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CONSUMERS REACT POSITIVELY TO EMAIL MARKETING

While stories abound of consumers inundated with email advertisements and promotions from the retail stores and restaurants they frequent, 
many restaurants, both chain and independent, are successfully using email for brand and loyalty marketing, as well as for guest surveys. The 

volume of these offers continues to increase. In a national survey of 500 consumers, participants were asked if they would want to receive information 
about the restaurants they visit via email. Despite the explosive growth in emails consumers receive, three of five consumers (60%) agree they want 
to receive email promotions from the restaurants they visit. More women (64%) were interested in receiving this information than men (56%). 

CONSUMERS ARE LOOKING FOR DEALS
To better understand what consumers really want from restaurants via email, consumers were also asked about the types of information they 
want to receive. More than half of consumers (54%) would like to receive restaurant coupons. Over a third of consumers (36%) would also like 
to be informed of food specials and slightly less than a third of consumers (29%) want to know about their favorite restaurants’ new menu items. 
Women are more interested than men in receiving information on all of these promotions, especially coupons.

But how likely are consumers to follow-up on email promotions by visiting these restaurants? Approximately 15% of consumers (men or 
women) say they would be extremely likely to respond to email offers.  When we include “somewhat likely”, more than three quarters of 
consumers say they are likely to respond.  Even if just half of the “extremely likelys” responded, the conversion rate would be far higher than 
traditional direct mail.

CUSTOMERS WANT TO TELL YOU ABOUT THEIR VISIT
Consumers were asked if they have ever participated in a restaurant exit survey. Invitations to participate in these surveys either by phone or 
Internet are often displayed on the bottom of their restaurant receipts. More than half of the consumers interviewed (55%) report that they 
have taken at least one of these surveys in the past. It isn’t necessary to offer an elaborate prize in return for their feedback.  More than half of 
those who have taken an exit survey in the past “just wanted to provide feedback.” However, some participants were motivated by discounts 
(40%), sweepstakes (38%) and coupons (32%).

Based on your experience, by how much do you fel that the price of food you 
purchase in grocery stores, membership clubs, fruit or meat markets has risen in the 
past 3 months?Customers who want to receive restaurant information via email

By gender

• Men

• Women

56%

64%

Coupons 61%
47%

Special Events

Food Specials

New Menu Items

Drink Specials

37%
35%

33%
24%
24%

18%

16%
10%

Which of the following types of information are you interested in receiving via email?
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ETHNIC FOOD POPULARITY WANING?

We first reported on consumers’ affinity for ethnic foods in the May 2005 MarketBrief. In this issue, 
we look at how these preferences and behaviors have changed a year later. 

Current research shows that the appeal of ethnic restaurants and ethnic food is declining. Today, more 
consumers say they are eating less ethnic food than those who claim to be eating ethnic food more often. 
This is a reverse of the results seen one year ago.

Consumers today are also less likely than in 2005 to increase their visits to varied-menu restaurants 
if more ethnic food were added to their menu (30% vs. 38%). Nevertheless, there continue to be 
a large number of consumers who say expansion of ethnic foods at varied-menu FSRs would drive 
increased visits.

MAINSTREAM ETHNIC FOOD STILL PREFERRED
Consumers were provided a list of 15 ethnic foods and asked to rate the appeal of these foods. Listed on the 
following page are the types of ethnic food that at least 50% of the population found “extremely appealing” 
or “somewhat appealing.” In 2006, the appeal of several types of ethnic foods declined significantly including 
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STARCH SUBSTITUTION 
TREND BAROMETER

After watching starches trend up 
last year, some consumers appear 
to be returning to vegetables. This 
may reflect continued efforts to eat 
“better for you” food rather than 
increases in dieting. (See Diet Trend 
Barometer next page) Furthermore, 
these results may also reflect 
seasonal differences.   

Editor’s note:  Look for several up-to-date 
metrics that shed light on key industry 
trends presented in this space in each 
month’s MarketBrief. For comparison, you 
can find past Trend Barometer metrics 
online at: www.technomic.com/operator/
amexmarketbriefs 

Consumers Who “Never” Ask to 
Substitute Vegetables Instead 

of Potatoes 

Are you dining at ethnic restaurants more than, less than or the same 
amount as you were a few years ago?
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If varied-menu restaurants added more ethnic food how likely would you be to 
increase your visits to these restaurants?

