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For the first time Dat a s s e nMenhudrentlss Keynote
Series is leveraging the power of MenuTrends, our trend-

DATA S SENTIAL tracking database, and combining it with extensive consumer
and operator survey data, from motivations to behaviors to
, m = . e opportunities, in order to bring together trends, data, and
insights in a comprehensive report that dives deep into key

industry topics and categories.

For more details, please contact Brian Darr  at:
312-655-0594 or brian@datassential.com

The new MenuTrends Keynote on Appetizers details what consumers are already ordering, what they
are interested in trying, and how that compares to the appetizers that operators are menuing. We asked
consumers for their thoughts on a wide range of appetizer options, flavors, trends, and ingredients,
uncovering preferences and motivations with direct implications for both foodservice and retail segments.
We combined this with operator data on menuing, purchases, and brand preferences, and leveraged the
power of MenuTrends, our trend-tracking menu database, for this one-of-a-kind MenuTrends Keynote
series that comprehensively explores topics and categories central to the industry.

The MenuTrends Keynote Appetizer report will be an invaluable resource to help you understand the
away-from-home andat-h o me, appeti zer | andscape detailing cons:
preferences.

APPETIZERS T—

Every week, two out of three Americans eat pizza. In fact, the average consumer orders pizza away-from-
home five times a month. Datassential's MenuTrends Keynote on Pizza is a comprehensive overview of
this consumer favorite, from the types of pizza consumers are eating to where they are eating it - and the
barriers that prevent them from choosing pizza. We cover how operators are currently menuing pizza,
break down daypart consumption, and look at the pizza products that matter most to operators.

In this report we also bring you menu data and growth, plus consumer interest, on trending pizza
ingredients and concepts, including premium meats and cheeses, unique vegetables and greens, gluten
free crusts, ethnic influences, innovative sauces, flatbreads, and so much more.

PIZZA& FLATBREADS s

U . T o * Burgers * Kids Menus
pcom I ng OpICS * BBQ & Southern * Salads
2015 * The New Healthy * Side Dishes
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This report can be presented live or via webinar, but can
not be distributed to outside companies.

If your company has purchased this report, you are

encouraged to excerpt key exhibits and build them into
your own presentations.

However, you should not provide significant sections of
this report to any outside company without express
written consent from Datassential.
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NON-ALC. BEVS IN TIME

The Coca-Cola PepsiCo acquires Mc Donal doés

Company releases IZZE Sparkling juice McCafe line with new

Coke Zero and Naked Juice espresso beverages
Mc Donal|dds | BurgerKing Starbucks
introduces introduces rolls out its
their Premium ICEE Floats instant coffee
Roast Coffee and Mocha line - VIA

Iced Coffee Ready Brew

2006 2007 2008 2009 2010

eTxepds cocbsut water
continues to gain market
share rapidly

Starbucks
enters the juice
market through
its acquisition
of Evolution
Fresh

2011 2012

Cari bou, Peet
Starbucks launch
lighter roasted coffees

The green juice
movement hits
the chains as
Jamba Juice,
Chick-Fil-A, and
Starbucks serve
kale and spinach

2013

fruit and yog Starbuoks

According to Beverage PepsiCo launches the
Digest, soda consumption new G2 line 1 the lower
begins to decline in 2005 calorie version of classic
and continues to do so up Gatorade

through today

Dunkin Donuts New smoothies
releases its new appear at Caribou
line of smoothies Coffee, Cold Stone,

fimade wi t h r el dackinthe Box, and

Freestyle machine lets
consumers mix-and-
match drinks and flavor

Caribou Coffee unveils
their Signature Iced
Teas with flavors like
Rooibos Lemonade
and Peach Black

combinations

The craft cocktail
movement gives
birth to more unique
mocktails with fresh
juices, savory herbs,
drinking vinegars,
and artisan soda/tea

Coca-Col ads new Taco Bell 6s new
menu features Mtn Dew

A.M. T Mountain Dew with
Tropicana Orange Juice
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i Brewed coffee 43% i

| Bottled water 39% | Daily Beverage Incidence

' Juice / juice drink 33% I (% drinking in a given day)

| Regular CSD S ' Brewed coffee is the most

| Milk 31% ; consumed beverage

! Iced tea 25% : water.

| : Top10 [

l S 2 I Over 40% of all adult Americans drink brewed

I Hot tea 17% i coffee on any given day, resulting in a daily

i e - ! incidence rate that surpasses that of bottled

| Punch/lemonade EEERMIN ' water, juice, and both r
Specialty coffee 11% Brewed coffee today can be regarded as a

Iced coffee 10% staple beverage.

Sports drink 10% lced and hot tea also both make the list of the
P top 10 most consumed beverage types.
Hot chocolate 9%

Smoothie B Consumption rates for specialty, iced, and frozen
coffee are also quite robust, rivaling or
surpassing that of sports drinks, smoothies, and
Milkshake W&Z) a variety of other common beverages.

Energy drink B&Z

Frozen coffee BG4

Source: Datassential BUZZ Coffee & Tea Tracker
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' Seasonal Coffee & Tea Flavors
Homemade Sodas -

' : ___— - Seasonal Soda Flavors
Green Juices / Smoothies :

~ Small-Batch / Craft Sodas

Latin - Mocktails

Specialties . :
_ Vitamin / Superfood Supplements -
Mexican Hot Natural Sweeteners - :

Chocolate ] Premium L

Ingredients
Hot Broth / Bouillon -

1 1
_______ Lo o=co=—===c=dlccccccc oo === == o
1 1

Non-Dairy Milks
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While seasonal flavors continue to show strong interest,
ciders and nutritional beverage supplements may be areas worth exploring.

Premium Ingredients

Natural Sweeteners 39%
Non-alcoholic fruit ciders 36%
Seasonal coffee & tea flavors 35%
Vitamin or super food beverage supplements 31%
Non-Dairy Milks 31% .
Interest Rating:
Green Juices or Smoothies 30% MegaTrends (TOp 2)
Homemade sodas 28%
Mexican Hot Chocolate 27%
Small-batch or craft sodas 27%
Hot Broth or Bouillon 27%
Seasonal soda flavors 26%
Latin Specialties 23%
Mocktails 21%

QC1:Described below are some naicoholic beverage trends you might not already be familiar with. Please indicate

how interested you are in trying that type of beveragepdint scale.



Kale, spinach, parsley, and more!

v These greens are mentioned on 1-2%
% of non-alcoholic beverage menus
"~ Kale: 1% of menus; +422% since 2010

Spinach: 1% of menus; +167% since
2010
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Coconut Water ’ _

The trendy beverag§+233% Since

Currently on 1% of non-alcoholic - 2010
p - x

beverage menus :
- - " ‘.. o
Featured most often on its own and in \ |

blended beverages

| DATASSENTIAL

Menu Adoption Cycle adoptlon
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? The super-beverage of the year

% ‘

) 3y Currently on 1% of non-alcoholic

Featured most often as a tea and in
~ blended beverages
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