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This report looks at the following areas:

"Restaurant sales are predicted to grow at a steady rate
with yearly growth near 4% through 2021. Consumers are
craving unique experiences, and legacy chains can no
longer rely on what’s worked in the past. Across
demographics, consumers still find value in a dining out
experience that offers something they're unlikely to
prepare at home."

- Diana Kelter, Foodservice Analyst

BUY THIS

o The decline of grocery prices entices consumers to cook at home RE PO RT NOW

o New dining out segments create new forms of competition

e The service equation

Definition

The purpose of this Report is to analyze consumers’ attitudes, behaviors, and perceptions surrounding
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Figure 21: Menu incidence of bowls as a menu item dish, Q3 2015-16
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The stress-free component
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Parents enjoy dining out
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The travel bug
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Beverage Preferences for 2017

Iced tea leads in beverage preference
Figure 35: Beverages consumers plan to drink more of in 2017, September 2016
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Millennials and iGens crave beverage variety
Figure 36: Beverages consumers plan to drink more of in 2017, by age, September 2016

Young, high-income consumers are a key alcohol demographic
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Family meal bundles
Figure 46: Attitudes toward dining out — CHAID - Tree output, September 2016
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Appendix - Consumer

CHAID analysis methodology
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Figure 51: Attitudes toward dining out - CHAID - Table output, September 2016
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