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Report Outline

- Research Design




Research Design

es®o

Type of Study
Eat-Out Behavior Study

Methodology
Computer-Assisted Web Interview (CAWI)

\

Location
Metro Manila
Metro Cebu
Metro Davao

_@D‘
Quota Sampling
Gender and Age profile is based on PSA;

SEC profile is based on SCMI’s Media
Insights study

Respondents
Male/Female, age 13-59 yo
Must be from ABCD Homes

Must have bought and consumed food or drinks from eating-out places in the P3M
PDM (not necessarily actual purchaser) of food and/or drinks for self and/or family

A\

Sample Size
n=200 per city
(MOE +/- 10%)

Survey Period
Oct 22 — Nov 11, 2021
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- Key Findings




FOOD TRENDS IN 2021




Summary:

- Food products that consumers deemed new are strictly not new anymore in the eat-
out market. Milk Tea tops the spot.

- Takoyaki and BTS Meal are also products that gained traction in 2021.
- These new products did not only generate high awareness but also enjoy high trial.

- Digital channels such as Facebook and YouTube, along with TV, drive awareness
for these new products.

- - Project Co-Lab: Eat-Out Behavior Study _




Many of the products that frended over the past year are not strictly new.

Awareness of New/Trending Products from Eat-Out Places

Metro Manila Metro Cebu . Metro Davao
Milk Tea I 61 Milk Tea I 34 : Milk Tea m— 33
. : BTS Meal 1 18 : Chicken Cordon Bleu mm 15
Takoyaki NEEEE 26 ! Tuna Pie mH 11 : Chicken Joy mm 12
Samgyupsal I 23 : Chao Fan = 10 : Takoyaki = 10
Burger HH 14 : Burger B 10 Burger H& 10
Pizza 1H 13 : Samgyupsal 1 10 Saripaghzg: :?
BTS Meal M 9 Mang Inasal Halo-Halo 1 10 gyPE)ZZa m 7
Tuna pie B 7 Honey Beef Rice 1 10 Soda/Softdrinks ® 7
Shawarma W 7 _ Pizza M 9 Ice Cream W 6
Baked Sushi W 7 Chicken Cor_(lj_oE Ble;. :;3 Carbonara H 5
akoyaki Bihon/Pancit Gisado B 5
R . . :
Chick arr;en : 6 Chicken Joy B 7 Lumpiang Shanghai B 5
. © en. oy 6 Lechon Belly W 6 Lechon Belly B 5
Chicken Wings B 5 Milk Shake B 5 Fried Chicken B 5
Kimchi 1 4 Fried Chicken B 5 Fish Fillet B 5
Corndog 1 4 Spaghetti B 4 C_:l_OCh'nF'J!O :2
Unli Chicken Wings 1§ 3 Shawarma B 4 Ll;rs]ggr:g 4
Mang Inasal Halo-Halo 1 3 ~ Cake B4 Corndog W 4
Korean Foods 1 3 E'Shh'_:”_ll‘lat : j Buko Juices W 4
ochinillo
Frappe 1 3 Korean Foods 1 4
Carbonara 1 4 Shawarma 1 3
Donuts/Dougnuts 1 3 Soda/Softdrinks 1 3 Lechon Baka 1 3
Cake 13 Bihon/Pancit Gisado 1 3 BTS Meal 1 3

Base: n=200 (unweighted) Metro Manila *Only products mentioned by 3% or more shown
n=200 (unweighted) Metro Cebu ]
n=200 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study




But for one reason or another, they are seemingly hot topics on
Facebook and YouTube. TV also helps drive awareness in Metro Cebu
and Meiro Davao

Source of Awareness Regardless of New Products

Metro Manila

Facebook

YouTube

Internet ads/blogs/websites
TV ads/commercial

TV Program

Product display in

Tiktok

Instagram

Other social media

Posters
Leaflets/brochures/flyers
Billboards/banners
Promo/Sales girls

Ads seen in jeepneys or taxis
Building wraps or large-
Newspaper/magazine

Ads seen in buses, the
Bus / MRT / LRT wraps or
Radio

Base:

Metro Cebu
I Facebook NG O3
I S/ : TV ads/commercial NN 7°
I 5/ YouTube N 63
I 50 Posters I 60
I /2 Internet ads/blogs/websites | I 60
. I 338 TV Program N 5/
I 36 Product display in.. I 53
N 35 Billboards/banners N 53
I 34 Other social media.. IIIINENEEEE 51
I 32 Instagram I 43
N 23 Tiktok NG 47
I 02 Leaflets/brochures/flyers N 46
B 13 Promo/Sales girls N 43
Il 18 Building wraps or large-.. I 41
I 17 Newspaper/magazine [N 38
Il 13 Ads seen in jeepneys or taxis I 37
1l 13 Radio I 36
1l 12 Bus / MRT / LRT wraps or.. I 32
4 Ads seen in buses, the.. I 32

n=200 (unweighted) Metro Manila
n=200 (unweighted) Metro Cebu
n=200 (unweighted) Metro Davao

*Only sources mentioned by 3% or more shown

Metro Davao

Facebook

TV ads/commercial
YouTube

Internet ads/blogs/websites
TV Program

Product display in

Tiktok

Posters

Other social media
Instagram
Billboards/banners
Leaflets/brochures/flyers
Building wraps or large-
Promo/Sales girls

Radio
Newspaper/magazine

: Ads seen in jeepneys or taxis

Ads seen in buses, the
Bus / MRT / LRT wraps or

. S 7
I 74
K]
I 63
I 5°

. I 59
I 43
I 48

I 47
I 45
I 42
I 41

I /1
I 40
I 35
I 36
I 34

. JE 33

I 33

- - Project Co-Lab: Eat-Out Behavior Study m



For milk tea in particular, Facebook is largely responsible for its
trending.