Very/
Somewhat likely

30%

38%

Niether Likely or 
Unlikely

54%

Very/Somewhat
Unlikely

45%

16%

18%

March 2006 April 2005

1

Reprinted from May, 2006 Market Brief with permission from Technomic Inc.



© 2006 American Express MarketBrief

MarketBrief

In the March MarketBrief, the Dine-In Trend Barometer was first introduced. In this month’s MarketBrief we take a closer look at the demographic 
make-up of the FSR dine-in customer and consumer perceptions of the full-service dine-in experience. Other research conducted by Technomic has 

suggested that for some consumers the dine-in experience has become less relevant.

THE FACE OF THE FSR DINER
Who are the users of FSR dine-in? Women are more likely than men to be dine-in customers (66% vs. 62%). Although consumers under 34 years of age 
use more takeout than older consumers, they are also more likely to have dined in at an FSR in the past week than their older consumers. This reflects 
the overall higher usage of restaurants among younger consumers.

Consumers 35 to 54 years of age were the least likely to dine-in at FSRs once a week or more often. Parents in this age range often report cutting back 
on dining in at restaurants. Dining out is precluded by their parental responsibilities.

A larger proportion of Hispanic consumers (70%) reported dining in at FSRs in the past week than Caucasian (65%) and African-American (50%) 
consumers.  This is not surprising information for those who follow restaurant trends. While Hispanics are heavier users of FSRs, getting them to choose 
your restaurant requires knowledge of their specific needs and preferences, which are different than other consumers. Hispanics are also more likely 
than any other ethnic group to seek out restaurants that are kid-friendly and offer a sense of value for the dollar.

  Business-Building Implications

 Over half of consumers are interested in receiving information about their favorite restaurants via email. If your restaurant does not already have an 
email database of your customers, now is the time to start. Incent customers to provide you with their email by offering to submit participants’ names 
in a sweepstakes if they provide their name and email address, or create more motivating offers.

 More than half of all consumers are interested in receiving coupons via email. Create targeted promotions using your email database. Women 
are more likely to want coupons or to receive restaurant information via email. Consider sending coupons specifically targeted to women. Some 
special days for women include Mother’s Day, Valentine’s Day, International Women’s Day (March 8th) and Women’s Equality Day (August 26th). 
You can also use your database to send customized birthday and anniversary coupons.  

 More than half of consumers report that they have taken a restaurant survey via the phone or email. Not only are exit surveys a method to obtain 
your customers’ contact information or email, but they provide an opportunity to collect valuable information on perceptions of your restaurant and 
their likelihood to return in the future. If you use a receipt invitation for your customer survey, ask servers (at FSRs) and counter staff (at QSRs) to 
encourage customer feedback

HIGH EXPECTATIONS FOR THE FULL SERVICE RESTAURANT DINE-IN EXPERIENCE

Bottom Line: While this survey is conducted with consumers who are on the internet, the responsiveness to email marketing is still 
impressive.  Many restaurants have built significant databases of consumers.  The cost of reaching these consumers is far less than traditional 
direct mail.  Even if consumers were not more responsive, the cost-benefits and reach of this approach would still be significant compared 
to direct mail.

Based on your experience, by how much do you fel that the price of food you 
purchase in grocery stores, membership clubs, fruit or meat markets has risen in the 
past 3 months?In the past, what motivated you to take these restaurant satisfaction surveys? 

• Provide feedback

• Discounts

53%

40%

• Sweepstakes 38%

• Coupons 32%

Based on your experience, by how much do you fel that the price of food you 
purchase in grocery stores, membership clubs, fruit or meat markets has risen in the 
past 3 months?Consumers who dined at an FSR at least once in the past week.
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MarketBrief is a free monthly eNewsletter from which provides restaurant 
operators with research-based analysis of key industry developments. 

To learn more about the publication or to sign up visit 

http://technomic.com/operator/amexmarketbriefs

http://technomic.com/operator/amexmarketbriefs

