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INSIDE DATASSENTIALɄS BRAND NEW KIDSɄ MENU KEYNOTE REPORT



PARENTS LOOK FOR OPTIONS 

THAT WORK WELL ON THE GO 

WHEN BUYING A NEW FOOD
DATASSENTIAL MENUTRENDS 
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Roughly half of kids who have tried bulgur like it, yet sgdxkkonly find it on 3% of K-
12 menus and 9% of restaurant jhcrmenus. Hsrjust one of the disconnects ±and
opportunities ± Datassential has uncovered in our brand new MenuTrends
Keynote Report on JhcrMenus . There are gaps between what kids enjoy and
what they find on the menu, what parents want and what operators offer, what is
important to operators and what matters to parents, and the support that
operators need compared to what they have available.

To truly understand this rapidly-changing segment, we surveyed over 800
consumers with children between ages 3 and 17. We identified parent behaviors
and perceptions when choosing kid-friendly foods and the drivers and barriers to
both at-home and away-from-home choices. We also surveyed over 300 operators
from restaurants, K-12, and the hotel/lodging industry to understand their
motivations and frustrations and to uncover supplier opportunities . This
comprehensive report also outlines successes,challenges, and upcoming changes
associated with the National School Lunch Program (NSLP) and the Healthy and
Hunger-Free Kids Act (HHFKA), including upcoming changes to sodium guidelines,
while also outlining how our findings and overall industry trends can create
opportunities in the K-12 market that take these laws and changes into account.

Thejhcrmenu also has a wider impact beyond kids themselves±two out of three
operators agree that families are important to driving most business metrics ,
from visits to traffic to sales, and nearly all parents factor in their jhcrpreferences
when choosing where to eat. The foods that kids have access to and choose now
will also lay the foundation for their future preferences, from healthy ingredients to
global cuisines to brands.

For questions or to purchase the report, contact Datassential managing director
Brian Darr at 312-655-0594 or brian .darr@datassential .com.
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WHAT IS BULGUR?
Bulgur is a high-fiber, low-fat, 

low-calorie cracked whole 

wheat (similar to couscous), 

traditionally found in Middle 

Eastern tabouli. 
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Two out of three operators agree that 
families are important to driving repeat 
business, but they also report a number 

of challenges when designing a successful 
ÌÆ}āû Ñ§Öēz ´þÚÑ [ÍÍ§þ»§Öā ĊÚ sþÚāā-
utilization to balancing healthy menu 

items with traditional favorites.

The overwhelming majority of parents 
ÑÚÖÆĊÚþ ĊÃ§Æþ ÌÆ}āû }Æ§Ċā ĊÚ āÚÑ§ }§»þ§§ 

t̄he percentage is a bit higher for 
younger children and lower for older 

kids , who are more independent. 
<[Öē´[sĊēþ§þā [Ö} Úé§þ[ĊÚþā }ÚÖûĊ ËēāĊ 
Ã[ę§ ĊÚ [éé§[Í ĊÚ ÌÆ}āû Ċ[āĊ§ā t̄hey have 

to appeal to parents, as well.

of parents monitor 
what their kids eat

IN THE REPORT 

Understand parent eating attitudes, the factors 

that affect their decisions, and the preparation 

methods they use.

80%

OF KIDS WHO TRY 
COUSCOUS LIKE IT

IN THE REPORT

We uncover both ingredient and cuisine opportunities 

Ɖfoods and cuisines that kids enjoy, but rarely show 

up on restaurant or K-12 menus.

ɆNow with gluten and many other 
allergies that children have, I 
have found it easier to make 

dishes from scratch. I was using 
premade items, but had lots of 
problems due to allergies.ɇ

OPERATORS SAY

IN THE REPORT 

See allergy prevalence and the information parents 

want on allergies, plus overall operator challenges and 

º|X °³ ³ º X´ º|Jº °X³Jº³´ |JÆX Z³ ¦ T´Ż ªX«Ä´Ÿ
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INGREDIENT OPPORTUNITY

Two-thirds of kids who have tried couscous like 
it, yet it only appears on about 10% of 
qdrs`tq`ms jhcr ldmtr `mc nmkx ` g`mcetk
(4%) of K -12 menusî 3Ċûā ę§þā[ĊÆÍ§z óēÆsÌ [Ö} 
easy to prepare, and whole grain couscous, 
which meets NSLP guidelines, is available. 
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CONSUMERS WANT 
SPECIFIC KIDSɄ 

MENUS FOR 
DIFFERENT AGE 

GROUPS
DATASSENTIAL 

MENUTRENDS 
KEYNOTE REPORT: 
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IN THE REPORT

Find out which factors parents say are most 

important for enticing their kids to try new 

foods and see which ethnic flavors are 

º³X«T «z « ¦ T´Ż ªX«Ä´ŵ °ӃÄ´ ¦ T´Ż  «ºX³X´º  «

specific ethnic cuisines and ingredients.

KIDS ENJOY ADVENTUROUS 

ETHNIC CUISINES 

The vast majority of parents 
encourage or require their kids to 

try new foods [̄Ö} ÆĊûā 
iþÚ[}§ÖÆÖ» ÌÆ}āû ÃÚþÆĠÚÖāî ?ę§þ 
two -thirds of parents say their 
kids enjoy mainstream ethnic 

cuisines like Mexican and 
Chinese, and half say that their 
kids enjoy adventurous ethnic 
cuisines like Indian, Peruvian, 
Vietnamese, and Moroccan.

ɆSome stores used to have a Ƀfruit of 
the month.Ʉ The [kids] got a card, 

and when they brought it to the store 
they got the fruit that the store had 
for the month ɀthey had star fruit 
and other special fruits. The kids 

loved it and we brought them home, 
cut them up, and we all tried it. They 
found out that they liked kiwis and 
things I had never bought before.ɇ

PARENTS SAY

IN THE REPORT 

See which factors drive parents to try a new 

food, snack purchasing habits, and overall retail 

attitudes. And dive into consumption frequency 

by category Ɖboth foods and beverages.
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