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ECONOMIC FEARS MAKE ON-PREMISE DINING A TREAT
High inflation, interest rates, and a loss of confidence on the economic outlook caused Australians to cut back on 
restaurant dining in Quarter 2 this year, taking on-premise dining back to a ‘special occasion’ experience.

By The NPD Group Deputy Managing Director Asia Pacific Gimantha Jayasinghe.

T he NPD Group’s latest CREST®  
 data shows that consumers  
 are motivated by ‘wanting a  
 treat or reward’ when eating 

out, with this driver growing from last 
year for on-premise dining by 10 per 
cent in traffic whilst dropping by 23 per 
cent for off-premise dining. 

If we compare current data to that of 
2019 pre-pandemic, we can see the 
industry has completely turned around. 
In 2019, foodservice spend was driven 
by on premise, whereas now the growth 
is from off-premise dining. On-premise 
dining saw the largest spend growth 
compared to last year but is still short 
of 2019 levels because consumers are 
cutting back on spending.

The QSR industry, representing 
76 per cent of total restaurant traffic, 
saw little change compared to last year 
(0.1 per cent); however, spend jumped 
six per cent, with growth down to 
delivery, pick-up and dinner occasions. 
Spend in the FSR category grew by 
11 per cent versus the same time last 
year but dropped compared to pre-
pandemic figures. The key growth 
factors are dinner and weekdays, which 
are outperforming weekend spending 
across the whole industry. Retail was 
the only channel to drop in price per 
item with the highest increase in items 
per eater.  

The retail category is 
experiencing growth predominantly 
because of families. Families are 
purchasing more lower-priced 
items to make their budgets stretch 
further. In contrast, within the FSR 
channel, consumers are spending 
more but buying fewer items.

Lunchtime spend grew 1.8 per cent, 
with on-premise seeing the greatest 
amount of traffic visits. The customer 
cheque dropped, showing that more 
consumers are dining out at lunchtime 
but are spending less money. As such, 
deal-based spend grew 10 per cent 
with the average consumer spend for 
deal-based occasions outdoing non-
deal options. Both examples further 
highlight consumers are aiming to get 
more value out of their purchase.

People are faced with continued price 
increases with no signs of this changing 
any time soon. They are choosing 
cost cutting measures, which we are 
seeing via the selection of lower-priced 
items, dropping the number of items 
ordered, and limiting restaurant visits to 
special occasions.
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About The NPD Group
NPD offers data, industry expertise and 
prescriptive analytics to help clients 
grow their businesses in a changing 
world. As the foodservice industry’s gold 
standard for market research, CREST® 
offers insight on consumer purchases of 
commercially prepared meals. It tracks 
purchases in the restaurant industry, as 
well as ready-to-eat foods/beverages 
purchased from convenience and 
food stores.

“On-premise dining saw the 
largest spend growth compared 
to last year but is still short of 
2019 levels because consumers 
are cutting back on spending.”
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