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Away-from-Home Food Consumption Has Doubled 
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Eating Out: 
 Changing Social Norms 

Celebrating 

A time to eat sensibly 
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Eating out linked  
 to obesity 

http://cspinet.org/new/pdf/lit_rev-eating_out_and_obesity.pdf 5 



Average calories per entree: 1,327 

American 
Mexican 
Chinese  
Italian 
Japanese 
Thai 
Indian 
Greek 
Vietnamese 



Chipotle 



Nutritional Quality of Restaurant 
Foods Vary Widely 

Starbucks, grande          Calories 
Cappuccino, nonfat    80 
White Chocolate Mocha, 2% & whip  470 
Iced Skinny Mocha    100 
Caramel Light Frappuccino   140 
Caramel Frappuccino, whip   400 
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Dietitians’ estimates of the calorie 
content of popular restaurant foods 

food item   average calorie actual calorie  percent 
     estimate  content  difference 
 
Whole milk (1 c)   155    150   3% over 
 
Lasagna (2 c)   695    960   28% under 
 
Grilled chicken Caesar salad  440   660   33% under with dressing (4) 
 
Porterhouse steak dinner*  1,240    1,860   33% under 
 
Hamburger ( 10 oz.) and  865    1,550  44% under onion rings (11 rings) 
 
Tuna salad sandwich  (11 oz.)  375    720  48% under 
 
 
 
*The dinner included a Porterhouse steak (untrimmed, 20 oz. before cooking) with a Caesar salad  
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National Menu Labeling 
• Only chains; ≥20 outlets 
• Calories on menus, menu 

boards, food tags, buffets, 
vending 

• Other nutrition info on 
brochures, posters, etc. 

• Standard menu items – not 
custom orders, specials 

• National uniformity 
 

• Cities and states can require 
on city/state property, 
hospitals, smaller chains 11 



A menu item is a serving 
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• NYC – 15% use menu labeling, reduce fast-
food lunch by 100 calories 
• Starbucks study: 

• Ave=6% decrease in calories per transaction 

• People buying more calories: 26% 
decrease 

• Similar change in all chains (est 25% of calories from chains) =  
30 calorie/person/day decrease population-wide  

• Obesity due to 100 calorie/day 
• Also reformulation 

Does menu labeling affect food choices? 

Lit review at www.menulabeling.org 



Menu labeling: Reformulation 
• Cheesecake Factory’s “SkinnyLicious Menu” 
• Denny’s “Fit Fare” 
• Daily Grill’s “Healthy Start” and “Simply 600” 
• IHOP’s “Simple and Fit” 
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Menu/Vending Labeling Regulations 

• April 2011 – proposed regs 

• Dec 2014 – final regs 

• Dec 1, 2106 – vending 
labeling implementation 

• May 5, 2017 - menu labeling 
implementation 

 



Supermarkets vs. Restaurants 
Law covers all est. that sell 

restaurant food and 
restaurant-type food 
– Bakeries 
– Buffets/hot bars 
– Salad bars 
– Many supermarkets have 

tables for eating in—some 
restaurants do not 

 

 

 

Supermarket salad bar 



Movie Theaters 
• Many theaters have full menus 
• Sell many foods 
• Calorie counts high 

– Movies 4x/yr could cause 2 lb 
weight gain 

• Theaters complying in NYC, CA, 
Westchester, etc. 
 



Alcohol Labeling in Restaurants 



Vending Machine Labeling 



Common Sense Disclosure Act 
• HR 2017/S 2217 
• Opposed by public health groups  
• Inconsistent serving sizes 
• Deny customers calorie information 
• Weaken enforcement/consumer protection 
• Bill passed House, not Senate.  President unlikely 

to sign 
 



Menu labeling education 
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Healthy Menus R&D Collaborative 
Delicious Solutions for Changing Appetites 





Healthy Menus R&D Collaborative 
 

• HMC Members feed 100 million 
Americans daily 
 

• Small changes in our menus can 
have HUGE Public Health Impact 
 

• Our Goal: Find practical solutions 
to expand the availability of menu 
choices that are delicious and 
nutritious, meet consumer demand 
and drive profitability. 



IMPROVING 
CARBOHYDRATE 

QUALITY 

REDUCING SODIUM 
INCREASING 
PRODUCE 

STRATEGIC  
CALORIE  DESIGN 

Priority Areas  

 
 
 

IMPROVING 
PROTEIN 
QUALITY 

 
<<<< <<<<<<<<<<<<< Clean Label >>>>>>>>>>>>>>>>>> 



Why Does Health Matter on Menus? 
• An aging population 
• Millennials 
• Media & Government attention                        
• The Obesity Epidemic and Public Policy  
• Transparency 
• Menu Labeling! 

 

Better-for-You 
Menus is the 

“New Normal” 



•Top reasons for eating out: enjoyment, 
convenience and socializing  

•44% of consumers think “Dining = Indulging” -
- need help making better choices 

•36% say they are apt to change what they 
order with menu labeling -- sometimes. They 
want choice & variety for their eating mood 
and occasion – but some don’t like it at all!! 

 
 

Changing Health & Wellness Attitudes 



Health Seekers 
30% 

“I eat healthy all the time” 

“I want to know exactly what I’m 
eating” 

“I like to know you are being 
exact” 

“I know I need to eat better – 
but I love good tasting food” 

“It seems confusing – which 
diet should I follow?” 

“I wish someone would just tell me 
what I can eat” 

“Healthy food  - Yuck!” 

