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As we move through the crisis
opportunities will become
evident.

In the midst of a crisis, it’s difficult to identif
opportunities because resources are focused on
surviving and comin§ out the other side as
unscathed as possible.
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Perhaps the Ereatest opportunity is the ability to |

reshape the .o.spitaligy industry to I?celstrr]onger, |

more competitive and more impactful than

before. Key opportunities will become clearer as O B.J E CT | V E A N D
we begin our last stages of the crisis and move

toward the recession. I\/I ETH O DO LOGY

This report focuses on our current state and some
of the opportunities facing the industry as it
considers its future.

The data in this report is culled from a variety of
trusted industry and general sources, all from the
past week for maximum relevancy.



CURRENT STATUS OF
COVID-19




"~ Worldwide Involvement

1,860,295 114,982

Confirmed cases worldwide Deaths worldwide

N O CO u nt ry i n t h e WO rI d i S Jurisdictions with cases confirmed as of April 13, 2020, 6:50 AM EDT

100-999 m1,000-9999 m10,000-99999 m100,000 or more

untouched by the coronavirus.

Therefore, no economy is
untouched.

America’s ability to climb
quickly out of the inevitable
recession that follows will be
impacted by its ability to
export. Closed borders, to
varying degrees, will remain an
issue through 2020 for both
immigration and trade.

Europe . Mainland China
New cases: 25,573 28917 15
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Flattening the Curve

tnmnmui (}\ [) 19 cases

The U.S., which now has more cases than
any other country, is beginning to see the s
curve skew toward flattening. Over the cvea 2
past week, the increase in domestic cases
declined from doubling every 2.5 days to

doubling every 3.5 days.

s 13,

Many European countries, particularly
Spain, Italy, France and Germany, have T o e
seen similar results.

Japan, as well as several other Asian '
countries, have seen unexpected spikes /
following relatively little activity. y
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Source: Bloomberg
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Last week, Japan closed its borders as cases continued to spike. Most countries now have
some restriction on travel.




. After claiming coronavirus was nearly nonexistent in the country, Russia now admits to a
significant issue with'spiking cases. This situation is creating issues at the Russia-China
border as China bans entry to avoid a secondary outbreak brought in from foreign

"~ travelers.
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Border Impact

The lifting of travel restrictions
will be complicated by the
progression and mitigation of
COVID-19. Secondary
outbreaks, likely to occur as the
summer progresses into Fall,
will likely ensure travel
restrictions remain in effect
through the end of the year to
some degree.

This will have significant
impacts on labor, imports/
exports, and economic
recovery domestically and
worldwide.

Source: Bloomberg, April 13, 2020

These Are the Places Restricting Travel Because of the Outbreak %
As of April 3, 2020, 115 PM EDT
Bans all foreign visitors - Bans travel from various places with confirmed cases =~ Other restrictions
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Hong Kong has seen a resurgence of the virus aftera relatlveﬁy Iow |mpact |n|t|ally Experts
are blaming this second outbreak on t@%lers -and residents returning from abroad

bringing the virus into the country. "ThIS is a p@ttﬁ\ plwg out across parts of Asia —
mainland China, Singapore, Taiwan — that wetaamong the first to tackle the outbreak.”

(Source: Business Insider, 4/9/2020)
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VNational Impact

. 557,721 22,203

New York remains the epicenter of infections and Confirmed Cases in U.S. by State and Territory
0 g 0 As of April 13, 2020, 247 AM EDT
deaths in the U.S., though other states including Lo 1099 1 100.995 m1000.6995 B10000-99999
New Jersey, Massachusetts, and Michigan are all = 100,000 or more
now experiencing spikes. :
Cases Added Per Day

New York New Jersey Massachusetts Michigan
Total cases: 190,288 61,850 25475 24,244
o ! f o
Irr Ir' Michigan California Pennsylvania
i .:'I ] f 639 880 1055
. ¥ i i
I - d H i i
& 7 ¢ i i i ; . : .
. L s L i : i Note: State figures may not reflect repatniated patients from the Diamond Princess
Mar13  Apri3 | e . e cruise ship or those evacuated from Wuhan, China.
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Genome work has shown the majorlty-ef coroQVIrus cases in New York originated in
Europe, not China.
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rojecting Peak Impact

The IHME significantly revised its projects down from those publicized over a week ago. The group now believe
the peak of deaths per day occurred three days ago (Friday, April 10t).

