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Restaurant Hospitality commissioned Synovate to conduct an online
national survey among 1,042 men and women aged 18 or older, who
have dined in and/or ordered take-out/delivery from a table service
restaurant with waiter/waitress service in the past 6 months, in order
to determine:

* Full-service restaurant dining behavior

* Full-service restaurant eating patterns

 Impact of full-service restaurant marketing and services
* Full-service restaurant dining out attitudes

* Responsiveness to nationally known brand names used in full-
service restaurants

The sample was selected from the Synovate Consumer Opinion
Panel and balanced to U.S. Census data on standard demographics.
The sample was evenly split among men and women.
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synovate
Research reinvented

Synovate, the market research arm of Aegis
Group plc, generates consumer insights that
drive competitive marketing solutions. The
network provides clients with cohesive
global support and a comprehensive suite of
research solutions. Synovate employs over
4,000 staff in 92 offices across 44 countries.
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Total 1,042
 Males 49%

e Females 51%

Children
* Yes 23%
* NO 77%
Household Size
o1 19%
° 2 47%

e 3 0r More 34%
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Marital Status

e Married 71%
 Single 28%
e Not Spec. 1%
Region
e East 17%
« North 23%
« South 35%
» West

FULL-SERVICE RESTAURANT

CONSUMER
DINING INSIGHTS

lllllllllll




STAURANT

HOSPITALITY

IDEAS FOR FULL-SERVICE RESTAURANTS

FULL-SERVICE RESTAURANT

CONSUMER
DINING INSIGHTS

ESTAURANT

OSPITALITY




Casual Dining
Restaurant

Family Restaurant

Fast Casual
Restaurant

Fine Dining
Restaurant

Hotel/Resort
Restaurant

Other Types
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Total | Males | Females
American 67 65 69
Chinese 58 57 58
Italian 53 51 55
Mexican 52 50 54
Seafood 41 44 38
Steak 41 43 39
Barbecue 25 28 23
Japanese 15 16 15
Thali 12 14 11
Southwestern 12 13 10
Mediterranean 8 9 8
Indian
STAU RAN Caribbean 3 3 3 38&8.,%%55
P———————— ESTAURANT
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Total Males Females
Recommendation/Word-of-Mouth 59 52 67
Desire to Try Something New 42 36 49
Coupons/Mailers 33 27 39
New Location/Redesign 24 21 26
Restaurant Review 22 18 26
Limited Time Offer 14 10 17
Restaurant Guide 12 10 15
Email Offer/Internet 12 11 12
TV Advertisement 11 8 14
Availability of Curbside Take-Out 9 5 12
Yellow Pages 2 2 3 o
STAURANT NOTE: 1 = Not At All Influential; E’:”(\l)”\ll\ésl"\%ll\éﬁg
P————— /= Extremely Influential ESTAURANT
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Total Males Females

Food Tastes Good 93 92 94

Cleanliness 88 84 92

Consistency of Food Quality 88 86 91

Excellent Service 85 81 89

Good Value for the Money 80 78 82

Prompt Service 76 71 81
Comfortable/Relaxed 74 68 79

Atmosphere

Fresh Food Choices 72 62 81

Convenient Location 61 57 65

Wide Menu Variety 59 50 68

ESTAURANT NOTE: 1 = Not At All Important; DINING INSIGHTS
........ il st WA AvS 7= BExtremely Important. ESTAURANT
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Total Males Females

No Lines or Waiting 52 48 55
Healthful Food Choices 50 40 59
Family Friendly 48 39 56
Soup/Salad Included in Entrée ~H /iR B
Price 39 30 48 EEEE
Place to Connect/Socialize 25 18 31 il@é i s E
Design and Décor 23 21 25
Smaller Portion Sizes 22 16 28

ESTAURANT NOTE: 1 = Not At All Important; DINING INSIGHTS
o et oo 7 = Extremely Important ESTAURANT
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Total Males Females

Consistency of Food Quality 83 82 84

Proximity/Location 54 50 58

Lower Prices 49 46 53

Desire to Try Something New 41 34 47

Paper Coupon Via Mail or Circular 31 24 37

New Location Opening or Redesign 22 19 26

Personal Time Limitations 21 19 23

Restaurant Review 20 18 21

Limited Time Menu Special 16 11 20

Email Offer 15 12 19

Advertising 13 9 16

Availability of Curbside Take-out 10 8 13
mSTAUR ANT NOTE: 1= Not At All Influential; BINING NSIGHTS
........ RO AU HewTANRASS /= Extremely Influential ESTAURANT
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Total Males Females

