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REDEFINING RESTAURANTS 

Delivery 2.0 

o Many  

consumers discovered 

dur ing lockdow n that 

there w ere way more 

delivery  options than 

they  knew ; keep up the 

momentum and make 

sure delivery (or 

curbs ide pick up) is  par t 

of  your  long-term plan. 

o Whether dining in, 

picking up, or getting 

delivery, the experience 

should alw ays be stress-free 

for the consumer. 

o Consider offering items 

that you may not have considered 

for delivery before COVID-19, like 

alcohol, family meal bundles, and 

even celebratory promotions for 

events like Motherôs Day brunch. 

o Bypass third party 

fees by developing your own 

app for members and/or 

grow ing your customer 

base. (Board permitting.)



REDEFINING RESTAURANTS CONT. 

ÅEmerging Concepts 

Å Ghost kitchensðor delivery 

only brandsðare thought to 

be the future. Grow th has 

been fueled by the explosion 

of delivery, closures 

providing equipment and 

space, the money saved w ith 

reduced overhead, and new  

investments by private 

equity and others. 

Å Designed around delivery 

from the ground up, these 

operators w ill be more 

efficient at generating high 

volumes of meals to go 

w ithout having to pivot like 

traditional operators. 

Å A few  ghost restaurants have 

carved out a niche for 

themselves by catering to 

specif ic lifestyles like vegan, 

paleo, or keto. 

Å New  revenue streams from 

meal kits, baking kits, 

cocktail kits, groceries, and 

proprietary products like 

bottling a special sauce, are 

all fair game during this 

time. 

Å Old school concepts that allow  

for social distancing, like 

carhops, may make a 

comeback. 



What are consumers most looking forward to from 

restaurant food that they havenôt been able to get from 

home since the pandemic began? 

33% Crav ing specific dish from certain restaurant 

32% Var iety: more options than I have at  home 

30% Crav ing dishes that are hard to make at  home 

21% Global foods and flavors 

20% Crav ing indulgent  foods 

When consumers are asked w hat they 

are looking forw ard to most w hen 

theyôre able to return to restaurants, 

both craveable favorites and unique, 

globally inspired dishes rank highly. 

Remember the principle of safe 

experimentation w hen creating menus 

and dishes alike, balancing the need 

for familiar dishes w ith exciting, unique 

flavors that add a new  tw ist. 

Consumers are most looking 

forward to cravings and variety, 

so donôt slow down innovation! 



HOW TO SUPPORT OPERATORS 

DURING RECOVERY 
o Provide you insights 
and 
product development 

support to develop recovery 

tactics for the near and long 

term. 

o Create versatile 

products that will allow you 

to scale back the items in 

your pantry and re-align the 

menu. 

o Help you navigate 

local regulations and pave 

the way for delivery of 

higher-ticket items like 

beer, wine, and cocktails. 

o Support product 

innovat ion with an 

increased focus on 

prepared foods and 

flexible ingredients. 

o Develop new 

approaches to sampling to 

get operators to try or adopt 

new products. 

o Offer delivery 

packaging innovations like 

tamper-proof and spill-

proof to help operators 

support ongoing delivery 

demands. As a general 

rule of thumb, ñsealed 

feels safe.ò 

41% 
of operators have 

switched to new to-go 

packaging due to 

COVID-19 



FAMILY MEALS, KITS & GROCERIES 

Limited service operators tend to focus 

on craveable products, but the 

experience can be transactional, w hich 

is f ine if you have strong delivery or 

drive-thru. Full service operators, w ho 

traditionally focus more on creating an 

experience, have hustled during the 

COVID-19 crisis to bring experiences 

into consumersô homes with kits for 

every needðcocktails, sundaes, pizza. 

Even Michelin star restaurants are 

delivering family meals and meals that 

people can cook at home. 

