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Y Background &
Objectives

In today’s increasingly digital world, it has
become easier for brands to increase
consumers’ awareness. However, this is
useless without loyal customers.

Understanding brand loyalty and the
consumer mindset is vital in helping brands
manage and grow in today's ever-changing
markerfs.

Provoke Insights, a full-service market
research firm specializing in branding,
advertising, and content marketing
initiatives, launched a new bi-annual trends
study to answer these pressing questions.

The goal of this research is to gain a national ™
perspective on the mindset of consumers

and their loyalty to brands. The study covers
multiple industries, including restaurants.
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Methodology

Provoke Insights conducted a 15-minute
survey among 1,500 Americans between
the ages of 21 and 65. The study was in-field
from March 15t to March 10th, 2022.

A random stratified sample methodology
was used to ensure a high degree of
representation of the U.S. population
(household income, age, gender,
geography, ethnicity, and children in the
household).!

Results based on this sample have a
maximum margin of sampling error of £2.5%
at a 95% confidence level.

Statistical differences between subgroups
indicated in this report were tested at a 95%
confidence level.

ntage=2018


https://data.census.gov/cedsci/table?q=general%20population&tid=ACSDP1Y2018.DP05&vintage=2018

g Concern for eating out is fading

Americans are growing less concerned about eating out
compared to the start of the pandemic. However, aimost
one-third still have apprehensions about going to a
restaurant.

(’f Eating Habits are Shifting
Consumers have altered their dining habits since the start of
O : the pandemic. This includes one-fifth of diners who are
VGI’VI eW overall eating out less. Millennials, however, are now eating
out more than pre-pandemic.
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Restaurant Preferences & Perceptions

Fast food restaurants have gained popularity since the start
of the pandemic, with two-thirds of consumers eating at
these establishments the same or more than before. The
popularity of these restaurants may have to do with the fact
that fast-food restaurants often have a drive-thru option.

Americans have seen the impact of inflation. One-fifth of
consumers rate menu price as poor. Menu cost is seen as a
detractor for those living in rural areas, Asians, and the
unvaccinated.




Concern For Eating Out Is Decreasing

Fewer Americans are concerned about eating out compared the start of the pandemic. Only
one-third are still apprehensive about dining at a restaurant.

Concerned about eating out at restaurants

(Top 2)
61%
44%,
32%
2070 2021 2022
(N=600) (N=1,504) (N=1,500)

Base: All qualified respondents 5§



78% of consumers report a change in their dining out habits

compared to before the pandemic. This includes 21% who
are eating out less often than before.




Fast Food Demand is Growing

Fast food has gained popularity since the start of the pandemic, with two-thirds of consumers
eating at these establishments the same or more than before.

Eating Out More Or The Same As Pre-pandemic
(Top 3)

Fast food Fast casual Full-service

Base: All qualified respondents (N=1,500) 7



Younger Americans are Eating Out More

Millennials are more likely to be dining at a variety of restaurants.

Eating Out More Or The Same As Pre-pandemic
(Top 3)

Fast food Fast casual Full-service
mGenZ E Millennials mGen X = Baby Boomers
(n=110) (N=566) (n=510) (n-314)

Base: All qualified respondents (N=1,500) 8



Menu Pricing

One-fifth of consumers are unhappy with menu pricing at restaurants. Republicans and people
who live in rural areas are more likely to share this sentiment.
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Base: Eat out (N=1,484) 9



Customer Service

While most Americans are satisfied with customer service at restaurants, unvaccinated and rural
consumers are the most likely to report this area needs improvement.
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People who rate customer service
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@ Not vaccinated (12%)
ﬁ Rural (12%)

M Republican (11%)

Base: Eat out (N=1,484) 10




Menu ltem Availabllity

Most consumers say that menu items are available at restaurants. The unvaccinated and those
living in rural areas are more likely to say menu availability is not meeting their standards.
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People who rate menu item availability
poorly are more likely to have
these characteristics:

@ Not Vaccinated (14%)
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ﬁ Rural (14%)

Base: Eat out (N=1,484) 11



Gender Generation Parental Status
. . 44 years old
Average Age
dih
|
36%
7% Gen A
53% 47% /A e X 34% Genx Have children
Female Mal
e M 38% Millennials B 21% Baby
Boomers
Ethnicity Household Income
75% 00 /‘_-,1ﬂt

White Hispanic Black Asian Mixed Other/Prefer
ethnicity not to say

q"‘llﬂPi 30% [::::::::::]
AN
16% 16%
14% /% 4 9%

Lessthan $50K to $74K$75K to $99K  $100K to $150K to
$49K

$149K $199K

8%

$200K+




About
Provoke
Insights

Founded on the premise that research
should better align with marketers' needs,
Provoke Insights empowers brands to
navigate through today's cluttered
advertising space. This full-service market
research firm solely focuses on research
for branding, advertising, and content
marketing initiatives.

At Provoke Insights, you work with a
research expert who is also a seasoned
brand strategist; this ensures that questions
are deeply explored, and insights are
cultivated and capitalized. We develop
insights from the data to help guide
growth for your company's vision.

For more information or press inquiries,
reach out to

breeda@provokeinsights.com.
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