Source of Awareness Regardless of Milk Tea

Metro Manila Metro Cebu Metro Davao

Facebook NG 53
Internet ads/blogs/websites | IIINININING 45

Facebook I /5
TV ads/commercial I 43

Facebook NG 72
Internet ads/blogs/websites I 45

YouTube [N 40 YouTube [N 40 YouTube N 38
TV ads/commercial N 38 Internet ads/blogs/websites I 40 TV ads/commercial [N 31
Instagram NI 34 Tiktok NN 39 Product display in.. HEEEEE 31
Tiktok [N 32 Ir.lstagrarn I 34 Other social m_edia.._ 31
Posters [N 22 Other social media.. I 33 Tiktok I 28
Other social media.. NN 22 Leaflets/brochures/flyers I 33 Instagram [ 28
Posters N 31 Posters I 20
TV Program [ 21
_ _ TV Program I 25 Leaflets/brochures/flyers Il 20
Product display in.. I 21 .
Promo/Sales girls 1N 22 TV Program [ 18
Leaﬂets/brochures/fly(.ers B 18 Building wraps or large-.. I 22 Promo/Sales girls 1N 17
. .Promo/SaIes girls N 12 Product display in.. I 21 Newspaper/magazine [l 14
Building wraps or large-.. Il 10 Billboards/banners I 18 Building wraps or large-.. Il 14
Ads seen in jeepneys or taxis Il 10 Newspaper/magazine N 16 Billboards/banners Il 14
Newspaper/magazine Il 9 Radio N 12 Bus / MRT / LRT wraps or.. Il 11
Billboards/banners Il 9 Ads seen in jeepneys or taxis [l 10 . Radio 1l 9
Bus /MRT /LRT wraps or.. ll 7 Ads seen in buses, the.. lll 10 : Ads seen in jeepneys or taxis Il 8
Ads seen in buses, the.. 1l 4 Bus / MRT / LRT wraps or.. 1l 9 : Ads seen in buses, the..lll 8

Base: n=200 (unweighted) Metro Manila *Only sources mentioned by 3% or more shown

n=200 (unweighted) Metro Cebu ] ]
- - Project Co-Lab: Eat-Out Behavior Study _
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Takoyaki and Samgyupsal appear to garner attention on Tiktok in

addition to Facebook and YouTube.

Source of Awareness of Takoyaki
Metro Manila

Facebook

YouTube

Tiktok

Instagram

Product display in supermarket
Internet ads/blogs/websites

TV Program

Other social media (Twitter, etc.)
TV ads/commercial

Posters

Leaflets/brochures/flyers

I 6
I /1
I 07
N 05
I 0/
I 0/
I 22
I 20
Hl 16
14
14

Building wraps or large-scale.. Il 12

Promo/Sales girls

Billboards/banners

Hl 10
[ J3)

Ads seen in buses, the MRT or.. ]} 6

Newspaper/magazine
Radio

Base: Takoyaki n=51 (unweighted)

Samgyupsal n=46 (unweighted)

4
| 2

*Only sources mentioned by 3% or more shown

Source of Awareness of Samgyupsal
Metro Manila

Facebook

YouTube

Tiktok

Internet ads/blogs/websites

TV ads/commercial

Instagram

Other social media (Twitter, etc.)
TV Program

Product display in supermarket
Leaflets/brochures/flyers
Posters

Promo/Sales girls
Billboards/banners

Ads seen in jeepneys or taxis
Building wraps or large-scale
Newspaper/magazine

Radio

Bus / MRT / LRT wraps or ads
Ads seen in buses, the MRT or

I SO
I 54
I /S
I 43
I 33
I 33
N 26
. 24
. 24
. 02
. 17
11
11
I 11

A7
4
12

12

12

- - Project Co-Lab: Eat-Out Behavior Study



Social media, TV and outdoor ads join forces to build awareness for
BTS Meal.

Source of Awareness of BTS Meal
Metro Cebu

Facebook NN 0
TV ads/commercial I 6/
Billboards/banners I 56
YouTube N 53
Posters N 31
Newspaper/magazine N 17
Instagram M 14
TV Program 1N 11
Tiktok HH 11
Promo/Sales girls 1l 11
Leaflets/brochures/flyers 1 11
Radio 1M 8
Product display in supermarket Il 8
Internet ads/blogs/websites Il 8
Bus / MRT / LRT wraps or ads..lll 8
Building wraps or large-scale..]lll 8
Ads seen in jeepneys or taxis Il 8
Ads seen in buses, the MRT or..lll 8
Other social media (Twitter, etc.) W 6

’ Base: n=36 (unweighted) Metro Cebu *Only sources mentioned by 3% or more shown

- - Project Co-Lab: Eat-Out Behavior Study




Either conversion is high, or consumers only tend to recall products
they have ftried.

Trial for New Products

Metro Manila Metro Cebu Metro Davao

61 : : 33
D : Milk tea ) 94% : Milk tea D
58 : : 31

Milk tea

6 :
Takoyaki ) : BTS Meal D 100%
23
Samgyupsal D
16
= Aware
m Tried

Base: n=200 (unweighted) Metro Manila *Only products with n=30 or more shown
n=200 (unweighted) Metro Cebu ] !
- - Project Co-Lab: Eat-Out Behavior Study
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EAT-OUT
CONSIDERATIONS




Summary:

- In deciding where to eat, Brand is the most important consideration for eat-out
consumers in Metro Manila. Budget as well as how food will be bought or eaten

succeeds brand.

