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SELF-SERVICE CAFETERIAS IN THE 
US - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Foodservice value sales increase by 5% in current terms in 2023 to USD2.1 billion 

▪ Outlet numbers fall by 2% to 924 in the same year 

▪ Independent self-service cafeterias is the best performing category in 2023, with foodservice 

value sales growing by 9% in current terms to USD459 million 

▪ Golden Corral Corp is the leading player in 2023, with a foodservice value share of 60% 

▪ Foodservice value sales are set to grow at a current value CAGR of 0% (2023 constant value 

CAGR of -2%) over the forecast period to USD2.1 billion 

▪ The number of outlets is expected to decrease at a CAGR of 1% to 880 over the same period 

 

 

2023 DEVELOPMENTS 
 

Continued rebound from covid-19 decline 

The major storyline for self-service cafeterias in the US in 2023 was its continued rebound as 

pandemic-era health restrictions receded. Self-service cafeterias was particularly hard-hit in the 

depths of the pandemic, due to logistical concerns about spreading the virus due to the format 

of this channel. As the pandemic receded, in 2022 most restaurants opened up with few to no 

restrictions – apart from the challenges of the Omicron variant in the winter months at the 

beginning of the year. 2023 escaped a major variant in the vein of Omicron, and represented the 

first full year back to normal for self-service cafeterias. As a result, operations largely returned to 

normal. With very limited exceptions, most of the US population does not seem to show a 

significant concern about buffet-style dining, and the channel seems to have escaped its 

imminent predicted death during the worst years of the pandemic, although sales have a way to 

go to return to the pre-pandemic level.  

 

Ikea holds steady on outlet numbers, defying the general trend 

While value sales in self-service cafeterias continued to increase in 2023, aided in part by 

inflation and the rebound from the pandemic, the same cannot be said for the number of outlets. 

Even before the pandemic, outlet counts were in a challenging place, as long-time players in the 

space closed down or cut locations. In 2023, only one player in self-service cafeterias managed 

to avoid a decline in outlet numbers – Ikea Restaurant. While an impressive feat, it is also 

important to contextualise IKEA’s restaurant style. The company offers Swedish-style food in a 

cafeteria setting within its existing highly popular furniture stores. As a result, the resilience of its 

locations is due to its semi-captive audience as consumers wind their way through the furniture 

store maze. Nevertheless, this is an important achievement, as even major players in self-

service cafeterias, such as Golden Corral, saw their store numbers decline in 2023.  

 

Inflation spike provides extra emphasis on value for money 

The massive spike in inflation in 2022 and early 2023 was a significant disruptor for many 

industries. With US inflation hitting double-digits in 2022 and remaining high for much of the first 
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half of 2023, consumers were forced to reckon with rapidly increasing costs across the 

spectrum, followed by concerns of an impending recession that would likely create a dreaded 

stagflation environment. Retail food prices were particularly hard-hit on the front-end of this, 

while foodservice prices continued to climb across much of the industry. In this environment, 

self-service cafeterias held an important value edge, as they were able to advertise their 

significant value as prices increased, prompting hungry families to seek out more affordable 

options. Many consumers in the US saw their eating habits trade down throughout the period of 

inflation, and buffets in particular was one recipient of this trend. Flat pricing allows consumers 

to leave with a sense that they are able to eat until they feel they have received their money’s 

worth. 

Fortunately, the middle and latter part of 2023 saw the inflation rate decline substantially. 

While the annual rate did not quite make it down to the 2% that the FED is targeting, it was well 

on its way. This, coupled with a strong job market that and economic resilience means that the 

feared stagflation has thus far failed to materialise. This may remove a little bit of the edge that 

self-service cafeterias enjoyed in 2023, but for their regular clientele, it is unlikely that value for 

money will stop being a major factor any time soon.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Value proposition remains important as consumers adjust to higher 
costs 

Euromonitor International’s projections for the US economy in 2024 and beyond evince a 

more hopeful picture than was seen in the year before. Inflation appears to largely have been 

tamed in the US, and while the Federal Reserve continues to hold rates high, it does not appear 

to be thinking of raising rates any further. Instead, conversation has shifted to speculation on 

when the Fed will begin to cut rates in order to prevent the economy from cooling off too much. 

Meanwhile, the job market and economic growth remain relatively strong, and if the Fed is able 

to cut rates at the correct times, it seems reasonable that the US will escape both recession and 

particularly high inflation in the coming years – barring major changes in geopolitics.  

This is good news for consumer foodservice, and should continue to become better news as 

consumers begin to internalise the significant price shifts that occurred in 2022 and 2023. For 

self-service cafeterias, the near part of the forecast period is likely to see current value growth 

maintained due to their value proposition. For many clients, especially regulars and older 

customers, the process of coming to terms with a new price floor – even if inflation itself remains 

low – will continue to be a challenge, and feeling that they are getting good value for their 

money will be critical going forward. This will remain an excellent selling point for self-service 

cafeterias. However, little growth is expected over the forecast period as a whole, and a return 

to the pre-pandemic level of sales is not anticipated. 

 

Exploring new and exciting flavours and quality 

In the US, the typical self-service cafeteria that comes to mind is likely a chain such as the 

now defunct Old Country Buffet. This illustrates one of the challenges in the channel, but at the 

same time indicates one of the great opportunities. New and innovative concepts, particularly in 

the independent space, are able to jump on larger trends in the consumer foodservice industry, 

such as higher quality ingredients (at a higher price point), unique flavour combinations, and 

cocktail and mocktail options. While many that patronise self-service cafeterias will continue to 

do so for the value per dollar, there remains untapped potential in places that can offer a 

specific cultural or culinary approach or theme that is social media-friendly and a destination 

 
 
 

 
 
 
 

Content removed from sample 
 

 
 
 

 
 
 
 
 

Content removed from sample 
 

 
 
 
 

Content removed from sample 
 



S E L F - S E R V I C E  C A F E T E R I A S  I N  T H E  U S  P a s s p o r t  3 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

experience. Another area in which self-service cafeterias can break free from the mould is by 

featuring partnerships with the local community, whether this is in the provenance of ingredients, 

or in efforts to reduce food waste, or put it to uses such as local agriculture. Offering consumers 

an opportunity to try new foods and styles that they have not experienced before without the risk 

of selecting an entire meal that they end up not liking is also an area that self-service cafeterias 

could lean into.  

