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Methodology 1 I 1 bA

The following research was executed as an online study by
Technomic for WorkPlace Media in August 2011.

Sample size: 600 working consumers.

Confidence level is 95%; margin of error is +/- 4%.
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Restaurant Usage at Holidays
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The Holidays spur a greater likelit
iIncreased dining occasions amo

mployec

Greater Likelihood to Dine Out Greater Likelihood to Dine Out
During Holidays With Co-workers During Holiday
Season

50%

43%

Yes Yes
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The Holiday Season is the leading il

working consumers to participate in EE a H ou

Occasions That Influence Happy Hour Participation

Holiday Season 36%

Coworkers Personal
Milestone

Regular Occasion

Business Meeting 11%
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Over half of working consumers pl

son| |

Restaurant Gift Card Purchase Plans for
2011 Holiday Season

o Mm-m

Five or Six 9%

purchase gift cards this Holiday S

63% —
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Nearly 7 in 10 who plan to purchas
cards this season will spend $51 0 EE

m»A

Anticipated 2011 Holiday Spending on Gift Cards

 More Than $200

$151 to $200
67% —

$101 to $150 16%

$51 to $100 30%

$26 to $50 20%

$1 to $25
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Workweek Restaurant Usage
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Nearly 2/3 of working consumers €

for lunch during their workweek ||"|i‘

Frequency of Buying Lunch During

the Workweek
— 5 or More Times 16%
65% — 3-4 Times 21%

1-2 Times 28%

Less Than 1 Time 35%
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Nearly half of working consumer f |
dine out with co-workers for lune |||||i ‘

Dining Out with Co-workers at Lunch

Always

Often

Sometimes

Rarely

6%
18%

18%

— 42%

—_
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Nearly half of at-work consumers

friends/family at a restaurant during

Frequency of Meeting Friend or Family Member
at a Restaurant During Workweek

Always 8%

1

46% — Often 12%

__ Sometimes 26%

Rarely 35%

Never 19%

|
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Over half of working consumers Cre

about their dining experiences I|"|I

Frequency of Discussing Dining Experiences with Co-workers

 Aways | 4%

60% ~ onen [ 17
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4 in 10 working consumers regula
participate in happy hour l|"{ * -

Frequency of Happy Hour Participation in a Month

Five or More Times 9%
Four Times -6%
Three Times 7% — 41%

Twice [N 9%

Once - 10% )

Study executed by Technomic for WorkPlace Media
http://www.workplacemedia.com/research
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The Influence of Coupons
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Coupons drive decisions on resta

selection for male and female emi ug ! 5

Influence of Coupons on Restaurant Selection

28%
Coupons influence Extremely
restaurant selection for
nearly half of working y
consumers—and drive ery
decision-making for
both men and women Moderately 28%

23%
) 7%
Slightly 14%
16%
Not at all 15%
B Female m Male
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Coupons can sway almost half of e ‘

skip brown bagging at work Il"l

Influence of Coupons to Skip Brown Bagging

—

Extremely 17%

42% —

Very 25%

~—

Moderately 24%

Slightly

13%

Not at all 21%
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Coupons have a positive effect on
employed consumers beyond rede E

.

Visited Due to Coupon but Did Not Use Reasons for Not Using Coupon

Someone | pon’t
Else Did Like to
Not Want Use

Me to Use - Coupons

4% 3%

64%

Forgot |
Had the
Coupon

13%

Yes No

17
TECHNOMIC

Study executed by Technomic for WorkPlace Media
http://www.workplacemedia.com/research




For more information, contact:

Tara L. Peters

Marketing Director

WorkPlace Media
tpeters@workplacemedia.com
440.392.2171

http://www.workplacemedia.com/research
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