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This report looks at the following areas:

e The impact of the cost-of-living crisis on the lunch out-of-home
(foodservice) market, including consumers’ preference to eat packed
lunch.

* How the current COVID-19 recovery phase will shape lunch out of home in
future, including workplace catering.

* Lunch out-of-home participation and venues used for takeaways in the last
12 months.

» Factors that influence consumers’ decision-making when eating/ordering
lunch out of home.

» Consumers’ attitudes towards lunch out-of-home service channels,
including click-and-collect and drive-through.

64% of consumers would prefer to bring a packed lunch to eat out of home
than buy lunch from a food outlet/restaurant. This stems from the cost-of-living
crisis that is putting pressure on consumers’ willingness and ability to purchase
ready-made lunches from foodservice establishments, resulting in them
favouring lower-cost alternatives.

Lunchtime foodservice operators’ margins have been squeezed more than ever
before having felt the brunt of the pandemic, Brexit, VAT returning to 20% from 1
April 2022 and now unprecedented increases in fuel/energy and ingredient
costs. This has resulted in a significant increase in prices, even at the budget
end of the market with the likes of Greggs and McDonald's already raising
prices of some items more than once this year.

Stay-aft-home mandates have encouraged people fo spend time developing
food preparation/cooking skills, and many will continue with this beyond the
pandemic. With 47% of at-home lunch consumers eating lunchtime meals made
completely from scratch, followed by 41% eating leftovers for lunch (see Mintel
Report Attitudes towards Lunch at Home — UK, 2022), the lunch out-of-home
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“Due to the squeeze on
lunchtime foodservice
operators’ margins and
people spending less money
on out-of-home lunches, a
strong value proposition
becomes ever more important
to ensure that lunchtime
foodservice operators are
able to justify their menu
prices, especially if they are
passing on rising food costs to
customers.”

— Trish Caddy, Senior
Foodservice Analyst
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market must also contend with Britons’ preference towards eating lunch at
home.

A strong value proposition becomes ever more important to ensure that
lunchtime foodservice operators are able to justify their menu prices, especially
if they are passing on rising food costs to customers. Instead of simply raising
menu prices across the board, lunchtime foodservice operators should remain
competitive on core items that are price-sensitive for consumers and pass on
most of their cost increases through non-core items, such as time-limited offers.
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= Asda to launch ‘mini’ stores with Greggs and Subway

* Boparan casualises restaurant brands for food hall format
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