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“The budget-conscious consumer is still searching for
deals, and casual dining operators are battling the

perception that fast casual and fast food restaurants can do
a better job of delivering on this. Casual dining operators

realize they must highlight their own brand of full-meal
deals, as well as their extensive menu.”

- Julia Gallo-Torres, Category Manager, U.S.
Foodservice Reports

This report looks at the following areas:

• What impact has a slow recovering economy had on consumers spending habits whilst
eating out?

• How do consumers perceive casual dining in association with health or fast service?
• How can you appeal to both Millennials and families?

The casual dining segment suffered during the recession, but, as consumers return to eating out, the
segment is growing again. However, because consumers are still budget conscious, a good number are
still attracted to the lower prices and value menus offered in the quick service (QSR) or fast food
sector, and the healthier, customized options available in the fast casual sector.

In an effort to regain their competitive edge and market share, casual dining restaurants have ramped
up their healthy menu options, alcoholic and non-alcoholic drink menus, and meal deals. Furthermore,
they are focusing on expanding lunch service and exploring non-traditional dayparts, such as late
evening hours. Additionally, casual dining concepts are experimenting with new prototypes that include
renovated buildings, fast casual concepts, smaller footprints, and non-traditional sites, such as malls,
airports, convention centers, and urban settings.
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Figure 26: Type of casual dining restaurant visited in the past month for dinner, by gender, May 2013

The younger crowd likes going out to dinner, too
Figure 27: Type of casual dining restaurant visited in the past month for dinner, by age, May 2013

Hispanics look for restaurants with family-friendly atmosphere
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Figure 29: Type of casual dining restaurant visited in the past month for dinner, by presence of children in household, May 2013
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Key points

Healthier preparation methods
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Those without children want reduced-sodium meals and discounts for seniors
Figure 39: What consumers want more of in casual dining restaurants, by presence of children in household, May 2013

Overview of the brand landscape
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Figure 40: Olive Garden, “New Lunch,” TV AD, 2013
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Strategy: Boosting bar sales
Figure 41: Red Robin, “Multitasking Cocktail,” TV AD, 2013
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Figure 42: Hooters, “I’m Going,” TV AD, 2013
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Figure 43: Applebee’s, “Field of Beans,” TV AD, 2013

Strategy: Two-meal combo
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Figure 45: Red Lobster, “Share a Feast,” TV AD, 2013
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Figure 63: Changes in USDA Food Price Indexes, 2011 through June 25, 2013
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Figure 64: American adults, by weight category as determined by body mass index (BMI), 2008-June 20, 2013

Childhood and teen obesity – highest in decades
Figure 65: Prevalence of obesity among children and adolescents aged 2-19, 1971-2010

Racial, ethnic population growth
Figure 66: U.S. population, by race and Hispanic origin, 2008, 2013, and 2018

Figure 67: Households with children, by race and Hispanic origin of householder, 2012
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Shifting U.S. demographics
Figure 68: U.S. population, by age, 2008-18

Figure 69: U.S. households, by presence of own children, 2002-12

Appendix – Trade Associations
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