
FOODBYTES
NOVEMBER 2017  |  ISSUE 47  |  YOUR FREE DATASSENTIAL TREND REPORT

H O W  T O  W O W G U E S T S

T H E  L A T E S T  F O O D  T R E N D S  &  R E S E A R C H  F R O M

&

I N  T H I S  I S S U E

H O T E L S ,  M O T E L S ,  S T A D I U M S ,  A M U S E M E N T  P A R K S ,  
M O V I E  T H E A T E R S ,  M U S E U M S ,  C R U I S E  S H I P S  +  M O R E  



OF CONSUMERS

DATASSENTIAL’S LODGING & 

RECREATION KEYNOTE REPORT

ON THEIR LAST VISIT
TO A RECREATION VENUE

PURCHASED FOOD

FB

2DATASSENTIAL’S FOODBYTES: LODGING & RECREATION KEYNOTE SNEAK PEEK



When the first movie houses in America began opening at the turn of
the twentieth century, one food was banned from the auditorium –
popcorn. It was considered messy and loud at a time when movie
houses were aiming to mimic the grand theaters of the day, with
plush carpets and elaborate decorations, notes Smithsonian.com.
When enterprising street vendors started selling popcorn outside the
theaters, owners decided they might as well make at least a little
money off of them and began leasing space inside the lobby,
eventually cutting out the middle man and opening their own
concession stands.

Today, of course, popcorn is a quintessential part of the movie
experience. In fact, food is a key element at any recreation venue –
eight out of ten consumers say they purchased food at a recreation
venue like a movie theater, stadium, or amusement park because it’s
part of the experience. And today recreation has gone far beyond
popcorn and funnel cakes – operators are rolling out gourmet
concepts, local flavors, and attention-getting dishes.

As these segments change, Datassential uncovers the latest research
in our new Lodging & Recreation Keynote Report, which contains
opinions, purchasing behaviors, and insights from over 3,000
consumers covering 21 segments across lodging and recreation.

In the lodging section, discover insights on everything from high-end
resort hotels to budget hotels and motels and even campgrounds
and farm stays. In the recreation section, dive into data on national
parks, cruise lines, ski resorts, and everything in between. Consumers
certainly have different perceptions and expectations of each
segment, creating different challenges and opportunities depending
on the individual operation. In the report, you’ll learn about
craveablity, snacking, the impact of traveling with kids, the cuisines
and foods guests want, and purchase motivators. Discover how
consumer behaviors are changing as these segments evolve – online
rentals have upended the hotel market, movie theaters are becoming
full-service restaurants, stadiums are serving up global and
Instagrammable foods, and bowling alleys are transforming into
entertainment venues.

In this month’s FoodBytes, we’re giving you a sneak peek at the new 
Lodging & Recreation Keynote Report, with insights to help you 
wow guests and create a unique, memorable experience. To purchase 
the report or request sample slides, contact Brian Darr at 
312-655-0594 or brian@datassential.com.
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LODGING

RECREATION

• HIGH-END HOTEL/RESORTS

• MID-RANGE HOTEL/RESORTS

• SUITE HOTELS

• BUDGET HOTELS

• MOTELS

• BOUTIQUE HOTELS

• ONLINE HOME/APT. RENTAL

• CAMPGROUND

• AGRITOURISM/FARM STAYS

• BED & BREAKFAST

• SPORTS/CONCERT STADIUMS

• GOLF/COUNTRY/PRIVATE CLUBS

• AMUSEMENT PARKS

• MOVIE THEATERS

• NATURE/NATIONAL PARKS

• MUSEUMS

• CRUISE LINES

• COMMUNITY CENTERS

• BOWLING ALLEYS

• ZOOS

• SKI RESORTS

I N  T H E  R E P O R T : WOULD YOU EAT IT ON A CRUISE? 
WOULD YOU EAT IT AT THE ZOO?
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Consumers already give some recreation operators, like cruise lines, high scores for food quality, but that
also means they have to work harder to live up to expectations and stand out. Other segments have
some work to do, but there is an opportunity for them to really wow guests. We asked consumers to rate
the overall quality of the food at segments they visit:

