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“ “Full service restaurants face many obstacles preventing
traffic which will need to be rectified in order to boost
sales. . In response, operators can expand dayparts and
item formats; undergo renovations and reimaging; utilize
deals, discounting, and portioning; and offer better-for-you
options focusing on a variety categories.”

— Bethany Wall, Foodservice Analyst

This report looks at the following areas:
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< What are the most effective strategies for full service menus?
< How can sit-downs compete with low-priced dining options?
= Should restaurants be providing healthy options to attract consumers?
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Full service restaurants’ largest threat is trade-down behavior. While they are differentiated from their
limited service counterparts due to service, many consumers opt to serve themselves in order to save
money. This shift is primarily due to lower levels of disposable income, as well as a shift in consumption
remaining after the recession.
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Some guests are trading down to other concepts within the full service category, while others are

trading down to fast casual concepts or cooking at home instead. This is a reflection of the shift in
consumer needs and behaviors, with many consumers seeking upscale items with a less formal dining
experience at moderate prices. Further, more and more consumers are looking for snacking and on-
the-go options.

Each full service segment has responded to these threats in a different manner. Family midscale
concepts have raised the bar when it comes to upscale and better-for-you offerings, while maintaining
it's a value price point and service. Casual dining restaurants have increased store hours, expanded
their menus, and created lunch promotions that align with fast casuals. They have also created to-go
areas, as well as fast casual spin-off concepts. Fine dining restaurants are moving away from prix fixe
menus and focusing on happy hour with small plates and cocktails to provide a reduced-priced dining
experience. Many full service restaurants have undergone rebranding and restaurant renovation.
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Figure 42: Full service restaurant changes in behavior — more, by gender, February 2014
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Figure 45: Agreement with full service restaurant attitudes, by gender, February 2014

Consumer Data — By Generation

Key points

Younger Millennials eat orders at home and like reward points programs
Older Millennials are heavy users, tech savvy, and seek authentic items
Baby Boomers are more likely to order carryout over the phone

Older consumers have set behavior and want signature items

Consumer tables by generation
Figure 46: Full service restaurant usage, by generations, February 2014

Figure 47: Full service restaurant consumption place, by generations, February 2014
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Figure 50: Full service restaurant deals, by generations, February 2014
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Consumer Data — By Income

Key points

Lower-income consumers have low usage and seek affordable options
Middle-income consumers are least likely to find variety important

The affluent are heavy users, dine-in, use technology, and focus on health
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Figure 58: Full service restaurant drivers, by household income, February 2014

Figure 59: Agreement with full service restaurant attitudes, by household income, February 2014

Consumer Data — By Race and Hispanic Origin

Key points

Whites are more likely to dine in and choose brands because of gift cards
Blacks are least likely to be influenced by daily special pricing

Asians are health conscious and interested in authentic ethnic cuisine
Hispanics use carryout and seek authenticity, health, and portion sizes

Consumer tables by race and Hispanic origin
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Figure 60: Full service restaurant usage, by race/Hispanic origin, February 2014

Figure 61: Full service restaurant consumption place, by race/Hispanic origin, February 2014

Figure 62: Full service restaurant ordering method, by race/Hispanic origin, February 2014

Figure 63: Full service restaurant changes in behavior — more, by race/Hispanic origin, February 2014
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Consumer Data — By Region

Key points

Midwesterners are unforgiving to brands and avoid using technology
Northeasterners use fine dining and are less likely to be price sensitive
Southerners are less likely to place carry-out orders over the phone
Westerners are increasing usage of FSRs but are also trading down

Consumer tables by region
Figure 67: Full service restaurant usage, by region, February 2014

Figure 68: Full service restaurant consumption place, by region, February 2014

Figure 69: Full service restaurant ordering method, by region, February 2014

Figure 70: Full service restaurant changes in behavior — more, by region, February 2014
Figure 71: Full service restaurant deals, by region, February 2014

Figure 72: Full service restaurant drivers, by region, February 2014

Figure 73: Agreement with full service restaurant attitudes, by region, February 2014

Consumer Data — By Area

Key points

Urban consumers use tech and are interested in portability and health
Suburban consumers are less price sensitive and want high-quality items
Rural consumers dine-in and prefer more traditional offerings

Consumer tables by area
Figure 74: Full service restaurant usage, by area, February 2014

Figure 75: Full service restaurant consumption place, by area, February 2014

Figure 76: Full service restaurant ordering method, by area, February 2014

Figure 77: Full service restaurant changes in behavior — more, by area, February 2014
Figure 78: Full service restaurant deals, by area, February 2014

Figure 79: Full service restaurant drivers, by area, February 2014

Figure 80: Agreement with full service restaurant attitudes, by area, February 2014

Consumer Data — By Parents

Key points
Parents are the most demanding, but also the heaviest restaurant users

Parents with toddlers don’t find portion size or customizability important
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Parents with children are more likely to order carryout online or via mobile
Parents with teenagers call in orders and have increased usage of deals
Parents with adult children don’t use tech and prefer premium menu items

Consumer tables by parents
Figure 81: Full service restaurant usage, by parents with children in household, February 2014

Figure 82: Full service restaurant consumption place, by parents with children in household, February 2014

Figure 83: Full service restaurant ordering method, by parents with children in household, February 2014

Figure 84: Full service restaurant changes in behavior — more, by parents with children in household, February 2014
Figure 85: Full service restaurant deals, by parents with children in household, February 2014

Figure 86: Full service restaurant drivers, by parents with children in household, February 2014

Figure 87: Agreement with full service restaurant attitudes, by parents with children in household, February 2014