Fresh Menu Items 63 54 73
Portion Size Choices 36 28 44
Menu Items Prepared

With Natural Ingredients 35 26 43
Low Fat Menu Items 31 25 36
Zero Transfat Menu Items 29 25 33
Low Cholesterol Menu Items 24 22 27
Low Sodium Menu Items 20 17 22
Sugar Free Menu Items 19 16 22
Organic Menu Items 12 9 14
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Live Music
Sporting Event Viewing
Kitchen with Display Cooking
Memorabilia Displays
Singing/Dancing Waitstaff
Theater
Casino Games
Video Arcade Games/Sporting Activities
Internet Trivia Games
Karaoke
Other Activities

None of These

I T T T T T T
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Total Males Females
Eggs 64 65 62
Fried Potatoes 26 28 24
Ham 19 26 13
Pork 7 9 5
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Total Males Females
Salads 53 46 59
Chicken 47 43 50
Soup 43 39 47
Fried Potatoes 25 26 24
Seafood 23 24 22
Turkey 23 24 23
Bottled Water 16 15 17

Total Males Females

Fried Appetizers 13 15 12
Ham 13 17
Pork 11 15
Cake/Pie 10 9 11
Steak 10 12 7 FULL-SERVICE RESTAURANT
STAURANT Beer 9 12 0 ARSI
s TA LT —99° A i ESTAURANT
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Total Males Females

Salads 70 71 70
Seafood 68 71 65 Total Males Females
Steak 67 69 65 Beer 30 38 22
Chicken 65 63 68 Fried Potatoes 28 31 24
Soup 47 48 46 Specialty Drinks 26 25 28
Fried Appetizers 41 42 40 Turkey 25 27 23
Cake/Pie 41 42 39 Veal 21 26 17
Wine 38 39 38 Lamb 18 23 13
Pork 37 42 31 Ham 17 19 16
Mixed Drinks 35 35 35 Bottled Water 13 15 12
Duck 12 16
Eggs 4 4 )
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Total Males Females

Salads 21 20 23
Soup 13 13 13
Chicken 13 12 13
Fried Appetizers 10 11 9
Beer 9 11

Mixed Drinks 9 9 8
Bottled Water 8 7 10
Cake/Pie 7 6 8
Seafood 7 8 6
Wine 6 6 6
Specialty Drinks 6 5 6
Turkey 6 5 6
Fried Potatoes 5 7 4
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Breakfast Lunch Dinner Light Dining
Eggs 64 7 4 2
Salads ot 53 70 21
Soup * 43 47 13
Chicken 1 47 65 13
Duck x> 1 12 2
Ham 19 13 17 4
Lamb — 4 18 2
Pork 7 11 37 4
Steak 2 10 67 3
Turkey 1 23 25 6
Veal — 3 21 2
Seafood ot 23 68 7

**Less than 1%
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Breakfast Lunch Dinner Light Dining
Fried Appetizers 1 13 41 10
Fried Potatoes 26 25 28 5
Cake or Pie 1 10 41 7
Bottled Water 5 16 13 8
Beer - 9 30 9
Mixed Drinks . 4 35 9
Specialty Drinks 1 4 26 6
Wine . 4 38 6
Have Not Ordered
This Meal at a Full-
Service Restaurant in
the Past 6 Months 31 20 5 55

**ess than 1%
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Total | Males | Females
Fried Appetizers 91 86 93
Seafood 84 81 86
Duck 82 81 86
Veal 75 74 78
Lamb 67 69 65
Steak 63 57 68
Fried Potatoes 55 51 58
Cake or Pie 47 49 45
Soup 45 43 47

Total | Males | Females
Chicken 38 36 40
Pork 33 34 32
Eggs 27 25 28
Ham 24 28 22
Turkey 21 26 18
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Yes
NO
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Total Males Females

Yes 62 64 61
NoO 38 36 39
Males Females
64 Yes 61
36 No 39
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Total Males Females
Good Price/Value 63 64 62
New, Unigue Menu Items 48 46 49
Waiter/Waitress Suggestion 36 38 34
Assumed It Was Good 30 30 30
Other Reasons 6 7 5

FULL-SERVICE RESTAURANT

NOTE: Based on respondents who have ordered CONSUMER
. . DINING INSIGHTS
from the specials menu in the past 6 months.
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Appetizers
Lunch Dinner Light Dining