Hitting the best case scenario speaks to the success of the mitigation efforts. That success will likely result in a
longer lockdown period beyond the projected May 1%t opening.

Deaths per day ©®

3 days 1,983 coviD-19 deaths
since projected peak in daily deaths projected on April 10, 2020

i Previous Projection

S 3:: *Best Case: 4/10 peak — 1,461 deaths/ day
._z-_ . Likely Case: 4/16 peak — 2,644 deaths/ day

; '2K Worst Case: 4/21 peak — 4,404 deaths per day
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Monday morning (4/13/2020) The Wash/ngton Post reports many publlc health experts

believe a May 1%t reopening of the economy “may not be realistic.” “It is a target, and,
obviously, we’re hopeful about that target, but | think it’s just too early to be able to tell

that we see light at the end of the tunnel.”




S
A CNN reported on Thursday (4/9/2020) that Crystal Watson atfrﬁ‘@;ﬁakms publlc health
,— school co-authored a report suggesting prerequisites for reopening the economy. Those
__ prerequisites included a sustained reduction in cases for 14 days.
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Texas Governor Greg Abbott ounced on Friday he will issue an executive order this
week with plans to reopen t ; (>

ne 1exas economi
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Wlth most of the country, and the world m.Iockdown churches and communities found
unique ways to celebrate while respecting social dlstancmg rules. The neéd to innovate is a
hallmark of the current crisis.
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Earlier last week, a tiger at the BronxiZoo tested positive for COVID
~ cats that have fallen ill are believed*to-have been infected by zookee
X showing a;nyQ/mptoms. This is qn infection of a perso
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Lessons from Denver 1918

Denver’s response on to the 1918 Spanish Flu outbreak
provides some insights into the risk of reopening the
country too early.

The city refused to employ any mitigation efforts at the
outset of the crisis. Once cases began to decline, many
mitigation efforts including bans on public gatherings
and business closures were lifted. As a result,
celebrations of the end of World War | led to large
public crowds. Shortly afterward, the city saw a second
spike in cases worse than the first. Though mitigation
efforts were employed early during the second spike,
many business resisted closing again forcing the city to
take legal measures to enforce the closures.

Source: Medium.com; Newsy

weekly death rate (per 100,000)

Social distancing measures impact an outbreak

During the 1918 influenza pandemic, taking action early mattered, but so did keeping the measures in place. Cities
that lifted bans often saw a secondary spike in cases.
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Tapered Reopening

Germany recently released their plan at a rolling
reopening of their economy. This plan mirrors, to a
degree, recommendations discussed in the U.S.

While this tapered plan will ensure mitigation efforts
continue to flatten the curve and avoid, as much as
possible, significant secondary outbreaks, it will
complicate the recovery of the hospitality industry and
put it behind the recovery of many other industries.

Source: CNN, 4/7/2020

Proposed German Plan for Reopening

 Companies making healthcare equipment and
components reopen quickly and immediately

* Hotels and restaurants reopen in “careful and
controlled manner” with capacity and hour
restrictions determined by outbreak severity
locally/ regionally

e Discos, clubs and other high-capacity locations
remain closed

* High attendance events banned

e Significant testing identifies community with
built up herd immunity begin to reopen more
broadly and with fewer restrictions

— e X o —
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COVID-19
DISRUPTION OF
CONSUMER LIFE




- ol —!. .]l = e
~N
l

v

pre—
~w—ar

RGNS SR 5 Lo ey
» ey S e BT AV et - | |I|||||II|
0 - -

- - -

v e
ot

-
PICACRNNRENNS

\\
\“
Y
iR
|

! wAN
€ e

i\ >
V. - :
S
— I {
¢ ™~ MW - - e -~ Y-

\ W =
\

l| B S PV N

1\

L Y

4 »
Is
~ DS A A .
£
T B o
] 5 . \
B 50 i }
NS AL M SR RA AT 0 10 Ul g A e | 0-:%—“ ; v
2 : A“
/ . D R — — - -—h

O L Ak Ay w s 4
e —-— v —
o
)
-
i

- 3 B
e A et s - : 4 g A 2 Sk € A -t
%, SRS (Y AN S e St lan 2 00 .
B e i P AN AR MNP g 0 0t 5L P Stz 5 S e T s L
i - 1“ n
“u 2 F
, !

