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Sources: Prosper Insights & Analytics Monthly Consumer Survey, Restaurant Business Online, Nations Restaurant News.

INTRODUCTION
As you create a restaurant marketing strategy amid an  
ever-evolving landscape, responding to consumer behavior 
shifts can help you create a solid plan to attract diners to 
restaurants of all types, from quick serve restaurant (QSR)  
to fast casual to casual dining. 

This eBook is designed to share the knowledge we’ve built 
over the last 30 years of serving our consumers to help you 
capture greater market share and reach your marketing goals.

COMPETITION 
IS HIGHER 
THAN EVER: 

30%

of consumers said 
they’ll spend less 

dining out

32%

of consumers  
plan to stick to  
a firm budget

25%

of consumers will be 
more price conscious 

when buying food

DURING THE 
PANDEMIC, 
takeout dining 
increased 72%, while 
delivery increased 
62% in the U.S.

THE “NO 
PREFERENCE” 
CONSUMER 
is growing fast, and 
the Category King is 
now “No Preference.”

38.7% of Pizza  
Occasions

20.6%  
of QSR

41.7% of Full-
Service Occasions



RESTAURANT MARKETING: 01 The Window of Opportunity is Open

Inflation presents a challenge for 
restaurant marketing as prices continue to 
rise. In June 2022, inflation hit new record 
highs, climbing to 9.1%  (the biggest 
12-month increase since December 1981). 
During this period, inflation for restaurants 
was at 7.7%, while Grocery was at 12.2%. 
Gasoline is the highest inflationary 
increase consumers face at 59.9%.

RESTAURANTS ARE STEALING OCCASIONS FROM GROCERIES
Restaurants are stealing 
occasions from grocery stores 
as demonstrated by current 
restaurant sales exceeding 
grocery sales. With tight 
margins, grocery stores 
are forced to raise prices 
immediately to preserve profit 
margins, while restaurants 
have more flexibility to 
strategically evaluate and 
implement price increases.

PRESSURE ON CONSUMER WALLETS CREATES 
OPPORTUNITY TO GROW SHARE
With inflation hitting wallets hard, 
consumers are checking prices more 
closely than ever; 52% want more deals 
and value.  Price is becoming a focus 
for consumers as they seek ways to 
save money while maintaining activities 
such as eating out, which has been 
suppressed for the past two years.

• Consumers are seeking great value,  
not just discounts.

• Brand loyalty is trumped by perceived value.

• Staying top-of-mind protects high-value 
customers and strengthens loyalty.

• Reaching customers with the value they 
want most drives frequency.

Price increases in two essential categories, 
gas and groceries, put significant pressure 
on consumer’s wallets, but it actually 
presents an opportunity for restaurants. 

19.4%
7.7%

12.2%

59.9% Gasoline

Household Energy

Restaurant

Grocery

Sources: Bureau of Labor Statistics, June 2022 CPI Report

Source: US Census Bureau, June 2022



COUPONS ARE A TOP INFLUENCER 
OF CONSUMERS’ DINING OUT 
DECISIONS, INFLUENCING NEARLY  
ONE-THIRD OF CONSUMERS. 
That’s higher than internet advertising (23%), 
email (14%) and social media (14%), and 
it spans nearly every restaurant category, 
including fast casual, pizza, and QSR.

RESTAURANT MARKETING: 
COORDINATED MEDIA 
DRIVES RESULTS
Strengthen overall campaign 
delivery by integrating your creative 
message and media flights to ensure 
consumers are exposed to one 
consistent message from your brand.

• Identify your best customers, 
then target lookalike households 
and devices.

• Deliver targeted messages via 
coordinated, high-attention print 
and efficient digital display.

• Optimize campaign delivery 
using real-time data.

• Adjust media delivery to reach 
your highest performing online 
and offline consumers.

HOW TO BEST MANAGE 
AUDIENCE ATTENTION, 
ENGAGEMENT & LOYALTY • Capture new consumers with low restaurant brand loyalty.

• Re-engage your lapsed customers.

• Use mobile tracking technology to target new 
consumers who drive by your restaurant.

• Identify competitor vulnerabilities to efficiently steal share.

