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“The Chinese full service restaurant market will see low but
stable growth over the five years to 2019. The rise of an
experiential consumption culture exemplifies Chinese
consumers’ eagerness to chase a lifestyle-driven
experience, which can potentially outweigh the effects of
anti-extravagance campaigns and the fierce challenge from
fast casual operators.”

— Esther Lau, Research Analyst

This report looks at the following areas:

BUY THIS
= What are the key trends and innovations in the Chinese full service restaurant industry? REPORT NOW
= What are the common traits of evolving Chinese diners?
How can full service restaurant operators customise through specific occasions and
value-added services for different types of diners? VISIT:
= How can foodservice operators, both domestic and foreign, optimise online and offline store. minte| .com
channels to create a competitive advantage?
Finding synergies with other services to drive visibility and storytelling are both growing in the full CALL
service restaurant sector. Knowing the distinct behaviour of Chinese diners based on their demographic EMEA

profile is more important than ever to achieve the greatest service diversification, particularly in the +44 (0) 20 7606 4533
current fragmented market structure.
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