 

Outlet decline highlights challenges in self-service cafeterias 

In nearly every year of the most recently published Euromonitor dataset on self-service 

cafeterias in the US, the total number of outlets declined. Several of the biggest name chains 

have gone out of business or needed to be rescued from bankruptcy. It has not been a 

particularly encouraging decade for chained self-service cafeterias. A number of challenges face 

the channel, and amongst the largest is food waste, and the difficulty of finding the right price to 

balance food quality against quantity. Maintaining high food quality while remaining 

competitively priced can be a significant challenge. Without innovation, it is a challenge to see 

where this channel will be able to turn around declines in all but the largest chains. Innovative 

models, however, as mentioned above, could be an important key to unlocking new clientele 

and attracting the attention of consumers.  

 

 

CATEGORY DATA 
 

Table 1 Self-Service Cafeterias: Units/Outlets 2018-2023 

 

outlets 
 2018 2019 2020 2021 2022 2023 
 
Self-Service Cafeterias 1,361 1,277 1,066 975 942 924 
- Chained Self-Service 901 828 686 607 580 567 
    Cafeterias       
- Independent Self- 460 449 380 368 362 357 
    Service Cafeterias       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 2 Sales in Self-Service Cafeterias: Number of Transactions 2018-2023 

 

'000 transactions 
 2018 2019 2020 2021 2022 2023 
 
Self-Service Cafeterias 149,245.9 141,635.1 63,870.7 75,102.0 85,153.9 88,181.9 
- Chained Self-Service 93,990.2 86,911.3 44,675.7 49,864.6 56,035.9 57,677.2 
    Cafeterias       
- Independent Self- 55,255.7 54,723.8 19,195.0 25,237.4 29,118.0 30,504.7 
    Service Cafeterias       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 3 Sales in Self-Service Cafeterias: Foodservice Value 2018-2023 

 

USD million 
 2018 2019 2020 2021 2022 2023 
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Self-Service Cafeterias 3,274.5 2,964.4 1,512.0 1,769.4 2,032.5 2,130.9 
- Chained Self-Service 2,582.6 2,285.7 1,256.8 1,426.4 1,611.6 1,672.1 
    Cafeterias       
- Independent Self- 691.9 678.7 255.2 343.0 420.9 458.9 
    Service Cafeterias       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 4 Sales in Self-Service Cafeterias: % Units/Outlets Growth 2018-2023 

 

% Units/Outlets growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Self-Service Cafeterias -1.9 -7.5 -32.1 
- Chained Self-Service Cafeterias -2.2 -8.8 -37.1 
- Independent Self-Service Cafeterias -1.4 -4.9 -22.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 5 Sales in Self-Service Cafeterias: % Transaction Growth 2018-2023 

 

% transaction growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Self-Service Cafeterias 3.6 -10.0 -40.9 
- Chained Self-Service Cafeterias 2.9 -9.3 -38.6 
- Independent Self-Service Cafeterias 4.8 -11.2 -44.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 6 Sales in Self-Service Cafeterias: % Foodservice Value Growth 2018-2023 

 

% value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Self-Service Cafeterias 4.8 -8.2 -34.9 
- Chained Self-Service Cafeterias 3.8 -8.3 -35.3 
- Independent Self-Service Cafeterias 9.0 -7.9 -33.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 7 GBO Company Shares in Chained Self-Service Cafeterias: % Foodservice 
Value 2019-2023 

 

% value  
Company 2019 2020 2021 2022 2023 
 
Golden Corral Corp 71.2 79.6 79.1 77.2 76.8 
Inter IKEA Systems BV 7.2 2.5 5.2 8.8 9.6 
Luby's Restaurant Corp - - 6.1 5.0 4.9 
Yucaipa Cos LLC 3.5 3.6 4.4 4.3 4.0 
Food Management Partners 2.3 2.0 0.4 - - 
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    Inc      
Luby's Inc 8.5 7.5 - - - 
Ovation Brands Inc 3.3 0.9 - - - 
Others 4.0 4.1 4.7 4.7 4.7 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 8 GBN Brand Shares in Chained Self-Service Cafeterias: % Foodservice Value 
2020-2023 

 

% value 
Brand Global Brand Owner 2020 2021 2022 2023 
 
Golden Corral Golden Corral Corp 79.6 79.1 77.2 76.8 
Ikea Restaurant Inter IKEA Systems BV 2.5 5.2 8.8 9.6 
Luby's Cafeteria Luby's Restaurant Corp - 6.1 5.0 4.9 
Piccadilly Restaurants Yucaipa Cos LLC 3.6 4.4 4.3 4.0 
Furr's Family Dining Food Management Partners Inc 2.0 0.4 - - 
Luby's Cafeteria Luby's Inc 7.5 - - - 
Ryan's Ovation Brands Inc 0.5 - - - 
Old Country Buffet Ovation Brands Inc 0.4 - - - 
Home Town Buffet Ovation Brands Inc - - - - 
Others  4.1 4.7 4.7 4.7 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 9 Forecast Self-Service Cafeterias: Units/Outlets 2023-2028 

 

outlets 
 2023 2024 2025 2026 2027 2028 
 
Self-Service Cafeterias 924 910 900 893 886 880 
- Chained Self-Service 567 559 554 552 549 547 
    Cafeterias       
- Independent Self- 357 351 346 341 337 333 
    Service Cafeterias       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 10 Forecast Sales in Self-Service Cafeterias: Number of Transactions 2023-2028 

 

'000 transactions 
 2023 2024 2025 2026 2027 2028 
 
Self-Service Cafeterias 88,181.9 86,952.4 84,847.2 83,145.8 81,317.0 79,693.9 
- Chained Self-Service 57,677.2 56,413.4 54,636.4 53,328.7 51,839.3 50,439.1 
    Cafeterias       
- Independent Self- 30,504.7 30,539.0 30,210.9 29,817.1 29,477.7 29,254.8 
    Service Cafeterias       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 11 Forecast Sales in Self-Service Cafeterias: Foodservice Value 2023-2028 