- In Cebu and Davao, however, Budget takes precedence. Quality of food is also as
Important as Budget for the Davaoenos.

- Of the eat-out brands, QSR brands such as Jollibee and McDonald’s dominates
patronage.

- Affordability, being a favorite of family and kids, and to some extent, being easy
to go drive frequent patronage to Jollibee and McDonald’s.

- Being kids’ favorites, kids appear to be the key influencer to these QSR brands.
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Defining the Considerations

Brand Itself Considers a specific eat-out brand

Budget Considers the available money to spend

Where to eat Considers whether to eat at home, in an eat-out place or somewhere else.
How it will be bought / eaten Considers whether to buy it through dine-in, take-out, drive thru or delivery
Who will consume it Considers who will consume the food items

Type of food / beverages served Considers the type of food or beverages they want to eat.

Location / Accessibility Considers where the eat-out place is located.

Quality of Food Considers the quality of food served.

Safety Protocols in place Considers the safety protocols that are set in place

Promos / Discounts Considers any promos, discounts or rewards offered

Store Hours Considers if it is open early morning, after dinner, or 24 hours

Time of day Considers where it will be consumed for breakfast, lunch, dinner.
Occasions Considers the occasions for buying food.

[ |
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Brand outweighs most considerations among MMA consumers. In
Cebu, budget takes precedence; in Davao, budget, quality of food,
location and safety protocols are almost all equally important.

Brand itself

Budget

How it will be bought/eaten
Location/Accessibility
Occasions
Promos/discounts

Quality of food

Safety protocols in place
Time of day

Store hours

Where to eat

Type of food/beverages..

Who will consume it

Others

Metro Manila

N

L EEE T T LI
N M~
o 13

ERank 1l ®mRank2 ®Rank3 Rank 4 Rank 5

Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Cebu
n=200 (unweighted) Metro Davao

What comes first when deciding where to eat?

Budget

Safety protocols in place
Quality of food
Location/Accessibility

Promos/discounts

Type of food/beverages..

Who will consume it
Store hours
Occasions

Brand itself

Where to eat

Time of day

How it will be bought/eaten

ERank1l ERank?2 ®Rank3

Metro Cebu

w
(@]

|—\
N

T RRTEREETS TS TS RN OO NS = P
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Budget

Quality of food
Location/Accessibility
Safety protocols in place

Promos/discounts

Type of food/beverages..

Store hours

Who will consume it
Brand itself

Where to eat
Occasions

Time of day

How it will be bought/eaten

Metro Davao

i [

2] [&] BN ©

=

ERank1l ERank?2 ®Rank3 Rank 4 Rank 5
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Brand as the top consideration cuts across segments in Metro Manila.

What comes first when deciding where to eat?

WA T ec | O | wee | emas | 13200 | 21300 | 8400 | 415000

n=67 n=133 n=99 n=101 n=38 n=61 n=57 n=44

Brand itself 25 29 26 30 24 28 30 30

Budget 21 23 19 26 24 18 25 25

How it will be bought/eaten 9 13 12 11 16 13 5 14

Location/Accessibility [N 9 9 11 7 5 8 9 14

Occasions 12 5 8 6 8 7 4 11

Promos/discounts 7 4 5 5 3 8 7 0

Quality of food 1 5 4 4 5 5 5 0

Safety protocols in place 20 1 2 1 3 0 2 2 5

Time of day 2} 3 1 3 0 3 2 0 2

Store hours 2 4 0 1 2 3 2 2 0

Where to eat Tl 0 1 0 1 0 0 2 0

Type of food/beverages.. |Gz 0 1 1 0 0 2 0 0

Who will consume it [ 0 0 0 0 0 0 0 0
Others

ERank1 ERank?2 ®Rank3 Rank 4 Rank 5

Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Cebu ] ]
n=200 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study




The same is true of budget in Metro Cebu.

What comes first when deciding where to eat?

n=38 n=162 n=100 n=100 n=45 n=63 n=51 n=41
Budget 21 32 29 31 33 37 24 24

Safety protocols in place 16 14 19 9 13 11 18 15
Quality of food 16 14 15 13 16 10 18 15
Location/Accessibility 18 10 13 11 13 6 14 17
Promos/discounts 13 9 7 13 9 8 14 10

Type of food/beverages.. [ 0 7 7 5 2 11 6 2
Who will consume it Ml 3 4 4 3 0 2 4 10
Store hours & 3 3 1 5 2 5 2 2

Occasions 4 0 2 1 3 4 3 0 0

Brand itself 2 5 1 1 3 4 2 0 2

Where to eat 4 0 2 1 2 2 3 0 0

Time of day [} 3 1 1 1 0 2 2 0

How it will be bought/eaten [ 3 1 1 1 0 2 0 2

ERank1 ERank?2 ®mRank3 Rank 4 Rank 5
- Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Cebu ] ]
n=200 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study m




Among certain segments in Davao City (e.g., ABC, males, 13-20, 41-50),
promos/discounts are a key consideration as well.

What comes first when deciding where to eat?

[J

n=30 n=170 n=104 n=96 n=43 n=64 n=43 n=50

Budget 7 21 14 24 16 23 19 16

Quality of food 13 17 13 21 14 20 12 18
Location/Accessibility 13 15 16 14 21 16 14 10
Safety protocols in place 17 14 16 13 16 16 9 16
Promos/discounts 20 9 14 6 16 3 9 16
Type of food/beverages.. KNI 13 8 7 10 2 8 16 8
Store hours 10 3 5 3 0 5 7 4

Who will consume it I 0 3 3 4 5 2 0 8
Brand itself T 7 4 4 3 2 2 9 2

Where to eat €Jf 0 4 4 2 2 6 0 2
Occasions 2 0 2 3 0 5 0 2 0

Time of day 1 0 1 1 0 0 0 2 0

How it will be bought/eaten I 0 0 0 0 0 0 0 0

ERank1l ERank?2 ®Rank3 Rank 4 Rank 5
» Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Cebu ] ]
n=200 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study m




QSR brands dominate P3M patronage...

