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28 August 2026:


Consumers Seek Stronger Value from Eating Out as Spending Falls, Latest Q2 2026 EDOP Data Shows

Despite ongoing cost-of-living pressures, consumers continue to prioritise eating out, with frequency increasing slightly to 1.5 occasions per week, according to Lumina Intelligence latest Eating Out quarterly data. However, as rising energy, fuel and household costs squeeze budgets, market participation fell 6.2 percentage points year-on-year to 38.4%, while total spending declined by 9.9%.
Rather than giving up eating out altogether, consumers are becoming more selective, looking for experiences that deliver strong value through quality, provenance and great taste.
"Consumers still want to go out, but they are increasingly seeking reassurance that their spending is worthwhile," said Insight manager Tom Price. "Value is no longer just about price. Quality, taste and the overall experience are becoming critical factors in deciding where to spend."
Consumer behaviour also shifted towards more casual and convenient occasions during the quarter. Breakfast, brunch and lunch gained share, while dinner and drink-led occasions lost momentum. Convenience remains the dominant mission, accounting for almost two-thirds of all occasions, helping to drive growth in the quick service restaurant (QSR) and catering channels.
Younger consumers continue to play a key role in driving the market, with 25-34-year-olds accounting for 22% of eating out occasions. At the same time, warmer weather boosted participation among families with children.
Brands can differentiate from competitors and tap into consumer appetite for novelty, with limited-time offers and trend-led flavour innovation helping brands create new experiences and remain relevant. This has supported the performance of major QSR operators including Burger King and McDonald's, demonstrating the importance of innovation in attracting younger consumers.
The latest quarterly data shows that while consumers remain under financial pressure, demand for eating out remains resilient. 

END

About Lumina Intelligence Eating & Drinking Out Panel
Lumina Intelligence Eating & Drinking Out Panel is based on 78,000 surveys across the year, built up from a nationally representative weekly sample of 1,500 shoppers. Our comprehensive coverage includes over 900 operators from across all out of home channels – including restaurants, pubs & bars, cafes & coffee shops, fast food, bakery & sandwich shops, restaurants and retail channels. 
For more on out of home food & drink consumption in the UK, and to access our cost-effective consumer insight and data solution, go to: https://www.lumina-intelligence.com/product/eating-and-drinking-out-panel/

Who We Are:
Lumina Intelligence helps food and drink brands understand their consumers and markets - so they can grow faster, plan smarter, and make better commercial decisions.
We specialise in insight for grocery retail and hospitality, combining trusted data with expert analysis to support your commercial, category, and insight teams.
https://www.lumina-intelligence.com/ 
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