Total | Males | Females | Total | Males | Females Total Males | Females
Top 2 Box* (Net) 4 3 17 | 19 15 10 9 11
Always *x 1 wx 3 3 3
Usually 3 4 3 14 17 12 8
Sometimes 13 13 12 37 37 38 17 17 17
Rarely 33 33 32 30 29 31 20 19 20
Never in Past 6 Mths. 51 50 52 16 15 16 53 54 52

**Less than 1%
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Dessert
I Lunch I Dinner I Light Dining
Total | Males | Females | Total Males | Females Total Males | Females
Top 2 Box* (Net) 4 4 4 11 10 12 4 4 4
Always 1 1 1 2 2 2 1 1 "
Usually 3 3 3 9 9 10 4 4 4
Sometimes 14 11 17 33 34 31 13 12 14
Rarely 35 35 35 38 34 42 27 26 29
Never in Past 6 Mths. | 46 49 43 18 21 15 55 57 53

**ess than 1%
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Total Males Females

Customer 55 57 53
Restaurant 44 41 46
Government 1 1 1
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Total Males Females
Locally-Grown 54 49 58
Farm Raised 38 37 40
Organic 33 29 37
Free Range 30 28 32
Humanely Raised 22 18 26
Sustainably-Grown/Raised 21 19 24
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Total Males Females
Always 4 4 4
Usually 15 13 17
Sometimes 41 40 41
Rarely 28 29 27
Never in Past 6 Mths. 13 14 11
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Total Males Females

Always

Usually 2 2 3
Sometimes 17 17 17
Rarely 24 26 23
Never in the Past 6 Mths. 56 55 57

**_ess than 1%
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Total Males Females

Take advantage of table service
restaurants’ online
promotions/coupons 40 40 40

Place an order at a table

service restaurant for take-out,

carry-out, delivery, and/or

curbside take-out 20 19 21

Access an online reservation
system to make reservations at
a table service restaurant 14 14
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Menu

Map/Address/Location/Telephone Number
Hours of Operation

General Description of Restaurant

Daily Specials

Reviews/Press Clippings

Gift Card Purchasing

Private Dining/Banguet/Catering Information
Chef’'s Biography

Have Not Looked at Restaurants’ Website

Total
46
40
39
27
16
11

.
3
3

42

Males Females

46
39
39
27
16
12
.
3
4

42

49
41
40
27
16
10

8

4
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Always
Usually
Sometimes

Rarely

Never in the Past 6 Mths.

01

Curbside
Carry-Out  Take-Out Take-Out
2 2 1
7 8 2
26 28 12
24 23 17
42 38 69
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Total Males Females

Reduces spillage in car 75 69 81

Ability to keep food warm 71 64 77

Ability to refrigerate leftovers in the

carry-out container 52 48 56

Ability to re-heat food in the carry-

out container 50 45 55

NOTE: 1 = Not At All Important;

7 = Extremely Important.

NOTE: Based on respondents who have used FULL-SERVICE RESTAURANT
carry-out, take-out or curbside take-out from a full- gg&su\%'l\éﬁg
service restaurant in the past 6 months.




Total Males Females

Minimal Wait Time 50 44 55
Kids Menu 30 21 38
Kid-Friendly Staff 26 18 34
Kids Menu With Healthy Options 23 15 32
Crayons 19 11 26
Placemat or Tabletop Games/Activities 18 11 25
High Chairs 16 10 21
A Novel or Theme Atmosphere 8 8 8
Baby Changing Stations 8 4 11
Separate Game Areas 6 6 6
Video Games/TV 4 4 5
Balloons 3 2 3
Other 4 5 2
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Total Males Females
Clean Tables/Booths/Tableware 89 86 93
Clean Wait Staff Uniforms 74 69 80
Table and Chair Seating 45 44 46
Booth Seating 40 35 46
Table Coverings/Linens 32 32 33
Up-to-Date Atmosphere 32 28 36
Tabletop Lighting 32 27 36
Uniformed Wait Staff 30 26 34
Uniformed Kitchen Staff 27 22 31
Casual Tableware 23 18 29
Alcohol is Available 23 23 22
Upscale Tableware 19 16 23
Smoking Section is Available 16 18 14
NOTE: 1 = Not At All Important; DINING INSIGHTS

7 = Extremely Important.