 

USD million 
 2023 2024 2025 2026 2027 2028 
 
Self-Service Cafeterias 2,130.9 2,088.2 2,048.4 2,002.4 1,957.3 1,908.0 
- Chained Self-Service 1,672.1 1,633.0 1,599.9 1,562.8 1,524.7 1,480.2 
    Cafeterias       
- Independent Self- 458.9 455.2 448.5 439.6 432.6 427.8 
    Service Cafeterias       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 12 Forecast Self-Service Cafeterias: % Units/Outlets Growth 2023-2028 

 

% Units/Outlets growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Self-Service Cafeterias -1.5 -1.0 -4.8 
- Chained Self-Service Cafeterias -1.4 -0.7 -3.5 
- Independent Self-Service Cafeterias -1.7 -1.4 -6.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 13 Forecast Sales in Self-Service Cafeterias: % Transaction Growth 2023-2028 

 

% transaction growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Self-Service Cafeterias -1.4 -2.0 -9.6 
- Chained Self-Service Cafeterias -2.2 -2.6 -12.5 
- Independent Self-Service Cafeterias 0.1 -0.8 -4.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 14 Forecast Sales in Self-Service Cafeterias: % Foodservice Value Growth 2023-
2028 

 

% value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Self-Service Cafeterias -2.0 -2.2 -10.5 
- Chained Self-Service Cafeterias -2.3 -2.4 -11.5 
- Independent Self-Service Cafeterias -0.8 -1.4 -6.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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CONSUMER FOODSERVICE IN THE 
US - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Consumer foodservice in 2023: The big picture 

After three years of having at least a period of time in the year when COVID-19-related 

restrictions affected restaurant visits, many operators looked forward to 2023 as the first year of 

a return to normalcy. High inflation and its reverberating effects throughout the economy, 

however, had other ideas for 2023. While high inflation had affected the industry for a few years, 

a reversal in the rate of inflation between grocery and restaurant costs saw price increases in 

restaurants overtake those of grocery products in 2023. In response to higher ingredient costs, 

as well as an increase in the price of labour, which came along with inflation and the high 

competition for workers, operators across the industry raised menu prices by rates often 

exceeding the overall rate of inflation.  

As another headwind for the industry, the prolonged nature of inflation by 2023 had left some 

consumers with depleted savings and overall lower spending power. Because of these hurdles, 

some consumers, especially those at the lower end of the socioeconomic spectrum, cut back on 

the frequency of dining out. Brands across categories felt the sting of this decline in traffic, 

although it was felt most strongly by full-service restaurants and independent brands. Brands 

within limited-service restaurants, especially those within fast food, performed comparatively 

well, as drive-through and online sales continued to grow, and consumers were drawn to these 

brands by their value positioning. Some consumers traded down from full-service restaurants to 

fast casual, while another subset traded down from fast casual to fast food. The casual or family 

dining subsets of full-service restaurants saw mixed results, while higher end brands across 

categories seemed to struggle. This was seen clearly in the results for the restaurant company 

Darden, which saw strong traffic declines and slumping sales at its higher end concepts, such 

as Eddie V’s and Capital Grill & Bar, but saw sales growth and flat to moderate growth in traffic 

at its casual concepts Olive Garden and Longhorn Steakhouse. Olive Garden especially posted 

strong figures, as limited time offers and large, family-style portions communicated value to 

consumers still eager to experience a night eating out without breaking the bank.  

Despite overall declines in traffic, many chained operators, especially those in limited-service 

restaurants, saw growth in their sales, largely driven by an increased spend per customer, 

caused by higher menu prices. Overall, it seemed that consumer demand to continue to dine out 

following the lifting of pandemic restrictions remained strong, as many consumers realigned 

their spending priorities from things to experiences. The brands that saw the most success in 

the year were ones that were able to communicate their value to consumers, not just in terms of 

having the lowest prices, but through connecting with consumers via loyalty programmes, 

experiences, and offers, which allowed consumers to feel like they were receiving the best value 

for their money. 

 

2023 key trends 

Despite high interest rates and an economic environment that would usually see restaurants 

stalling outlet expansion plans, many restaurant brands, especially in the limited-service space, 

announced plans to fast-track outlet openings around the country. A few factors led to this 

growth. The first was that some brands were previously poised to open outlets, but delayed 
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these plans due to the pandemic. Another was that limited-service sales, especially in the fast 

food space, showed surprising resilience in tough economic times and showed that consumers 

are still hungry for convenience. The convenience trend was also seen in the continued strength 

of drive-through sales, and brands are looking for space to add more drive-through lanes, which 

is another reason why brands are looking to open more outlets. The opening of smaller footprint 

outlets that focus on drive-through, takeaway and delivery only, especially for drive-through 

coffee, is also becoming increasingly popular, and these types of outlets are easier and more 

cost-effective for brands to open. In 2023, for the first time in years, McDonald’s shifted from a 

shrinking outlet count in the US, to announcing plans to open an additional 900 restaurants 

domestically. Other brands in limited-service restaurants also announced expansion plans in the 

past two years, including brands under Yum! Brands, as well as Chick-Fil-A, Starbucks, and 

Carl’s Jr. These additional outlet openings are not without difficulty, as prices and interest rates 

remain high, and high demand makes the competition fierce for priority urban locations. 

Because of this, many brands are pursuing expansion in smaller cities and non-urban locations. 

  

While loyalty programmes are nothing new in consumer foodservice, consumers’ demand for 

value in the past few years amidst rising prices has seen new loyalty launches across all 

consumer foodservice categories. Many foodservice operators are moving away from traditional 

points per spend loyalty systems in favour of programmes that offer more interaction with 

consumers, often with the help of technological integration. Brands are incorporating games and 

special experiences into their loyalty programmes to cultivate relationships with their customers. 

For example, Starbucks has long had success with its loyalty programme, but is looking to take 

it further by launching the beta version of a new interactive loyalty system called Starbucks 

Odyssey. Odyssey allows consumers to complete activities in order to collect points and NFTs, 

as well as special products and experiences such as coffee tastings or trips.  

