
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

“There exists great potential for limited service restaurants
to ramp up breakfast sales by understanding consumer

needs and adapting their offerings. Operators can expand
their breakfast hours as well as retool menu items to

include BFY, portable, and innovative offerings.
Additionally, operators must work to provide consumers

with non-menu benefits that fit their lifestyles.”
– Bethany Wall, Foodservice Analyst

This report looks at the following areas:

• Operational: Beyond menu offerings, how can operators attract patrons?
• Innovation: How can operators stay ahead of the curve for breakfast?
• Expansion: How has breakfast shifted in terms of daypart and offerings?
• Health: Can operators meet the varying nutritional demands of consumers?

Limited service restaurants are increasing their breakfast offerings in order to drive sales. The past
couple of years were focused more on weekday sales to capture consumers on their way to work since
family midscale concepts typically dominate weekend sales. However, over the past year, limited
service restaurants are now expanding breakfast menus into late night to boost weekend sales.
Concepts are also focusing on item expansion to build excitement around this daypart. This includes
new flavors, ethnic items, innovative new items, functional offerings, and launching breakfast menus
altogether. This report looks at both weekday and weekend breakfast consumption at limited service
restaurants.

This report builds on the analysis presented in Mintel’s Breakfast Restaurant Trends—US, January
2013, as well as the February 2012, February 2011, and February 2010 reports of the same title.

The report focuses on weekday breakfast trends at restaurants by analyzing Mintel’s Menu Insights
database as well as consumer survey analysis revealing behavior and attitudes toward the segment.
The market size and forecast as well as Menu Insights data are for limited service restaurants,
including both weekday and weekend offerings.

For the Consumer Expenditure Survey, the Bureau of Labor Statistics defines fast food venues as
restaurants and other venues at which the food is paid for prior to being served/consumed. The
following types of venues are included: fast food, takeout, delivery, concession stands, buffet,
cafeteria; vending machines and mobile vendors; and employer and school cafeterias (excluding food
plan/boarding at college). Expenditures for food away from home while on out-of-town trips are
excluded because there is not sufficient detail to determine venue or type of meal.
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Figure 107: Attitudes and behaviors for breakfast at limited service restaurants—Weekdays, by region, October 2013
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Consumer data: By parents
Figure 109: Order method for breakfast at limited service restaurants—Weekday of LSR, by parents with children in household,
October 2013
Figure 110: Order method for breakfast at limited service restaurants—Weekend of LSR, by parents with children in household,
October 2013
Figure 111: Place of consumption for breakfast from limited service restaurants—Weekday, by parents with children in household,
October 2013
Figure 112: Place of consumption for breakfast from limited service restaurants—Weekend, by parents with children in household,
October 2013
Figure 113: Changes in behavior for breakfast at limited service restaurants—More—Weekday, by parents with children in household,
October 2013
Figure 114: Changes in behavior for breakfast at limited service restaurants—More—Weekend, by parents with children in household,
October 2013
Figure 115: Usage drivers for breakfast at limited service restaurants—Weekdays, by parents with children in household, October 2013

Figure 116: Usage drivers for breakfast at limited service restaurants—Weekends, by parents with children in household, October 2013

Figure 117: Attitudes and behaviors for breakfast at limited service restaurants—Weekdays, by parents with children in household,
October 2013
Figure 118: Attitudes and behaviors for breakfast at limited service restaurants—Weekends, by parents with children in household,
October 2013

Health and lifestyle
Figure 119: American adults by weight category as determined by body mass index (BMI), 2008-October 28, 2013

Childhood and teen obesity—highest in decades
Figure 120: Prevalence of obesity among children and adolescents aged 2-19, 1971-2010

Consumer confidence
Figure 121: University of Michigan’s index of consumer sentiment (ICS), 2007-13

Unemployment
Figure 122: US Unemployment Rate, by month, 2002-13

Figure 123: US unemployment and underemployment rates, 2007-13

Figure 124: Number of employed civilians in US, in thousands, 2007-13

Racial, ethnic population growth
Figure 125: US population by race and Hispanic origin, 2009, 2014, and 2019

Figure 126: Households with children, by race and Hispanic origin of householder, 2013

Shifting US demographics
Figure 127: US population, by age, 2009-19

Figure 128: US households, by presence of own children, 2003-13

Appendix—Market Drivers

Appendix—Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

Breakfast Restaurant Trends - US - January 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/679966/
mailto:oxygen@mintel.com

	Breakfast Restaurant Trends - US - January 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Applications
	Market Size and Forecast
	Market Drivers
	Innovations and Innovators—Menu Items
	Innovations and Innovators: Operational
	Competitive Context
	Marketing Strategies
	Menu Analysis—Breakfast Food Items
	Consumer Data—Overview
	Consumer Data—By Gender
	Consumer Data—By Age
	Consumer Data—By Income
	Consumer Data—By Hispanic Origin
	Consumer Data—By Region
	Consumer Data—By Parents
	Appendix—Additional Tables
	Appendix—Market Drivers
	Appendix—Trade Associations



