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CONSUMER ATTITUDES
POST- LOCKDOWN SURVEY INSIGHTS

*Based on over 30,000 responses from 10 restaurant clients



We have run surveys for a number of clients in the restaurant industry and have 
collated responses from around 30,000 customers. When reflecting on pre-lockdown 
behavior, 96% of  customers said they used to eat out at restaurants at least once a 
month and 50% said they would usually eat out at least once every two weeks. 

Positively, around 75% of people said they would expect to be eating out again either 
with the same, or in some cases with even higher frequency, than they did before.  
72% of people also said they would be expecting to make their visit within the first 
month of reopening and only 2% said they wouldn’t be visiting a restaurant for at 
least 6 months. 

Although attitudes towards visit behavior is positive, customers will be expecting to 
be made aware of additional safety precautions taken. 67% of customers are most 
concerned about how social distancing will be enforced and how the cleaning 
schedule will be increased. However ensuring that contactless payments (30%) and 
reducing the sharing of items with other customers (30%) are also top concerns 
amongst customers. 

Takeaway and Click and Collect also seems to be increasing in popularity and will 
become a great way to supplement revenue from reduced restaurant capacity. 
Around 53% of customers would consider takeaway from their  favourite restaurants 
and 47% would consider click and collect, including ‘make at home’ packs. 

CONSUMER ATTITUDES
BEHAVIOUR CHANGES

75% of people  expect their dining out 
behavior to match or even increase 
pre lockdown levels

SAFETY AND HYGIENE
67% of customers concerned around 

social distancing 
30% would want to make their visit 

more ‘contactless’

TAKEAWAY AND CLICK AND 
COLLECT
53% would consider takeaway
47% would consider click and 
collect



SEGMENTATION & CHANNELS
ENGAGING CUSTOMERS IN THE RUN UP TO RE-OPENING



SEGMENTS & CHANNELS

New Customers

Wider Database

Occasionals

Loyal Customers01

02

03

04

EMAIL
• Using personalised dynamic 

content for engaged customers

SMS
• Succinct direct messaging
• Use short links for Calls To Action

APP PUSH NOTIFICATIONS
• Promoting Loyalty Programmes
• Click & Collect and Booking push

PAID SEARCH ADS
• Lookalike Audiences
• Customer acquisition

WEB PUSH NOTIFICATIONS
• Timely, relevant updates
• Re-engagement

SOCIAL CHANNELS
• Custom Audiences – Opted-out contacts
• Lookalike Audiences – New customers

TAILORED CONTENT BASED ON 
DEMOGRAPHICS

LOCATION
Target customers based on 
their location and favourite 
site to increase personalisation 

AGE GROUP
Survey insights show 

customers aged 45+ are more 
concerned over safety and 

hygiene. 

FAVOURITE DAY PART
Push visits at different times of 
day based on previous 
customer visits. 



LOYAL CUSTOMERS

Prioritise your most loyal and 
engaged customers first – they 
deserve to be the first to get your 
updates, plus as they are likely to 
engage with your comms it will also 
help with IP warming so you get 
more emails into inboxes.

CHANNELS:

OCCASIONALS

Focus next on widening the reach to 
your slightly less engaged segments, 
using location data and ‘favourite 
location’ to target customers.  
Identify and target customers who 
are digitally engaged (visiting the 
website / opening emails) but have 
not made a booking

CHANNELS:

WIDER DATABASE

Start re-engaging your whole 
database using email and social 
channels. Use custom audiences for 
social ads and search ads to reach 
opted-out and lapsed customers 

too.

CHANNELS:

NEW CUSTOMERS

Reach new potential customers 
through online channels and paid 
advertising to grow your database 
and increase sales.