Clockwise from top left: 

Decorate-your-own donuts from 

Dunkinô, grocery offerings from 

Girl & the Goat (Chicago but 

delivered nationally), margarita 

kit from El Arroyo (Austin), and 

family meal kit from fast-casual 

Junzi (NYC). 

These offerings are still going 

as of June 2020. 

As a testament to the passion 

consumers have for foodðthe comfort 

and the experienceðthey have 

embraced these pivots from their 

favorite operators. Partnering w ith 

retailers on chef-driven meal kits could 

resuscitate both the grocery prepared 

food area and local restaurants. 



T HE LONG HAUL 

New  COVID-19 offerings have staying 

pow er. For many of these new  offerings, 

more than half of operators w ho added 

them w ill continue to offer them after 

restrictions lif t. Family meals and meal 

kits especially have the potential to 

become standard offerings. 

16% 
of consumers 

are drinking 

more alcohol 

since shelter-in-

place began. 

New offering Will continue offering 

Family size meals / bulk 

meals 
31% 69% 

Meal kits / take and bake 

25% 61% 

Discounts 

22% 47% 

Alcohol mixes / to -go alcohol 

19% 49% 

Pantry / grocery items 

16% 54% 

Donation fund for business / staff 

13% 44% 

12% 95% 

Non - food / non -perishable items 11% 49% 

Gift Cards



PRE-COVID 
TRENDS ARE 
STILL 
RELEVANT 

Consumers have been expecting

more from their food for years

now , whether its in terms of

cravea-bility, interesting new

f lavors from different regions and

countries around the world, or

impact on health.

These trends are not expected to 

slow  down due to COVID-19. If 

anything, they may accelerate. 



COMFORT FOODS 
Comfort foods thrived for a reason 

during both the Great Recession and 

now  COVID-19. During times of stress, 

food can provide emotional comfort 

and provide a sense of normalcy. 

Classic comfort foods like burgers and 

pizza are often best sellers on menus 

in general, and now  w ill be leaned on 

even more heavily. 

QUICK BITE: 26% of consumers 

have eaten more comfort foods, 

and 15% have eaten more 

indulgent and treat foods since 

the start of shelter-in-place. 



GLOBAL AND 
REGIONAL CUISINES 

Emerging cuisines and food trends, like 

regional American and emerging global, 

w ill continue. Consumers report missing 

Mexican and Asian food the most from 

restaurants, likely because those dishes 

may be more diff icult to prepare at home 

than pasta, for instance. 

A lot of culinary innovation and 

excitement is driven by global f lavorsð

particularly spicy sauces like gochujang, 

harissa, and of course srirachaðand 

consumers are excited to get back to 

restaurants to try new  things. 

Spice up more basic menu offerings with 

a new  flavor to give it a new  twist and 

add interest w ith consumers. 



CLEANLINESS 

Itôs going to be important to understand 

w hat consumers need to see or have in 

order to feel safe outside their home. 

Consumers now  value cleanliness above all 

w hen selecting where to eat. 

This w ill differ by segments such as 

grocery stores, restaurants, hotels, and 

recreational venues. As discussed in the 

operator section, contactless 

operations, rigorous sanitation policies, 

and communication about all of the 

above are table stakes to help 

consumers ease back in. 

QUICK BITE: 76% of consumers 

say that a restaurantôs cleanliness 

and food safety procedures will 

alw ays matter more to them now  

than it did before. 

Consumers plan to continue many new habits after 

shelter - in -place restrictions are lifted 

More frequent hand washing 68% 

Avoid large crowds 62% 

Avoid shaking hands 58% 

Sanitizing surfaces more often 56% 

Keeping 6 feet away from others 49% 

Avoid touching my face 49% 

Wearing a mask in public 40% 

Avoid sharing food and drinks 39% 

Only going out when necessary 39% 

Using contactless payment 21% 

Ordering delivery more often 15% 



DRIVERS TO EAT OUT 
Despite these changes and challenges, 

consumers are really looking forward to 

eating out again and supporting their local 

restaurants. 