Another method brands are using to expand the adoption of loyalty programmes is integrating 

consumer data to make the experience more personalised. The Cheesecake Factory launched 

a loyalty programme for the first time that does not offer points, but instead offers surprise 

rewards catered to individual consumers; rewards which often encourage them to try new items 

or expand the day parts in which they visit the restaurant. Burger King used customer location 

data to offer consumers a one cent whopper burger if they had the app downloaded and got 

within 600ft of a McDonald’s. Brands are also trying tiered systems, such as Subway, which 

offers different levels of rewards based on annual spend, and subscription programmes, such as 

P.F. Chang’s monthly fee, which allows consumers perks such as more loyalty points per 

purchase, and free delivery. Brands will need to continue to innovate in the loyalty space and 

offer new experiences in order to form deeper connections with consumers in order to remain 

competitive. 

  

 

Competitive landscape 

In 2023, brands across consumer foodservice struggled with the high prices of labour, 

equipment and ingredients, paired with declines in consumer traffic. The brands that performed 

the best were able to differentiate themselves from the crowd by emphasising their value 

offerings, or by offering high quality products at an attainable price point in a bid to reach 

consumers searching for attainable luxuries. On the value positioning side, McDonald’s posted 

strong sales growth in the year, driven by strong marketing campaigns, and due to consumers’ 

perceptions of the brand as value-forward. For attainable luxury, Starbucks was able to push its 

brand as a high-quality coffee for a price that can be reached by consumers looking to indulge in 

an attainable way. 
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One of the largest global brands in limited-service restaurants in the world, Subway, had a 

transformative 2023. The international brand was sold to Roark Capital in August 2023, and its 

sales results since the sale are a promising sign of the brand’s future. Subway has struggled 

with declining outlet numbers and sales in the US for years, as it has faced increased 

competition from emerging sandwich brands. The brand has attempted to turn around slumping 

sales by improving its quality perception, especially in comparison with other growing sub 

chains, including Jersey Mike’s Subs and Potbelly. It has done this through investment in store 

renovations, advertising campaigns featuring prominent athletes, and menu revamps, including 

new products and the nationwide roll-out of in-house meat slicers. The sale of Subway to Roark 

Capital will allow it to continue to invest in these improvements domestically, and will likely see it 

continue to expand its outlet count internationally. 

From a category perspective, chicken limited-service restaurants continued its impressive 

growth in 2023, while burger limited-service restaurants, and especially pizza limited-service 

restaurants, saw growth slow. Players in chicken limited-service restaurants, such as Bojangles, 

Raising Cane’s Chicken Fingers, Zaxby’s, and Chick-fil-A, have seen success due to 

consumers’ continued demand for chicken products. Burger limited-service restaurants have 

seen success in promoting their chicken products as well. In burger limited-service restaurants, 

Burger King is looking to turn things around following slumping sales in recent years, and to 

compete against McDonald’s marketing success, and Wendy’s successful expansion into 

breakfast and late night. Burger King is starting to see success in drive-through growth and 

overall sales following investments in front and back of house technology, marketing, and 

restaurant remodels. In January 2024, it announced the purchase of its largest franchisor, 

Carrols, in part to try to speed up the remodelling of some of its older restaurants, in the hope of 

turning around public perceptions of the brand. 

 

Independent foodservice developments 

For independent restaurants, 2023 was a year of settling into a new post-pandemic normal, 

while also struggling with the toll of high inflation. Overall, independent restaurants faced a 

tougher environment for the year, as rising costs had a significant impact on their often-thin 

margins, and their smaller size meant they had less bargaining power in the search for lower 

cost ingredients from suppliers. Independent restaurants also had to continue to navigate a 

difficult labour market which, although improving, continued to see tight competition for workers 

and higher wages. Wages increased due to the labour market dynamics, as well as the 

emergence of new laws; for example, a law in Chicago that will phase out the tipped minimum 

wage. They also faced increased pressure from chained players increasing wages, whether that 

be by choice, to attract more workers, or forced by law, as in the case of the new California fast 

food wages law, which will raise wages for chained fast food workers starting in April 2024.  

In response to these difficulties, independent restaurants raised prices in both 2022 and 2023 

to combat high inflation. They also looked to scale back and simplify menus, often looking to use 

similar and seasonal ingredients across their menu, rather than sourcing a larger variety of 

ingredients, in order to save money and simplify supply chains. These simplified menus can also 

be a benefit to customer relationships, as restaurants are able to present themselves as more 

curated and offering a focused experience. One advantage independent restaurants may have 

over their chained counterparts is that post-pandemic, consumers are looking to return to dining-

in in order to find unique experiences, something chained operators are less able to offer. 

Overall, while independent restaurants faced difficulties in 2023, strong consumer demand for 

the experience of going out to eat, as well as continued demand from a delivery and takeaway 

standpoint, along with menu price increases, allowed many independent restaurants to avoid 

major losses even with some decline in traffic. A strong year for travel, as well as conventions 

and other large events, also acted as a boon to independent restaurants. In order to continue to 
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grow traffic and attract consumers, independent restaurants will need to position themselves as 

unique and curated experiences that make consumers believe that spending their money in tight 

economic times is worth it. 

 

What next for consumer foodservice? 

Looking forward to 2024, restaurants and consumers will settle further into their post-

pandemic normal. Inflation remains high, but is improving and beginning to bring relief to 

consumers. The cost of living, however, is still much higher than pre-pandemic, and while 

wages have increased, they have not kept pace with these increased costs. While the recession 

and drop-off in consumer spending that was predicted for 2023 never came to pass, many 

consumers did become more selective about where and how they spend their money. This trend 

will continue, and while hopefully consumers will continue to see dining out as something they 

are unwilling to cut out, brands will still have to communicate their value in order to drive traffic. 

While traffic slowdowns that occurred in 2023 are likely to improve for many brands in 2024, 

growth in traffic is likely to remain low, and in this year brands will not have menu price 

increases to fall back on in order to drive sales growth. Many brands have already increased 

their prices the most the market will allow, and consumers are especially sensitive to further 

raises at this point in time. Because of this, restaurants will have to focus on driving new 

customers to their restaurants and encourage repeat visits through communicating their value 

and increasing customer loyalty. Brands will continue to innovate in the loyalty space looking 

forward, looking to make these programmes experiential to drive customer engagement. 