Though some shelters have been hit hard by the crisis, struggling to get adequate supplies -
and veterinary care, others have seen a S|gn|f|cant splke in adopt|ons W|th several runnmg
 out of animals to adopt. == ==







Collapsing Consumer Confidence

Index of consumer sentiment

Consumer confidence experienced a historic 100
decline amid growing unemployment and

business closures. . foo
The speed of economic recovery and e o
introduction of a treatment and/or vaccine T e o,
will have a significant impact on the degree to o —————k————————— =
which consumer confidence returns.

60

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Source: University of Michigan
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Unemployment Continues

Weekly initial unemployment claims in 2020

More than 10% of the American workforce 7000000

has now files for unemployment, higher than

the worst month of the Great Recession. 6000000

New forecasts suggest the unemployment rate 000000

could rise above 20%. o
4,000,000
3,000,000
2000,000
1,000,000
0

JANUARY FEBRUARY MARCH APRIL
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Source: Fortune; Business Insider



Protecting Workers

During the crisis, companies 160
have shown a greater
interest in protecting
employee jobs, with more
announcing executive pay
cuts than furloughs. A"

140

120

This “employee first” culture
will impact how companies
get back to work and future
compensation packages for
employees in all sectors and -
at all levels.
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Source: Wall Street Journal, 4/13/2020



Despite record-low mortgage rates, home sales have declined significantly since the onset
of the COVID-19 outbreak anfql-in major metro areas many landlords are facing unpaid
rents. With a loeming recession, the U.S. may be set to face a significant housing crisis.
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Democratizing Food Access

America’s Hunger Problem

More than 1in 8 people in over half of U.S. counties don't have adequate food
Among several weaknesses laid bare by the

COVID-19 crisis is the unequal access to

food as a result of rising unemployment,

supply chain disruptions, and hospitality 4
closures. ;

Morethan1in8 M 10%-125% M Lessthan1in10

As plants close and farmers are forced to
dump product, these shortages may
increase moving into the recession.

Source: Bloomberg analysis of data from Feeding America 2018.

— X
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On Sunday (4/12/2020), Smithfield Fooc annoUnced the closure of its Siou%ﬁplant after 300
workers tested positive for coronavirus. CEO- Kenneth Sullivan said in a state “The closure of
th|s faC|I|ty, combmed W|tha/growmg list of other protein plants that have shuttered across our
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Bloomberg reports.that truckers are facing delays globally due to varying restrictions

—_ placed on inter-country transit. In some areas, local laws conflict with country-wide
— ordinances, further complicating the delivery of food and goods.
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Learning from China

Since China has reopened its economy,
many are trying to use its recovery as a
predicator for how the U.S. may see a
path forward.

GS China aggregated demand tracker - as of March 27 2020

Based on current data, not all sector of
the economy has come back at the
same rate.

Upstream (commodity
and energy)

Specifically, and of greatest importance
to foodservice/ hospitality, consumer
discretionary spending has shown
weakness versus other spending and,
particularly, groceries.

s China aggreg ate

— e X o —
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IMPACT OF COVID-19
ON FOOD




Consumers continue to V|olate soual dlstancmg orders visiting farmer s markets and other .;?
public gatherings. This penchant for being in social settings bodes well for the resumption =
of away from home behavrors after mitigation efforts are Ilfted




No Inherent FS Concerns

Despite current concerns about eating out, data suggests there are no inherent concerns among
consumers regarding restaurants specifically. Most concerns are based more on high-touch areas and
crowds, but not with restaurants or restaurant staff. This, coupled with the ongoing violation of social
distancing, suggests the industry recovery will not be hampered by a lack of consumer confidence.

Mar 10 Mar 14 Mar 18 Mar 22 Mar 25 Mar 29 Apr 1 Apr 8

MENU MATTERS

Source: Datassential
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The Wall Street Journal reports foot traffic in grocery stores has declined after spiking'in
early March amid stockpiling before the lockdown. By late March, grocery traffic decline as
delivery spending among the four major aggregate groups increased 10%, collectively.

Growing concerns about the safety of being in the grocery store are thought to be driving

increased delivery ordering which is deemed safer.




