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trending breakfast dishes,
preparations, and flavors
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diet or allergy concerns affecting
attitudes toward breakfast
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ways operators are handling
rising food and labor costs

o

how operators purchase for their
morning menus

Interest in breakfast foods and beverages are on the rise — and not just before noon. tven if it's not the most important meal of the day for

every foodservice operation, breakfast is an important source of trends, from new global flavors to inventive ways for menuing familiar proteins and breads. lr\\ DATASSENTIAL
Attitudes from operators and their guests are shifting, and breakfast is more viable than ever as an all-day offering. Consumers value convenience above all \'—g‘ FOOD WITH A STORY
when they're considering breakfast, either at home or away from home. Read on for breakfast data and trends to start your day off right.



BREAKFAST: a & SNAP! keynote

Topics covered

identify trending breakfast foods and beverages

o follow emerging and maturing flavors and preparations through the Menu Adoption
Cycle as they proliferate across the foodservice industry
o see which breakfast dishes at chain restaurants have performed best with guests

expand the appeal of breakfast beyond the morning

o find out why some consumers skip breakfast and what could pique their interest
o learn which offerings appeal to people in the evenings or at late night and how to
make those breakfast foods more available, portable, and convenient

help operators wake up to opportunities

o experiment with new applications for familiar breakfast builds
o gauge the demand for alternative milks and proteins, plant-based substitutes, or
other options that serve people with allergy needs or special diets

right-size the supply chain for breakfast

o find out how operators typically buy certain breakfast categories
o help restaurants and non-commercial foodservice operations extend the mileage they
get from their pantry with recipe ideas for breakfast that extend into other dayparts

From the report

® CONSUMERS

55% of consumers’ last breakfast included a protein like bacon or sausage
81% of their most recent breakfast occasions occurred at home

52% of consumers agree that “breakfast is an important part of my day”

® OPERATORS

A1% of USS. restaurants serve breakfast or are open during typical morning hours

61% of operators are raising menu prices to deal with increasing food costs

26% of operators have recorded an increase in brunch sales in the past year

1,122 consumers 295 operators
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DOWNLOAD TODAY. Please contact Brian Darr at 312-655-0594 or brian@datassential.com.
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METHODOLOGY

fielded online July 2019
1,122 consumers were surveyed overall

314 operators via the Datassential panel
- 136 restaurant operators

- 115 on-site operators OB]ECTIVES

- 44 retail foodservice operators

full demographic info is available in the appendix - identify consumer breakfast consumption habits and
preferences

- understand consumer perceptions and motivations for
breakfast foods at home and away from home

- Analyze operator motivators, preferences, and challenges
with menuing breakfast

- In-depth menu analysis of popular breakfast flavors,
ingredients, and trends

- ldentify supplier opportunities where operators and
consumers have unmet breakfast needs
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Breakfast Categories
Breakfast Menus
Appendix: Demographics

- Appendix: Breakfast Menus

Appendix: Exhibit Guide







Non-Alcoholic Drinks at

Consumers’ Last Breakfast

) Brewed coffee 34%
« \ , Juice 20%
Tap water 19%
> - Milk 16%
: Bottled water 14% |
Hot tea 7%
T | Specialty coffee 5%
Regular soft drink 5%
lced tea 5%
Diet soft drink 4%
= ’ Iced coffee 4% |
Hot chocolate 3%
Smoothie 3%

Q. Which of the following types of beverages did you have yesterday at breakfast? If SNAP! Keyno’re | Breakfast ‘ VATASSENTIAL
: FOOD WITH A STORY

n=7.217 you had more than one type of beverage, please make sure to select ALL that apply.



Why did you have your last breakfast at home?

Why did you have your last breakfast away from home?
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Aéa: Why did you have breakfast at home instead of purchasing from a restaurant or other foodservice establishment? SNAP! Keynote | Breakfast ‘ ' DATASSENTIAL n

A7b: Why did you have breakfast from a restaurant or other foodservice establishment instead of at home? FOOD WITH A STORY



19% of consumers’
last breakfast

occasions occurred
away from home

Quick-service restaurant 40%

Family-dining restaurant 18%
AM-focused fast-food o
11%
restaurant

Convenience store 7%
Fast-casual restaurant 7%
Workplace 4%
Other 3%

Supermarket prepared food 3%

Casual-dining restaurant 3%
Retail food court 1%
Fine-dining restaurant 1%
Upscale-casual restaurant 1%

Food truck / kiosk 1%

n=875, Aéb: Still thinking back to this last breakfast at home: Which types of products did you eate A5: Where did you get ite CATASSENTIAL
| AR
n=1,074,n=188 @ A7a: For this last breakfast that you got from a restaurant or another eating establishment, where did you get ite SNAP! Keynote | Breakfast FOOD WITH A STORY




average
breakfast
food cost
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Operator A11: What do you estimate to be your average food cost % for breakfast? Numeric free text. SNAP! Keynote | Breakfast ‘ '



Reasons for Skipping Breakfast

I'm not always hungry in the morning 62%

Breakfast skippers usually -
are just not hungry —

offering foods that travel
well or can be eaten ]
later, especially bundled
with a caffeinated To save money 18%
beverage as a hold-over,
could capture occasions
that mighT otherwise be To maintain my weight or lose weight 13%
lost o mid-morning

snacks. Saving time and
money are also top factors in
forgoing a morning meal.

