MINTEL

Consumers' Eating Out Habits - China - February 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £2463.80 | $3990.00 | €3129.79 B

“Menu diversity should be the core agenda for foodservice
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crowd in the Chinese market, and it is imperative that they
attract either the adventurous foodies or family diners.”

- Esther Lau, Research Analyst
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