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"Lunch and dinner, followed by breakfast, are the core
dining out occasions. However, the majority of consumers
also dined out at least once in the past three months for
brunch and dessert dayparts. With the majority of
consumers dining out for special occasions and for an
indulgent meal, it’s clear that restaurants are heavily
viewed as a treat occasion."

- Jill Failla, Foodservice Analyst

This report looks at the following areas:

Meals in bowls offer daypart flexibility
Frequent daypart users prioritize unique restaurant factors
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Away-from-home sales falter this year
Figure 7: BEA food sales at home and away from home, January 2010-August 2018
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Late-night and snacking menus abound
Traditional dayparts struggle

New off-premise opportunities will arise

What's Working?

On-demand dining drives dayparts
Figure 11: Specialty's Cafe & Bakery email, "Dinner Made Easy with Specialty’s,” September 2018

Nontraditional dayparts
Figure 12: Applebee’s email, “"Beer + 2 priced apps? Late. Night. Made.”

Snacking menus satisfy consumers anytime

What's Struggling?

Breakfast
Figure 13: McDonald’s email, “"McDelivery is in the house”

Lunch
Figure 14: Olive Garden email, "New Lunch Duo! And just $6.99 this week only!”
Figure 15: TGI Fridays email, “Grab lunch at Fridays starting at $7”

Figure 16: Chili's email, “It's been a while! Come enjoy lunch at Chili's and your drink is on us”

Dinner

What's Next?

On-site dayparts will support off-site dayparts
Alcohol to go

Catering will boost more off-premise restaurant sales

The Consumer - What You Need to Know

Younger consumers dine out for just about any occasion
Frequent daypart users prioritize unique restaurant factors

Women are more likely to seek out indulgent menu items and give into their cravings

Dining Out Occasion Frequency

Lunch and dinner are core dining out occasions, followed by breakfast
Figure 17: Dining out occasion frequency - Any, July 2018

Over two fifths of consumers dine out for dinner once a week or more
Figure 18: Dining out occasion frequency, July 2018

Consumers aged 18-34 over index for nontraditional dining occasions
Figure 19: Dining out occasion frequency - Any, by age, July 2018

iGens particularly love to snack and dine out late
Figure 20: Dining out occasion frequency - Any, by generation, July 2018

Most consumers dine out for more than three different occasions
Figure 21: Dining occasion frequency — Repertoire analysis, July 2018

Men and younger consumers drive restaurant occasion variety
Figure 22: Dining occasion frequency - Repertoire analysis, by gender and age, July 2018
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Dining Out Occasion Motivators

Social occasions drive restaurant visitation
Figure 23: Dining out occasion motivators, July 2018

Alcohol motivates more iGens than Millennials to visit restaurants
Figure 24: Alcoholic beverage occasion motivators, by generation, July 2018

Parents use restaurants to visit with family and save time
Figure 25: Dining out occasion motivators, by parental status, July 2018

More women seek indulgent dining occasions, while more men seek healthy dining occasions
Figure 26: Dining out occasion motivators, by gender, July 2018

Restaurant Factors

Service quality is more important than restaurant location or cuisine type
Figure 27: Restaurant factors - Any rank, July 2018

iGen cares the most about drink options of any generation
Figure 28: Restaurant factors — Any rank, by generation, July 2018

Restaurant location most important for those dining out for fewer occasions
Figure 29: Restaurant factors — Any rank, by repertoire analysis, July 2018

Traditional daypart diners prioritize location, service, and cuisine type
Figure 30: Restaurant factors — Any rank, by dining out occasion frequency - Any, July 2018

Eating Behaviors

Over half of consumers primarily dine out to spend time with friends and family
Figure 31: Eating behaviors, July 2018

More women say they primarily dine out to spend time with friends or family
Figure 32: Eating behaviors, by gender, July 2018

Lower-income consumers are most likely to eat small meals throughout the day and skip breakfast
Figure 33: Eating behaviors, by household income, July 2018

Alyssa eats healthier during the week and in the mornings
Figure 34: Eating behaviors, by consumer segmentation, July 2018

Food Consumption by Daypart

Bowls are nearly as flexible as sandwiches when it comes to dining out dayparts
Figure 35: Food consumption correspondence map, July 2018

Figure 36: Food consumption, by daypart, July 2018
Young male consumers overwhelmingly drive consumption of bowls
Figure 37: Food consumption — Any occasion, by gender and age, July 2018

Figure 38: Food consumption — Any occasion, by age, July 2018

Dining Out Attitudes

Only 18% of consumers have a weekday restaurant lunch routine
Figure 39: Dining out attitudes, July 2018

Women are more likely to give into their restaurant cravings
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Figure 40: Dining out attitudes, by gender, July 2018

Middle-aged consumers are the most likely to feel comfortable dining out alone and to have a weekly restaurant lunch routine
Figure 41: Dining out attitudes, by age, July 2018

Higher-income diners are least prone to give into restaurant cravings
Figure 42: Dining out attitudes, by household income, July 2018
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Data sources

Consumer survey data

Consumer qualitative research

Direct marketing creative

Mintel Food and Drink Shopper segmentation

Terms

Appendix - The Market

Restaurant Performance Index
Figure 43: National Restaurant Association restaurant current situation index by indicators, April-August 2018

Appendix - The Consumer

Figure 44: Restaurant competition, July 2018

Correspondence Analysis

Methodology
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