Younger Patrons will Drive Recovery

Low, and potentially declining, concerns among Gen Z and Millennials will helps spur hospitality recovery.
These generations were most impacted culturally by the close of restaurants and other away from home
locations, and appear most likely to resume their former activities when the lockdown ends.

DEFINITELY AVOID EATING OUT

Apr 8

(1]
]
]
L ]

Men Women Gen Z Millennial Gen X Boomer Married Single Kids No Kids MENU MATTERS 35
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Recession Spending a Challenge

One caveat to the potential for younger consumers to drive foodservice recovery is the potential penchant
for that group to focus on saving, at least in the short-term. Restaurant spending, at least for now, appears
lower on their list of priorities once money, and the economy, frees up.

what are consumers most likely to do
with government-allotted cash?

Save it

Put it toward rent / mortgage and utilities

Use it to stock up on food at the grocery store

Pay down debt

Invest it

Give it as a gift / donate it

Spend on restaurants in my community

Buy something I've wanted for a long time

Put it toward a repair or project I've been putting off
Spend on small retail businesses in my community

Other

Source: Datassential

Total

62%
41%
38%
36%
23%
20%
19%
19%
19%
18%

4%

56%
30%
42%
29%
33%
23%
16%
35%
14%
20%

1%

60%
43%
40%
36%
25%
21%
16%
24%
18%
16%

1%

63%
52%
34%
L4%
20%
14%
20%
15%
18%
15%

5%

Gen Z Millennials Gen X Boomers

65%
31%
40%
31%
22%
22%
24L%
13%
23%
23%

6%

MENU MATTERS
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E-commerce Grows

There’s no doubt e-commerce has now
secured its place with consumers, and
that reliance has grown with consumers
in lockdown and unable to access brick-
and-mortar sources (or leery of venturing
into crowded stores).

Food has now grabbed several of the top
spots when it comes to e-commerce
spending. Should this trend continue past
the crisis, it will impact grocery retailers
and may continue to shift the focus of
offerings and services going forward.

Source: Datassential

Top 10
e-commerce product categories March 2020 vs March 2019

DISPOSABLE GLOVES BREAD MACHINES

)
\‘\\ A !: = 5] ‘ ‘fﬂ,‘» Amamn»’s best-selling mod(‘!,
NS [ sl L) the Cuisinart CBK 110 is now
\\ — " completely sold out.
S |
4 ’yl COUGH MEDICINE

= = Grocery delivery platform Instacart
='| has seen a 150% increase in recent

" weeks, as well as a 15% increase in
basket size,

RICE er
DRIED GRAINS
PACKAGED FOODS

FRUIT CUPS WEIGHTS

Other categories

The World Health Organization initially £

announced that anti-inflammatory drugs ~O'©
could make COVID-19 worse, before later
changing its stance claiming there is
insufficient evidence to back this up.

( p\’ Walmart, Amazon and Target
I~ announced they are close to
selling out, due to people
panic buying.

TOILET  FITNESS
PAPER GOODS VITAMINS
OG FOOD

PAIN

/
. ! ! RELIEVERS

dme@srd fra 2

goys  GYMBAGS
BRIDAL MEN S WOMEN S RASH

ERAS MENS
ATHLETIC
SWIMWEAR WEAR FOEIX\;{\AL SWIMWEAR GUARDS

LUGGAGE BRIEFCASES SHOES

) Apparel sales were already
L slumping even before

> travel and event plans were
canceled by the COVID-19
outbreak. January was the
worst month in apparel
sales since the Financial
Crisis in 2009

Top 10
e-commerce product categories

Source: Stackline, Amazon, Business Insider, Euro news, CNBC

3%
o

STORE DRONES GOLFCLUBS COOLEIE

PAR
& EVENT FIXTURES
SUppLIEs & DISPLAYS
JL‘ As small businesses around
L—=1 North America remain
shuttered, sale of items like
signage and supplies have
seen a steep drop in sales.
Other categories

visualcapitalist.com @ CAPITALIST
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Down on the Farm
Prices for agricultural goods have fallen as

| m pa Ct O n Ag ri C u |t u re restaurant closures sap demand.
Change in price year-to-date

Chicken breasts”™ M Pork belly
Milk futures”