Strongly/Somewhat Agree (%)

Statement Total Males Females
| understand transfats and what they mean to my diet 72 71 72
| tend to order the same dishes at my favorite tabl e service

restaurant 62 58 66
| notice the tableware used at table service restau  rants 62 58 65
| feel more confident about the food safety of the restaurant

when | see the kitchen staff handle food with glove s 61 56 66
| frequently choose menu items that are healthful 54 46 62
Ambiance affects my choice of table service restaur ant 52 50 54
The portions are generally too large at table servi  ce restaurants 42 34 50
| prefer menu items that have zero transfat 40 37 42
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Strongly/Somewhat Agree (%)

Statement Total Males Females

| frequently make special requests or adjustments w hen dining

in or ordering take-out/delivery at a table service restaurant 27 23 31
Food safety media scares reduce the number of times | dine in

or order take-out/delivery from fast food restauran ts 26 23 28
| prefer bite-size/mini desserts when eatingatat  able service

restaurant 24 16 32
| frequently use restaurant reviews to determine wh ich table

service restaurant to patronize 22 21 22
Food safety media scares reduce the number of times | dine in

or order take-out/delivery from table service resta  urants 19 16 23
| tend to stick to a special diet when dining in or ordering take-

out/delivery from a table service restaurant 18 15 20
| dine in table service restaurants for special occ  asions only 17 16 18
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Yes

Improves Opinion

Lowers Opinion
Does Not Matter

01
Total Males Females
36 34 38
/ 01
Total Males Females
24 20 28
2 2 3
73 78 69
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Total Males Females
Yes 68 65 12
2 )
5
/ 01

Total Males Females
Improves Opinion 40 40 40
Lowers Opinion 1 2 1
Does Not Matter 59 58 59
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Total | Males | Females
Coca-Cola 32 29 36
Pepsi 25 22 28
Lipton 17 12 21
Starbucks 16 13 20
Minute Maid 15 13 18
V8 13 12 13
Folgers 12 11 13
Dasani 12 9 15
Tropicana 11 8 14
Ocean Spray 11 8 13
Maxwell House 9 8 11
Aquafina 9 7 11
Perrier 9 7 10
San Pellegrino 7 5 9 e
Hills Brothers 4 4 CONSUMER
Nescafe 3 2 4




Total | Males | Females
Al 36 35 37
Heinz 35 31 39
Grey Poupon 26 27 26 Total | Males | Females
Smucker’s 25 24 26 Sweet N’ Low
(Pink Packet) 17 16 19
Splenda _
(Yellow Packet) 23 18 28 Hidden Valley 16 12 20
Lea & Perrins 20 22 18 French’s 14 12 17
Tabasco 20 23 16 Equal (Blue
Packet) 14 14 14
Hellmann’s 14 9 18
Hunt’'s 13 11 15
Kikkoman 13 14 12

FULL-SERVICE RESTAURANT
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Total | Males | Females

Knott’s 10 9 11
Sugar in the Raw

(Brown Packet) 10 8 11
Gulden’s 8 9 7
House Recipe 6 3 8
Frank’s Hot Sauce 5 S 6
Texas Pete 3 4 2
Red Gold 1 1 1
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Total | Males | Females Total | Males | Females
Haagen-Dazs 24 22 26 Reese’s 13 9 17
Hershey's 23 20 27 Oscar Mayer 12 10 13
Butterball 20 17 23 Yoplait 11 8 14
Idaho Potato 17 14 19 Kraft Mac &
Oreo 15 11 19 Cheese 10 8 12
MEM's 15 11 19 Hormel 0 9 9
Kellogg's Butterfinger 8 8 9
Cereals 14 10 17 Perdue 8 8 9
General Mills Pilgrim’s Pride 5 5 4
Cereals 13 10 17 Anchor
Hillshire Farm 13 13 14 Poppers 1 1 2
Snickers 13 11 15
Dannon 13 10 16
Tyson 13 13 13
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Gender

Age

Income

Geographic Region

Population Density

Household Size

Presence of Children

Marital Status

Noticed Nationally Known Brands on Menu
Dined In at a Table Service Restaurant in
the Past 6 Months

(Heavy/Medium/Light)

Ordered Take-Out Delivery From a Table
Service Restaurant in the Past 6 Months
(Heavy/Medium/Light)

B Dined In/Ordered Take-Out/Delivery

From a Table Service Restaurant For
Each Meal in the Past 6 Months
(Breakfast, Lunch, Dinner and Light
Dining)

E Dined In/Ordered Take-Out/Delivery

From Each Table Service
Restaurant Type in the Past 6
Months

(Fine Dining, Family, Casual, Fast
Casual and Other)

E Frequency of Using Coupons For

Dining In/Ordering Take-Out/Delivery
From a Table Service Restaurant in
the Past 6 Months

(Always/Usually, Sometimes/Rarely,
Never)
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