Don't have fime 37%

So | can eat more/splurge later in the day 11%

Other 6%

A10: Why do you sometimes skip breakfaste SNAP! KeynoTe | Breakfast ‘ ' %t;?:rl:lﬁgﬂ_r!:ﬂf




Most consumers report
visiting their regular
breakfast stops with the
same frequency as a
year ago, though those
buying their morning

meals at school, work,
and QSRs are more likely
to have increased their

purchases. Those who
regularly get breakfast at full-
service restaurants are more
likely to have scaled back.

Change in Breakfast Purchasing in the Past Year

Purchases Increased

School (n=246)

Workplace dining (n=389)

Traditional fast-food restaurant (N=919)
Convenience store (n=597)

Retail store food court (n=441)

AM-focused fast-food restaurant (n=738)
Supermarket prepared foods (N=648)

Food truck / food stand / food kiosk (n=419)
Higher-end fast-food restaurant (n=703)
Fine-dining restaurant (n=585)

Higher-end casual sit-down restaurant (n=564)
Family-style sit-down restaurant (n=880)

Casual sit-down restaurant (n=726)

Purchases Stayed the Same Purchases Decreased

SNAP! Keynote | Breakfast ‘ .
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n=varies

A16: How has your breakfast or brunch purchasing changed at the following locations in the past year?

FOOD WITH A STORY



During PM hours,
handhelds are the best
sellers for operators who
offer breakfast items
beyond the fraditional

daypart. Results are mixed for
other offerings, although the
high rankings of combo platters
and egg entrees suggest
consumer demand is strong for
“breakfast for dinner” options.

Best-Selling Breakfast Items After 2 PM

< . Ranked #1

Breakfast platter/combo (n=33)

Baked breakfast items (n=37)

Egg entrees (n=48)

Cereals (n=16)

Breakfast Dairy (n=28)

Breakfast starch entrees (n=33)

Breakfast proteins (n=46)

Breakfast potatoes (n=26)

B Ranked #2 Ranked #3 %i;elggﬂgg
8% 64%
21% 13% 53%
19% 22% 58%
52%
7% 28%
10% 13% 22% 44%
i 31%

n=varies Operator A10: What breakfast items do you sell the most after 2 p.m.2 Rank the top three in order, with 1 being the top seller after 2 p.m. SNAP! KeynoTe | Breakfast ‘ 0
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EXHIBIT GUIDE

The Takeaways

Key Findings

Thought Starters
Breakfast Opportunities

The Breakfast Landscape

Most Menued, Fastest-Growing Varieties and Flavors
Breakfast Menu Penetration via Firefly

Breakfast Entrée Price Trend

Breakfast Offered by Daypart; Change in Breakfast Sales
Breakfast Rankings via BrandFingerprints

Last Breakfast Incidence

Average Breakfasts Consumed in the Past Week

Items Consumed During Last Breakfast

Beverages Consumed During Last Breakfast

Last Breakfast by Daypart

Last Breakfast by Where and When it was Obtained

Last Breakfast: At Home vs. Away from Home

Last Breakfast: Reasons for Choosing at Home vs. Away from Home

Consumer and Operator Overview

Attitudes Toward Breakfast

Weekday vs. Weekend Breakfast Behaviors (consumer open-ends)
Reasons for Skipping Breakfast

Importance of Attributes for Breakfast at Home

Importance of Attributes for Breakfast Venue Away from Home
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49
50
51
52
53
54
55
56
57
58
59
60
61
62

63
64
65
66
67
68

Importance of Attributes for Breakfast Foods Away from Home
Importance of Attributes for Breakfast Beverages

Breakfast Purchasing by Segment

Change in Breakfast Purchasing in the Past Year

Interest in Subscription Model for Foodservice Breakfast
Most Recent PM Breakfast Food Occasion

Reasons for Most Recent PM Breakfast Food Occasion
Likelihood to Purchase Breakfast Items During PM Hours
Importance of Healthful Foods During Each Daypart

Top Sourcing Attributes in Choosing Breakfast Foods

Top Health-Related Attributes in Choosing Breakfast Foods
Interest in Atypical Breakfast Offerings

Interest in Currently Trending Breakfast Offerings

Brunch Offered by Daypart; Change in Brunch Sales

Brunch Menus Separate from Breakfast Menus

Operator Breakfast Offerings by Segment

Best-Selling Breakfast Items

Most Profitable Breakfast Items

Best-Selling Breakfast Iltems After 2 PM

Top Operational Goals for Breakfast

Operator Challenges Around Breakfast

Suppliers Meeting Operator Needs

Health-Related Breakfast Offerings

Operator Interest in Non-Traditional Breakfast Offerings
Operator Interest in Trending Breakfast Offerings