F O O D  Q U A L I T Y  P E R C E P T I O N S

B O W L I N G  A L L E Y S

M O V I E  T H E A T E R S

S T A D I U M S

A M U S E M E N T / T H E M E  P A R K S

C R U I S E  S H I P S

EXCELLENT VERY GOOD GOOD FAIR POOR

THEME PARKS DISH UP FOOD FESTS
Food festivals have become must-have events for amusement parks around the country.
Cliff’s Amusement Park, in Albuquerque, NM, features an annual Food on a Stick Fest,
showcasing just about every food imaginable on a stick – sandwiches, spaghetti and
meatballs, cupcakes, and more. Valleyfair, which serves the Twin Cities, holds its Food
Truck Festival every June, with trucks serving up options like pho french dips, African-
Italian mashup cuisine, Nordic waffles (“with the texture of a crepe”), and a mobile
teppanyaki truck. Six Flags Great Adventure in New Jersey has its own Fast Tracks & Food
Trucks Festival, with trucks that specialize in chimney cakes (a Romanian treat cooked on a
spit) and guacamole, while Six Flags Great America near Chicago extends its season with
the Last Call Fall Festival, with foods like a potaco (potato taco) and a hot apple
conewich, plus drinks from breweries and wineries. For more information on food fests at
Knott’s Berry Farm, Disney Parks, and more, check out this summer’s issue of Creative
Concepts: Amusement Parks.

Cedar Point, in Sandusky, OH, 
partners with The Brew Kettle for a 
variety of exclusive beers named 
after coasters and sections of the 
park. The beers are also available at 
the park’s annual Brew & BBQ event, 
which features over 100 beers and a 
BBQ sauce-making contest. 
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RECREATION KEYNOTE REPORT

WANT U.S. REGIONAL FOODS
AT LODGING & RECREATION

VENUES
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At recreation venues, consumers are typically 
making impulse purchases – 68% of zoo 

visitors said they purchased food without 
any planning, for instance. Movie theaters 

were the only exception – a slight majority 
said they pre-planned their purchase. These 

numbers could change in the future, however, 

as operators upsell meal combos and dining 

plans during the online ticket-buying process.

FB

UP YOUR GAME

IN THE REPORT 

Where are recreation venues succeeding 

and where could they use some help? 

Would consumers rather have gluten-free 

options or more global flavors? 

IN THE REPORT

How often do consumers purchase food at 

recreation venues? Are they increasing their 

purchasing, and what are some purchasing 

hurdles and motivators?

If you are targeting the stadium segment, you’d better 

bring your A-game – over-the-top creations, chef 

partnerships, rotating specials, global foods, local brands, 

and healthier eats are all common at modern arenas. A 

number of stadiums are adding signature restaurants and 

food hall-like concession areas to keep fans at the venue 

as long as possible – this year the Montreal Canadiens 

opened 1909 Taverne Moderne, with a locally-sourced, 

internationally-inspired menu and room for more than 

1,000 guests, making it the largest restaurant in Canada. 

Here are a few more dishes hitting NBA and NHL 

stadium menus this season:

IMPULSE PURCHASES

The Triple Double, created 
by Levy for the Phoenix Suns’ 
Talking Stick Resort Arena, 
features three burger patties, 
two beer brat patties, beer 
cheese sauce, caramelized 
onions, and cider slaw on a 
butter-toasted pretzel bun.

Aramark is going all in on 
tacos this year, rolling out 
seven different taco trio 
options at the nine NHL and 
NBA arenas it serves, with 
gourmet options like Pulled 
Pork Nopales Tacos and 
house-smoked Brisket Tacos 
with dark cherry bourbon 
BBQ sauce and pickle dust.

Delaware North introduced a 
new Cotton Candy Waffle 
Cone at the Buffalo Sabres’
KeyBank Center, featuring a 
waffle cone wrapped in 
cotton candy, filled with local 
Perry’s Ice Cream, and 
topped with Pop Rocks.

IN THE REPORT 

We break down all of the reasons why 

consumers purchase food at recreation venues 

and their perceptions of the experience. 

