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“Lunch out of home continues to be a bright spot in the
eating out market. However, lunch operators have to work

on their value proposition as more people show a
pragmatic approach to spending. Getting good value is not
all about paying a low price. Brands that provide a range of

indulgent options that are still relatively healthy will be
viewed as offering good value for money.”

– Trish Caddy, Senior Foodservice Analyst

This report looks at the following areas:

• The popularity of supermarket meal deals
• Healthy behaviours of non-meat eaters and Flexitarians
• Scope for promotions before payday

Greater availability of more hot food for takeaway, as well as affordable lunch deals across the board,
have impacted on fast food outlets and pubs/bars, both of which lost lunch visitors in 2019.

While lunch is by far the most popular out-of-home meal occasion, the category has started to face
intense competition from other mealtimes, notably brunch, which is the fastest-growing mealtime in
terms of out-of-home participation.

Lunch operators have to work on their value proposition as more people show a pragmatic approach to
spending. However, getting good value is not all about paying a low price. Brands that provide a range
of indulgent options that are still relatively healthy will be viewed as offering good value for money.
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Figure 11: Examples of meal deal flyers, by a restaurant (left) and sandwich/bakery shop (right)
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Figure 19: Types of occasion, by days of the week usage, April 2019
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Correspondence analysis methodology
Figure 33: Attitudes towards lunch out of home – Correspondence analysis, June 2019
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