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“Limited service specialty restaurants are often singular-
item focused. They must figure out how to create buzz and
position their item in a variety of ways to appeal to a wide
range of consumers. Certain brands have found success in
creating line extensions with seasonal and limited-time
offers, new formats like bowls and bites, and healthful
options including add-ins.”

— Bethany Wall, Foodservice Analyst

This report looks at the following areas:

= Seasonality: How specialty shops naturally extend their product lines R EPO RT N OW

= Healthfulness: How specialty shops overcome unhealthy perception

= Innovation: How specialty shops innovate to drive brand excitement

- Value: How specialty shops provide value while obtaining healthy margins VISIT:

= Technology: How specialty shops utilize technology to drive loyalty Store. minte| .com

This is a new report focusing on specialty concepts within the limited service restaurants segment. This

includes singular-focused concepts within the quick service and fast casual segments including: ice CALL

cream, frozen yogurt, smoothie, juice, tea, snack, and baked good shops. The report focuses on usage, EMEA

ordering method, consumption place, changes in behavior, deal motivators, drivers determining +44 (O) 20 7606 4533

operator decision, and attitudes of consumers.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Key points
Men seek a variety of experiences and a range of healthful menu items
Women are most concerned with health and value at specialty concepts
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Consumer Data — By Generation

Key points

Younger Millennials are core users and seek healthy options and deals
Older Millennials are key users, open to new items, and eat on the go
Baby Boomers use drive-thrus and coupons and desire fresh ingredients

Consumer tables by generation
Figure 44: LSR specialty concept usage, by generations, April 2014

Figure 45: LSR specialty concept consumption place, by generations, April 2014
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Consumer Data — By Income

Key points

Lower-income consumers have low usage and focus on affordability
Middle-class consumers are price sensitive, but open to using technology
The affluent visit and spend the most seeking healthy and premium items

Consumer tables by income
Figure 51: LSR specialty concept usage, by household income, April 2014
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Figure 53: LSR specialty concept ordering method, by household income, April 2014
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Figure 57: LSR specialty concept attitudes — Any agree, by household income, April 2014

Consumer Data — By Race and Hispanic Origin

Key points

Whites seek punch card programs and replace meals with specialty items
Blacks like low-tech deals, signature items, and consuming out-of-store
Asians are high users and seek healthy, portable, and authentic items
Hispanics seek deals and want to-go, customizable, and authentic options

Consumer tables by race and Hispanic origin
Figure 58: LSR specialty concept usage, by race/Hispanic origin, April 2014

Figure 59: LSR specialty concept consumption place, by race/Hispanic origin, April 2014

Figure 60: LSR specialty concept ordering method, by race/Hispanic origin, April 2014

Figure 61: LSR specialty concept deals, by race/Hispanic origin, April 2014

Figure 62: LSR specialty concept changes in behavior — More, by race/Hispanic origin, April 2014
Figure 63: LSR specialty concept drivers, by race/Hispanic origin, April 2014

Figure 64: LSR specialty concept attitudes — Any agree, by race/Hispanic origin, April 2014

Consumer Data — By Region

Key points

Midwesterners seek on-the-go options, authentic items, seasonal flavors
Northeasterners buy food and drink together and order to-go in person
Southerners are price sensitive, preferring deals and opting out of add-ins
Westerners are the most likely to use smoothie shops and order online

Consumer tables by region
Figure 65: LSR specialty concept usage, by region, April 2014

Figure 66: LSR specialty concept consumption place, by region, April 2014
Figure 67: LSR specialty concept ordering method, by region, April 2014
Figure 68: LSR specialty concept changes in behavior — More, by region, April 2014
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Figure 69: LSR specialty concept deals, by region, April 2014
Figure 70: LSR specialty concept drivers, by region, April 2014
Figure 71: LSR specialty concept attitudes — Any agree, by region, April 2014

Consumer Data — By Parents

Key points

Parents are heavy users and need to-go ordering and portable options
Parents with toddlers have a target spend in mind and seek customization
Parents with children want healthy and branded items and seasonal menus
Parents with adult children are open to indulgent and budget-friendly items

Consumer tables by parents
Figure 72: LSR specialty concept usage, by parents with children and age, April 2014

Figure 73: LSR specialty concept consumption place, by parents with children and age, April 2014

Figure 74: LSR specialty concept ordering method, by parents with children and age, April 2014

Figure 75: LSR specialty concept changes in behavior — More, by parents with children and age, April 2014
Figure 76: LSR specialty concept deals, by parents with children and age, April 2014

Figure 77: LSR specialty concept drivers, by parents with children and age, April 2014

Figure 78: LSR specialty concept attitudes — Any agree, by parents with children and age, April 2014

Consumer Data — Clusters

Specialty concept types
Ordering method
Ordering technology

Consumption place

Appendix — Additional Tables

Consumer tables by area
Figure 79: LSR specialty concept usage, by area, April 2014

Figure 80: LSR specialty concept consumption place, by area, April 2014
Figure 81: LSR specialty concept ordering method, by area, April 2014
Figure 82: LSR specialty concept changes in behavior — More, by area, April 2014
Figure 83: LSR specialty concept deals, by area, April 2014
Figure 84: LSR specialty concept drivers, by area, April 2014
Figure 85: LSR specialty concept attitudes — Any agree, by area, April 2014
Consumer tables by specialty concept type
Figure 86: LSR specialty concept usage, by LSR specialty concept usage, April 2014
Figure 87: LSR specialty concept consumption place, by LSR specialty concept usage, April 2014
Figure 88: LSR specialty concept ordering method, by LSR specialty concept usage, April 2014
Figure 89: LSR specialty concept changes in behavior — More, by LSR specialty concept usage, April 2014
Figure 90: LSR specialty concept deals, by LSR specialty concept usage, April 2014
Figure 91: LSR specialty concept drivers, by LSR specialty concept usage, April 2014
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Figure 92: LSR specialty concept attitudes — Any agree, by LSR specialty concept usage, April 2014
Consumer tables by ordering method

