollars by 2035.

Finding 2 — The market is growing, and growing is not the same as earning

Those three figures describe demand, not profitability. It helps to say what a virtual restaurant is NOT: it is not a
cheap restaurant. It is a restaurant with a different cost structure, where whatever you save on dining room rent
and servers transfers almost entirely into the customer acquisition channel. An operator who opens believing the
storefront savings stay in his pocket finds out by month four that the savings are already spoken for. Market ex-
pansion pulls in capital and competitors; margin belongs to whoever controls the channel mix. A ghost kitchen
has no facade and no foot traffic, so its entire visibility rests on three platforms and one Google listing. The scale
of those platforms explains their pricing: Rappi operates in 9 countries and 350 cities with more than 500,000
registered partners (2024), Uber Technologies (2024) reports over one million partner merchants, iFood closed
2024 with 55 million active customers and Meituan passed 14.5 million annual active merchants in its Q4
2024 report.

Finding 3 — Algorithms are the storefront, and that rewrites the acquisition math

You do not negotiate with numbers like those; you submit to them or you build your own channel. Diego F. Parra
insists at Masterestaurant on the right sequence: first calculate break-even using the real channel mix, then de-
cide which platforms you use and with what menu, never the other way around. Breaking the analysis down by
segment changes the conclusion, because the check average is what absorbs the commission or fails to. In vir-
tual QSR, a low check makes the 38% effective cost reported by Food On Demand (2026) flatly unworkable
without extreme volume; in fast casual the range becomes manageable when the menu holds ticket, and in
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adapted full service the gross margin per order leaves enough room to pay for the channel. The Intouch Insight
(2025) figure on drive-thru decline —from 83% of QSR orders in 2020 to 65% in 2025— shows where that vol-
ume migrated.

Finding 4 — The three segments behave differently and the average lies

A market average blending all three segments helps nobody decide anything. The operating question is not what
the platform charges, but how many dollars of gross margin each order leaves before the platform takes its cut.
Let us carry the counterfactual all the way through. A dark kitchen billing 42,000 dollars a month with 78% of vol-
ume on aggregators at 38% effective pays roughly 12,450 dollars monthly in commission on that slice. Shift thir-
ty percentage points of volume to direct ordering and that slice drops to about 7,660 dollars, freeing some 4,800
dollars a month, nearly 58,000 a year. But the bridge has a toll: direct channel demands traffic that the platform
currently buys for you, and that is precisely where CloudKitchens (2024) documents DoorDash charging
6% on pickup orders, a fee that turns the aggregator into a cheap discovery channel instead of the owner of
the transaction.

Finding 5 — What would happen if the same operator

shifted 30 points of volume to direct channel?

The tension resolves this way: use the platform so they find you, and your own channel so they
come back.

If commission is a percentage, every additional dollar of check pays proportionally less fixed structure, and that
is the one lever the operator controls alone. Sunday (2025) reports that a complete digital offer —menu, order-
ing and payment— lifts the check between 20% and 30%; NeatMenu (2026) measures a rise of 15% or more
from menu psychology without touching prices; Paytronix (2024) found that 55% of restaurants saw loyalty
member checks grow faster than their menu prices. The physical-world equivalent is kiosks, at roughly 30% tick-
et growth in McDonald's results and 35% in the case Future Ordering documented. The MISTAKE that repeats
most often is spending months negotiating commission when the same effort applied to the digital menu pays
more, and pays sooner. Atrtificial intelligence adoption in restaurants concentrates today on demand and menu
tasks rather than production.

Finding 6 — Al enters through marketing and menu, not through the fryer

Toast (2025) breaks the use cases down this way: marketing automation 28%, real-time insights 27% and menu
optimization 26%. For a virtual restaurant that ordering is fortunate, because its two structural problems are ex-
actly those: how to be seen without a facade, and how to compose a menu that holds ticket under commission.
A model that reorders dishes by contribution margin instead of popularity can move the mix enough to offset two
or three points of effective commission. The condition without which none of this holds is current per-dish cost-
ing; feeding an optimizer stale recipes produces recommendations worse than doing nothing, with the added
confidence of having come from a machine. Open your spreadsheet and replace the nominal commission with
the effective cost in the range Food On Demand (2026) reports, 30% to 40%, using the number you get by divid-
ing what the platform deposited by what the customer paid over ninety days.