Top 12 Brands Bought in P3M

Metro Manila
P3M Purchase

Jollibee
McDonald's
KFC
Chowking
Mang Inasal
Greenwich
Shakey's
Macao Imperial Tea
Burger King
Pizza Hut
Tokyo Tokyo
Red Ribbon
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Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Cebu
n=200 (unweighted) Metro Davao

Metro Cebu
P3M Purchase

Jollibee
McDonald's
Mang Inasal

Chowking
KFC
Greenwich
7-Eleven
Pizza Hut
Burger King
Shakey's
Dunkin' Donuts

Starbucks

- - Project Co-Lab: Eat-Out Behavior Study
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Metro Davao
P3M Purchase

Jollibee
McDonald's
Chowking
Mang Inasal
KFC
Greenwich
Shakey's
Burger King
7-Eleven
Pizza Hut
Red Ribbon
Goldilocks
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...as well as BUMO.

Is it same as their BUMQO?

Metro Manila Metro Cebu Metro Davao
P3M Rank BUMO . P3M Rank BUMO . P3M Rank BUMO
1 Jollibee : 1 Jollibee : 1 Jollibee
2 McDonald's 2 McDonald's 2 McDonald's
7 Shakey's :i 4 Chowking @ 3 Chowking E
8 Macao Imperial Tea 12 3 Mang Inasal E 4 Mang Inasal 5
13 7-Eleven 2 5 KFC } 5 KFC %
6 Greenwich i 11 Dunkin' Donuts ;t 6 Greenwich 1
55 Papa John's Pizza :I_ 7 7-Eleven i 9 7-Eleven :t
12 Tokyo Tokyo i 6 Greenwich i 8 Burger King :t
3 KFC :I_ 16 Max's Restaurant :I_ 43 Turks i
5 Mang Inasal :I_ 46 Korean Restaurant :I_ 13 Macao Imperial Tea 1_
4 Chowking { 8 Shakey's | 16 Bonchon {
20 CoCo 1 32 | Love Milktea { 21 CoCo 1

Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Cebu ] ]
n=200 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study




Frequency of patronage averages at 2x a month, at least for the top QSR brands

Frequency of Purchase from BUMO
(Past 3 Months)

Metro Manila Metro Cebu Metro Davao
P3M Rank BUMO Fred. . pam Rank BUMO Fred. . paM Rank Bumo €0
1 Jollibee 1 Jollibee : 1 Jollibee o
2 McDonald's e 2 McDonald's o 2 McDonald's e
7 Shakey's :i E 4 Chowking @ 3 Chowking E
8 Macao Imperial Tea 1! 3 Mang Inasal E 4 Mang Inasal 5
13 7-Eleven 2 5 KFC } 5 KFC %
6 Greenwich i 11 Dunkin' Donuts ;t 6 Greenwich 1
55 Papa John's Pizza :I_ 7 7-Eleven i 9 7-Eleven :t
12 Tokyo Tokyo i 6 Greenwich i 8 Burger King :t
3 KFC i 16 Max's Restaurant i 43 Turks i
5 Mang Inasal :I_ 46 Korean Restaurant :I_ 13 Macao Imperial Tea 1_
4 Chowking { 8 Shakey's | 16 Bonchon {
20 CoCo 1 32 | Love Milktea { 21 CoCo 1

Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Cebu ] ]
n=200 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study




i

reasons for frequent patronage to Jollibee.

Affordability and being a favorite of their family and kids are

Jollibee

Metro Manila

Affordable

Family's favorite

My Kids' favorite

Good value for money
Easy togoto
Food/drinks are delicious
Fast service

Food/drinks are of high..

Good safety standards
Reliable

Frequent/Attractive promos
Have a loyalty card
Food/drinks are not satiating
Convenient operating hours
Accessible thru other means
Variety of offers
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Base: n=111 (unweighted) Metro Manila
n=102 (unweighted) Metro Cebu
n=87 (unweighted) Metro Davao

Metro Cebu

Family's favorite
Affordable

Easy to go to
My Kids' favorite
Good value for money

Food/drinks are of high..

Food/drinks are delicious
Fast service

Reliable

Good safety standards
Have a loyaty card
Frequent/Attractive promos
Food/drinks are not satiating
Variety of offers

Accessible thru other means

Convenient operating hours

Reasons for Buying from Jollibee Most Often
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Metro Davao

My Kids' favorite
Affordable

Good value for money
Family's favorite

Easy to go to
Food/drinks are delicious
Fast service

Reliable

Good safety standards

Food/drinks are of high..

Frequent/Attractive promos
Have a loyalty card
Food/drinks are not satiating
Accessible thru other means
Variety/number of offerings
Has big serving size
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Mcl:.)onald's

G)

Metro Manila

My Kids' favorite

Easy togoto

Family favorite

Affordable

Good value for money
Fast service

Food/drinks are delicious
Good safety standards
Frequent/Attractive promos
Reliable

Have a loyalty card

Food/drinks are of high..

Convenient operating hours
Food/drinks are not satiating

Accessible thru other means
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Base: n=33 (unweighted) Metro Manila
n=33 (unweighted) Metro Cebu
n=35 (unweighted) Metro Davao

Metro Cebu

Affordable

Easy to go to

Family favorite

Good value for money
My kids' favorite

Fast service

Good safety standards
Food/drinks are delicious
Reliable

Food/drinks are of high..