Appendix — Social Media — Full-service Restaurants

Brand usage or awareness
Figure 88: Brand usage or awareness, February 2014

Figure 89: Denny’s usage or awareness, by demographics, February 2014

Figure 90: Golden Corral usage or awareness, by demographics, February 2014
Figure 91: Olive Garden usage or awareness, by demographics, February 2014
Figure 92: P.F. Chang’s usage or awareness, by demographics, February 2014
Figure 93: Chuck E. Cheese usage or awareness, by demographics, February 2014

Figure 94: The Capital Grille usage or awareness, by demographics, February 2014

Interaction with full-service restaurants
Figure 95: Activities done, February 2014

Figure 96: Denny’s — Activities done — | have looked up/talked about this brand online on social media, by demographics, February
2014

Figure 97: Denny’s — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 98: Denny’s — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 99: Denny’s — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 100: Golden Corral — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014

Figure 101: Golden Corral — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 102: Golden Corral — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 103: Golden Corral — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 104: Olive Garden — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014

Figure 105: Olive Garden — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 106: Olive Garden — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 107: Olive Garden — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 108: P.F. Chang's — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014

Figure 109: P.F. Chang's — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
February 2014

Figure 110: P.F. Chang's — Activities done — | follow/like the brand on social media because, by demographics, February 2014

Figure 111: P.F. Chang's — Activities done — | have researched the brand on social media to, by demographics, February 2014

Figure 112: Chuck E. Cheese — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014
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Figure 113: Chuck E. Cheese — Activities done — | have contacted/interacted with the brand online on social media to, by
demographics, February 2014
Figure 114: Chuck E. Cheese — Activities done — | follow/like the brand on social media because, by demographics, February 2014
Figure 115: Chuck E. Cheese — Activities done — | have researched the brand on social media to, by demographics, February 2014
Figure 116: The Capital Grille — Activities done — | have looked up/talked about this brand online on social media, by demographics,
February 2014
Figure 117: The Capital Grille — Activities done — | have contacted/interacted with the brand online on social media to, by
demoaraphics, February 2014
Figure 118: The Capital Grille — Activities done — | follow/like the brand on social media because, by demographics, February 2014
Figure 119: The Capital Grille — Activities done — | have researched the brand on social media to, by demographics, February 2014
Key social media metrics
Figure 120: Social media metrics—Denny’s, March 2014
Figure 121: Social media metrics—Olive Garden, March 2014
Figure 122: Social media metrics—Chuck E. Cheese, March 2014
Figure 123: Social media metrics—Golden Corral, March 2014
Figure 124: Social media metrics—P.F. Chang’s, March 2014
Figure 125: Social media metrics—The Capital Grille, March 2014
Online conversations
Figure 126: Online mentions for selected full-service restaurants, by month, Apr. 1, 2013-March 31, 2014
Figure 127: Online mentions for selected full-service restaurants, by page type, Apr. 1, 2013-March 31, 2014

Figure 128: Topics of conversation around selected restaurants, Apr. 1, 2013-March 31, 2014

Appendix — Additional Tables

Consumer tables by family midscale
Figure 129: Full service restaurant usage, by family midscale types, February 2014

Figure 130: Full service restaurant consumption place, by family midscale types, February 2014

Figure 131: Full service restaurant ordering method, by family midscale types, February 2014

Figure 132: restaurant changes in behavior — more, by family midscale types, February 2014

Figure 133: Full service restaurant deals, by family midscale types, February 2014

Figure 134: Full service restaurant drivers, by family midscale types, February 2014

Figure 135: Agreement with full service restaurant attitudes, by family midscale types, February 2014
Consumer tables by casual dining

Figure 136: Full service restaurant usage, by casual dining types, February 2014

Figure 137: Full service restaurant usage, by casual dining types, February 2014

Figure 138: Full service restaurant consumption place, by casual dining types, February 2014

Figure 139: Full service restaurant consumption place, by casual dining types, February 2014

Figure 140: Full service restaurant ordering method, by casual dining types, February 2014

Figure 141: Full service restaurant ordering method, by casual dining types, February 2014

Figure 142: Full service restaurant changes in behavior — more, by casual dining types, February 2014

Figure 143: Full service restaurant changes in behavior — more, by casual dining types, February 2014

Figure 144: Full service restaurant deals, by casual dining types, February 2014

Figure 145: Full service restaurant deals, by casual dining types, February 2014

Figure 146: Full service restaurant drivers, by casual dining types, February 2014
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Figure 147: Full service restaurant drivers, by casual dining types, February 2014

Figure 148: Agreement with full service restaurant attitudes, by casual dining types, February 2014

Figure 149: Agreement with full service restaurant attitudes, by casual dining types, February 2014
Consumer tables by daypart

Figure 150: Full service restaurant usage, by daypart, February 2014

Figure 151: Full service restaurant consumption place, by daypart, February 2014

Figure 152: Full service restaurant ordering method, by daypart, February 2014

Figure 153: Full service restaurant changes in behavior — more, by daypart, February 2014

Figure 154: Full service restaurant deals, by daypart, February 2014

Figure 155: Full service restaurant drivers, by daypart, February 2014

Figure 156: Agreement with full service restaurant attitudes, by daypart, February 2014
Consumer tables by consumption place

Figure 157: Full service restaurant usage, by consumption place, February 2014

Figure 158: Full service restaurant consumption place, by consumption place, February 2014

Figure 159: Full service restaurant ordering method, by consumption place, February 2014

Figure 160: Full service restaurant changes in behavior — more, by consumption place, February 2014

Figure 161: Full service restaurant deals, by consumption place, February 2014

Figure 162: Full service restaurant drivers, by consumption place, February 2014

Figure 163: Agreement with full service restaurant attitudes, by consumption place, February 2014

Appendix — Trade Associations
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