With agriculture and the food supply chain Bread and Butter
. : Farms and food companies have become e
Increasmgly dependent on away from home increasingly dependent on restaurants.
sales, the crisis has created enormous issues Share ot US. food exoendis
. are or U.o. Tood exXpendltures

at the front of the supply chain. . \‘/v\/-'ff\v*'
Droppmg.prlce:s apd dumped food are y Food 25
creating financial issues for farmers. If the B
industry remains closed as crops by harvest 52 home |
time, the country may see a potential 75 L ;
agriculture crisis. 50 o o )

- M Food at

home
a4 1 [ A 1
200 5 10 15
;j:%:’:'i--t.:l’:i [ax¥es and TIps Tor all purcnases . X o

MENU MATTERS

Source: Wall Street Journal, 4/12/2020



REOPENING
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g, The fire,-however, allowed city planners to identify weakness in street layouts,.-building
#—_materials, and safety measures, resulting in a stronger and more workable metro area.
~— This is the opportunity the food industry has coming out of COVID-19 — to rebuild'the
industry to be stronger-and more viable for all players, from workers to suppliers.
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Many aspects of the hospitality industry had %';g

= .o oo, i o become unworkable, leading to significant g
3 + | < e A e s - . g .
2 - m FREE o issues and, ultimately, weakness inthe face =

of this type of crisis:

’ _Average'3%-4% profit margin eliminates ability of
\“most restaurants to create financial cushion

D Pressure to keep prices low limited ability of most
\ oper?tors to offer employees beneflts/ safeguapds

oUsh capacity to upper limits tomcrzease -

= |

e Tr d and competﬂn’i@ pressures-crﬁ/!ed broad— /

menus focused on eliminating,the “eto vote” s =y yes

o3 EX "ptlonally long and physically demanding ' | B
hours, particularly for owners,chefsyand kitchen . =
staff

—
* |nequity between front of house and back of
house staff compensation NG




Devita Davison, executive dlrector eroodLab Detr0|t pomted out “The CARES Act simply
deputizes businesses to do'the work of unemployment.” Loan forgiveness is contingent on
restaurants hiring back the same number of employees as they had before, and payroll
isn’t the only cost that operators have to consider if they want to reopen.” source:gesy, 4/2/2020
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Reopening post-COVID-19 will be
complicated by:

Ongoing mitigation efforts that will likely limit
hours and capacity

Mask requirements will limit the “return to
normalcy” at restaurants

Delivery/ take out will continue to be the
primary revenue source through the end of
2021

Increased:labor competition with retailers and
other “winners” that have stepped up hiring

Lingering consumer concerns about high-touch
areas and crowded public spaces pending the
introduction of a treatment/ vaccine

Recession will limit discretionary spending
power of many consumers

‘- -




ebuilding Hospitality

Though many will likely fall back on discount pricing and other low-
price promotions, there is little path forward for the industry overall
without higher prices to patrons. An increase in prices is critical to
increase the overall health of the industry by increasing profit margins,
providing protections and fair wages to workers, and managing
increasing overall costs.

#2. Increased worker protections

The coronavirus has placed an exceptional spotlight on workers and
the degree to which blue-collar and lower wage workers have been
impacted. While legislation was pushing wages higher, there was a
growing focus within the industry on greater supports for workers
including insurance, mental health care, and better hours. Going
forward, the industry has to incorporate greater protections to draw
workers back from jobs acquired during the crisis.

#4. Menu breadth versus viability

#3. Ownership, and use, of patron information

Restaurants, understandably, have voluntarily given up ownership of
patron data to third parties such as Yelp and third-party delivery
aggregators in exchange for easier access to broad communication and
other services. This lack of data, however, puts operators (primarily
independent operators) on an uneven footing with many competitors
and denies them the knowledge and access necessary to effectively
fine tune their offerings to better capture patron attention and
increase traffic. Operators need to consider the value of this data going
forward as a critical tool to help create a stronger and more
competitive business proposition.

Pushed by increasing competition within and outside the industry as
well as growing trend-related pressures, many operators tried to create
and manage menus that were challenging at best and unwieldy at
worst. Many of the operators surviving in the throes of the crisis have
significantly reduced those menus to accommodate lower traffic and
reduced staff. Ultimately, these more focused menus allow for greater
consistency and overall quality as well as simplifying operations and
costs. Going forward, focused menus may allow for a faster recovery
and healthier competition.