Frequent/Attractive promos
Have a loyalty card
Food/drinks are not satiating
Variety of offers

Accessible thru other means

Convenient operating hours

Slo
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Reasons for Buying from McDonald’s Most Often

Metro Davao

My Kids' favorite

Easy to go to

Affordable

Family's favorite

Good safety standards
Food/drinks are delicious

Food/drinks are of high..

Good value for money
Reliable

Fast service
Frequent/Attractive promos
Have loyalty card
Accessible thru other means
Food/drinks are not satiating
Has big serving size

Variety of offers

In the case of McDonald’s, easy access is also coming out as one of the key
reasons for frequent patronage on top of being a kids’ favorite and
affordability.
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Since the dominant BEO players are kids’ favorites, it is no surprise that kids
are the main influencers for frequent patronage towards these brands.

Purchase Influencers for BUMO

Tetal Metro Manila

Child
TV ads

Ads on Facebook

Newspaper/Magazine

(o))
()]

Child
TV ads

Ads on Facebook

Newspaper/Magazine

[HEN
1SN

McDonaid's
" E-
L]
-

Child
TV ads

Ads on Facebook

Newspaper/Magazine

(o))
(0]

Friends TV program TV program
TV program Friends Friends
Family members other.. JJEH Family members other.. JJEI0 Promos on food delivery..
Promos on food delivery.. [l Ads on YouTube Ads on YouTube
Ads on YouTube Celebrity endorser Family members other.. JFTl

Celebrity Endorser Promos on food delivery.. JEIE Celebrity endorser

Billboards ] Billboards Radio ads
Radio ads Other social media Billboards &
Leaflets/brochures Radio ads Leaflets/Brochures €
3 €
3 4 €

Other social media

Base: n=200 (unweighted) Metro Manila

Leaflets/Brochures

Base: n=111 (unweighted) Metro Manila

- - Project Co-Lab: Eat-Out Behavior Study
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Kids are main influencers also cut-across key regions....

Purchase Influencers for BUMO

o

chid I chil chil
TV ads TV ads [ Ads on Facebook
Friends [ IEV TV program - [N .
52 Prog = Friends
Ads on Facebook Friends
| Ads on YouTube
TV program Celebrity Endorser
Ads on YouTube Ads on Facebook TV ads
Promos on food delivery.. JIIEVEEE Ads on YouTube Promos on food delivery..
Celebrity Endorser Promos on food delivery.. | IEFE TV program
Billboards Billboards Billboards
Radio ads Newspaper/Magazine
pap g Celebrity Endorser
Newspaper/Magazine Radio ads
Radio ads
Family members other.. Ji} Family members other.. JiIZl]
Leaflets/Brochures £ Leaflets/Brochures Newspaper/Magazine
Other social media : Other social media | Family member other..
Base: n=200 (unweighted) Metro Manila E Base: n=102 (unweighted) Metro Manila E Base: n=33 (unweighted) Metro Manila
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Digital Platform’s influence is as big as Traditional TV's.

:
§
3

Child

Ads on Facebook
TV ads

Ads on YouTube
TV program

Friends

Promos on food delivery..

Celebrity Endorser
Radio ads
Billboards

Newspaper/Magazine

Family members other..

Leaflets/Brochures

Other social media
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Base: n=200 (unweighted) Metro Manila

Purchase Influencers for BUMO

o

. Jollibee

Child
Ads on Facebook
TV ads
Ads on YouTube
TV program
Friends
Celebrity Endorser
Promos on food delivery..
Radio ads
Billboards
Family members other..
Newspaper/Magazine

Leafelets/Brochures

Base: n=87 (unweighted) Metro Manila
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McDonaid's
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.

Child

TV ads

TV programs

Ads on Facebook

Ads on YouTube
Promos on food delivery..

Celebrity Endorser

Friends

Radio ads

Newspaper/Magazine

Billboards

Leaflets/brochures

Family members other.. gkl

Base: n=35 (unweighted) Metro Manila
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EAT-OUT HABITS
DURING THE PANDEMIC




Summary:

- In terms of buying food, Take-out comes out the popular choice across all areas.
Delivery follows.

- Convenience and safety motivate high take-out and delivery incidence across
areas.

- For delivery, aggregators are the most common access points availed by eat-out
consumers.

- Only about 15% have dined-out in 2021, with most still dining indoors.

- Necessity is the main reason for dining out, while some did as a break and to seek
out a better ambiance.

- Majority still have not dined-out since kids are not yet allowed.

- - Project Co-Lab: Eat-Out Behavior Study




Metro Manila

BUMO
Jollibee

McDonald's

Shakey's

Macao..

7-Eleven

Greenwich

Papa..

Tokyo Tokyo
KFC
Mang Inasal

Chowking

CoCo

|

T e el T i -SRI SR CEERvIS

Consumers in Davao are more likely than those in MMA and Cebu to
have last bought from their BUMO.

Last Purchased

Jollibee

McDonald's E

Macao..
Shakey's
Starbucks
7-Eleven
KFC
Greenwich
Chowking
Burger King

Mang Inasal

T e S N N N N I I

Tokyo Tokyo

Base: n=200 (unweighted) Metro Manila
n=200 (unweighted) Metro Cebu
n=200 (unweighted) Metro Davao

Brands Last Purchased

Metro Cebu

: BUMO

Jollibee

McDonald's

Chowking

: Mang Inasal

KFC

Dunkin'..