Restaurants must also communicate their value, not only through pricing and special offers, but 

by communicating to their customers the value that an experience at their restaurant has in their 

lives. While margins will still be tight in 2024 and beyond, 2023 demonstrated how highly US 

consumers value dining out, and the resilience that consumer foodservice will have in the future. 

Another trend that will continue to take hold in consumer foodservice in the future is the 

integration of AI and automation more broadly. 2023 saw AI take the country by storm, as 

companies raced to see how the emerging technology could be integrated into their own 

industries. Consumer foodservice was no exception, as brands across the board investigated 

ways in which AI and other emerging technologies could be used to connect with consumers 

and increase operational efficiency. The industry is especially receptive to these innovations 

now, as labour costs remain elevated, even as the labour shortage in foodservice has begun to 

subside. 2023 saw wages increase across the industry as employees and unions fought for a 

living wage amidst the rising cost of living. State and local governments across the country have 

become involved, from phasing out the tipped minimum wage, as in Chicago, to passing a law 

requiring a USD20 minimum wage for fast food workers, like in California. These types of 

increases, along with increased action from labour unions, are likely to continue pushing the 

cost of labour higher for the industry in the forecast period. With labour costs high, restaurant 

operators are looking for ways in which technology can help cut back on the labour force 

required, and ways to make their current staff more accurate and efficient. Some brands are 

integrating this technology into their kitchens to anticipate orders and automate some parts of 

the cooking process to ensure order speed and accuracy. Other brands are bringing this 

technology directly to consumers, such as IHOP, which launched dine-in ordering technology 

that uses AI to help personalise order suggestions. AI will increasingly be integrated in brands’ 

apps and ordering platforms in the form of order-taking, order suggestions, and customer 

service. Brands will need to ensure that these types of innovations can help streamline 

operations without alienating consumers, especially those who still enjoy the aspect of human 

connection when going out to eat. While AI is still in its infancy in consumer foodservice, it is 

clear that it, and automation more broadly, are here to stay, and will continue to be implemented 

into everything from ordering to burger flipping. 
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MARKET DATA 
 

Table 15 Units, Transactions and Value Sales in Consumer Foodservice 2018-2023 

 

 2018 2019 2020 2021 2022 2023 
 
Units 750,541.0 758,824.0 707,432.0 721,791.0 740,310.0 758,215.0 
Transactions (mn) 66,457.0 68,578.1 59,050.9 66,353.7 68,028.1 69,434.0 
USD million current 612,384.6 633,769.2 523,192.1 631,994.7 695,144.4 739,231.0 
    prices       
USD million constant 612,384.6 622,488.4 507,617.7 585,667.5 596,455.0 609,300.3 
    prices       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 16 Units, Transactions and Value Sales in Consumer Foodservice: % Growth 
2018-2023 

 

% growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Units 2.4 0.2 1.0 
Transactions 2.1 0.9 4.5 
Value current prices 6.3 3.8 20.7 
Value constant prices 2.2 -0.1 -0.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 17 Consumer Foodservice by Independent vs Chained by Type: Units/Outlets 2023 

 

outlets 
 Independent Chained Total 
 
Consumer Foodservice by Type 462,080 296,135 758,215 
Cafés/Bars 63,307 34,436 97,743 
Full-Service Restaurants 205,586 29,264 234,850 
Limited-Service Restaurants 132,339 231,868 364,207 
Self-Service Cafeterias 357 567 924 
Street Stalls/Kiosks 60,491 - 60,491 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 18 Consumer Foodservice by Independent vs Chained: % Foodservice Value 
2018-2023 

 

% value 
 2018 2019 2020 2021 2022 2023 
 
Chained Foodservice 55.2 55.6 62.6 60.6 59.6 60.1 
Independent Foodservice 44.8 44.4 37.4 39.4 40.4 39.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 19 Sales in Consumer Foodservice by Food vs Drink Split: % Foodservice Value 
2018-2023 

 

% value 
 2018 2019 2020 2021 2022 2023 
 
Food 73.7 73.8 77.1 75.7 74.6 74.3 
Drink 26.3 26.2 22.9 24.3 25.4 25.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 20 Sales in Consumer Foodservice by Food vs Drink Split by Type: % Foodservice 
Value 2023 

 

% value analysis  
 Food Drink Total 
 
Consumer Foodservice by Type 74.3 25.7 100.0 
Cafés/Bars 23.9 76.1 100.0 
Full-Service Restaurants 76.9 23.1 100.0 
Limited-Service Restaurants 83.4 16.6 100.0 
Self-Service Cafeterias 91.8 8.2 100.0 
Street Stalls/Kiosks 79.0 21.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 21 Sales in Consumer Foodservice by Location: % Foodservice Value 2018-2023 

 

% value 
 2018 2019 2020 2021 2022 2023 
 
Stand-Alone 83.2 83.2 90.8 86.3 83.5 83.1 
Retail 7.9 7.9 4.6 7.0 7.8 7.9 
Travel 2.0 2.1 1.1 1.7 2.1 2.2 
Leisure 1.3 1.3 0.6 0.8 1.1 1.3 
Lodging 5.6 5.6 2.9 4.3 5.4 5.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 22 Sales in Consumer Foodservice by Fulfillment: Foodservice Value 2018-2023 

 

USD million 
 2018 2019 2020 2021 2022 2023 
 
Consumer Foodservice by 617,935.6 641,305.5 538,340.0 648,620.7 712,119.2 755,864.7 
    Fulfillment       
Takeaway 113,089.1 117,380.6 169,869.3 161,907.7 138,835.0 132,457.6 
Delivery 38,181.8 49,827.2 99,227.6 110,638.7 120,374.9 124,130.6 
Drive-Through 138,115.5 145,159.4 162,577.4 183,754.1 193,309.3 199,301.9 
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Eat-In 328,549.2 328,938.3 106,665.8 192,320.2 259,599.9 299,974.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 23 Sales in Consumer Foodservice by Fulfillment: % Foodservice Value Growth 
2018-2023 

 

