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An Appetite for Change
The restaurant industry has been amongst the
hardest hit by the social restrictions imposed to
curb the pandemic. But some QSRs did a good
job at leveraging technology to tap into the delivery
and takeaway channels, and saw heightened
demand as a result.
In general, QSRs were not only less impacted,
but they are recovering faster than other restaurants
too. There has been a 38% fall in consumer
spending in the hospitality market in 2020,
compared to a 24% fall in consumer spending in
quick-service restaurants in 2020 (Source: NPD).
Some of the changes in behaviour brought about by
the pandemic are here to stay, and that
will continue to boost home deliveries. But as
normality edges closer, physical stores have plenty
to look forward to.
A pandemic-driven consumption boost is even
leading some QSR chains to widen expansion plans.
In the UK, German Doner Kebab announced plans
to open 49 new stores in 2021, nearly doubling the
initial plan of 25 - that’s just one of
a series of QSR chains.

‘New communities discovered us during the
pandemic and that opened up avenues for us to
look at some of the territories that we had not
been looking at.’
Imran Sayeed, CEO of German Donner Kebab
Demand across Europe is being driven primarily by
Gen-Z and 20-somethings looking for alternative
fast food. In the next section, we are sharing
four key consumer insights affecting the world of
food and drinks.
The opportunities they create will be the ingredients
for success as QSR brands continue their recovery.
Their impact will influence everything including;
NPD, communications, customer experience and
the channels leveraged for engagement.
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Foodie
Adventures
Generation Z is our most diverse generation yet.
They have been exposed to international
cuisines from a very young age, and are keen to
explore new cultures through flavours.
After a year of sameness, they are looking for
the excitement of the new, and novelty food
experiences feed that desire for discovery and
experimentation.

Did you know...

62%

of Gen Z adults (aged 18-22)
say they like to experiment
with international cuisines
they discover on social
media platforms.

(Source: Mintel)

Foodie Adventures

Van Leeuwen x Kraft

Combining iconic comfort foods to create an
unforgettable flavour experience, Kraft Heinz
and Brooklyn-based ice cream maker Van
Leeuwen teamed up to release a limited-edition
flavour for National Mac and Cheese Day. As a
result of selling out 6000 tubs in one hour, the
brand later re-released the product online and in
participating stores for a limited time only.

Camden Town Brewery x
Marmite
Camden Town Brewery has released a limitededition beer in partnership with Marmite.
The beer, titled the ‘Love Hate Ale’ is available
nationwide in Tesco, Waitrose and Morrisons.
The limited-edition ale was “the first drinks NPD”
from Marmite and was set to be “the most divisive
beer out there”, claimed Camden.

Cheetos

Marble Slab Creamery is all about mixing things
into your ice cream, and thanks to a partnership
with Frito-Lay (owner of Cheetos) the chain is
unleashing what may be their cheesiest menu
items yet. Inspired by fans’ desires to use
Cheetos for foodie mash ups, consumers can
now try a Cheetos Flamin’ Hot Ice Cream and
Flamin’ Hot Shake.

Opportunity 1:

Products as Magnets
Lure customers with opportunities to
get out of the ordinary. Encourage
them to explore unexpected flavours
and combinations to feed their desire
for escapism and adventure.
Give them something that they will
want to share with their friends after.
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From Zero to
New Normal
Restaurants over-reliant on commuters,
in particular coffee bars and bakeries,
were some of the hardest hit during lockdown.
And although community mobility is
now recovering, things may never go back
to what they were. So as we go from zero
mobility to the new normal, restaurants
are rethinking their comms to become the
destination, instead of the stopover.

Did you know...
Coffee bars and bakeries
reported losses

2x

as big as the wider QSR
industry as a whole.

(Source: NPD)

From Zero to New Normal

Pret

Pret released their Christmas sandwich five
months early, for the month of July, after being
inundated with requests from customers who
missed out on their usual festive treat last year,
due to lockdowns and working from home.
As part of the festive campaign, Slade singer
Noddy Holder starred in a video celebrating the
return of “CHRIIIIIISSSSTMAAAAAS”.

Lays

Lay’s created three potato crisp flavours inspired
by the flavours of fast food chains like KFC, Subway
and Pizza Hut, to reach consumers during a time
of nationwide restaurant closures. Creating a dark
restaurant on UberEats, consumers could order the
limited edition crisps delivered in the original fast
food packaging, for just two days.

Häagen-Dazs

As part of a wider global campaign ‘Love the
Mix’ which celebrates the joy of the unexpected,
Häagen-Dazs teamed up with mixologists
to promote its cocktail-inspired ice-creams
‘Mojito Sorbet’ and ‘Pina Colada’. The pop-up
experience hosted Parisian bartender Anne-Lise
to deliver serves incorporating the new cocktail
range, cocktail masterclasses and competitions.