7-Eleven

Greenwich

Max's..

Korean..

Shakey's

| Love..
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Last Purchased

Jollibee

McDonald's
Mang Inasal
Chowking
7-Eleven
Greenwich
KFC

S&R

Macao

| Love
Shakey's

Burger King

E
/
$
§
¥
1
A
A
1
1

: BUMO

Jollibee
McDonald's
Chowking
Mang Inasal
KFC
Greenwich
7-Eleven
Burger King

Turks

Macao..

Bonchon

CoCo

Metro Davao
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Last Purchased

Jollibee
McDonald's
Mang Inasal

Chowking
KFC
Greenwich
7-Eleven
Tokyo Tokyo
Burger King
Shakey's
Red Ribbon

Bonchon
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= n=196 (unweighted) Metro Cebu
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Take-out surpasses all the other channels across areas, driven by Jollibee.
McDonald’s (in MMA) is more frequently bought via delivery though.

How Availed of Brands Last Purchased

etro (Cebu etre Davao
B

i
26

B Take-out

Delivery 52 f
32 25 21 25 2 30

E Dine-in
Total Jollibee McDonald’s Total Jollibee Total Jollibee McDonald’s
n=188 n=93 n=31 n=196 n=94 n=194 n=78 n=42

v C E Base: n=188 (unweighted) Metro Manila 1 Sig higher vs. Total [area] ‘ Sig lower vs. Total [area]
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Some of those who dined out recently cite necessity as a reason, while
others say they really sought out the experience.

Reasons for Dining Out

Metro Cebu Metro Davao
15% d | n ed O ut n=196 (unweighted) : 17% d I n ed O Ut n=194 (unweighted)
mIndoor seating  ®mAl fresco m Indoor seating m Al fresco

Got hungry while running some errands ||| | | || N 77 Needed to meet a friend/relative/colleague || GG 52

Needed to meet a friend/relative/colleague _ 57 : Food/drinks are more delicious when fresh fro_m the _ 57
: restaurant's/store's kitchen

Food/drinks are more delicious when fresh from the ) .
I - Got hungry while running some errands ||| [ | | I 52

restaurant's/store's kitchen

Needed a break after months of home quarantine _ 37 Needed a break after months of home quarantine _ 42
| like the restaurant's/store's ambience [ 33 | like the restaurant's/store's ambience ||| Gz 39
Food | wanted is not available through takgéclJitJ/te?; - 27 ; | don't know how to use delivery apps - 24
Had to attend a business meeting | 27 Had to attend a business meeting [l 24
| don't know how to use delivery apps - 20 Food | wanted is not available through take-out or delivery - 24
| don't have a delivery app ] 13 | don't have a delivery app [ 21

Base: n=30 (unweighted) Metro Cebu

n=33 (unweighted) Metro Davao ] ]
- - Project Co-Lab: Eat-Out Behavior Study




Meanwhile, the primary reason for not dining out is the stay-at-home

order for children.

Metro Manila

42% did not dine out

n=188 (unweighted)

Kids are not allowed

It is safer to consume the food
outside the food establishment

| still cannot go out due to the
lockdowns/restrictions

Senior citizens are not allowed

I'm not yet fully vaccinated

I
-

Base: n=78 (unweighted) Metro Manila
n=77 (unweighted) Metro Cebu
n=64 (unweighted) Metro Davao

Metro Cebu

39% did not dine out

n=196 (unweighted)

Kids are not allowed

It is safer to consume the
food outside the food
establishment

Senior citizens are not
allowed

| still cannot go out due to
the lockdowns/restrictions

| do not have the means to
go out

I'm not yet fully vaccinated

Reasons for NEVER Dining Out in P12M

91

Metro Davao

33% did not dine out

n=194 (unweighted)

Kids are not allowed

| still cannot go out due to the
lockdowns/restrictions

It is safer to consume the food
outside the food establishment

Senior citizens are not allowed

I'm not yet fully vaccinated

R
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-
P
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Convenience and safety motivate high take-out incidence across

areadas.

Metro Manila

44% had food taken out
37 < a

H Inside vehicle

n=188

m At home

Workplace m QOutside resto

It's more convenient to
consume the food at home

R
T

Safer to consume food
outside establishment

I was in a hurry

Establishment does not
have a dining area

| could get my orders more
quickly

I'm not yet fully vaccinated

Base: n=82 (unweighted) Metro Manila
n=103 (unweighted) Metro Cebu
n=93 (unweighted) Metro Davao

(unweighted) E

Reasons for Taking Food Out
Metro Cebu

53% had food taken out

45 341

n=196

m At home ® Inside vehicle

Workplace m QOutside resto

It's more convenient to
consume the food at home

Safer to consume food
outside establishment

I was in a hurry

| could get my orders more
quickly

I'm not yet fully vaccinated

Establishment does not
have a dining area

- - Project Co-Lab: Eat-Out Behavior Study

(unweighted) E

Metro Davao

48% had food taken out

(unweighted)
m At home m Inside vehicle
Workplace m Outside resto

It's more convenient to
consume the food at home

. :
B -

Safer to consume food
outside establishment

| could get my orders more
quickly

| was in a hurry

I'm not yet fully vaccinated

Establishment does not
have a dining area



The same may be said of delivery.