% value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Consumer Foodservice by Fulfillment 6.1 4.1 22.3 
Takeaway -4.6 3.2 17.1 
Delivery 3.1 26.6 225.1 
Drive-Through 3.1 7.6 44.3 
Eat-In 15.6 -1.8 -8.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 24 GBO Company Shares in Chained Consumer Foodservice: % Foodservice 
Value 2019-2023 

 

% value  
Company 2019 2020 2021 2022 2023 
 
McDonald's Corp 11.5 12.4 12.0 11.8 12.0 
Inspire Brands Inc 3.4 6.8 6.7 6.4 6.2 
Yum! Brands Inc 6.0 6.5 6.1 6.0 5.9 
Starbucks Corp 5.3 4.9 5.6 5.8 5.8 
CFA Properties Inc 3.7 4.4 4.5 4.7 4.7 
Restaurant Brands 4.2 4.5 4.3 4.1 4.1 
    International Inc      
Wendy's Co, The 2.7 3.1 3.0 2.9 2.9 
Doctor's Associates Inc 2.9 2.8 2.5 2.4 2.5 
Darden Restaurants Inc 2.5 2.1 2.3 2.5 2.5 
Chipotle Mexican Grill Inc 1.6 1.8 1.9 2.1 2.2 
Domino's Pizza Inc 2.0 2.5 2.4 2.2 2.1 
DineEquity Inc 2.1 1.6 2.0 1.9 1.9 
Panera Bread Co 1.7 1.7 1.6 1.6 1.6 
Seven & I Holdings Co Ltd 1.4 1.4 1.2 1.3 1.4 
Panda Restaurant Group Inc 1.0 1.2 1.2 1.3 1.2 
Ilitch Holdings Inc 1.1 1.2 1.2 1.2 1.2 
Jack in the Box Inc 1.2 1.3 1.3 1.2 1.2 
International Dairy Queen 1.1 1.2 1.2 1.1 1.1 
    Inc      
Denny's Corp 0.8 0.8 1.0 1.0 1.0 
Brinker International Inc 1.0 0.9 0.9 1.0 1.0 
CKE Restaurants Holdings 1.0 1.0 0.9 1.0 1.0 
    Inc      
Wawa Inc 1.0 0.9 0.8 0.9 0.9 
Texas Roadhouse Corp 0.8 0.7 0.9 0.9 0.9 
Papa John's International 0.8 1.0 1.0 0.9 0.9 
    Inc      
Bloomin' Brands Inc 0.9 0.8 0.9 0.9 0.8 
Whataburger Inc 0.7 0.8 0.8 0.8 0.8 
Raising Restaurants LLC 0.4 0.6 0.6 0.7 0.8 
Wingstop Restaurants, Inc 0.4 0.6 0.6 0.6 0.7 
Jersey Mike's Franchise 0.3 0.4 0.5 0.6 0.6 

Data removed from sample 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



S E L F - S E R V I C E  C A F E T E R I A S  I N  T H E  U S  P a s s p o r t  14 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

    Systems Inc      
Cracker Barrel Old 0.7 0.5 0.6 0.6 0.6 
    Country Store Inc      
Others 36.0 29.4 29.4 29.5 29.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 25 GBN Brand Shares in Chained Consumer Foodservice: % Foodservice Value 
2020-2023 

 

% value 
Brand Global Brand Owner 2020 2021 2022 2023 
 
McDonald's McDonald's Corp 12.4 12.0 11.8 12.0 
Starbucks Starbucks Corp 4.9 5.6 5.8 5.8 
Chick-fil-A CFA Properties Inc 4.4 4.5 4.7 4.7 
Taco Bell Yum! Brands Inc 3.4 3.3 3.4 3.3 
Wendy's Wendy's Co, The 3.1 3.0 2.9 2.9 
Dunkin' Inspire Brands Inc 2.7 2.7 2.7 2.7 
Subway Doctor's Associates Inc 2.8 2.5 2.4 2.5 
Burger King Restaurant Brands 2.9 2.6 2.5 2.5 
 International Inc     
Chipotle Mexican Grill Chipotle Mexican Grill Inc 1.8 1.9 2.1 2.2 
Domino's Pizza Domino's Pizza Inc 2.5 2.4 2.2 2.1 
Panera Bread Co  1.7 1.6 1.6 1.6 
Sonic Drive-In Inspire Brands Inc 1.7 1.6 1.4 1.4 
Pizza Hut Yum! Brands Inc 1.7 1.5 1.4 1.3 
Popeyes Restaurant Brands 1.4 1.2 1.2 1.2 
 International Inc     
Panda Express Panda Restaurant Group Inc 1.2 1.2 1.3 1.2 
Little Caesar's Pizza Ilitch Holdings Inc 1.2 1.2 1.2 1.2 
Olive Garden Darden Restaurants Inc 1.1 1.1 1.2 1.2 
KFC Yum! Brands Inc 1.4 1.3 1.2 1.2 
Arby's Inspire Brands Inc 1.3 1.2 1.2 1.1 
Dairy Queen International Dairy Queen 1.2 1.2 1.1 1.1 
 Inc     
Applebee's DineEquity Inc 0.9 1.1 1.1 1.0 
    Neighborhood Grill &      
    Bar      
Denny's Denny's Corp 0.8 1.0 1.0 1.0 
7-Eleven Seven & I Holdings Co Ltd 1.0 0.9 0.9 1.0 
Jack in the Box Jack in the Box Inc 1.1 1.1 1.0 1.0 
Wawa Wawa Inc 0.9 0.8 0.9 0.9 
Texas Roadhouse Texas Roadhouse Corp 0.7 0.9 0.9 0.9 
Chili's Grill & Bar Brinker International Inc 0.8 0.9 0.9 0.9 
Buffalo Wild Wings Inspire Brands Inc 0.9 0.9 0.9 0.9 
Papa John's Papa John's International 1.0 1.0 0.9 0.9 
 Inc     
IHOP DineEquity Inc 0.7 0.9 0.9 0.9 
Others  36.3 36.9 37.3 37.5 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 26 GBN Brand Shares in Chained Consumer Foodservice: Units/Outlets 2023 
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Brand Global Brand Owner outlets 
 
