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We look at what works in terms of cuisines, and explore consumer behavior,
needs and expectations in 2019 and beyond.
What are your preferred cuisines?

UAE

KSA

Indian

Italian

14%

Lebanese/
Levantine

14%

Kuwait

21%

Local/GCC

Lebanese/
Levantine

American

14%

24%

23%

Oman
Lebanese/
Levantine

Local/GCC

Italian

15%

24%

20%

22%

Local/GCC

Lebanese/
Levantine

Indian

21%

16%

Mixed flavors
Observing the UAE market over the past few years, we have seen that the top choice for cuisines has remained largely consistent – Indian, Italian and Lebanese still rank as the most
preferred – a trend that is reflective of the demographic construct of the country.
As we look at the wider GCC region through the 2019 survey, we noted that though results may have differed, they were clearly driven by the demographic mix of the respective countries.
We noted a clear preference for local cuisine in the KSA, where Saudi nationals comprise 69% of the country.25 Lebanese and local cuisines were favorites in Kuwait and Oman, where the
economies are smaller and largely made up of nationals and Arab expatriates with preferences for home-country cuisines.
25

World Bank, Global Media Insight 2018 Data
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Top five emerging food trends in 2019

Healthy food picks up,
but yet to peak

Moussaka’s hot!

Asian domination

Fusion vs. authentic

According to operators, the healthy
eating trend continued to gain
prominence across the region.
Underscoring this view, over 50% of
consumers surveyed ate healthily, at
the very least during the week.

Mediterranean-influenced food, such as
Greek cuisine, has gained popularity in
recent years – particularly in the UAE.
While it found favor in 2019, operators
were skeptical about the sustainability
of this trend.

Asian cuisine has been expanding
beyond the traditional Chinese and
Thai offerings and continued to be a
top choice across the region in 2019.
Operators saw it as a key segment for
expansion opportunities.

While 2019 saw a drive for more
authentic flavors/experience among
categories such as Italian, French,
and Asian, fusion concepts were
also on the rise within Indian and
Levantine cuisines.

To meet growing demand, some
operators ventured ahead with new
health food concepts, while others
altered their menus to include vegan
and vegetarian options. Though still not
a major opportunity, the trend should
not be overlooked by operators today.

Operators also saw potential for
Japanese food within the premium
dining segment. As they look to
bring in more mid-market, pan-Asian
options, this cuisine should see greater
acceptance in the future.
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What’s cooking?
Pandemic or not, eating out remains an important part of
the social fabric of the region. Within the GCC, the UAE
boasts the most favorable statistics for both dining out
and ordering in. In 2019, the average UAE consumer dined
out around six times a month and ordered in five meals a
month. This trend is consistent with our findings from our
previous consumer survey and we expect the market to
renormalize to this level over the coming year.

How often do you dine out and order in?

Dine out

Dine out

Order in

UAE

Amongst other GCC countries, while most compared well
with the UAE in terms of dining out, they lagged behind on
ordering in. In 2019, Kuwait came the closest in terms of
delivery at just under five meals ordered in per month.
Prior to Covid-19, the growing dominance of food
delivery was also evident in the frequency of delivery
orders across GCC markets. This surge is supported by
demographic data, as the region boasts a large working
population that seeks convenience and comfort in line with
their hectic lifestyles.

Order in

4%
37%

KSA

7%

9%

27%

5.99

26%

5.46
44%

31%

Dine out

29%
43%

5.70

21%

4.27
21%

Order in

Order in
Oman

13%
23%

51%
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 verage number of times dining out and ordering in per month
A
was calculated using a weighted average on frequency for each
country. Our questionnaire collected responses for the following
four categories: never, up to four times a month, between five
to eight times a month and more than eight times a month.
Responses collected for dining out are only based on dinner.
This variance between the dining out output above and the
chart found on page 36 of this report is due to the inclusion of
concepts such as café and bar lounge dining in the calculations
of weighted frequency found on that graph.

5.48

Frequently: More
than eight times
a month

51%

Regularly: Between
five to eight times
a month

9%

17%

4.80
21%

19%

39%

Dine out

Kuwait

5%

16%

26%

Frequency
per month per
head

20%
46%

5.5.4368

25%

25%

13%

Frequency
per month per
head

3.5.4967

20%

13%

49%

Occasionaly: Up to
four times a month

Never

Number in the center of the
chart denotes “Frequency per
month per head”

26
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What could operators do to make you more comfortable to return to
dining out?