Metro Manila

32% had food delivered

n=188 (unweighted)

It is convenient

It is safer
To avoid lining up at food
establishments

There are promos and
discounts for delivery

| can consume the food in
the comfort of my home

| do not have the means to
go out

I'm not yet fully vaccinated

| still cannot go out due to
the lockdowns/restrictions

s

Base: n=60 (unweighted) Metro Manila

n=49 (unweighted) Metro Cebu
n=46 (unweighted) Metro Davao

Metro Cebu

Reasons for Having Food Delivered

21% had food delivered

n=196 (unweighted)

It is convenient

It is safer

To avoid lining up at food
establishments

There are promos and
discounts for delivery

| can consume the food in
the comfort of my home

| do not have the means to
go out

I'm not yet fully vaccinated

- - Project Co-Lab: Eat-Out Behavior Study

69

(o))
w

51

47

39

.
—E

Metro Davao

24% had food delivered

n=194 (unweighted)

It is convenient

To avoid lining up at food
establishments

Itis safer

| can consume the food in
the comfort of my home
There are promos and
discounts for delivery

I'm not yet fully vaccinated
| do not have the means to

go out

| still cannot go out due to
the lockdowns/restrictions
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Aggregators are the most commonly used access points for delivery.

Metro Manila

32% had food delivered

n=188 (unweighted)

Ordered through third
party delivery platform like
GrabFood or FoodPanda

Ordered through the
brand's mobile app

Called hotline

Ordered through the
brand's delivery website

Called the store

P
m-
B

E

Base: n=60 (unweighted) Metro Manila

n=49 (unweighted) Metro Cebu
n=46 (unweighted) Metro Davao

Delivery Access Points

Metro Cebu

21% had food delivered

n=196 (unweighted)

Ordered through third
party delivery platform like
GrabFood or FoodPanda

Called hotline

Ordered through the
brand's mobile app

Called the store

- - Project Co-Lab: Eat-Out Behavior Study
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Metro Davao

24% had food delivered

n=194 (unweighted)

Ordered through third
party delivery platform like
GrabFood or FoodPanda

Called hotline

Ordered through the
brand's mobile app

Called the store

Ordered through the
brand's delivery website

Ordered through the
brand's Facebook page



Delivery customers are generally satisfied with their experience...

Overall Satisfaction with Delivery

Metro Manila i Metro Cebu : Metro Davao

86% had food delivered 70% had food delivered 75% had food delivered
in P12M : in P12M : in P12M

n=188 (unweighted) s n=196 (unweighted) = n=194 (unweighted)

100% 100% 100%
90% m Very satisfied 90% m Very satisfied 920% m Very satisfied
80% 80% 80%
70% ® Somewhat satisfied 70% ® Somewhat satisfied 70% ® Somewhat satisfied
60% 60% 60%
50% Can't say whether : 50% Can't say whether 50% Can't say whether

satisfied or not . satisfied or not : satisfied or not
40% 40% 40%
30% ® Somewhat : 30% ® Somewhat 30% ® Somewhat
20% dissatisfied : 20% dissatisfied : 20% dissatisfied
: : 5
10% m Very dissatisfied 10% m Very dissatisfied : 10% m Very dissatisfied
0% 0% : 0%

Base: n=162 (unweighted) Metro Manila

- ;
n=137 (unweighted) Metro Cebu : :
n=145 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study




...counting convenience and accessibility as key reasons.

Why Satisfied with Delivery?
Metro Cebu

92% satisfied

n=137 (unweighted)

Metro Davao

82% satisfied

n=145 (unweighted)

Metro Manila

91% satisfied

n=162 (unweighted)

Itis convenient || N 67
Delivery continues even during lockdown | I 58

Order arrives quickly | NN 55

Delivery continues regardless of weather _ 50
conditions

Itis convenient || I 64
Delivery continues regardless of weather
conditions I 3
Delivery continues even during lockdown || | Il 60
The delivery rider follows the prescribed _ 60

safety protocols

Food delivered are all correct || | |  JJIIIE 58
order arrives quickly [ I 54
Food is still appetizing when delivered || | | | |} JJREEE 53

There are promos and discounts for delivery ||| [ | | I 53

The delivery rider updates me on the status
of my orders _ 52

The delivery rider is courteous | IIINEEEE 48

Many/most places offer delivery || ]I 44

Food remains fresh when delivered | NI 41

The delivery rider does not ask for tips or
additional fees I 40
Agree to deliver even though I'm far from the
pick-up point . 37

Itis convenient || I 62
Delivery continues regardless of weather _ 58

conditions

Delivery continues even during lockdown || | I 57
Food delivered are all correct || | | QJEEIEE 55
The delivery rider follows the prescribed _ 54

safety protocols
There are promos and discounts for delivery || | | Il 52

The delivery rider is courteous || | Il 50
order arrives quickly || I EGzGIN 47

The delivery rider updates me on the status
of my orders I 416

Food is still appetizing when delivered [ ]l 39

Many/most places offer delivery | I 39

Food remains fresh when delivered | I 34

The delivery rider does not ask for tips or
additional fees . 34

Agree to deliver even though I'm far from the
pick-up point - 31

Food delivered are all correct || I 46

The delivery rider follows the prescribed
safety protocols _ 46

The delivery rider is courteous || NI 45

The delivery rider updates me on the status
of my orders _ 44

There are promos and discounts for delivery | NI 44
Food is still appetizing when delivered [ Il 40

Many/most places offer delivery [ ]l 34

Food remains fresh when delivered [ 33

The delivery rider does not ask for tips or
additional fees N 26
Agree to deliver even though I'm far from the
pick-up point Il 20

Base: n=147 (unweighted) Metro Manila

n=126 (unweighted) Metro Cebu ] ]
n=119 (unweighted) Metro Davao - - Project Co-Lab: Eat-Out Behavior Study
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More promos and discounts as well as more user-friendly delivery apps are
claimed to be potential triggers for increased delivery patronage.