Through coordinated media 
campaigns, you can reach the best 
consumers in your trade area, using 
several targeting strategies, including:

31.5%Coupons

31.3%Word of Mouth

28.0%Internet

19.1%TV/Broadcast

18.0%Product Reviews

18.0%Direct Mail

17.5%Email Advertising

16.6%Social Media

14.9%Outdoor Billboards

14.5%Radio

14.2%Advertising Inserts

12.9%Mobile Websites & Apps

12.2%Video - Mobile/Computer

11.6%In-Store Promotion

11.4%Cable

9.7%Read Article on Product

Influence on Heavy1 QSR consumers led by Coupons

Sources: Prosper Insights & Analytics, MBI - Jan 2022; Heavy QSR Users 4+ times per month



RURAL MARKETING:02 Why C&D Market Consumers Shouldn’t be Overlooked 
in Your Advertising Strategy

DO YOU HAVE A RURAL MARKETING STRATEGY?
Often overlooked, rural consumers are Americans living in 
smaller, yet highly lucrative, C & D markets.

Why is this an important distinction for advertisers? Roughly 
20% of the country’s population, these consumers have 
different values and engage with media differently than their 
urban counterparts. Advertising strategies that are effective for 
urban consumers may fall flat with their rural counterparts.

Rural consumers are also very price and value conscious, and 
they exhibit different planning and shopping patterns.

As prices continue to rise moving into June 2022,  

RURAL CONSUMERS ARE ADJUSTING 
THEIR HABITS MORE THAN THEIR URBAN 
COUNTERPARTS:
• Rural consumers reported seeing price increases up to 

9% more than their urban counterparts across multiple 
categories including grocery, gasoline, dining out, and 
home improvement.

• Nearly half (45%) of rural consumers surveyed report 
driving less than urban consumers; 40% are making fewer 
shopping trips.

• Rural consumers are 5% more likely than urban consumers 
to decrease their overall spending as prices rise, and they 
are also more likely to defer purchases such as dining 
out, apparel, entertainment, home improvement, and 
automobiles.

In response to these price increases, especially fluctuating gas 
prices, rural consumers are more likely to shop sales and 21% 
more likely to use more coupons than urban consumers. How 
can you target these value-oriented shoppers with compelling 
offers and coupons to acquire new customers?



DELIVER VALUE TO THE CONSUMERS MOST LIKELY TO BECOME 
YOUR BEST CUSTOMERS WITH SHARED MAIL
If this audience is important to your business, you can reach them cost effectively through 
shared mail programs. Shared mail drives brand growth and customer engagement 
strategies for national and local advertisers in these important markets, including as a 
replacement for Total Market Coverage (TMC) newspaper. Relied on by advertisers across 
the nation to reach consumers in these markets for years, TMCs are disappearing. Gannett 
alone cut more than 100 during the first 5 months of 2022. You can fill these gaps with 
targeted print campaigns.

Combining consumer and marketplace data, coordinated media campaigns can be 
crafted using a seamless mix:

• shared mail
• direct mail
• trigger-based marketing
• digital advertising solutions such as display, retargeting, and Mobile ID tracking extend 

reach and response of your campaigns

– all strategically crafted to drive the right audience attention to achieve your marketing goals.

RURAL CONSUMERS RESPOND TO PRINT
Rural consumers are more likely to be influenced by print advertising and offers when 
making a variety of purchase decisions:

DINING 
OUT

GROCERY

HOME 
IMPROVEMENT

APPAREL & 
CLOTHING

AUTOMOTIVE

MEDICINES

BEAUTY 
PRODUCTS



Source: Gallup 2020

DID YOU KNOW?
48%

OF AMERICANS BELIEVE LIVING 
IN A SMALL TOWN OR RURAL 
COMMUNITY WOULD BE IDEAL. 
That’s up 8% from 2018.

SMALL TOWN 
OR RURAL

39%
48%

SUBURB 31%
25%

CITY 29%
27%

2018
2020



INCREASE LOYALTY & AVERAGE 
TICKET SALES03
with an Optimal Restaurant Media Remix

Restaurant traffic has shown as pandemic restrictions are lifted,  

CONSUMERS ARE READY TO DO BUSINESS WITH RESTAURANTS, EVEN 
THOUGH IT MAY LOOK A LITTLE DIFFERENT IN “THE NEW NORMAL.” 

Now is the time to remix your restaurant marketing recipe to attract diners of all types— 
take-out, curbside, drive-thru, or dine-in—and promote your offerings to increase loyalty and 
average ticket sales.

DID YOU 
KNOW?