70%

OF THEME PARK 
VISITORS SAID THEY 
LOVE TO ORDER FOODS & 
BEVERAGES THEY NEVER 
EAT ANYWHERE ELSE

A visit to a theme park or a night out at the 
movies is a special occasion and many 

consumers prefer to celebrate with iconic foods 
or specialty items they can’t get anywhere else. 

Upgrade traditional favorites (burgers, pizza) 
with custom flavors or over-the-top ideas to 

create new dishes that are unique to the venue. 
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60%
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85%H I G H - E N D  H O T E L / R E S O R T

M I D - R A N G E  H O T E L / R E S O R T

M O T E L

S U I T E S  H O T E L

B U D G E T  H O T E L

F O O D  O R D E R I N G  I N C I D E N C E :

While 85% of consumers purchased food on their last visit to a high-end hotel or resort, mid- and lower-
range hotels are losing opportunities for food and beverage purchases. As consumers continue to
compare hotel prices to home and apartment rental services like Airbnb, even modest food options
could help lower-end hotels stand out and leave a memorable, positive impression.

IN THE REPORT

Which types of lodging options do 

consumers visit, how often do they 

order food, and what are the food 

options that they most want to see at 

hotel and lodging venues?

“Hotels should offer a sample of 
snacks or specialties using local 

ingredients, or possibly a promotion 
or recommendation to popular local 

restaurants. It helps to feel 
welcomed and it’s a good way to 
show pride for the city and its 

history and to get people invested in 
the culture while they’re there.”

CONSUMERS SAY Last year we asked consumers what they wanted 

from their hotel stays in Creative Concepts: Hotels 

& Lodging and they sounded off on everything 

from breakfast to local options to takeaway meals 

and snacks. Combine a subscription to Creative 

Concepts with the Lodging & Recreation Keynote 

Report and you’ll discover both real-world food-

driven hotel concepts (check out the hotel with a 

culinary concierge) and consumer data on the 

food options that matter most to consumers, all 

broken down by demographics (do Millennials 

want free breakfast?).

IN THE REPORT 

How many consumers are using online rentals, 

which food options do they find appealing, 

and how do kids affect food purchases?

41%

OF CONSUMERS 
EXPECT LOCAL 
DELIVERY & TAKE-OUT 
MENUS TO BE 
AVAILABLE IN HOME OR 
APARTMENT RENTALS

Airbnb says it’s on track to hit more than 100 
million stays booked on the site this year alone, but 

the foodservice industry still isn’t leveraging the 
online rental market to its fullest potential. 
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Hit the road with Datassential’s

Lodging & Recreation Keynote

Topical Keynote Reports 
are priced at

$6,500 per topic.

Package pricing is available

with the purchase of

multiple topics.

For questions or to purchase the 
report, please contact Brian Darr

P : 312-655-0594    
E : brian.darr@datassential.com

For many consumers, the continental breakfast or funnel
cake are synonymous with their experience at hotels or
theme parks. Discover what else consumers want and
expect in Datassential’s Lodging & Recreation Keynote
Report. Over 3,000 consumers share their attitudes on food
and beverage programs at 21 lodging and recreation venues
in this expansive report. Also, you’ll learn about:

Perceptions of Food & Beverage Programs
Identify frequency of visitation by venue and related food
and beverage purchasing, learn which options consumers
find most appealing, and discover what can help drive
additional spending per occasion.

A Wide Range of Venues
Within lodging, the report explores high-end, boutique, mid-
range, suites, and budget hotels and motels, online
home/apartment rentals (e.g., Airbnb), bed & breakfasts, and
even camp grounds and agritourism. Within recreation,
learn about stadiums, movie theaters, zoos,
amusement/theme parks, museums, golf/country clubs,
cruise ships, community centers, bowling alleys, national
parks, and ski resorts.

The Key Consumer for the Most Popular Venues
Dive deep into exactly who is visiting the most popular
lodging and recreation venues. Discover the demography of
the most frequent customers, where they shop, what other
venues they visit, and how they think each venue and its
foodservice program perform on key metrics.

Last Visit Deep Dive
We asked consumers to detail their last experience at a
lodging or recreation venue. What did consumers think of
the food and beverage options available during their last
visit to a lodging or recreation venue? What did they buy or
not buy? What impressed them? What do they wish had
been different? Discover the answers to these questions
and more for the most popular venues.