Metro Manila

Easier to use the delivery
app

Other promos/discounts

Waiving of delivery fee

Food arrives within 30
minutes

Easier to reach the delivery
hotline

Availability of more
restaurants via delivery

Food comes in special
packaging to ensure
freshness

Base:

n=188 (unweighted) Metro Manila
n=196 (unweighted) Metro Cebu
n=194 (unweighted) Metro Davao

What can make you deliver more frequently?

Metro Cebu Metro Davao

Other promos/discounts _ 68 Other promos/discounts _
58 Easier to use the delivery _ 59
: app

Easier to use the delivery _ 58 Food arrives within 30
app : minutes

Waiving of delivery fee

. . Food comes in special
Food arrives within 30 : . P
. 56 . packaging to ensure

minutes .
freshness

Food comes in special
packaging to ensure
freshness

Easier to reach the delivery
hotline

Easier to reach the delivery : - . - 47
hotline - 47 Waiving of delivery fee

Availability of more - a8 : Availability of more
restaurants via delivery : restaurants via delivery

- - Project Co-Lab: Eat-Out Behavior Study



EATING OUT IN 2022




Summary:

- Consumers are generally optimistic that eat-out experience will either improve or
return to the pre-pandemic ways in 2022.

- Still, safety protocols remain a top consideration for dining out.

- Promos / Discounts and convenient pick-up locations can motivate consumers to
buy from eat-out brands more often.

- In fact, loyalty card is a key motivator to more frequent eat-out purchase.
Unfortunately, this remains unoptimized in Cebu and Davao.

- - Project Co-Lab: Eat-Out Behavior Study




Consumers in Metro Manila are more optimistic that Eating-Out will
return to the pre-pandemic phase in 2022.

Metro Manila

It will improve, but still not
like before

It will go back to how it was
pre-pandemic

No change vs. the present

It will get worse

Can't say

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa

41

n=200 (unweighted) Metro Cebu

l | Base: n=200 (unweighted) Metro Manila

n=200 (unweighted) Metro Davao

Metro Cebu

It will improve, but still not
like before

It will go back to how it was

pre-pandemic

No change vs. the present

It will get worse

Can't say

- - Project Co-Lab: Eat-Out Behavior Study

Outlook on buying from Eat-out Places in 2022

52

31

Metro Davao

It will improve, but still not
like before

It will go back to how it was
pre-pandemic

No change vs. the present

It will get worse

Can't say

w
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Still, safety protocols remain a top consideration for dining out. To a lesser degree,
quality of food, accepting kids, and accessibility are also important considerations.

Factors to Consider when Dining Out

Metro Manila Metro Cebu Metro Davao

~
w
~
N

Safety protocols in place Safety protocols in place Safety protocols in place

If kids are allowed

o
H
o)
~

Quality of food served Quality of food served

(o3}
=
oo

If kids are allowed Location/Accesibility Location/Accessibility

(o)
(o))

Location/Accessibility If kids are allowed Quality of food served

(6)]
w

Vaccination status of Type of food/beverage

Promos/discounts

H
S I\
w Ml w
oMo~ HM.
o
I
o o1
o Yl
N
o
H

employees served
Type of food/beverage 6 Promos/Discounts 53 Avallabll_lty of an Alfresco 48
served . dining area
Promos/Discounts : Avallabll.lty of an Alfresco 5 Type of food/beverages 48
dining area served
Avalilability of an alfresco Vaccination status of 4 Vaccination status of 4
dining area employees employees
Space inside the store 24 Space inside the store 43 Space inside the store 42
If senior citizens are > If senior citizens are 38 If senior citizens are 33
allowed allowed allowed
Brand Brand 2 Brand 29

(o Base: n=200 (unweighted) Metro Manila
== E n=200 (unweighted) Metro Cebu

Eeiis nenamengae disC Bl n=200 (unweighted) Metro Davao

N
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Offering discounts / promos as well as having convenient pick-up
locations will encourage consumers to eat-out more often.

Metro Manila

Promos/Discounts

Fewer COVID cases

Convenient pick-up
locations

More healthy food options

Avaiability through delivery

Higher budget/Increased
income

Availability through Drive-
thru

Factors that will make consumers Eat-Out more Often

65

8

3

3

48

39

26

Metro Cebu

Promos/Discounts

Convenient pick-up
locations

Fewer COVID cases
More health food options

Availability through Delivery

Higher budget/Increased
income

Availability through drive-
: thru

s

57

51

47

Metro Davao

Promos/Discounts

Convenient pick-up
locations

More healthy food options

: Availability through Delivery

Fewer COVID cases

Availability through Drive-
Thru

Higher budget/Increased
income

Base: n=200 (unweighted) Metro Manila

Y
= E n=200 (unweighted) Metro Cebu

Eeiis nenamengae disC Bl n=200 (unweighted) Metro Davao




In fact, loyalty card helps in motivating consumers to eat-out more often.
This suggests opportunity to grow loyalty card offers & ownership in Cebu and Davao.

Loyalty Card Ownership and Use

Metro Manila Metro Cebu Metro Davao
m Own Not Own mpwn Not Own mpwn Not Own

Base: n=200 (unweighted) E Base: n=200 (unweightdd) E Base: n=200 (unweightef)

S! loyalty cards
tivate me to Eat-
ut more frequently.

S! loyalty cards i
otivate me to Eat- :
dut more frequently.:

88% S! loyalty cards

otivate me to Eat-
Jut more frequently.

Base: n=140 (unweighted), loyalty card owners . Base: n=70 (unweighted), loyalty card owners " Base: n=73 (unweighted), loyalty card owners

- - Project Co-Lab: Eat-Out Behavior Study




THANKS!
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