Figure 93: LSR specialty concept usage, by order type, April 2014

Figure 94: LSR specialty concept consumption place, by order type, April 2014

Figure 95: LSR specialty concept ordering method, by order type, April 2014

Figure 96: LSR specialty concept changes in behavior — More, by order type, April 2014

Figure 97: LSR specialty concept deals, by order type, April 2014

Figure 98: LSR specialty concept drivers, by order type, April 2014

Figure 99: LSR specialty concept attitudes — Any agree, by order type, April 2014
Consumer tables by ordering technology

Figure 100: LSR specialty concept usage, by order placing, April 2014

Figure 101: LSR specialty concept consumption place, by order placing, April 2014

Figure 102: LSR specialty concept ordering method, by order placing, April 2014

Figure 103: LSR specialty concept changes in behavior — More, by order placing, April 2014

Figure 104: LSR specialty concept deals, by order placing, April 2014

Figure 105: LSR specialty concept drivers, by order placing, April 2014

Figure 106: LSR specialty concept attitudes — Any agree, by order placing, April 2014
Consumer tables by consumption place

Figure 107: LSR specialty concept usage, by LSR specialty concept consumption place, April 2014

Figure 108: LSR specialty concept consumption place, by LSR specialty concept consumption place, April 2014

Figure 109: LSR specialty concept ordering method, by LSR specialty concept consumption place, April 2014

Figure 110: LSR specialty concept changes in behavior — More, by LSR specialty concept consumption place, April 2014

Figure 111: LSR specialty concept deals, by LSR specialty concept consumption place, April 2014

Figure 112: LSR specialty concept drivers, by LSR specialty concept consumption place, April 2014

Figure 113: LSR specialty concept attitudes — Any agree, by LSR specialty concept consumption place, April 2014
Consumer tables by daypart

Figure 114: LSR specialty concept usage, by daypart, April 2014

Figure 115: LSR specialty concept consumption place, by daypart, April 2014

Figure 116: LSR specialty concept ordering method, by daypart, April 2014

Figure 117: LSR specialty concept changes in behavior — More, by daypart, April 2014

Figure 118: LSR specialty concept deals, by daypart, April 2014

Figure 119: LSR specialty concept drivers, by daypart, April 2014

Figure 120: LSR specialty concept attitudes — Any agree, by daypart, April 2014

Appendix — Social Media — Limited Service Restaurant (LSR) Speciality Shops — Snacks, Beverages & Desserts

Brand usage or awareness
Figure 121: Brand usage or awareness, April 2014

Figure 122: Pinkberry usage or awareness, by demographics, April 2014
Figure 123: Yogurtland usage or awareness, by demographics, April 2014

Figure 124: TCBY usage or awareness, by demographics, April 2014
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Figure 125: Red mango usage or awareness, by demographics, April 2014
Figure 126: Menchie’s frozen yogurt usage or awareness, by demographics, April 2014
Figure 127: Yogen Friz usage or awareness, by demographics, April 2014

Activities done
Figure 128: Activities done, April 2014
Figure 129: Pinkberry — Activities done — | have looked up/talked about this brand online on social media, by demographics, April 2014
Figure 130: Pinkberry — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, April
Ei%lu4re 131: Pinkberry — Activities done — | follow/like the brand on social media because, by demographics, April 2014
Figure 132: Pinkberry — Activities done — | have researched the brand on social media to, by demographics, April 2014
Figure 133: Yogurtland — Activities done — | have looked up/talked about this brand online on social media, by demographics, April
E%]L-fre 134: Yogurtland — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, April
gi%lu4re 135: Yogurtland — Activities done — | follow/like the brand on social media because, by demographics, April 2014
Figure 136: Yogurtland — Activities done — | have researched the brand on social media to, by demographics, April 2014
Figure 137: TCBY — Activities done — | have looked up/talked about this brand online on social media, by demographics, April 2014
Figure 138: TCBY — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, April
gi%:{ﬁe 139: TCBY — Activities done — | follow/like the brand on social media because, by demographics, April 2014
Figure 140: TCBY — Activities done — | have researched the brand on social media to, by demographics, April 2014
Figure 141: Red mango — Activities done — | have looked up/talked about this brand online on social media, by demographics, April
g%]tﬁe 142: Red mango — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
éi%ﬁlrgol%é: Red mango — Activities done — | have researched the brand on social media to, by demographics, April 2014
Figure 144: Menchie’s frozen yogurt — Activities done — | have looked up/talked about this brand online on social media, by
demographics, April 2014
Figure 145: Menchie’s frozen yogurt — Activities done — | have contacted/interacted with the brand online on social media to, by

demoaraphics, April 2014
Figure 146: Menchie’s frozen yogurt — Activities done — | have researched the brand on social media to, by demographics, April 2014

Key social media metrics
Figure 147: Key social media metrics—Menchie’s Frozen Yogurt, May 2014
Figure 148: Key social media metrics—Yogurtland, May 2014
Figure 149: Key social media metrics—Pinkberry, May 2014
Figure 150: Key social media metrics—Red Mango, May 2014
Figure 151: Key social media metrics—TCBY, May 2014
Figure 152: Key social media metrics—Yogen Friiz, May 2014
Online conversations
Figure 153: Online mentions for selected specialty shops, by month, May 1, 2013-April 30, 2014
Figure 154: Online mentions for selected specialty shops, by page type, May 1, 2013-April 30, 2014
Figure 155: Topics of conversation for selected specialty shops, May 1, 2013-April 30, 2014
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