Opportunity 2:

Comms that
Create Curiosity

Be bold and tap into new
occasions, or flip the context of
your communications to create
positive disruption that will drive
footfall to your restaurants.
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In-store, At-home,
and Everywhere
In-between
Lockdown forced people to rediscover the
outdoors — backyards, parks and other public
spaces — and it’s becoming clear now that this
new found love is not going away.

As a result, restaurants are having to offer
a more flexible experience, and account for
the fact that the moment of consumption
increasingly takes place outside their premises.

Did you know...

33%

of adults in England claim they are
visiting more often, and staying
longer, at local green spaces.

(Source: ONS)

In-store, At-home, and Everywhere In-between

McDonald’s

McDonald’s has created a new, limited-edition
collection of branded picnic blankets to celebrate
the My McDonald’s App McDelivery service.
The collection of blankets features four unique
designs, each one showcasing a best-selling
menu item: Fries, Big Mac, McFlurry and
Chicken McNuggets.

Grey Goose

Grey Goose is upping its picnic credentials by
partnering with bars to provide a cocktail canning
service that is part of Bacardi’s on-trade support
initiative. Grey Goose “Cocktails-To-Go” will see
cocktails freshly mixed by bartenders and then
canned and ready to be sipped in the park,
on the move, or at home. Three seasonal serves
are available: the Grey Goose Le Fizz, Grey Goose
Tropical and Grey Goose Berry.

Dishoom

While some restaurants have wound up their
lockdown home experiences and takeaway
services, Dishoom is adding another option
to their online store. After the success of
their Bacon Naan Roll and the Vegan Sausage
Naan kits, they have created their biggest
selection box yet. The Home Feast kit will be
delivered nationwide including 45-minutes of
prep and cooking, aided by easy instructions
and online videos.

Opportunity 3:

Flexperiences To-Go
Understand what customers buy
from you, and adapt your offer to
provide a flexible experience that
consumers can enjoy wherever
and whenever they want.
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New Habits,
New Needs

Early signs from the economic recovery shows
that at least part of the shift in spending from
restaurants to grocery stores will persist.
People expect to spend more time at home, and
to supplement their losses, some restaurants
are adapting their offer for new channels, to
make the most of consumers’ growing appetite
for restaurant-quality products to enjoy at home.

Did you know...

$7.1bn
Nestle has paid

for the rights to sell Starbucksbranded coffee and tea in the
grocery channel.

(Source: BBC)

New Habits, New Needs

Momofoku

David Chang‘s famed restaurant brand
Momofuku is launching its first-ever line of
noodles. Comprised of three unique flavors, the
collection also includes an exclusive “Noodle
Lover’s Box” featuring five packs of each flavor.

Leon

Lunch is a big part of the LEON day, and now
the brand wants to bring its Naturally Fast Food
to even more people through its exclusive
partnership with Sainsbury’s. Targeting healthconscious home workers the new range includes
Vegan and gluten-free “plant-rich” soups and salads
“perfect for convenient, plant-rich, work from home
meals” said Leon.

The Pinter

The Future of Beer is here. The Pinter combines
timeless craft brewing with revolutionary
technology to enable anyone to make
10 pints of lager, IPA, pilsner or fruit cider
from the comfort of their home. The package
including a Fresh Press, Brewing Yeast and
Purifier delivered through your letterbox is
another world first for beer, as ‘alcohol’ cannot
usually be delivered at this point of sale without
being signed for.

Opportunity 4:

New Channel,
New Opportunities

Fish where the fish are.
Engage consumers in new
channels and formats. Understand
their changing needs and package
your product experience to fit an
evolving moment of consumption.

INSIGHTS

OPPORTUNITIES

62% of Gen Z adults say they like to experiment
with international cuisines they discover on
social media platforms. (Source: Mintel)

Products as Magnets

Coffee bars and bakeries reported losses 2x
as big as the wider QSR industry as a whole.
(Source: NPD)

Comms that Create
Curiosity

33% of adults in England claim they are visiting
more often, and staying longer at local green
spaces. (Source: ONS)

Flexperiences To Go

Nestle has paid $7.1 bn for the rights to sell
Starbucks-branded coffee and tea in the grocery
channel. (Source: BBC)

New Channel, New
Opportunities

Missouri Creative is a design and creative agency.

GET IN TOUCH

We believe insight is the foundation for everything we do.
Whether on-line, on pack, in-store, on-shelf or at home, we
understand how through memorable, emotive design and
communication, brands can create impact where it matters most
- where the brand meets the consumer. Missouri’s philosophy is
‘Don’t tell me, show me’. Why? Because we believe brands that
Show Me will rule the world.

Becky Licorish, Marketing Manager
becky.licorish@missouri-creative.com

We have extensive experience in:
- Brand Strategy
- Brand World
- Packaging
- Point of Sale
- Brand Activations
- Serve Rituals
We’d love to SHOW YOU.

Missouri Creative
7.02 The Tea Building
56 Shoreditch High Street
London, E1 6JJ
United Kingdom
P: +44 (0)207 749 2605
www.missouri-creative.com

All sourced imagery, logos, and brands are property of their respective
owners and used in this webinar for identification purposes only.