Subway Doctor's Associates Inc 21,355.0 
Starbucks Starbucks Corp 16,336.0 
McDonald's McDonald's Corp 13,721.0 
Dunkin' Inspire Brands Inc 9,509.0 
7-Eleven Seven & I Holdings Co Ltd 9,294.0 
Taco Bell Yum! Brands Inc 7,299.0 
Burger King Restaurant Brands International Inc 6,872.0 
Domino's Pizza Domino's Pizza Inc 6,740.0 
Pizza Hut Yum! Brands Inc 6,608.0 
Wendy's Wendy's Co, The 5,998.0 
Circle K Alimentation Couche-Tard Inc 5,781.0 
Dairy Queen International Dairy Queen Inc 4,299.0 
Little Caesar's Pizza Ilitch Holdings Inc 4,198.0 
KFC Yum! Brands Inc 3,909.0 
Sonic Drive-In Inspire Brands Inc 3,553.0 
Arby's Inspire Brands Inc 3,411.0 
Speedway Seven & I Holdings Co Ltd 3,282.0 
Chipotle Mexican Grill Chipotle Mexican Grill Inc 3,281.0 
Papa John's Papa John's International Inc 3,172.0 
Popeyes Restaurant Brands International Inc 3,020.0 
Chick-fil-A CFA Properties Inc 2,876.0 
Jimmy John's Gourmet Sandwiches Jimmy John's Franchise, LLC 2,751.0 
Jersey Mike's Subs Jersey Mike's Franchise Systems Inc 2,666.0 
Casey's General Stores Casey's General Stores Inc 2,514.0 
Panda Express Panda Restaurant Group Inc 2,393.0 
Baskin-Robbins Inspire Brands Inc 2,237.0 
Jack in the Box Jack in the Box Inc 2,192.0 
Panera Bread Co  2,182.0 
Waffle House Waffle House Inc 1,979.0 
Wingstop Wingstop Restaurants, Inc 1,801.0 
Others  130,906.0 
Total  296,135.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 27 Forecast Units, Transactions and Value Sales in Consumer Foodservice 2023-
2028 

 

 2023 2024 2025 2026 2027 2028 
 
Units 758,215.0 769,447.0 779,751.0 789,611.0 799,034.0 808,583.0 
Transactions (mn) 69,434.0 70,700.5 72,314.1 74,036.2 75,745.8 77,476.8 
USD million 739,231.0 757,737.6 777,985.6 798,092.6 818,454.6 839,347.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 28 Forecast Units, Transactions and Value Sales in Consumer Foodservice: % 
Growth 2023-2028 

 

% growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Units 1.5 1.3 6.6 
Transactions 1.8 2.2 11.6 
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Constant value 2.5 2.6 13.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 5 February 2024 

Report closing date: 13 February 2024 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Bureau of Labor Statistics 

 California Department of Business Oversight 

 California Department of Financial Protection 

& Innovation 

 Cornell University 

 Federal Aviation Association 

 Indiana Secretary of State 

 Minnesota Commerce Department 

 United States Securities & Exchange 

Commission 

 US Census Bureau 

 Wisconsin Department of Financial Institutions 

 World Bank Group 

Trade Associations National Association of Convenience Stores 

 National Restaurant Association 

 Nightlife Association 

 Specialty Coffee Association of America 

Trade Press 1851 Franchise Magazine 

 Adage 

 Advertising Age 

 Adweek 
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 Asian Restaurant News 

 Atlanta Magazine 

 azcentral.com 

 Behavior Analytics Retail 

 Billy Penn 

 Biz Journals 

 Brand Channel 

 BurgerBusiness 

 Business Insider 

 Business Week 

 Chain Leader 

 Chicago Eater 

 Chicago Tribune 

 Chinese Restaurant News 

 CIO 

 Clark 

 CNBC 

 CNN 

 Consumerist 

 Convenience Store Products 

 Daily Caller 

 Delish 

 Easyreader News 

 Eater 

 Entrepreneur Magazine 

 Fast Casual Magazine 

 Fatherly 

 Food & Wine 

 Food Business News 

 Food Newsfeed 

 Food Safety News 

 Food Truck Nation 

 Forbes 

 Fortune 
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 Franchise Alchemy 

 Franchise Times 

 Francise Chatter 

 Gather Here 

 Global Franchise Magazine 

 Globe Newswire 

 God Save the Points 

 Inc.com 

 Innovate 

 Investor Place 

 LA Times 

 M Live 

 Market Realist 

 Market Watch 

 Marketing Dive 

 Mashed 

 Media Post 

 Menuism 

 Mobile Marketer 

 Mobile-Cuisine.com 

 Mobilized 

 Nation's Restaurant News 

 NBC San Diego 

 NJ.com 

 NPR 

 Orlando Business Journal 

 Phys.org 

 Pizza Marketplace 

 Pizza Today 

 PMQ 

 POS Bistro 

 PR Newswire 

 Pymnts 

 QSR Magazine 
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 QSR Web 

 Ranker 

 Refinery 29 

 Restaurant Business Online 

 Restaurant Dive 

 Restaurant Finance Monitor 

 Restaurant.org 

 RestaurantNews.com 

 Restaurants & Institutions 

 Reuters 

 Salon 

 Seafood Source 

 SF Gate 

 Star Tribune 

 Startup Jungle 

 STL Today 

 The Comeback 

 The Dallas Morning News 

 The Economist 

 The Huffington Post 

 The Los Angeles Times 

 The New York Post 

 The Paypers 

 The Seattle Times 

 The Street 

 The Takeout 

 The Wall Street Journal 

 Time Magazine 

 Toast Tab 

 Up Serve 

 USA Today 

 Washington Post 

Company Sources 7-Eleven Inc 

 A&W Restaurants Inc 
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 ACG Texas LP 

