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2016 for FSRs (full service restaurants) was characterized
by rising prices, same-store traffic decreases, competition
from LSRs (limited service restaurants), and the
bankruptcy of some high-profile restaurant groups.

This report looks at the following areas:
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REPORT NOW

e Consumers are visiting FSRs less often
e Falling retail prices are hurting FSR sales
e Deals may not be the ideal solution
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store.mintel.com

Despite these challenges, FSRs continue to shape what and even how consumers eat. The future may
not be clear for many large FSR chains; however, focusing on the basics, such as great food and great

service, and making meaningful changes, such as implementing a loyalty program, may help turn
around declining or stagnant sales.
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Men are outspending women at FSRs
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Millennial experimentation may be hurting same-store traffic
Figure 28: Behavior changes at FSRs, more and less, by generation, October 2016

Reasons for Visiting FSRs Less

Price, not experience deters FSR visitation
Figure 29: Reasons for visiting FSRs less compared to one year ago, October 2016
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Women are visiting all restaurants less often
Figure 30: Reasons for visiting FSRs less compared to one year ago, by gender, October 2016

LSRs are attracting younger consumers
Figure 31: Reasons for visiting FSRs less compared to one year ago, by age, October 2016

Middle and lower income consumers are dropping out of the market
Figure 32: Reasons for visiting FSRs less compared to one year ago, by HH incomes, October 2016
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Buffalo Wild Wings

Figure 39: General demographic statistics, Buffalo Wild Wings Customers

Figure 40: Demographic breakdown, index against FSR visitors, Buffalo Wild Wings Customers
Cheesecake Factory

Figure 41: General demographic statistics, Cheesecake Factory Customers

Figure 42: Demographic breakdown, index against FSR visitors, Cheesecake Factory Customers
Chili's

Figure 43: General demographic statistics, Chili’'s customers

Figure 44: Demographic breakdown, index against FSR visitors, Chili’s customers
Cracker Barrel

Figure 45: General demographic statistics, Cracker Barrel customers

Figure 46: Demographic Breakdown, index against FSR visitors, Cracker Barrel customers
Denny’s

Figure 47: General demographic statistics, Denny’s customers

Figure 48: Demographic breakdown, index against FSR visitors, Denny’s customers
IHOP

Figure 49: General demographic statistics, IHOP customers

Figure 50: Demographic breakdown, index against FSR visitors, IHOP customers
Olive Garden

Figure 51: General demographic statistics, Olive Garden customers

Figure 52: Demographic breakdown, index against FSR visitors, Olive Garden customers
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Outback Steakhouse
Figure 53: General demographic statistics, Outback Steakhouse customers

Figure 54: Demographic breakdown, index against FSR visitors, Outback Steakhouse customers
P.F. Chang’s China Bistro

Figure 55: General demographic statistics, P.F. Chang’s China Bistro customers

Figure 56: Demographic breakdown, index against FSR visitors, P.F. Chang’s China Bistro customers
Red Lobster

Figure 57: General demographic statistics, Red Lobster customers

Figure 58: Demographic breakdown, index against FSR visitors, Red Lobster customers
Red Robin

Figure 59: General demographic statistics, Red Robin customers

Figure 60: Demographic breakdown, index against FSR visitors, Red Robin customers
T.G.IL. Friday's

Figure 61: General demographic statistics, T.G.I. Friday’s Customers

Figure 62: Demographic breakdown, index against FSR visitors, T.G.I. Friday’s Customers

FSR Visitation Motivators

Food comes first
Figure 63: FSR visitation motivators, October 2016

Location/dishes motivate female diners
Figure 64: FSR visitation motivators, by gender, October 2016
Figure 65: FSR visitation motivators, by gender and age, October 2016

iGens consider service, Boomers want variety
Figure 66: FSR visitation motivators, by generation, October 2016

Urbanites care about tertiary factors
Figure 67: FSR visitation motivators, by area, October 2016

Consumers that dine out “less” consider food quality
Figure 68: FSR visitation motivators, by FSR changes in behavior, October 2016

Ideal FSR Loyalty Program

Consumers prefer a spend-based loyalty program
Figure 69: Ideal FSR loyalty program, October 2016

Figure 70: Ideal FSR loyalty program, among those who would be interested in joining a FSR loyalty program, October 2016
Ideal loyalty program by demographics

Figure 71: Ideal FSR loyalty program, by gender, generation, October 2016

Figure 72: Ideal FSR loyalty program, by Hispanic origin, HH income, parental status, October 2016

Figure 73: Ideal FSR loyalty program, by region, area, October 2016

Figure 74: Ideal FSR loyalty program, by FSR changes in behavior, October 2016

Ideal FSR Loyalty Program Rewards

Show them the money
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Figure 75: Ideal FSR loyalty program rewards, October 2016

Hispanics express interest in delivery rewards
Figure 76: Ideal FSR loyalty program rewards, by Hispanic origin, October 2016

Urbanites drive interest in unique rewards
Figure 77: Ideal FSR loyalty program rewards, by area, October 2016

55+ consumers want special occasion rewards
Figure 78: Ideal FSR loyalty program rewards, by age, October 2016

Consumers visiting FSRs less want monetary rewards
Figure 79: Ideal FSR loyalty program rewards, by FSR changes in behavior, October 2016

FSR Attitudes

Fine dining for the masses
Figure 80: FSR statement agreement, October 2016

Making meals a “special occasion” for female consumers
Figure 81: FSR statement agreement, by gender, October 2016

Affluent retirees may be an untapped market
Figure 82: FSR statement agreement, by age, October 2016
Figure 83: FSR statement agreement, by age + income and employment status, October 2016

Who are the deal chasers?
Figure 84: FSR statement agreement, “visiting a FSR is only worth it if I can get a deal,” index against all respondents, October 2016

CHAID Analysis

Methodology

Opportunity for better sports bars
Figure 85: FSR statement agreement, October 2016

Appendix - Data Sources and Abbreviations

Data sources

Fan chart forecast
Consumer survey data
Abbreviations and terms
Abbreviations

Terms

Appendix - Market

Figure 86: Total US revenues and forecast for full-service restaurants, at inflation-adjusted prices, 2011-21

Appendix - Consumer
Figure 87: Household income distribution, 2015

Appendix - Loyal Reward Cross-Interest

Figure 88: Ideal FSR loyalty program rewards, cross interest, October 2016
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