More than half (53%) of consumers surveyed in a new report 
from Acosta are dining in restaurants less, but that doesn’t 
mean they’re cooking all their meals at home. In fact:  

THEY ARE 
LOOKING FOR 
VARIETY AND 
NEW THINGS 
TO TRY.  
A Coca-Cola  
survey revealed:

of consumers are 
looking for restaurants 
that offer a wide variety 

of menu items 

of consumers 
are interested in 
trying new items 
when eating out

of consumers often 
choose items that 

are on special when 
eating out

82% 82% 81%

27%
of consumers 
are ordering 
carry-out more

23%
 of consumers 
are eating 
drive-thru more



GIVE THE PEOPLE WHAT THEY WANT—VARIETY!
Engage these hungry consumers with a marketing strategy that communicates the variety of 
dining experiences and menu offerings your restaurant can provide. Consider highlighting:  

• New menu offerings as well as daily & weekly specials 

• Add-on menu items such as appetizers, desserts, or family value meals 

• Curbside, delivery, and takeout options, as well as in-restaurant dining availability 

GIVE THEM A REASON TO COME BACK FOR MORE 
Encourage repeat visits and keep customers coming back by rewarding their loyalty: 
Recognizing and celebrating key milestones (such as their 20th visit, visiting during a new 
daypart, referring a friend to join, program anniversary, etc.), elevating customers with a 
premier-tier membership experience, giving top members input and early access to new 
products or rewards, to name just a few. 

Research shows that loyalty programs lead customers to spend more: over 57% of users said 
they would spend more with a loyalty program, according to a Patronix and PYMNTS 2020 
Delivering on Restaurant Rewards study. 

QSR customers have been ramping up their usage of these loyalty 
programs since October, with 41.6% saying they use at least one loyalty 
program as of the end of April 2021 compared to 36.2% in October 2020. 

Nearly 40% of QSR customers don’t use loyalty programs because their 
preferred restaurant doesn’t offer one as of April 2021, according to 
Paytronix. That leaves plenty of opportunities for QSRs to capture even 
more returning customers and keep them coming back. 

41.6%
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D I N E R

Valid 30 days from birth date.
Must show valid I.D. Must present coupon. Not good  

with any other offer.

FREEDESSERT  of your choice with the  purchase of an entrée

D I N E R

Valid 30 days from birth date.
Must show valid I.D. Must present coupon. Not good  

with any other offer.

FREECUP OF SOUP  of your choice with the  purchase of a specialty salad

D I N E R

CELEBRATE ALL MONTH LONG 
WITH THESE EXCLUSIVE OFFERS

We’re excited to see you!8945 CHERRY LANE • KNOXVILLE896-332-4511www.DogwoodDiner.com

WE’RE CELEBRATING BECAUSE IT’S

YOUR BIRTHDAY

BRING IN THIS CARD  

AND ENJOY A  

FREE ENTRÉE 
OF YOUR CHOICE! 

(VALUE UP TO $17.99)  

MUST SHOW VALID I.D. EXPIRES 30 DAYS FROM BIRTH DATE.

D I N E R

CHARLIE ANN!



62%

National restaurant brands have had success recently in utilizing direct mail as an onramp to 
digital adoption – both in app and online. The valuable first-party data it provides is the key 
to building loyalty and developing long-term customer relationships.   

STAY CONNECTED AND DRIVE RESULTS  
A multi-channel restaurant marketing strategy that stays connected with more diners and 
communicates these core messages is key to boosting average ticket sales and driving 
repeat visits.  

Just how powerful an impact can direct mail make on your restaurant marketing strategy?  

When you add direct mail as part of a multi-channel campaign, it does more than simply 
engage consumers; it drives activation and purchase intent.  

• A 2020 Awareness-to-Action Study found 
that 46% of consumers were encouraged 
to go online and seek out more 
information about a brand due to an ad 
they received in the mail. 

• The same study found that more than 
one-third (34%) of participants said they 
spend more time now engaging with 
direct mail ads than before the pandemic. 

PURCHASE INTENT INCREASES 

175%  
when anchoring your  
digital campaign with print!

Consumers say that when they see an ad both 
in print and digital media, they are more likely 
to remember the message (52%) and notice 
the ad (52%). 

60% of consumers are more likely to make a 
purchase after seeing an ad in offline and online.

of restaurant 
or take-out 
customers 
responded to an 
ad/coupon in the 
mailbox in the 
past 12 months. 