 AFC Enterprises Inc 

 Applebees 

 Arcapita Inc 

 Atlanta Bread Co International Inc 

 Auntie Anne's Inc 

 Barnes & Noble Inc 

 Barry Callebaut 

 Baskin-Robbins Inc 

 Ben & Jerry's Homemade Holdings Inc 

 Benihana Inc 

 Berkshire Hathaway Inc 

 BJ's Restaurants Inc 

 Blimpie 

 Bloomin' Brands Inc 

 Blue Cart 

 Bob Evans Farms Inc 

 Bojangle's 

 Boston Market Corp 

 Brinker International 

 Bruegger's Enterprises Inc 

 Buffalo Wild Wings Inc 

 Buffet Partners LLC 

 Burger King Holdings Inc 

 Cajun Operating Co 

 California Pizza Kitchen Inc 

 Captain D's LLC 

 Caribou Coffee Co Inc 

 Carlson Cos Inc (TGI Friday's) 

 Carrabba's Italian Grill 

 Carrol's Restaurant Group 

 Casey's General Stores Inc 

 Cava Group 

 CBC Restaurant Corp 
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 CFA Properties 

 Cheesecake Factory Inc, The 

 Chicken Express Oklahoma 

 Chili's Grill & Bar 

 Chipotle Mexican Grill 

 Cicis 

 Cinnabon LLC 

 CKE Restaurants Inc 

 Coffee Bean & Tea Leaf LLC 

 Coffee Bean & Tea Leaf, The 

 Corner Bakery 

 Costco Wholesale Corp 

 Cracker Barrel Old Country Store Inc 

 Culver Franchising System Inc 

 Darden Restaurants Inc 

 Del Taco LLC 

 Denny's Corp 

 DineEquity Inc 

 Direct Energy 

 Disney Co 

 Doctor's Associates Inc 

 Domino's Pizza Inc 

 Doordash 

 Dunkin Brands Group 

 Einstein Bagels 

 Famous Brands Ltd 

 Finances Online 

 Firehouse Restaurant Group Inc 

 Five Guys Holdings Inc 

 Focus Brands Inc 

 Food Management Partners 

 Foodstems 

 Franchise Gator 

 Fresh Enterprises LLC 
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 Freshii 

 Frisch's Restaurants Inc 

 FSR Magazine 

 Furr's Family Dining 

 General Growth Properties Inc 

 Gloria Jean's Gourmet Coffee Pty Ltd 

 Golden Corral Corp 

 Great Steak 

 Grub Hub 

 Haru Sushi 

 Hometown Buffet 

 Hooters of America Inc 

 Ignite Restaurant Group 

 IHOP Corp 

 Imvescor Restaurant Group 

 In-N-Out Burger 

 Inspire Brands Inc 

 Inter IKEA Systems BV 

 International Dairy Queen Inc 

 Jack in the Box Inc 

 Jamba Juice Co 

 JDE Peet's BV 

 Jersey Mike's Franchise Systems Inc 

 Jimmy John's Gourmet Sandwiches 

 Jollibee Foods Corp 

 Just Eat Takeaway 

 Kahala Corp 

 Kerry Food Service 

 Krispy Kreme Doughnut Corp 

 La Salsa Fresh 

 Little Caesar Enterprises Inc 

 Logan's Roadhouse Inc 

 Long John Silver's Restaurants Inc 

 Luby's Cafeterias Inc 
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 Madison Square Garden Co 

 Maggiano's 

 Marie Callender's 

 McAlister's Deli 

 McDonald's Corp 

 Mrs Fields Famous Brands LLC 

 Nando's Ltd 

 NBC News 

 Nightclub.com 

 Noodles & Co 

 Olive Garden 

 On the Border 

 Open Table 

 OTB Acquisitions LLC 

 Outback Steakhouse Inc 

 Ovation Brands Inc 

 Panda Express 

 Panera Bread Co 

 Papa John's International Inc 

 Papa Murphy's Holdings Inc 

 Peet's Coffee & Tea Inc 

 Pei Wei Asian Diner Inc 

 Perkins & Marie Callender's LLC 

 Petrus Brands Inc 

 PF Chang's China Bistro Inc 

 Piccadilly Restaurants 

 Pizza Hut 

 Planet Smoothie 

 Popeye's 

 Post Modern Marketing 

 Potbelly Sandwich Works 

 Pour My Beer 

 Praise International North America Inc 

 Quizno's Corp 
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 Ra Sushi 

 Raising Cane's 

 Red Lobster 

 Red Mango Inc 

 Red Robin Gourmet Burger 

 RedRock Partners LLC 

 Restaurant Brands International Inc 

 Restolabs 

 Retail Food Group Ltd 

 Romano's Macaroni Grill 

 Roti Restaurants LLC 

 Rubio's Restaurants Inc 

 Ruby Tuesday Inc 

 Safeway Inc 

 Samurai 

 Sarku Japan 

 Sbarro LLC 

 Schlotzsky's Deli 

 Sears Holdings Corp 

 Seeking Alpha 

 Shake Shack Inc 

 Sheetz Inc 

 Simon Property Group 

 Smoothie King 

 Sonic Corp 

 Starbucks Corp 

 Supermarket Guru 

 Surf City Squeeze 

 Taco John's International Inc 

 Target Corp 

 Tasti D-Lite 

 TCBY Enterprises Inc 

 Texas Roadhouse Corp 

 TGI Friday's 
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 Tim Horton's Inc 

 Togo's Eateries Inc 

 Tropical Smoothie Cafe 

 Uber 

 V & J Foods 

 Waffle House Inc 

 Wal-Mart Stores Inc 

 Wawa Inc 

 Wendy's Co, The 

 Westfield Group 

 Whataburger Restaurants LLC 

 Wingstop Restaurants Inc 

 Yoshinoya America Inc 

 Yucaipa Cos LLC 

 Yum! Brands Inc 

 Zaxby's Operating Co LP 

Other Sources Bar & Restaurant Expo 

 BrandIndex 

 Chapter 11 Dallas 

 CHD Expert 

 CIBC World Markets 

 Citigroup 

 CT Insider 

 Drumm Law 

 Finance DocBox 

 Food Truck Pub 

 Food.ee 

 GE Capital Solutions 

 Highlands Sun 

 Houston Cronicle 

 IBIS World 

 Indeed.com 

 LiveKindly.com 

 MySanAntonio 
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 Newsweek 

 Raleigh Durham Airport 

 RBC Capital Markets 

 Standard & Poors 

 US Bancorp 

 Yahoo Finance 

Source: Euromonitor International 
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