Breakfast Components with Increased Food Costs

Ways Operators Combat Rising Costs

Operators’ Planned Changes to Breakfast Menus

Breakfast Products Operators Seek from Manufacturers (open-ends)
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EXHIBIT GUIDE

Breakfast Categories

Eggs

Attributes Consumers Would Pay More For
Interest in Currently Trending Egg Formats

New Egg Products Consumers Seek (open-ends)
Operator Breakfast Offerings by Segment
Premium Egg-Related Offerings

Trending Breakfast Offerings

Proteins

Attributes Consumers Would Pay More For
Interest in Currently Trending Proteins
New Proteins Consumers Seek (open-ends)
Protein Types and Formats Purchased
Premium Protein Offerings

Trending Protein Offerings

Breakfast Sandwiches

Desirability of Sandwich Carriers

Importance of Breakfast Sandwich Components

Interest in Currently Trending Sandwich Ingredients and Formats
New Sandwiches Consumers Seek (open-ends)

Trending Breakfast Sandwich Offerings

99

100
101
102
103
104
105
106

107
108
109
110
111
112
113

114
115
116
117
118
119

Starches, Baked Goods, and Potatoes

Interest in Currently Trending Breakfast Starches
Pancake, Waffle, and Crepe Products Consumers Seek (open-ends)
Breakfast Starch Types and Formats Purchased

Interest in Currently Trending Breakfast Baked Goods
Breakfast Baked Goods Consumers Seek (open-ends)
Breakfast Baked Good Types and Formats Purchased
Breakfast Baked Goods Offered

Breakfast Potato Products Consumers Seek (open-ends)
Breakfast Potato Purchases by Format

Breakfast Cereals Consumers Seek (open-ends)
Breakfast Cereals Offered

Breakfast Dairy Types and Formats Purchased

Breakfast Beverage Offerings

Breakfast Menus

Fastest-Growing Breakfast Terms and Ingredients
Fastest-Growing Terms and Ingredients, Full Service vs. Limited Service
Fastest-Growing Terms and Ingredients, Chain vs. Independent
Seasonal Breakfast Ingredient Index

Menu Adoption Cycle: Breakfast Dishes

Menu Adoption Cycle: Breakfast Flavors

Menu Adoption Cycle: Omelet Ingredients

Menu Adoption Cycle: Breakfast Handhelds

Menu Adoption Cycle: Breakfast Bakery Items

Menu Adoption Cycle: Breakfast Bakery Flavors

Menu Adoption Cycle: Breakfast Potatoes
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Egg and Egg Dish Menus

Egg Menu Penetration by Segment, by Region

Most Menued Egg Dishes and Prep Methods

Top Ingredients in Egg Dishes

Fastest-Growing Ingredients in Egg Dishes

Most Menued Omelet Varieties

Fastest-Growing Egg Terms and Ingredients, FSR vs. LSR
Fastest-Growing Egg Terms and Ingredients, Chain vs. Independent
Fastest-Growing Egg Terms and Ingredients

Egg Dish Examples: Safe Experimentation

Most Loved Egg Dishes

Breakfast Sandwich Menus

Breakfast Sandwich Penetration by Segment, by Region

Growth in Breakfast Sandwich Penetration by Segment

Sandwich Penetration Among Venues w/out a Regular Breakfast Menu
Most Menued and Fastest-Growing Sandwich Carriers

Top Ingredients in Breakfast Sandwiches

Fastest-Growing Ingredients in Breakfast Sandwiches
Fastest-Growing Breakfast Sandwich Terms and Ingredients
Fastest-Growing Sandwich Terms, Ingredients: FSR vs. LSR
Fastest-Growing Sandwich Terms, Ingredients: Chain vs. Independent
Breakfast Sandwich Examples: Safe Experimentation

Most Loved Breakfast Sandwiches and Handhelds

Breakfast Proteins

Most Menued and Fastest-Growing Breakfast Proteins
Breakfast Protein Examples: Safe Experimentation
Most Loved Breakfast Proteins
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158
159
160
161
162
163
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165
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168

169
170
171
172

Breakfast Bakery Menus

Most Menued Breakfast Baked Goods

Fastest-Growing Breakfast Bakery Terms and Ingredients
Breakfast Bakery Examples: Safe Experimentation

Most Loved Breakfast Baked Goods

Breakfast Starch Menus

Most Menued Breakfast Starches and Cereals

Most Menued and Fastest-Growing Potatoes and Grits
Fastest-Growing Breakfast Starch Terms and Ingredients
Breakfast Starch Examples: Safe Experimentation

Most Loved Breakfast Starches

Breakfast Beverage Menus

Fastest-Growing Non-Alcoholic Beverage Terms and Ingredients
Most Menued and Fastest-Growing Non-Alcoholic Beverages
Most Menued and Fastest-Growing Alcoholic Beverages
Fastest-Growing Alcoholic Beverage Terms and Ingredients
Appendix: Demographics

Appendix: Breakfast Menus

Appendix: Exhibit Guide
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a Datassential
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Contact Brian Dairr:
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