— e X o —
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#5. Reduced trend influence

While trends have helped drive increased diversity in flavors in
foodservice, the constant pressure of trends have led operators to
chase innovation that offered little in the way of true brand strategy or
increased patron engagement. The influence, indeed pressure, of the
food trend culture stretched many operators too thin resulting in
weaker competitive positions and distracted focus away from a more
effective strategic use of resources. Trends have their place and are
important for the continued relevance of hospitality but their influence
needs to be minimalized against a greater focus on clear, well-designed
brand and menu strategy.

#7. Intelligent use of technology

Whether the hospitality industry resumes its position as one of the
most significant employers in the country is difficult to say considering
all of the unknowns. Reducing overall staff requirements with the
intelligent use of technology (coupled with reduced menus, smaller
spaces, etc.) will allow operators to start up faster and gain back
greater profit margins. Hospitality is truly created by people but
eliminating work that can be better accomplished through smarter
technology will allow staff to focus on what will truly drive patrons
back to the industry and that is a greater focus higher-level skill and on
true hospitality.

#6. Return to strong brand/ menu DNA

Brand and menu strategy work was largely lost amidst a frantic bid to
keep up with social media communication and rapidly accelerating
trend awareness and adoption. Creating a strong brand and menu
identity that is driven by the strategy rather than outside pressures is
the best protection against radical fluctuations in the market.
Furthermore, a strong brand/ menu DNA can be more easily
communicated in a variety of settings and situations such as moving to
delivery, communicating virtually, recreating the core experience in
alternative settings, etc.

#8. Solution-focused innovation

Though there is a great deal of art in hospitality, particularly menu
development, the industry needs to be even more focused on solution-
oriented innovation. Specifically, what is the role of the operation in
the community immediately following the crisis, through the recession
and afterward? How can the operation solve for the unique problems
faced by its primary patron base? And, ultimately, how do these
solutions best play to the strongest elements of the operation’s DNA?
This should be the focus of innovation, as well as communication, for
operators to successfully reintegrate after being closed/ partially
closed and to create a strong relationship with patrons going forward.

— e X o —
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Many operators have turned to retail
sales of pantry items to drive revenue.

Revenue could be a consistent source of
ongoing revenue through the end of the crisis
and into recession

Ongoing leveraging of retail sales should be
woven into astrong brand strategy to ensure
relevance-and focused execution

Operators should consider how their current
offerings may be turned into retail revenue
streams

Working with unique sources or local farms to
extend reach as well as increase sales

Communicate revenue/ pantry sales as efforts
to help the community and support patrons
rather than saving the operation to avoid
commercial victimhood
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Consumers have a newfound-sense of

« community but creating community.in Ri_=f

W r ‘l [i‘ahj"‘%“&l\“?w

i

public space may be challenging.

» Operators will need to rethink hoyfhp foster a
sense of community amid ongg‘i‘ﬁg capacity
restrictions and Imgermg patr@n‘concerns

.

of concern, operators must cr
services/ plating with individ

condiments, etc.) with unique
servings or mini one-use bottl
taken by consumers for use at



' In the face of the crisis and declining
sales, many operators have turned to
assisting the community rather than
driving sales.

e

This movement will further drive a growth in
“cause-based” restaurant concepts

Thecrisis offers all hospitality operators an
opportunity to be community heroes, which
will drive strong community ties and support

Programs designed now to help the community
may become an essential part of the operator’s
future DNA

Operators may use their relationships with
farmers and small batch manufacturers to
assist in the reduction of food waste and
helping to increase the profile of their sources
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Delivery/ take out has been the life blood
of operators still in the game and will
continue to be the primary revenue
driver in the short-term.

* Consider how delivery will fit into the long-
term strategy and what operational changes
may need to be made to make that work

* Rethink how delivery works based on an
operator’s unigue DNA, and how to bring that
unigueness to an experience off-site

I'f"'*'lﬂ:_’"hsure security is part of the overall delivery
set-up, but with a spin and aesthetic specific to
the operation

* Ongoing delivery will demand a new look at
menus to ensure items going out the door can
survive the trip to the benefit of the operator’s
image/ patron relationship




The return of meal kits, from subscriptions to
‘new restaurant offerlngs has highlighted the
appeal of these meal solutions.

