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"While parents on average have higher incomes than the
national average their costs of living are exponentially
higher. As such, they are much more likely to report
cooking at home to save money as well as using deals when
they do go out to eat. Restaurants need to focus on
providing value to families when they dine out.”

- Caleb Bryant, Foodservice Analyst

This report looks at the following areas:

BUY THIS
= Price is a top consideration for families REPORT NOW

= Parents are concerned with healthful food/drinks
= Not all parents are the same
VISIT:

Dining out for families serves many different functions, from celebrating a birthday, to serving as a store. minte| .Ccom
quick snack, to providing nutrition. The motivations for dining out vary greatly by demographics and
this report will explore who dines out, why, and what the future holds for families. As the Millennials
start having kids, the foodservice landscape will change as the new generation starts to dine with their CALL
parents. Though the country is out of the recession, price is still a huge hindrance to eating out. Also, EMEA

health is at the forefront of parents’ minds as the obesity rate among children is still high and +44 (O) 20 7606 4533
consumers are generally more cognizant of what they consume.
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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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What it means

The Market — What you need to know
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Despite increased consumer confidence, families are trying to save money

Market Factors

Childhood obesity continues to be a top concern
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Healthful meals make healthy kids

Soda gets dropped by restaurants
Figure 11: Consumption of any CSD by teens aged 12-17, fall 2014

Figure 12: Consumption of any CSD by kids aged 6-11, fall 2014

Give kids power through customization
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More international items on kids menus
Natural and “free-from” ingredients

Menu items get specific
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Dads dine out for utility, moms for a treat
Parents are heavy restaurant users but value deals
Hispanic parents desire healthful meals

Millennial parents worry about price, want variety
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Dads and moms dine out for very different reasons
Figure 13: Families Dining Out: Top reasons for visiting a restaurant, “any rank,” June 2015
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Parents dine out more than general population
Figure 20: Families Dining Out: Segment visitation in the past month, June 2015

Figure 21: Families Dining Out: Top reasons for visiting a restaurant, “any rank,” June 2015
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Millennial parents worry about price, health, and variety
Figure 22: Families Dining Out: Changes in behavior, “more” compared to last year, June 2015
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Figure 23: Families Dining Out: Restaurant statement agreement, June 2015

The Consumer — Dads and Technology

Restaurant tablet interest peaks among Millennial Dads

Figure 24: Families Dining Out: Restaurant statement agreement “my family enjoy / would enjoy visiting a restaurant with tablets on
the table,” June 2015
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The “U” curve of low-income and affluent families

Figure 25: Families Dining Out: Restaurant statement agreement “We try to go to restaurants that offer healthier items for everyone,”
June 2015
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Large families want deals, menu options
Figure 26: Families Dining Out: Changes in behavior compared to last year, “take advantage of kids meal pricing deals,” June 2015

The Consumer — Hispanic Families

Hispanic families face health issues
Figure 27: Families Dining Out: Restaurant statement agreement, June 2015

The Consumer — Parent Preferences by Region

Interest in health high on the coasts, low in Midwest

Figure 28: Families Dining Out: Restaurant statement agreement “I wish restaurants would have low-sugar beverages options for kids,
June 2015

The Consumer — Qualitative Analysis

Family, experiences make the perfect meals

Menu Insights Analysis

“Typical” kids items dominate the menu, BFY claims on the rise
Figure 29: Mintel Menu Insights, incidence of kids menus by segment, Q1 2012-15

Figure 30: Mintel Menu Insights top items on kids menus, Q1 2015

Key Driver Analysis

Methodology

Parents in Northeast and those visiting fine dining restaurants drive international foods
Figure 31: Key drivers of ordering more or the same amount of ethnically influenced foods, June 2015
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Figure 34: Key drivers of ordering more or the same amount of ethnically influenced foods
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