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foodservice bouncing back
accelerated adoption

the age of personal values



INDUSTRY 
PERFOMANCE



CLIMATE-28.4% +7.3%

USA FORECAST
2020 2021



2020 2021

RESTAURANTS

QSR -20.3% +10.8%

Fast Casual -24.6% +3.8%

Midscale -33.8% +3.7%

Casual Dining -35.2% +4.7%

Fine Dining -39.5% +4.6%

RETAIL FOODSERVICE

Deli +2.4% +2.7%

C-Store -21.7% +4.4%

ON-SITE FOODSERVICE

K-12 -14.5% +8.8%

C&U -41.0% +15.7%

B&I -48.2% +14.7%

Travel -56.7% +10.3%

Healthcare -6.7% +3.8%



Temporarily 
Closed

Permanently 
Closed

Total
Closed

Dec 2020 2.5% 9.2% 11.6%

May 2020 8.2% 3.3% 11.5%

July 2020 3.1% 4.5% 7.6%

Sep 2020 2.9% 5.0% 8.0%

Apr 2021 2.0% 10.7% 12.7%



TOP 20 METROSTotal 
Restaurants

Permanently 
Closed

Miami 11,524 12.67%

Portland OR 10,492 12.60%

New York 58,455 12.28%

San Francisco 23,248 12.20%

Washington DC 16,425 11.62%

Orlando 10,484 11.26%

Los Angeles 49,586 11.20%

Seattle 15,292 10.96%

Houston 16,550 10.75%

Dallas 18,801 10.64%

Denver 12,389 10.57%

Philadelphia 19,656 10.55%

Chicago 23,388 10.52%

Detroit 10,715 10.45%

Boston 17,129 10.40%

Tampa 10,982 10.39%

Atlanta 16,228 10.24%

Sacramento 10,134 10.20%

Phoenix 12,533 9.70%

Minneapolis 10,029 9.54%

BASED ON TOTAL SIZE

Total
Restaurants

Permanently
Closed

QSR 343,080 10.69%

Fast Casual 88,465 10.22%

Midscale 125,973 10.09%

Casual Dining 202,459 10.28%

Fine Dining 8,497 10.93%

Food Truck 13,992 22.67%

SEGMENTS



What’s Closed.
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% of restaurants either permanently or temporarily closed as of April 2021



Operators are starting to feel more 
optimistic about surviving the health 
crisis. 
As vaccinations continue to be distributed, and the general public becomes eligible 
to receive it in some states, operators are starting to feel more optimistic about 
surviving this crisis compared to February. However, many operators are still 
worried due to vaccine distribution delays and changing guidelines. 
Those operators that remain nervous or worried are in segments that continue to be 
hit the hardest, including B&I. 

8% are feeling very nervous that their operation 
will not be able to come back to business

40% are worried, but fairly confident their 
operation can get through this in one piece

52% are feeling cautiously optimistic and 
expecting to emerge stronger than ever

-2% since Feb. 19

-3% since Feb. 19

+5% since Feb. 19

March 2021



Takeout remains vital, but 
capacity is increasing.
As some cities and states begin to loosen  
restrictions, seating availability and capacity limits 
are increasing, although labor shortages are an issue.  
On-site operators are much less likely to have 
takeout or delivery options and are more likely to be 
temporarily closed than are restaurants.

Restaurants On-Site

93% 54%

70% 65%

59% 29%

71% 15%

59% 12%

2% 8%

8% 2%

Significantly MORE likely than total Significantly LESS likely than total

which services are you currently 
offering to patrons?

73%

67%

44%

43%

35%

5%

5%

Carryout / takeout

Indoor seating

Outdoor seating

Curbside pick-up

Delivery

Closed

Drive-thru

March 2021
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-40%

-20%

+0%

+20%

+40%

+60%

+80%

+100%

Total Male Female Gen Z Millennial Gen X Boomer Northeast Midwest South West



59% 41%
The food is most important to me; 

getting food delivered or taken 
home is good enough for me to 

spend as much with restaurants as 
before

The experience is most 
important to me; getting 

food delivered is not good 
enough for me to spend as 

much as before

Food-focused consumers propel restaurants during 
this time.

Cravings support restaurants through delivery and takeout. 

January 28th 2021 
reading



Datassential June 
2020 survey

FOOD BOREDOM HAS 
SETTLED IN

65%
are tired of cooking at home

27% completely | 38% somewhat

58%
are bored of comfort foods

23% completely | 35% somewhat

79%
are craving something new

40% completely | 39% somewhat





75%

62%

56%

56%

50%

36%

34%

33%

27%

18%

14%

14%

20%

19%

13%

17%

15%

19%

12%

13%

10%

25%

24%

25%

37%

47%

51%

49%

62%

69%

Cooking at home more / using restaurants less

Grocery shopping at off-peak times

Getting carryout / takeout instead of dining in

Using the drive-thru instead of dining in at QSR

Packing my own food  to avoid using restaurants

Getting groceries delivered

Ordering groceries for curbside pick-up

Getting more restaurant meals delivered

Getting a meal kit sent to my home

Getting alcoholic beverages delivered

Now, restaurants will compete with conveniences we’ve become used to.
Three in four people will maintain their increase in cooking at home, and younger consumers are significantly more likely to brown-bag lunch when they return to 
working outside the home; restaurants’ expanded use of carryout, delivery, and the technology powering both off-premise methods will continue to be important.

of all the ways to get food, which have you BEEN DOING & WILL CONTINUE when the pandemic ends, which 
have you BEEN DOING BUT WON’T CONTINUE, and which have NOT BEEN DOING (AND WON’T START)?