CHANNELS:

01 02 03 04

Higher email engagement 
rates will help with IP 
warming

Push notifications to target 
your loyalty programme 
customers

Making use of Custom 
Audiences to deliver 
multichannel campaigns

Targeted and personalised 
comms based on favourite 
site and postcode data

Organic social campaigns 
as well as targeted paid ads 

Making use of all channels 
such as SMS to increase 
reach

Social ads based on custom 
audiences refresh daily to target 
customers at the right time

Re-engaging customers 
using web push notifications, 
pushing bookings

Customer acquisition through 
lead gen ads based on lookalike 
audiences  of your most loyal 
customers

Paid search ads to reach 
potential new customers when 
they make online searches

Timely web notifications for 
new customers on your site

Targeted and personalised 
comms based on favourite 
site and postcode data



WEEK 1 WEEK 2 WEEK 3 WEEK 4

SUGGESTED COMMS TIMELINE

LOYALS

OCCASIONALS

WIDER DATABASE

NEW CUSTOMERS

Re- Engagement Opening Comms Safety Reassurance Future FocusCONTENT

• Use multichannel campaigns to increase reach across each segment. 
For example, social channels to reach customers that are less 
engaged/opted out on email or don’t have the app. 

• Weave together your campaigns by incorporating automation. For 
each stage that customers have not yet made a booking, re-target 
them with follow up automated campaigns. 



CONTENT FOCUSSES
ENGAGING CUSTOMERS IN THE RUN UP TO RE-OPENING



CONTENT FOCUSSES

SAFETY & 
HYGIENE

BRAND 
UPDATES

HOMEMADE

01 02 03

STAGED 
REOPENING

04



Safety & Hygiene will be a big concern for customers returning to 
sites following the lockdown. As you prepare for reopening, 
focusing on content explaining the safety measures that have 
been put in place will help customers understand the new norms 
and will help them to feel reassured  about their safety when they 
revisit. 

Customers will be much more likely to visit based on level of 
hygiene now compared to traditional reasons. When asked, 81% 
of the customers that said they would visit within the first month 
of reopening, would still only visit if they felt comfortable that 
their safety needs were met. 

As well as this, different age groups show different levels of 
concern. Customers aged 45 or older were more likely to respond 
that they will be too concerned to dine-out once lockdown has 
lifted. Use segmentation to target these groups with different 
content based on delivery options and more reassurance of 
safety measures.  

SAFETY & HYGIENE



As you prepare to open up sites, use this time to share with 
customers any positive news and stories associated to your 
brand. 

This is a good opportunity to communicate your brand’s values, 
as many industries change the way they operate post-Covid. 
Showcasing how you have helped your  community during this 
time and supported your staff will also increase customers 
affiliation with the brand. Clients such as Tasty and The Ivy 
Collection have done this really well, even altering their 
communication style so that the messages are coming straight 
from the people behind the brand. 

Adapt your messaging to give customers other ways to engage 
with the brand whilst they can’t interact physically. Survey emails 
asking customers to feedback on their thoughts have been seeing 
over double industry average engagement rates during this time.

BRAND UPDATES



As lockdown measures start to ease and people are able to 
socialize in outdoor spaces and gardens, being able to re-engage 
with the brands they have missed will be a key part of re-
adjusting to a more social life. 

Keeping customers engaged by allowing them to bring the food 
they love ‘home’ is a great way to keep the brand at the front of 
customers’ minds. 

Some great examples have been 

- Sharing recipes which people can cook from home
- Create at home recipe kits that they can purchase from 

supermarkets or online portals 
- Takeaway cocktails – to bring the party to you!

HOMEMADE



As restaurant openings are likely to take place in stages, this 
means a customer’s most visited site might not be opening until 
later in the year. Use calculations based on a customers postcode 
to target them with sites that are opening sooner.

Alternatively if you don’t have the customers address data, 
calculate the distance between all your stores and then use this 
data to send informative comms to customers. For example:

We know you normally visit site X and although we can’t open 
there just yet we thought you would like to know sites A & B 
which are close by will be opening this week.  

STAGED REOPENING 
COMMS



CRM POST-LOCKDOWN
PREPARING FOR THE NEW NORMAL 



CRM POST-LOCKDOWN

Due to new guidelines on social distancing, it is essential to manage capacity steadily 
throughout the day to ensure you are full at all times rather than having peak and quiet hours.

Here are some ways that CRM can help you achieve this:

Automate comms to streamline 
bookings and maximise sales

Introduce cover forecasting reports 
to manage expected capacity. 

Create automatic communications 
to target local customers with 
availability messaging when 

capacity is not going to be met. 

