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Quality trumps price in operator purchase decisions

Customer

Why do you purchase the brands you use?
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Foodservice operators have options
when it comes to buying products
and goods to use in their establish-
ments. Manufacturers know this,
so their goal is to set their identity
apart from the competition and

institute brand loyalty.

In a Feb. - May 2011 study con-
ducted by Wyoming Research, re-
spondents were asked the unaided
question, “Why do you purchase
the brands you use?” Replies var-
ied from corporate policy to cus-

tomer request to price.

The establishments that purchase
brands based on corporate guide-
lines ranked the highest. Chain
restaurants, by corporate policy, are

required to purchase certain brands.

This is evident in the National
Quick Serve segment (84 percent
said corporate), which consists of
the Casual (75 percent) and Fam-
ily Dining (70 percent) clusters.

Second to corporate purchasing
requirements, quality is an impor-
tant factor in buying products, as
19 percent of respondents stated.
These are highly competitive times
for the foodservice industry. With
the economy thought to be im-
proving, and more people dining
out, establishments picked quality
over price to “fill the seats”. As
more companies look to create a
stronger customer base, they want
to offer customers the best value
for the money they spend. There-
fore, it is logical that quality is a

high-raking trait of purchasing.

With the economy in a possible
up swing, respondents were less
likely to choose price in 2011 as
they were in 2010. However, at 8
percent, it is still a deeming fac-
tor in choice. Owners and man-
agers of establishments want to
buy products for less, as an effort
to control costs. These operators
want to continue to bring custom-
ers into their business, and keep
the ticket prices down for those

patrons.

Some establishments were choos-
ing distributor as their main rea-
son for selecting the brands they
use. One reason in particular was
due to the fact that many distribu-
tors were offering incentives for
their brands as well as discount-

ing them.'
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