Significantly more likely for Men (26%) and Millennials (31%)

Significantly more likely for Gen Z (70%) and Millennials (64%)

Significantly more likely for Millennials (49%)

Significantly more likely for Gen Z (51%) and Millennials (44%)

Significantly more likely for Gen Z (49%)

Significantly more likely for Millennials (40%)



March 2021 March 
2020

Less 
Often

Same 
Amount

More 
Often

More 
Often

Cooking or baking "from scratch" at home 16% 39% 45% 42%

Eating comfort foods 18% 39% 43% 33%

Eating healthful / better-for-you foods 21% 43% 36% 25%

Shopping online for food 23% 41% 36% 22%

Stress eating 28% 39% 33% 24%

Snacking between meals 27% 41% 32% 29%

Eating indulgent / treat foods 31% 37% 32% 23%

Trying new restaurants for pickup or delivery 42% 32% 26% 15%

Skipping meals or working through meals 31% 45% 25% 17%

Drinking alcohol 41% 45% 14% 14%

Quarantine habits and eating routines appear 
to die hard

compared with how you behaved last March and April, at the start of the 
pandemic, are you doing more or less of these eating and drinking habits?



MENU
PERFOMANCE



CLIMATE
the new value and 

values driven 
consumer
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2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

COMBO & VALUE MEALS
as a % of all new chain menu introductions

(2.8%) (5.9%) (8.6%) (15.0%) (11.1%) (9.0%) (8.0%) (7.4%) (6.6%) (5.7%) (6.5%) (6.4%) (6.0%) (4.1%)

36.9%
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Want to Increase
Want to 
Decrease

Plant-based foods 58% 4%

Seafood 41% 9%

Plant-based meat substitutes 33% 16%

Poultry 30% 12%

Red meat 21% 31%

Consumer Desires



10%

15%

11%
10%

6%

1%

3%

1% 1%

Total Gen Z Millennial Gen X Boomer

Climatarian diets are still new, 
but 10% of plant-based 
purchasers were motived by 
environmental impact.

‘Climatarian’ best describes how you eat today.

‘Environmental impact’ best describes your motivation for purchasing plant-based items.

Climate
lifestyle eating is emerging



Climate
on the menu

Fast casual chains are 
already experimenting 
with climate menus.
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key issues for our industry
what are the implications

how do we respond



Brio/Bravo, Fuddruckers, Luby’s, California Pizza Kitchen, 
Cheeseburger in Paradise, Koo Koo Roo, more 



Why We Should Be Optimistic

Much-Needed Stimulus

States and Major 
Cities Opening Up

VaccinesColleges 
and K-12 
Open in the 
Fall

Success of Key 
Chains

Summer 
is Coming

Pent Up Demand



How The Industry Is Changing

Outlook
Takeout will be a significant restaurant 
strategy

Implication
Menu development needs to be sure 
product/meal travels well. Pizza is a good 
example of a positive concept.



How The Industry Is Changing
Outlook
Value will be the popular way to 
drive traffic

Implication
Restaurants and chains will be 
looking for lower-cost ingredients 
especially for promotion.  We have 
to position mushrooms as a value 
relative to ALL our benefits.



How The Industry Is Changing
Outlook
Ghost kitchens are a strategy 
even chains and distributors  
are developing  

Implication
Know how mushrooms fit into 
new and existing brands. Be 
sure you are targeting them.     
A ghost kitchen may have a 
different supply chain.



How The Industry Is Changing
Outlook
With labor and rent issues, there 
will continue to be innovation in 
formats and platforms

Implication
Look at new opportunities from 
pop-ups and quick access meals 
as well as meal delivery





How The Industry Is Changing

Outlook
Not only less restaurants (especially 
independents with the largest 
penetration of mushrooms), but less 
consumers as well

Implication
Be aggressive in foodservice, but 
look at all channels—takeout, meal 
kits, restaurant partnerships with 
retail prepared foods



How The Industry Is Changing

Outlook
The Blend® is as relevant as ever, 
but future innovation will be 
around plant-based

The Implication
Mushrooms are in perfect 
position to be plant-forward and 
plant-based. Help drive menu 
development with new uses and 
concepts.



How The Industry Is Changing

Outlook
Less promotional items (LTOs) and 
smaller menus

Implication
Again, more than ever, we have to 
be proactive in showcasing the 
benefits of mushrooms and driving 
innovation… not just cost, not just 
waiting for the order



How Mushrooms Are DoingStarting To Build Momentum
Quarterly LTOs

2020 Q1, 2021





Summary
Not business as usual

Drive innovation
Showcase mushroom value in ways other than 
cost Think plant-forward and 

plant-based
Look for new opportunities 
stemming from new platforms

Make mushrooms the answer and the solution

Take advantage of The Mushroom Council 
resources

The industry continues to change:  
Plan and re-plan
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Thank You