Finding 7 — The concrete decision: rebuild break-even using the real effective cost

That quotient is your true commission and it almost always exceeds the contract. With food cost at 32% —the
Masterestaurant framework's ceiling, not its target— and labor at 14.20 dollars an hour per 7shifts (2024), you
will see in one afternoon whether your model produces margin or produces motion. For years | accepted that
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commission was a fixed cost of the business and | was wrong: it is a mix variable, managed dish by dish and
channel by channel. Start with the five highest-volume dishes on aggregators and calculate what each one
leaves after the real bite. SOURCES SYNTHESIZED (6): Grand View Research (Cloud Kitchen Market, 2026-
2033 CAGR), Global Growth Insights (Dark Kitchen Market 2025-2033), Precedence Research (2025, projection
to 2035), Food On Demand (2026, third-party commissions), Toast (2025, Al adoption in restaurants) and 7shifts
(2024, base hourly wage). Added as market references: Rappi via La Republica (2024), Uber Technologies
(2024), iFood (2024) and Meituan (Q4 2024); as ticket levers: Sunday (2025), NeatMenu (2026) and
CloudKitchens (2024).

Finding 8 — Sources, scope and method behind this synthesis

SELECTION CRITERIA: only sources publishing an identifiable organization, a year and a disaggregated figure
or range were included. Anything without a named issuer, any blog average without traceability and any projec-
tion without public methodology was discarded. Where two houses report different figures for the same phe-
nomenon —Grand View Research at 12.6% and Global Growth Insights at 12.7% CAGR— both are reported
rather than averaged, because the range tells you more than the midpoint. TIME WINDOW: data published be-
tween 2024 and 2026, with projections reaching 2033 and 2035. The window is short on purpose: effective de-
livery cost changed more between 2022 and 2026 than food cost moved in a decade, and a 2021 commission
figure no longer describes the business you run today. WHAT MASTERESTAURANT CONTRIBUTES: the read-
ing, not the numbers. Diego F. Parra organizes public figures around a single consultant question —where does
contribution margin land after commission— and turns each data point into the decision it triggers.

Finding 9 — Sources, scope and method behind this synthesis — in practice

No figure in this analysis comes from internal operations. HONEST LIMITATIONS (three, unvarnished): first,
source coverage skews toward the United States, Europe and the large markets of Latin America and Asia; an
operator in a mid-sized city will see different commissions and tickets. Second, effective commission figures
are ranges reported by trade media, not contract-by-contract audits: your real rate lives in your aggregator
statement, not in this analysis. Third, market projections to 2033-2035 are research-house models with their own
assumptions, cited as an order of magnitude for the tailwind and never as a forecast of your revenue.

POINT BY POINT
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Reading the scorecard: common mistake versus right method

ORDER OF DECISIONS

A - VIRTUAL BRAND ON AGGREGATORS B - MASTERESTAURANT Compute order-
ONLY

level unit economics, set the ticket floor,

Build the kitchen, sign the aggregators, then size the kitchen

then look at margin

Verdict: The right method wins: at 30%-40% effective cost per order (Food On Demand, 2026),
the model is defined in the spreadsheet, not under the hood.

SOURCE OF DEMAND

A - VIRTUAL BRAND ON AGGREGATORS B - MASTERESTAURANT Channel mix with
ONLY

direct orders, 6% pickup (CloudKitchens,

. I
100% of volume rented inside the 2024) and aggregators

aggregator catalog

Verdict: The mix wins: every point migrated from the expensive channel to direct is worth more
than any food cost cut below 28%.

AVERAGE TICKET LEVER

A - VIRTUAL BRAND ON AGGREGATORS B - MASTERESTAURANT Menu
ONLY
engineering (+15% or more, NeatMenu

2026) and full digital offer (+20% to 30%,
Sunday 2025)

Aggregator discounts to climb storefront
positions

Verdict: Menu engineering wins: a discount buys position for a week and teaches the customer
never to pay full price the rest of the year.

www.masterestaurant.com - Original Study - Masterestaurant analysis of the virtual restaurant business model 2026: the 30-40% lost to commission decides everything else Page 6 of 14



NUMBER OF VIRTUAL BRANDS

A - VIRTUAL BRAND ON AGGREGATORS B - MASTERESTAURANT Two or three
ONLY

brands with shared mise en place and

Multiply brands to multiply storefronts stable prep times

Verdict: Restraint wins: the algorithm punishes prep time, and each extra brand with its own
inputs raises food cost variance.

