
This report looks at the following areas:

•• The impact of COVID-19 on eating out, with a focus on menu trends
•• Consumers’ preferences when eating out or ordering takeaway
•• How COVID-19 has forced menu creators to adapt the 4Ps of marketing
•• Consumers’ perceptions of popular menu phrases.

Despite restaurants using the term ‘plant-based’ to describe dishes that feature
highly processed ‘fake’ meats, 76% of vegetarians/vegans associate the term
‘plant-based’ with being natural, compared to 48% of all consumers.

Underlying consumer demand for out-of-home leisure experiences such as
eating out remains strong. However, COVID-19 has had a devastating effect on
the foodservice industry, with 48% of Britons spending less on dining out as of
8-16 December 2020 compared to before the pandemic. The latest national
lockdown that was announced on 4 January 2021 adds greater uncertainty for
operators and will undoubtedly result in more closures.

As consumers become increasingly frugal, promotions will be much needed to
drive usage. However, restaurants will need to achieve the right balance, as
operators adopting a heavy discounting approach will suffer the
consequences of a squeezed margin and brand value erosion.

However, COVID-19 has accelerated inevitable menu trends and there are
clear opportunities for operators to benefit from changes brought on by the
pandemic that will become new ways of eating out. For example, with so many
people’s travel plans for the most part of 2020 being curtailed in response to
the pandemic, 45% of consumers have expressed an interest in foods featuring
flavours from around the world. Traditional/mainstream restaurants should
develop more ethnic-inspired dishes to appeal to consumers’ evolving
tastebuds.
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“With so many people’s travel
plans being curtailed as a
result of the pandemic,
consumers now seek to
experience global flavours
that give them a sense of
being away.”
- Trish Caddy, Senior
Foodservice Analyst – 18
January 2021
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• Impact of COVID-19 on foodservice
Figure 1: Expected impact of COVID-19 on foodservice in
short, medium and long-term, 18 January 2020

• The market
• Promotions much needed to drive usage
• Impact of obesity strategy on menu trends
• Brexit’s impact on menu prices and use of British produce

Figure 2: Food attitudes, February 2019 – September 2020
• Companies and brands
• COVID-19 has forced menu creators to adapt the four Ps of

marketing
• The consumer
• COVID-19 a boon for takeaways

Figure 3: Changes in eating out spending habits, 8 - 16
December 2020

• Takeaway now just as popular as eating in
Figure 4: Eating out participation, October 2020

• Rise of flexitarianism among under-35s
Figure 5: Dietary preferences, by age group, October 2020

• Parents driving takeaway
Figure 6: Popular meal times for eating in/ordering
takeaway, October 2020

• COVID-19 accelerates global flavours
Figure 7: Attributes of an ideal restaurant/takeaway menu,
October 2020

• Hallmarks of quality
Figure 8: Eating out behaviours, October 2020

• Plant-based is perceived as natural
Figure 9: Perceptions of menus – Correspondence Analysis,
October 2020
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• A taste of the world
• Comfort and indulgence
• Health and wellness

• Impact of Brexit on menu prices
• Promotions needed to drive usage
• Obesity strategy’s impact on menus
• Flexitarianism is here to stay

• The UK is a nation of meat eaters …
Figure 10: Purchased quantities of food and drink eaten out in
the UK, 2002-19

• … but they are cutting back on meat consumption
Figure 11: Food attitude towards red meat, by gender and
location, September 2020

• Impact of obesity strategy on menu trends
Figure 12: Food attitude towards calorie counting, by age,
September 2020

• Promotions needed to drive usage
Figure 13: Leisure activity promotions, by age, October 2020

• Impact of Brexit on menu trends
• Menu prices
• Supply chains

Figure 14: Food attitudes, February 2019 – September 2020

• COVID-19 has forced menu creators to adapt the 4Ps of
marketing

• Product
• Place
• Price
• Promotion

• COVID-19 has forced menu creators to adapt the 4Ps of
marketing

• Product
• Taste the world
• Celebration cakes
• Place
• Instagram Live

ISSUES AND INSIGHTS

THE MARKET – KEY TAKEAWAYS

MARKET DRIVERS

COMPANIES AND BRANDS – KEY TAKEAWAYS

LAUNCH ACTIVITY AND INNOVATION
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• Special Delivery
• Price
• Loss leader pricing
• Subscription for discounts
• Promotion
• WFH meal occasions
• Value-added deals
• A special occasion

• COVID-19 a boon for takeaways
• Takeaway now just as popular as eating in
• Flexitarianism among under-35s
• Parents driving takeaway
• Interest in global flavours
• Celebrating special occasions
• Plant-based viewed as natural

• COVID-19 a boon for takeaways
Figure 15: Changes in eating out spending habits, 8 - 16
December 2020

• Flavours with a sense of being away
Figure 16: Trends in booking a holiday, January 2020 -
January 2021

• Takeaway now just as popular as eating in
Figure 17: Eating out participation, October 2020

• More than 9 in 10 consumers eat meat …
• … but the majority are either cutting back or looking to

reduce/limit their consumption
Figure 18: Dietary preferences, by age groups, October 2020

• Rise of flexitarianism among under-35s

• Dinner most popular takeaway meal
Figure 19: Popular meal times for eating in/ordering
takeaway, October 2020

• Parents driving takeaway

THE CONSUMER – KEY TAKEAWAYS

IMPACT OF COVID-19 ON CONSUMER BEHAVIOUR

EATING OUT PARTICIPATION

DIETARY PREFERENCES

POPULAR MEAL TIMES
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• COVID-19 accelerates global flavours
Figure 20: Attributes of an ideal restaurant/takeaway menu,
October 2020

• Over-65s lead British farm produce
• Snacks at forefront of innovation

Figure 21: Attributes of an ideal restaurant/takeaway menu,
by popular meal times for any eaten in/ordered takeaway,
October 2020

• Getting safety right
Figure 22: Eating out behaviours, October 2020

• Hallmarks of quality
• Sustainability
• Balanced eating
• Premiumisation
• Affordability
• Experience matters
• Less is more …
• … as long as it’s inspired
• Big opportunity to aid health intentions – CHAID analysis

Figure 23: Menu Trends – CHAID – Tree output, October 2020

• Local produce perceived to be high quality
Figure 24: Perceptions of menus – Correspondence Analysis,
October 2020

• All-you-can-eat meals an indulgent, but unhealthy treat
Figure 25: Perceptions of menus, October 2020

• Sharing plates to excite the palate
• Low calorie aligns with lighter fare

Figure 26: Perceptions of menus, by dietary preferences,
October 2020

• Plant-based is perceived as natural

• Abbreviations
• Consumer research methodology
• Correspondence analysis methodology
• CHAID methodology

Figure 27: Menu Trends – CHAID – Table output, October
2020

IDEAL MENU

EATING OUT BEHAVIOURS

PERCEPTIONS OF MENUS

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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