Promote Off-peak Times

Create day and time specific 
promotions, including time 

restricted set menu’s or extra loyalty 
points at typically quieter times of 

day.
Run social ads to target lookalikes of 

your CRM data who prefer to visit 
during off peak times

Fill empty spaces with customers 
unable to book due to full 

capacity

Re target that were unable to book 
by contacting them about 

alternative booking dates where 
there are available spaces. Where 
this is not possible, make sure to 
redirect customers to your online 

delivery services.



DRIVING THE APP
In the new post-lockdown world, the app can become 
a central part of operations and help deliver a unified 
customer experience. With 30% of customers saying 
they want their restaurant experience to be more 
contactless, the app offers a world of solutions to 
meeting new safety measures:

• Making the menu available on the app
• Contactless payments 
• Driving Click & Collect or delivery options
• Pushing bookings through the app
• Driving loyalty
• Real time updates through push notifications. For 

example to streamline queuing systems by 
notifying customers when their table is ready. 

Now is the time to re-engage your app users, as well 
as driving app acquisition through your email 
campaigns and social channels.



Even when lockdown restrictions are gradually lifted, many may still feel 
uneasy about spending time in public spaces among other people. 25% 
of our restaurant customers think their visit behaviour will decrease from 
pre-Covid19 times. 

One way you can continue to share your food and keep customers 
engaged with your brand is by offering both delivery and Click & Collect 
services. With decreased restaurant capacity, takeaway orders can help 
supplement the loss of revenue from restaurant orders. 

By continuing to push this message you can let customers know that 
you’re still there for them to enjoy but also that you are conscious that 
not everyone is able to leave their homes.

If they can’t reach you, you can reach them!

You can also use this to showcase all the other ways you are supporting 
the community to really drive home the message that we are all in this 
together. 

DELIVERY OR 
COLLECTION



Asking your customers to provide feedback about their dining 
experience is a great way to emphasise that their safety and enjoyment 
is of paramount importance to your business.

Whilst we would always suggest this is a great way to interact with 
customers, in a post-Covid19 world this should be considered even more 
important to understand your customers’ needs.

We would suggest asking about their experience in any or all of the 
following areas:

- Concerns/Reassurances around social distancing
- Concerns/Reassurances around hygiene
- Comments/Suggestions to improve experience

By sending these types of comms and most importantly, by sharing and 
acting on the outcomes, you can reassure customers that you are acting 
on their best interests and that they can feel comfortable to continue 
dining on future occasions. 

POST VISIT FEEDBACK



Given that we expect to see a reduced number of customers visiting restaurants 
at least in the short term, it goes without saying that the market is going to be 
even more competitive than before.

Another great way you can encourage customers to pick you for their restaurant 
visit, either through onsite or at home is via external rating sites.

Sites such as Trip Advisor can be a great way for people to share their experiences 
and increase such external ratings.

Integrating with sites such as Trip advisor, means you’ll be able to trigger emails to 
customers as soon as they have visited one of your sites. This integration makes it 
quick and simple for customers to share their experiences and tell others about 
their time with you.  

In the example shown here, within one month Wildwood generated 430 new 
reviews and increased the brand’s rating by 12% taking their stars from 3.8 to 4.3. 

INCREASE RATINGS 
EXTERNALLY



CONTENT TAGS & DYNAMIC MESSAGING

Increasing segmentation and personalisation is key to cut through the noise and 
increase engagement. Content tagging is a great way to get to know your customers 
and create hyper-personalised content based on their interests.

Customers that engage with tagged content panels will be added to separate segments 
that can be used to personalise content in future comms. Here, Bill’s have used content 
tagging for “Vegetarian and Vegan” message panels.

Dynamic panels can be used to personalise messaging based on customer demographics, 
location or visit data. This is useful for post—lockdown comms when managing capacity 
and driving visits throughout the day. Targeting customers differently depending on the 
time of day they prefer to visit or potentially based on their demographics convey the key 
safety messages you want to get across to encourage a visit.

Family Diners Date-Night Diners Vegetarian No or Low Alcohol

Content tags to consider:



FIND OUT MORE
ACTEOL 

https://www.acteol-crm.com/contact

https://www.acteol-crm.com/contact