Sources: Acosta consumer dining report/PR Newswire; Coca-cola consumer dining survey/QSR Magazine; Paytronix and PYMNTS 2020 
Delivering on Restaurant Rewards study; AdMall AudienceSCAN; Valassis Awareness to Action Study; Millward Brown Print Campaign 
Analysis; Simplifi; valassis.com   Prosper Insights & Analytics – January 2022

WHAT IS THE 

OPTIMAL MEDIA MIX
FOR RESTAURANTS?
Based on Media Influence data from Prosper Insights & Analytics,
the Optimal Media Mix starts with a healthy, coordinated
presence of both print and digital. This is supplemented with
other media proven to influence restaurant customers including
TV, Radio, and Outdoor, to name a few.

A healthy media mix engages with the most important drivers of 
customer attention first; no single media can do the job alone.

PRINT
31.0%

DIGITAL
30.2%

TV8.5%

RADIO
9.7%

OUTDOOR
5.6%

OTHER6.7%
SOCIAL MEDIA/INFLUENCER8.3%



10 REASONS WHY  
DIRECT MAIL MARKETING04
is a Core Component of Today’s Optimal Media Mix

The pandemic made an already virtual world even more so—remote learning, remote 
working, online shopping, and online food and grocery ordering. Many advertisers also 
increased their digital strategies to reach consumers. While digital ads can be an effective 
part of any marketing mix, they don’t manage audience attention like the tactile interaction 
of a printed piece. A digital-only strategy leaves eyeballs—and revenue—on the table.

THE CASE FOR DIRECT MAIL MARKETING
Research proves that for optimal results, a strategic marketing mix needs a print component 
as part of a coordinated, multi-channel strategy. Here are 10 reasons why:

IT RELIEVES  
DIGITAL FATIGUE 
75% of consumers surveyed 
said they see an overwhelming 
number of digital ads daily.

IT DELIVERS  
HIGH ROI  
Direct mail has the highest ROI 
of any direct marketing channel 
according to the ANA’s 2021 
Response Rate Report.

#1

#2

#3 IT DRIVES  
WEBSITE VISITS 
60% of consumers surveyed 
visited an advertiser’s website in 
response to direct mail.

#4 IT RAISES  
AWARENESS 
44% of survey respondents 
said direct mail made them 
more aware of a brand.

#5 IT MOVES  
CONSUMERS ON THE 
PATH TO PURCHASE 
39% of consumers surveyed 
said they had made a purchase 
after receiving direct mail.



THE CASE FOR DIRECT MAIL MARKETING, CONTINUED...

IT PROMPTS 
RECIPIENTS TO TRY 
SOMETHING NEW 
54% of respondents to the 
latest USPS survey reported 
trying a new product or service 
in response to direct mail 
within the past six months.

IT HAS A LONGER  
SHELF LIFE 
70% of consumers look at ads 
they receive in the mail and keep 
them an average of 14.5 days.

#6

#7

#8 CONSUMERS LIKE IT 
72% of survey participants 
said they feel positive about 
receiving direct mail because it 
usually offers them a good deal 
(62%) and it gives them relevant 
information (46%).

Target customers and prospects 
with relevant offers based on their 
purchase history or likelihood to 
do business with you.

#9 IT APPEALS TO 
CONSUMERS OF ALL 
AGES, 
but especially younger 
consumers. Percentage of each 
age group who engage with at 
least 3 out of every 10 pieces of 
direct mail they receive:

• Gen Z, 42%

• Millennials, 62%

• Gen X, 54%

• Baby Boomers, 46%

Sources: SG360 + Walker-Sands Research Study April 2021; ANA Response Rate Report 2021; USPS Mail Moments Spring 2021 
by Summit Research; Valassis Awareness to Action Study; Millward Brown Print Campaign Analysis; Simplifi

#10 IT INCREASES 
RESPONSE RATES 
up to 118% and conversion 
rates up to 28% when 
combined with digital ads 
as part of a coordinated 
campaign.

THE BOTTOM LINE
Direct mail marketing is a core component of today’s 
multi-channel mix, driving response and ROI across a 
wide range of industries and consumer age groups.



SUMMARY
Mspark’s solutions target diners—both current 
and potential customers—combining the proven 
effectiveness of direct mail campaigns with the 
additional reach of digital ads to lift response rates 
by up to 118% and conversion rates by up to 28%. 

See how restaurant marketers have benefited from 
partnering with Mspark. READ MORE restaurant 
marketing insights and case studies on our Industry 
page or CONTACT US to plan your strategy! 

https://mspark.com/industry/restaurants/
https://mspark.com/about-us/contact-us/
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