12%

Frequent and visible sanitization
of high touch suraces

18%

Protective gear for staff

12%

Limited capacity

18%

12%

Single use menus and condiments
Temperature checks for diners
Temperature checks for staff

12%

16%

No touch entry point

How have your ordering in habits changed during Covid-19?
12%
32%

15%

41%

Ordering in more
Not changed
Ordering in less
Stopped ordering
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Thirty-two percent of respondents stopped ordering in as a result of
Covid-19 in the first few months of the pandemic while 41% scaled
down. It is worth bearing in mind that our responses were drawn at
the tail end of lockdown across the region and we expect growth in
ordering in as consumers remain more comfortable with eating in the
safety of their homes.
Measures would need to be taken to encourage people to step out
of the house as restrictions are eased. While frequent and visible
sanitization of surfaces and protective gear for staff would do the most
to assuage a wary clientele, so too would limited seating capacity,
single-use menus and condiments, and temperature checks for staff
and diners.

Our recipe
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Money matters
In 2019, consumer spending on dining out and ordering
in gave rise to interesting trends. It was unsurprising that
customers in all four markets tended to spend more on
dining out. Across the region, while the sweet spot for
eating out and delivery was less than USD 14, a larger
proportion spent between USD 14-28 while eating out –
especially in the UAE and Kuwait.
Prior to the Covid-19 outbreak, the UAE consumer tended to
eat out and order in more frequently. On average, they also
spend more vis-à-vis other markets, resulting in the highest
spend per month in the region.
Oman, on the other hand, had the lowest average spend per
month. Interestingly, the spend on delivery in Oman is nearly
half of dining out, suggesting room for growth in Oman’s
delivery segment.

Average spend on dining out and ordering in (per person)27

Dine out

Order in

Dine out

Order in

UAE

11%

KSA

7%

9%

6%
8%

36%

14%

44%

29%

7%

10%

10%
39%

14%

30%

27%

28%

Dine out

Order in

Dine out

Order in

Kuwait

7%

8%

Oman

8%

6%

39%
31%
34%

Dining out

27

 ctual spend per month has been calculated based on the average
A
number of times consumers would dine out or order in in a month,
with their noted respective average spends per month.

7%

36%

16%

42%

10%

10%

6%
48%

USD14 - 28

USD41 - 54

> USD54

USD28 - 40

22%
48%

25%

Ordering in

< USD14

4%

< USD14

USD14 - 28

USD28 - 40

> USD41
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Over the next 12 months, how do you expect your spend on dining
out to change?

UAE

69%

KSA

74%

Kuwait

77%

Oman

66%

Spending less

Spending the same

23%

8%

20%
19%
30%

6%
4%
4%

Spending more

Over the next 12 months, how do you expect your spend on
ordering in to change?

37%

10%

UAE

53%

KSA

62%

Kuwait

60%

33%

7%

Oman

59%

34%

7%

Spending less

Spending the same

30%

Spending more

8%
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With pinched pockets, the vast majority of respondents in all four markets predict they
will spend as much or less on dining out and ordering in over the coming 12 months.
While diners in the UAE and KSA are slightly more optimistic, they too are expected
to temper their spending. Ordering in, at least, is likely to remain steady in the UAE,
with 47% expected to spend as much or more, with the same holding true for 40% of
consumers in Oman and Kuwait.
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The typical F&B consumer in the GCC

Prefers to
head out

Seeks quality
and value

Responds to word
of mouth

Is more health
conscious than before

~2x

~54%

~30%

>50%

more likely to dine out
rather than order in

of consumers rate value for
money and quality of food and
service as essential

of consumers’ dining
decisions are driven by
recommendations from others

prefer to eat healthily during
the week and only indulge
over the weekends
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Is a deal
seeker

Does not value
loyalty programs

Is tech savvy

Is willing to go the
extra mile

~80%

~72%

~82%

~65%

are encouraged by deals when
choosing a restaurant or actively
seek deals for their preferred
restaurants and cuisines

of consumers have
never used them

of consumers use
a food app on their
smartphone/tablet

do not mind travelling
more than 20 minutes
to eat out