ACQUISITION ENGINE

A - VIRTUAL BRAND ON AGGREGATORS B - MASTERESTAURANT Google Business
ONLY

Profile, systematic 5% reviews and

Delegated to the app and the promotions geotargeted ads by polygon

the app suggests

Verdict: The owned engine wins: with over 1 million partner merchants on Uber Eats (Uber
Technologies, 2024), the borrowed storefront narrows every year.

USE OF Al

A - VIRTUAL BRAND ON AGGREGATORS B - MASTERESTAURANT Real-time
ONLY
insights (27%) and menu optimization

Automated campaigns before having a (26%) first (Toast, 2025)

customer base

Verdict: The reverse of the usual order wins: measure margin by dish and channel first, automate
marketing after.

SIDE-BY-SIDE COMPARISON

www.masterestaurant.com - Original Study - Masterestaurant analysis of the virtual restaurant business model 2026: the 30-40% lost to commission decides everything else Page 7 of 14


https://www.masterestaurant.com/checklist_alistamiento_diario_restaurantes.html

What owners think they are buying when they open a cloud kitchen THE MISTAKE

X «No dining room, no expensive rent, margin appears on its own»: the square-meter savings are eaten
by the 30-40% effective cost per order documented by Food On Demand (2026).

X «Three virtual brands, triple the sales»: what triples are low tickets and picking load, never contribution
margin.

X «The aggregator brings me customers»: you rent visibility inside a catalog with over 30,000 merchants
in Colombia alone (La Republica / Rappi, 2024).

X «lI'll build the owned channel later»: with no local listing and no reviews from day one, the owned
channel is born without demand while discounts have already trained the customer.

X «A28% food cost saves me»: at 38% effective commission, that food cost leaves contribution margin
below the operating break-even point.

What the Masterestaurant method sizes BEFORE
the hood is switched on MASTERESTAURANT

v Order-level unit economics by channel: direct order, low-commission aggregator, high-commission
aggregator and 6% pickup (CloudKitchens, 2024).

v" The average ticket floor per brand, worked backwards from the target contribution margin rather than
from competitor pricing.

v The local digital engine: an eligible Google Business Profile address, systematic 5% reviews and
geotargeted ads by delivery polygon.

v" Menu engineering by channel: dishes that travel, dishes that hold margin, and dishes that exist only to
push ticket +15% (NeatMenu, 2026).

v~ Territory risk: how many brands serving the same craving already deliver inside that polygon before the
kitchen lease gets signed.

SIDE-BY-SIDE COMPARISON
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Side-by-side comparison

Effective cost per order (QSR,
low ticket)

Published headline

commission

Growth of the market it
competes in (2025-2033)
Projected market size (horizon

reference)

Competitive density inside the
storefront

Available ticket lever

Automation available today

Labor cost pressure on prime
cost

THE NUMBERS THAT MATTER

2026 scorecard: the figures that govern the model

12.7%

VIRTUAL BRAND ON
AGGREGATORS ONLY

X 30%-40% of order value (Food On
Demand, 2026)

X 15%-30% depending on platform
(Food On Demand, 2026)

X 12.7% CAGR, global dark kitchen
market (Global Growth Insights)

X USD 248.10 billion by 2035
(Precedence Research, 2025)

X Over 30,000 partner merchants in
Colombia alone and 7 million orders a
month (La Republica / Rappi, 2024)

X  +20% to +30% with full digital menu,
ordering and payment (Sunday, 2025)

X Al menu optimization: 26% reported
adoption (Toast, 2025)

X Base hourly wage up 4% to USD
14.20/hour in 2024 (7shifts, 2024)