* Delivery/ kit o(ptlons with varied assembly
required (total, partial, n

its created to:enhance reIatlonsﬁ'p with -
pa rom" not just to delivery food, with —
“instructions, educ n c LR

“Kit customization W|th ‘slots” or categorles'
customized by patron, filled

urant subscriptio wing
N prior to COVID-19 and should be explored by
opera tors

-l

- R

“’catégorles (|n |V|duaIIy or bundled)

* Create mini-kits to ensure product quality through
de process (avoid soggy products, maintain ® .



v COVID-19 has highlighted the importance
of an omnichannel presence and direct-
to-consumer sales across all industry

| players.

e Operators, distributors, and manufacturers

have all reconsidered the role of direct-to-
consumer sales as a source of revenue

These channels are unlikely to close entirely as
the industry recovers

* Direct sales to consumers allow tighter control
of the patron/ customer relationship and
increased data for future decision making

* Direct sales can be relevant for virtually all
segments in the industry, and may encompass
everything from pantry items and retail

products to direct delivery ordering




"‘§cAN THE OR

DISPLAYED ON COUNTER SCREEN

“game for survivors of the crisis.

Pﬂ'[l

f* Kiosks[ba 'thaCdMBllﬂ WD tgany Kiosk
it 101 PFOVI j& cn”ﬂHtlhg touchless solutions,
“*allowing rstomteract with their own

HOT WATER

device through QR codes on P

Q)

CAPPUCCIN

* Operators are innovating t hless drive thrus
..and pick up systems, and o Wneed to
Y ube rede5|gned for the long-term
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Though some are blaming. environment issuesion the €OVID-19 outbreak ‘most consumers. 2=
are placing a far.greater emphasis on sanitatian and safety than on sustamablllty efforts
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~Though susfaiﬁalqility isalo er priority Ebm\/& stz)rlés of wild goats on the streets in Wales,
 wild boarin'Barcelona and clear canals in Venice will give environmental activities;strong
= stories with which to restart the sustainability discussion. .




No Human Movement =
Low NO2

Evidence from several countries, including
China and Italy which placed some of the
greatest restrictions on human movement at
the height of their outbreaks, show clear
improvements in pollution.

Source: Visual Capitalist
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NO2 LEVELS OVER CHINA

Jan 19 Jan 26 Dobson

HIGH
EMISSIONS
0.7
0.6

In late January, China's
Hubei Province went into
lockdown to slow the spread o
of COVID-19. The impact of b, . LUNAR <%
this unprecidented move < NEWYERR
was an immediate drop in
NO, levels in Eastern China.

Feb 2

0.1
Low
EMISSIONS

Now that China
has the COVID-19
outbreak under
control, people are
beginning to return
to work.

Dobson
Feb 4 Units

HIGH
EMISSIONS

- In early March,
measures went 0.2
into place restricting
the movement of
roughly 16 million
people in northern

Italy. The resulting 01

drop in NO, levels

is easy to spot. o
EMISSIONS
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Sustainability will return as a key issue
Impacting hospitality but how the
industry responds may shift:

* Tighter regulations of resuable mugs, cups and
other containers brought by patrons

* Potential return of plastic or other individually
wrapped straws versus resuable metal options

* |nnovation in sustainable delivery/ take out
packaging with food security features

* ‘Demand for new equipment that allows for
guick sanitation of resuable products l

* No waste kitchen processes that limit waste
while reducing labor/ food costs I




About

Menu Matters

Maeve Webster, President of Menu Matters, is a
leading consultancy working with manufacturers,
) operators, agencies and commodity boards.

~ She has spearheaded hundreds of major industry
studies during her 20 years as a foodservice
specialist, and today runs a private consultancy
focused on helping manufacturers and operators
understand how trends in consumer behavior and
operations can be leveraged for strategic planning.
Maeve’s expertise is in the areas of trend analysis
and evaluation, opportunity assessment, consumer
and operator behavior, concept testing, and menu
optimization and strategy.
° °

At all times, the primary purpose of Menu Matters

is to contextualize findings for clients so the “so
M E N U M AT T E R S what” is apparent, relevant and actionable.
— Food Insights That Matter == N\
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Maeve Webster, President

P: 802-430-7085
C: 312-420-0724
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