FB

TRENDSPOTTING
LAST MONTH’S

CREATIVE CONCEPTS

It’s not just poke – new 
wave Hawaiian concepts 
are popping up across the 
country, from Chick-Fil-A’s 
luau-themed restaurant to 
modern Hawaiian fried 
chicken joints.

IN DECEMBER: Retail 
Breakfast Products

DINE AROUND

Last month we took you to 
Columbus, OH, where we 
discovered Midwestern 
breweries, buckeyes, and 
Bahama Mama sausage. Find 
superfood pop-tarts, 
Columbus-style pizza, 
pierogi, and more.

IN DECEMBER: Ski Towns

ON THE MENU

In On the Menu, we dove 
into some Inception-level 
trends with soup dumplings 
and bottarga, plus we 
covered earl grey flavor, 
demerara sugar, scones, 
and everything bagel 
flavor.

IN DECEMBER: Horchata, 
cacio e pepe, and more.

WORLD BITES

What’s the food like at the 
top of the world? Check out 
the gateway to the 
Himalayas and discover 
Nepali cuisine, which ranges 
from yak meat to Nepali 
versions of pizza, potato 
salad, and even kimchi.

IN DECEMBER: Jamaica

INTERNATIONAL 
CONCEPTS

Travel overseas and discover 
the global casual chains that 
are trying new ideas to 
increase traffic. Plus uncover 
trendy concepts like a bright 
blue burger and a breakfast 
take on avocado toast.

IN DECEMBER: 
Tacos/Mexican

TIPS

In our fall issue, we covered 
aquavit, pozole, tahini, 
Mexican cheeses, kefir, 
crudites, seaweed, and 
salmon.

WINTER ISSUE: Black rice, 
sea buckthorn, and more.

For information about an issue or to 
subscribe to a title, contact 

Datassential Business Development 
Manager Susan Cohen at

312-219-6428 or 
susan.cohen@datassential.com

FOODBYTES

Go fishing for the latest 
seafood insights with a sneak 
peek at Datassential’s latest 
Keynote Report on 
seafood. From fish and chips 
to sushi burritos and 
sustainable shrimp, we cover 
everything under the sea.

IN DECEMBER: 2018 Trend 
Predictions
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Get schooled on the latest trends with Datassential’s

Seafood Keynote Report

MenuTrends Keynote

Reports are priced at

$6,500 per topic.

Package pricing is available

with the purchase of

multiple topics.

For questions or to purchase the 
report, please contact Brian Darr

P : 312-655-0594    
E : brian.darr@datassential.com

The Seafood Keynote combines the opinions and behaviors
of over 1,000 consumers and hundreds of restaurant, retail,
and onsite operators with insights from Datassential’s
industry-leading menu tracking databases MenuTrends and
INSIDER and consumer sentiment tools SCORES
and FLAVOR.

Dive into the seafood landscape in both retail and
foodservice, delving deep into consumer and operator
habits, perceptions, and preferences regarding both fish and
shellfish. You’ll learn more about…

Restaurant Menus
Identify the most-menued and fastest-growing species,
ingredients, and descriptors in seafood dishes on every part of the
menu. Follow seafood growth over the past decade by restaurant
segment, and track pricing for seafood apps and entrées.

Seafood Attitudes
Learn how seafood fits into consumers’ lifestyles, compare what
consumers say they are looking for in seafood at home versus
away from home, and track purchasing behavior by foodservice
segment and supermarket department. Using data from
Datassential’s new FLAVOR database, explore favorite seafood
varieties and affinity for different species and preps.

Seafood Consumption
Explore detailed analysis of consumers’ last seafood occasion in
addition to the attitudes, trends, and tastes that Keynotes always
cover. Discover which seafood varieties are the most common at
home and away, when and where they are eaten, how they are
prepared, and more.

Operator Perspectives
Understand how foodservice operators view seafood as a traffic
and profit driver, pinpoint their biggest operational challenges,
and discover what changes are planned for seafood menus.

Sustainability Perceptions
Tackle the hot-button issue of seafood sustainability with both
consumers and operators. Discover exactly what consumers and
operators know about sustainability and how it affects their
purchasing.
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