Global dark kitchen market CAGR 2025-2033

lIU %

Maximum effective cost per
aggregator order (15%-30% nominal)
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VIRTUAL BRAND WITHITS OWN
LOCAL DIGITAL ENGINE

v' 6% on DoorDash pickup orders
(CloudKitchens, 2024); 0% on direct
web orders

v 15%-30% nominal / 30%-45%
effective at the top end (Nation's
Restaurant News)

v 12.6% CAGR, cloud kitchens
2026-2033 (Grand View Research)

v 11.65% CAGR in ghost kitchens
2022-2032 (Statista/Toast via
OysterLink)

v" Over 1 million partner merchants
on Uber Eats globally (Uber
Technologies, 2024)

v +15% or more through menu
engineering and menu psychology,
with no price increase (NeatMenu,
2026)

v' Marketing automation: 28%; real-
time insights: 27% (Toast, 2025)

v' Same figure: a cloud kitchen
does not dodge it, it only spreads it
across more brands
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B %

DoorDash commission on US pickup orders

30 %

Ticket lift with full digital menu, ordering and payment

2081

BN USD

Projected cloud kitchen market size by 2035

1.2

USD/H

US restaurant base hourly
wage after a 4% rise in 2024

VISUALIZATION

The numbers, visualized

Global dark kitchen market CAGR 2025-2033

Maximum effective cost per aggregator order (15%-30% nominal)

DoorDash commission on US pickup orders

Ticket lift with full digital menu, ordering and payment

Projected cloud kitchen market size by 2035

BN USD

US restaurant base hourly wage after a 4% rise in 2024

USD/H

Sources: Global Growth Insights — Dark Kitchen Market - Food On Demand 2026 - CloudKitchens Blog 2024 -
Sunday — QR Code Ordering 2025 - Precedence Research 2025
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Chart by masterestaurant.com

REAL CASE

“We were billing 42,000 dollars a month across two virtual brands with a 31% food cost, and the bank
account still refused to add up. Splitting the statement by channel showed that 78% of orders paid an

effective commission close to 38%, while the 22% coming in direct kept almost all the margin. We lifted the
ticket floor from 9 to 14 dollars with menu-engineered combos, switched on 6% pickup and pushed the

local listing with reviews: in five months direct orders went from 22% to 41% and contribution margin

stopped being negative on the expensive channel.”

— Owner of two virtual brands in a shared kitchen, Masterestaurant method client
HOW TO APPLY IT IN YOUR RESTAURANT

How to place your operation on the
scorecard: three scenarios, one action each

@ Small scenario (1 kitchen, 1-2 brands): measure the real effective cost first
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Pull three months of statements from each aggregator and divide total withheld by total billed on
that channel. If the result clears the 30% Food On Demand (2026) flags as the floor of the
effective range, your headline commission is lying to you. With that number, compute
contribution margin per dish: price minus food cost minus effective commission minus
packaging. Any dish landing under 45% contribution margin on the expensive channel either
leaves that menu or gets repriced; target food cost stays in the 28%-32% band, and 32% is the
ceiling, never the goal.

Mid scenario (1 kitchen, 3-6 brands or 2 sites): build the storefront that charges no
commission

A cloud kitchen competes inside a catalog holding over 30,000 partner merchants in Colombia
alone and 7 million monthly orders (La Republica / Rappi, 2024): there you are one more row.
Raise the asset that actually belongs to you in parallel. Claim or create the Google Business
Profile listing with an eligible address, post real product photos weekly, ask every direct
customer for a review through an automated flow, and run geotargeted ads by delivery polygon
instead of by city. The 6% pickup rate CloudKitchens (2024) reports is the cheapest first ramp
for migrating demand.
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@ Group scenario (multi-unit or kitchen network): govern territory risk and menu
engineering
Before signing kitchen number three, count how many brands serving the same craving already
deliver inside that polygon. Cannibalizing your own radius is the costliest error in this format
because it doubles prime cost without widening demand. Then sort the menu by channel: dishes
that travel, anchor-margin dishes, ticket-lifting combos. Menu psychology yields +15% or more
without touching prices per NeatMenu (2026), and a full digital menu, ordering and payment
stack adds another 20% to 30% per Sunday (2025). That spread is what pays the commission.

