The COVID-19 Impact on Foodservice: Operation Recovery - US - August 2020
The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Report Price: £3254.83 | $4395.00 | €3662.99

“The COVID-19 public health and economic crisis is
creating unprecedented revenue loss for restaurants of all
types, although FSRs with a dine-in focus have been the
hardest hit.”
– Jill Failla, Senior Foodservice Analyst

This report looks at the following areas:
•
•
•
•

The impact of COVID-19 on consumer behavior and dining out
The recessionary impact on dining out
Consumers’ key barriers to dining out during the pandemic
How operators can make consumers feel better about dining out

The restaurant industry faces a steep uphill climb to recovery, as most consumers still do not feel
comfortable dining inside restaurants in the latter half of 2020. Operators must make major creative
pivots to meet consumers’ drastically different needs during the pandemic, including improving safety
measures for dine-in service, investing in takeout and delivery services and even selling products that
aren’t traditionally on the menu, such as meal kits and masks. The recession will further hinder
restaurant recovery, as consumers seek value-driven meal options.
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Restaurant Dine-In Intentions
Most consumers who haven’t dined at a restaurant yet don’t plan to do so very soon
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There are roughly equal proportions of Dining Enthusiasts and Cautious Diners
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Younger consumers will return to dining before older consumers
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Black consumers are the least likely to hurry back to dining in
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Lower-income consumers least likely to plan on dining in at restaurants
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Dine-In Barriers
Communal seating and self-serve food buffets will have to wait
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Women are particularly wary of self-serve amenities
Figure 33: Dine-in barriers, by gender, July 2020
Gen Z are not as concerned about traditional dine-in amenities
Figure 34: Dine-in barriers, by generation, July 2020
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Dine-In Motivators
Social distancing and masks will need to be the norm throughout recovery
Figure 36: Dine-in motivators, July 2020
Four fifths of consumers would feel safer at restaurants with social distancing, hand sanitizer stations and servers wearing masks
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Figure 37: Dine-in motivators – TURF analysis, July 2020
Women want to see more safety measures in place
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Gen Z doesn’t prioritize safety measures as much as other generations
Figure 39: Dine-in motivators, by generation, July 2020
Asian consumers drive demand for many safety measures
Figure 40: Dine-in motivators, by race and Hispanic origin, July 2020

Dine-In Behaviors
Many consumers feel comfortable wearing a mask while dining
Figure 41: Dine-in behaviors, July 2020
Figure 42: Spending priorities during pandemic, ordering restaurant food (takeout or delivery), by dining segmentation, July 2020
Gen Z and Gen X are least comfortable wearing masks while dining
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Higher-income consumers are most comfortable with contactless payment, contact tracing
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Dads’ behaviors reflect the most concern about catching COVID-19 at restaurants
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Urban dwellers are most likely to only order food to-go when there’s a vaccine
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Dine-In Occasion Interest
Consumers think family meals are the most worthwhile for dining in
Figure 47: Dine-in occasion interest, July 2020
18-44 year olds drive dining occasion variety, especially during the pandemic
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White consumers are most interested in dine-in dinner service
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Higher-income consumers are most interested in dining at restaurants for a variety of occasions
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Restaurant Attitudes Regarding COVID-19
Contactless pickup and delivery is extremely popular
Figure 51: Restaurant attitudes regarding COVID-19 – NETs, July 2020
Many men say restaurants should raise prices to cover COVID-19 costs
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Millennials place most trust in restaurants keeping them safe, reducing COVID-19 risk
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Black and Asian consumers are the least trusting of restaurant safety during COVID-19
Figure 55: Restaurant attitudes regarding COVID-19 – NET agreement, by race and Hispanic origin, July 2020
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Urban dwellers’ cooking skills have seen the most improvement
Figure 56: Restaurant attitudes regarding COVID-19 – NET agreement, by area, July 2020
Northeasterners want restaurants to continue selling groceries
Figure 57: Restaurant attitudes regarding COVID-19 – NET agreement, by region, July 2020
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