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“Millennials offer an opportunity for restaurants to cater to
their unique tastes and desires, as this group is more likely

to drink at restaurants than are other generations.
Operators that offer distinct drinks such as specialty

cocktails and restaurants’ own brand of alcohol can help
create the quality dining experience this group desires.”

– Julia Gallo-Torres, Senior Analyst, Foodservice

This report looks at the following areas:

• How can restaurants draw Millennials?
• How should restaurants appeal to at-home drinkers?
• Can LSRs compete with FSRs for share of alcohol spending?

On-premise alcohol sales increased in 2014, and are forecast to grow moderately between 2014 and
2019. Improving economic conditions are prompting more consumers to spend on dining out, although
some remain cautious about pricing and are likely to be motivated to order alcohol by drink specials.
Premiumization across alcohol categories is driving sales, as many consumers gravitate toward
specialty cocktails, signature drinks, restaurant brand beer/wine/spirits, and ultra-premium spirits.
Millennials are a key demographic for restaurants as they tend to dine out frequently and desire a
quality dining experience.
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Drinking at home means less opportunity for restaurants
Figure 25: Where alcohol is purchased and/or consumed, February 2015

Figure 26: Where alcohol is purchased and/or consumed, February 2015

Figure 27: Where alcohol is purchased and/or consumed, February 2015 (continued)

Figure 28: Average (mean) spend on alcohol (percentage of total check), February 2015

Special occasions drive purchase; happy hours likely to attract guests
Figure 29: Drivers to order alcoholic beverages at restaurants, February 2015

Price is the primary barrier to ordering alcohol
Figure 30: Barriers to order alcoholic beverages at restaurants, February 2015

Guests look for locally made, wider flight varieties, food pairings
Figure 31: Top five desires on alcoholic drink menus (top five rank), February 2015

Consumers are looking for unique dining experiences
Figure 32: Attitudes about alcoholic beverages at restaurants, February 2015
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Men more apt than women to be high weekly drinkers, especially beer/wine
Figure 33: Average weekly consumption of alcohol by high, medium, or low, by gender, February 2015

Figure 34: Where alcohol is purchased and/or consumed, by gender, February 2015

Figure 35: Where alcohol is purchased and/or consumed, by gender, February 2015 (continued)

Men more driven by favorite brands, craft beers; women likely to order at special occasions
Figure 36: Drivers to order alcoholic beverages at restaurants, by gender, February 2015

Figure 37: Drivers to order alcoholic beverages at restaurants, by gender, February 2015 (continued)

Men want to see wider variety; women desire lower ABV, specialty drinks
Figure 38: Top five desires on alcoholic drink menus – Top five rank, by gender, February 2015
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Millennials most apt to be high weekly drinkers
Figure 39: Average weekly consumption of alcohol by high, medium, or low, by generations, February 2015

Figure 40: Where alcohol is purchased and/or consumed, by generations, February 2015

Figure 41: Where alcohol is purchased and/or consumed, by generations, February 2015 (continued)

Millennials will spend more on alcohol than other generations
Figure 42: Average (mean) spend on alcohol, by generations, February 2015

Drink specials, restaurant brand alcohol appeals to Millennials
Figure 43: Drivers to order alcoholic beverages at restaurants, by generations, February 2015

Figure 44: Drivers to order alcoholic beverages at restaurants, by generations, February 2015 (continued)

Unique offerings most desired by Millennials
Figure 45: Top five desires on alcoholic drink menus – Top five rank, by generations, February 2015

Figure 46: Top five desires on alcoholic drink menus – Top five rank, by generations, February 2015 (continued)

Millennials very invested in alcohol at restaurants

The Consumer – By Gender

The Consumer – By Generations
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Figure 47: Attitudes toward on-premise alcohol, by generations, February 2015

Figure 48: Attitudes toward on-premise alcohol, by generations, February 2015 (continued)

Key points

High weekly alcohol consumption increases with household income
Figure 49: Average weekly consumption of alcohol by high, medium, or low, by household income, February 2015

Figure 50: Where alcohol is purchased and/or consumed, by household income, February 2015

Figure 51: Where alcohol is purchased and/or consumed, by household income, February 2015 (continued)

Key points

Presence of children often means high alcohol consumption
Figure 52: Average weekly consumption of alcohol by high, medium, or low, by presence of children in household, February 2015

Figure 53: Where alcohol is purchased and/or consumed, by presence of children in household, February 2015

Figure 54: Where alcohol is purchased and/or consumed, by presence of children in household, February 2015 (continued)

Households with children spend more on alcohol when dining out
Figure 55: Average (mean) spend on alcohol, by presence of children in household, February 2015

Households without children more apt to drink at restaurants for special occasions
Figure 56: Drivers to order alcoholic beverages at restaurants, by presence of children in household, February 2015

Figure 57: Drivers to order alcoholic beverages at restaurants, by presence of children in household, February 2015 (continued)

Parents likely to limit drinking when dining out with kids
Figure 58: Barriers to order alcoholic beverages at restaurants, by presence of children in household, February 2015

Low ABV a potential selling point for parents
Figure 59: Top five desires on alcoholic drink menus – Top five rank, by presence of children in household, February 2015

Figure 60: Top five desires on alcoholic drink menus – Top five rank, by presence of children in household, February 2015 (continued)

Parents tend to drink when dining out with friends more than with family
Figure 61: Attitudes toward on-premise alcohol, by presence of children in household, February 2015

Figure 62: Attitudes toward on-premise alcohol, by presence of children in household, February 2015 (continued)

Key points

Hispanics drink more at restaurants than non-Hispanics
Figure 63: Average weekly consumption of alcohol by high, medium, or low, by race/Hispanic origin, February 2015

Figure 64: Where alcohol is purchased and/or consumed, by race/Hispanic origin, February 2015

Figure 65: Where alcohol is purchased and/or consumed, by race/Hispanic origin, February 2015 (continued)

Late night drink specials, restaurant brand alcohol drive sales to Hispanics
Figure 66: Drivers to order alcoholic beverages at restaurants, by race/Hispanic origin, February 2015

Unique brands and styles appeal to Hispanic drinkers
Figure 67: Top five desires on alcoholic drink menus – Top five rank, by race/Hispanic origin, February 2015

Figure 68: Top five desires on alcoholic drink menus – Top five rank, by race/Hispanic origin, February 2015 (continued)

The Consumer – By Household Income

The Consumer – By Presence of Children in Household

The Consumer – Race/Hispanic Origin
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Value offerings likely to attract Hispanics
Figure 69: Attitudes toward on-premise alcohol, by race/Hispanic origin, February 2015

Figure 70: Attitudes toward on-premise alcohol, by race/Hispanic origin, February 2015 (continued)

Council for Responsible Nutrition

Food Marketing Institute (FMI)

International Food Information Council (IFIC)

International Food Service Executives Association (IFSEA)

International Foodservice Distributors Association (IFDA)

International Foodservice Manufacturers Association (IFMA)

International Franchise Association (IFA)

National Council of Chain Restaurants (NCCR)

National Restaurant Association (NRA)

Appendix – Trade Associations
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