Craveability and convenience remain the 

top drivers in eating out, which havenôt 

changed much due to COVID-19. 

When thinking about going out to eat 

again, consumers are seeking to relax 

and enjoy themselves emotionally, and 

w hat they miss most about dining out 

isnôt the foodðthe top reason by a 

large margin is going out w ith friends 

and family. Socializing is not only a key 

reason to eat out, but also sheltering in 

place and social distancing have left 

people feeling more isolated than ever. 

Emphasizing the social, celebratory 

nature of eating out and how  food 

brings people together is key w hen re-

engaging consumers and enticing them 

to eat w ith you. 



Schooling at Home 



Most children will be schooling from 
home at least part of the time. 

how will the kids in your household be schooling? 

54% 
Full-time 
remote 
schooling 

29% 
More likely in the 
Nor theast (40%) Mix of in-person 

and remote 
schooling 

26% 
Full time in-
person schooling 



[ǳƴŎƘǘƛƳŜ ƳŜƴǳǎ ǿƻƴΩǘ 
change for most kids. 

now that your k ids are home schooling, what will 
you feed them for meals normally eaten at school? 

38% 
Hot meals 
cooked at 
home 

16% 
School-

subsidized meals 

46% 
Same foods 

normally 
packed for 

school lunch 



More parents will opt to minimize 

their efforts when making lunch. 

which will you do more of with 
your kids schooling at home? 

56% 
Prepare the 
same lunch 
for all of us 

44% 
Prepare 
different 
lunches 



Parents could use help with daytime meals. 

For many parents, the added responsibility of daytime meals can end up feeling l ike a second job. At 
least half are doing more preplanning/pre-preparation and feeling challenged when i t comes to 
figuring out what to serve and how to keep i t fun. With three out of four parents looking for 
convenient meal options, restaurants may have an opportunity to help solve these problems with 
άōŀŎƪ ǘƻ ǎŎƘƻƻƭέ ƳŜƴǳ ƻŦŦŜǊƛƴƎǎ ŀƴŘ ǇǊƻƳƻǘƛƻƴǎΦ 

please rate the following statements : now
that my kids are schooling from home ...

LΩƳ ƭƻƻƪƛƴƎ ŦƻǊ ƳƻǊŜ ŎƻƴǾŜƴƛŜƴǘ ƳŜŀƭ ƻǇǘƛƻƴǎ тр҈ 

I need to do more planning / preparing ahead of time 75% 

It's hard to find ways to keep meals fun for my kids 56% 

I find it stressful figuring out what to feed my kids 52% 

Having my kids eat more meals at home will be a difficult financial burden 51% 

LΨƳ ƎŜǘǘƛƴƎ ϦōǳǊƴǘ ƻǳǘϦ ƳŀƪƛƴƎ ƳŜŀƭǎ ŜǾŜǊȅ Řŀȅ рл҈ 

More likely among 
Boomers (91%)andHH 
income $100K+ (84%) 

More likely amongHH 
income $100K+ (62%) 



Working from Home 



have you been working from 
home since the pandemic 
began? 

Almost one in four are new 
to working from home. 

27% 27% 
Not 
working 
right now 

Work from 
home all the 
time 

29% 
bƻΣ Ƨƻō ŎŀƴΩǘ ōŜ 
done from home 

17% 
Work from 

home part of 
the time 

were you already working from 
home before the pandemic? 

31% 
Yes, all the time 

39% 
No 

31% 
Yes, part of the time 



Most will work from home at least a few months longer. 

how long do you think youôll be working from home? 

29% 

21% 
22% 

17% 

11% 

Next few 
weeks or 
less 

Not sure Longer / No 
plans to end 

Next few months Through end of 
year 



Pre-pandemic, most purchased food or drinks 
at least once a week during a typical workday. 

prior to the pandemic, when working outside of 
the home, how often did you purchase food or 
drinks from a restaurant / convenience store? 