@ All three: automate what Al already does well, keep the human on what decides
Al adoption in restaurants clusters around marketing automation (28%), real-time insights (27%)
and menu optimization (26%) according to Toast (2025). Start with the second one: a dashboard
showing contribution margin by dish and by channel every morning changes more decisions
than any campaign. Al menu optimization earns its keep by ordering the storefront on each
aggregator, where the algorithm rewards conversion and prep time. Marketing automation

comes last, once you have someone to write to. Never the other way round.
FAQ

Frequently asked questions about the virtual restaurant business model

How much does a delivery aggregator really take per order in 20267

Headline commissions run 15% to 30%, but effective cost per order reaches 30%-40% according to Food On
Demand (2026) once service fees and co-funded promotions are added. Nation's Restaurant News puts the top
end at 30%-45% effective. Compute yours by dividing what was withheld by what was billed per channel over
three months.

Is a dark kitchen profitable without a street-level storefront?

It is when the average ticket absorbs the effective commission and part of the demand arrives through an owned
channel. The market grows 12.7% a year between 2025 and 2033 per Global Growth Insights, so the tailwind is
real; the tailwind does not pay commission. With 100% of volume on an expensive aggregator and a low ticket,
the model yields revenue, not EBITDA.

How many virtual brands fit in a single kitchen?

As many as peak capacity handles without breaking prep time, the variable Rappi and Uber Eats algorithms
reward most. In practice two or three brands sharing mise en place work; five brands with separate inputs blow
up food cost variance and sink the storefront rating.
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If | sell only through apps, do | need a physical menu or is the QR enough?

You need both wherever pickup or any in-person service exists. The physical menu controls the experience —
service pace, menu narrative, suggestive selling— and the QR complements with delivery, accessibility, price

updates and analytics. A full digital offer adds 20% to 30% of ticket per Sunday (2025), yet it never replaces the

physical menu where a customer stands at the counter.

DATA & SOURCES

Sector data 2026 (official sources)

Verifiable industry benchmarks from official, non-commercial sources (government, industry associations,

market research) - not competitors.

Metric

Financiamiento de Starship Technologies
en febrero de 2024

Entregas comerciales de Serve Robotics
en Los Angeles

Robots de Serve Robotics a desplegar en
Uber Eats

Cuota conjunta de Serve, Starship y Nuro
en flotas globales 2024

Mercado de entrega de paquetes por dron
en 2023

Proyeccion de entrega de paquetes por
dron a 2030

Benchmark 2026

USD 90 millones

>50.000 entregas

hasta 2.000 robots

18%

USD 585,9 millones

USD 5.238,8 millones
(CAGR 38,7%)

Source

Mordor Intelligence — Autonomous
Delivery Robots Market

Serve Robotics — Form 8-K FY2024
(SEC)

Serve Robotics — Form 8-K FY2024
(SEC)

Mordor Intelligence — Autonomous
Delivery Robots Market 2024

Grand View Research — Drone Package
Delivery Market 2023

Grand View Research — Drone Package
Delivery Market 2030

Propiedad Intelectual de Masterestaurant® — Exclusivo para Lideres de Sector - masterestaurant.com
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https://www.mordorintelligence.com/industry-reports/autonomous-delivery-robots-market
https://www.mordorintelligence.com/industry-reports/autonomous-delivery-robots-market
https://www.sec.gov/Archives/edgar/data/0001832483/000121390024043177/ea020609301ex99-1_server.htm
https://www.sec.gov/Archives/edgar/data/0001832483/000121390024043177/ea020609301ex99-1_server.htm
https://www.sec.gov/Archives/edgar/data/0001832483/000121390024043177/ea020609301ex99-1_server.htm
https://www.sec.gov/Archives/edgar/data/0001832483/000121390024043177/ea020609301ex99-1_server.htm
https://www.mordorintelligence.com/industry-reports/autonomous-delivery-robots-market
https://www.mordorintelligence.com/industry-reports/autonomous-delivery-robots-market
https://www.grandviewresearch.com/industry-analysis/drone-package-delivery-market-report
https://www.grandviewresearch.com/industry-analysis/drone-package-delivery-market-report
https://www.grandviewresearch.com/industry-analysis/drone-package-delivery-market-report
https://www.grandviewresearch.com/industry-analysis/drone-package-delivery-market-report
https://chat.whatsapp.com/KQh54oRhxNT7niQOvETZwF
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