37% 

25% 

17% 

9% 9% 

4% 

More likely among 
Millennials (33%) and HH 
Income 100K+ (35%) Once 

per 
month 

Few times 
per 
month 

Once 
per 
week 

Dai ly          Few times                                Less 
often / 
rarely 



Avoidanceof eating out hasremainedsteadyover the past month, but is
growingamongmaleconsumersandGenX.

51%de f in ite ly avo id  e at ing 

ou t 31%are n er vo us, bu t 
will still eat out 

19%haveno 

concerns whatsoever 

+4%since Aug 18 

+31%since Mar 10 

+1%since Aug 18 

-8% since Mar 10 

-4% since Aug 18 -

23% since Mar 10 

DEFINITELY AVOID EATING OUT 

Se pt  1 1 
5 7 %  

51% 50% 5 2 %  
4 8 %  

3 7 %  

Mar 10 

Men Women Gen Z Millennial Gen X Boomer 



Americans are ready for sports, 
ŜǾŜƴ ƛŦ ǘƘŜȅΩǊŜ ŀ ƭƛǘǘƭŜ ŘƛŦŦŜǊŜƴǘΦ 

how do you feel about the restarting of 
sports with the new pandemic safety rules? 

54% 
{ǇƻǊǘǎ ŀǊŜƴΩǘ ǘƘŜ 
ǎŀƳŜΣ ōǳǘ LΩƭƭ 
watch them 

30% 
IŘƻƴΩǘ ŎŀǊŜΣ LΩƳ 
just excited to 
have sports 

back 

16% 
LΩƭƭ ǎǘƻǇ ǿŀǘŎƘƛƴƎ 

sports until things 
are back to 

normal 



Almost half of Millennials are comfortable 
watching sports in small gatherings. 

where would you be comfortable watching
sports during the COVID pandemic?

A t  h o m e

F a m i l y  /  f r i e n d ' s  h o u s e :  s m a l l  g a t h e r i n g

F a m i l y  /  f r i e n d ' s  h o u s e :  l a r g e  g a t h e r i n g

I n  a  b a r  /  s p o r t s  b a r

80% 

37% More likely among 
Millennials (47%) 

17% 

14% 

Attending  an event in per son

I n a casino

At a club / countr y  club

None of these places 

14% 

10% 

10% 

4% More likely among 
Boomers (10%) 



Game day meals while watching at home are 
much more than a random trip to the fridge. 

²ŀǘŎƘƛƴƎ ǎǇƻǊǘǎ ŀǘ ƘƻƳŜ ƛǎ ƳƻǊŜ ǘƘŀƴ Ƨǳǎǘ ŀ ŦŜǿ ƘƻǳǊǎ ƻŦ ¢±Φ CƻǊ ǎǇƻǊǘǎ ŦŀƴǎΣ ƛǘΩǎ ŀƴ ŜǾŜƴǘΦ DŀƳŜ Řŀȅ 
meals are an important part of the festivities, and not just any food will do. More than half of sports 
fans are preplanning, pre-shopping, and making special meals. Close to two-thirds are cooking 
homemade food, preparing special snacks, or even replicating what they might get at a stadium. Good 
news for restaurants: Most fans see it as a special game day treat. 

thinking about food and alcoholic beverages you consume
at home while watching sports, please rate the following ....

TRUE 

I use whatever food I have in the house for meals / snacks 73% 

I like to cook homemade food 68% 

I like to eat food / snacks similar to what I would get at a stadium 64% 

I like to prepare special game-time snacks 63% 

I like to order restaurant food as a special treat 61% 

I preplan and make special trips to the store for food or alcohol 57% 

I prefer to drink alcoholic beverages 54% 

I usually make a special trip to purchase alcohol 44% 

More likely amongMillennials (73%) 
and Northeast ( 74%) 

More likely among 
Millennials (74%) 

More likely amongAfrican 
Americans (88%)andGen Z (79%) 

More likely among 
Millennials (67%) 

More likely among Millennials(53%)
andNortheast(60%)