“I want a real meal, not 
rabbit food" 

“No little portions – I’m 
still hungry later” 

Health Schizophrenic 
50% 

Health Skeptics 
20% 

1 2 3 

Most “healthy menus” focus on Health Seekers, not the “Messy Middle” or Skeptics  

Healthy Dining Behaviors 
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Menu Labeling and Behavior  

 
 

 

•Research split on Consumer 
Response 

•50% of papers indicate menu 
labeling does not have an impact 
on immediate purchase behavior, 
although may impact daily intake 
of calories, if in context 

•Women most impacted 
 



 

 Barrier to Behavior Change:  
 People don’t understand 

calories 
 Don’t understand how many 

calories they need  
 Don’t know how to balance 

them through the day 
 

 
 

Do Calories Count?  



Menu Labeling: Industry Experience  
 
 

 

•Some indication of trading behavior resulting in long 
term purchase choice/menu preference changes and 
frequency  

•Large Restaurant Brand Experience: 
–Purchase behavior change esp. Incremental sales 
–Some change in menu preferences 
– Potential trading to another restaurant or change in 
frequency 

 
 



Trading Behavior Research 
Calorie Sensitivity and Trading Behavior  Research showed that 
caloric labeling may impact the visit frequency or menu choices (e.g., 
item trading) of 25% - 33% of it’s guests 

• Heavy users are as likely to change decisions due to presence of 
calories as average guest 

• Over 1000 calories seemed to be trigger  
• Trade behavior negatively impacts margins  (-3 to -5% range)  
• Incremental Sales change?   

• Sides, Beverages, Desserts 

 
 



Industry Response 
• Most of QSR, Fast Casual, 

Casual Dining & Upscale – 
are trying to make $ense of 
Health on the Menu 

• Strategies: 
– Filling Gaps 
– Balancing Menu 
– Reducing Liability 

through re-engineering 
– Cleaning up Label 



Implications for Our Menus 
• Offer tasty, nutritious options 

– Smart portions  
– Lower in cals, sat fat, sugars           & 

sodium, yet DELICIOUS! 
• Focus on what to put IN       instead of what to 

leave out 
– Taste, craveable flavors             & nutrient-

rich ingredients 
• Fresh, fun, familiar and flavorful rule! 

 



“Tasting Success” 
• Employ a “stealth health” approach 

to calorie, sodium and fat reduction, 
and balancing flavors   

• Goal: Improve healthfulness with no 
change or minimal change to the 
guest’s food experience or choices.   

• You can’t talk about what it doesn’t 
have – you must highlight what it 
DOES have. 



   Tasting Success: Menu Choices 
 

\ 



 
 

• Spice and heat it up 
• Rub it on 
• Go for High Acid 
• Add a Touch of Sweet    (& smoke!) 
• Use Fats (and Frying) Wisely 
• Coax out Umami –The Trend is to 

Blend! 

 
 

Flavor Toolbox 



  
 “A 50-50 mixture of 

two nucleotide 
compounds can 
produce eight times as 
much flavor as either 
one of the compounds 
alone!” 

Free 
Glutamate Inosinate Guanylate 

Maximizing 
Cravability 

Beef 
Chicken 

Mushrooms 
Soy 

Tomatoes 
 Yeast 

Beef 
Sardines 
Mackerel 

Tuna 

 
Mushrooms 



 
Menus that Sizzle 
  

• What is the Payoff?  
–Happy guest > business 

profit 
– Increased traffic 
– Improved guest 

satisfaction 
–Higher check average 
–Motivated to return 
–Positive publicity 

 



 



Thank You!  
 

 
Pamela Smith, RDN 

pam@pamsmith.com 
www.pamsmith.com 

 
 





meeting AGENDA 
Focus 

Transparency 

Impact 

Timing & Implementation 

Research Study 



our strategic  FOCUS 

CHOICE SIMPLICATION TRANSPARENCY 



is one of our core beliefs TRANSPARENCY 
Taco Bell believes in providing customers with the information  

they need to make informed choices based on their dietary  
needs, tastes and preferences. In some markets, we already 

display calories on menu and in all restaurants and all customers 
can access nutritional information via the in-restaurant  
nutrition brochure and www.tacobell.com/food/nutrition. 

Taco Bell believes in being  
authentic and transparent about our food. 



our approach to TRANSPARENCY 

Nutrition Information 
Available  

Upon Request 

ONLINE 
 Full Nutrition 

Disclosure 
Allergen Information 
 Ingredient Statements 
Nutrition Calculator 

IN-RESTAURANT 
Printed material 



our ability to be  
transparent impacts our ENTIRE BUSINESS 

BUSINESS 
State/Local Legislation 

Franchisees 
Corporate 

CUSTOMERS 
Informed Decisions 

Ordering & Behaviors 

MENU DEVELOPMENT 
Power Menu 
Fresco Menu 

Guardrails 



we’re moving toward MENU LABELING 

TASK 
FORCE TEST NAT. 

LAUNCH 
Cross- 
functional  
Team 

Print and 
Digital 
Platforms 

March  
thru April 
2017 



We're also partnering with researchers 
to understand menu labeling  INFLUENCE 

goal 

objectives 

partnership 
steps 

details 

NYU School of Medicine’s goal is to examine whether and how the addition of 
calorie information to menus under the FDA’s labeling requirements for chain 
restaurants influences customer behavior. 

Understand the degree to which consumers shift to healthier menu choices.  
And, examine whether menu changes attract new customers to chain restaurants. 

 Internal voice Executive  
 Legal 
 IT 

Agreement 
 Independence 
 Transparency 
 Trust 

Data 
Add’l questions 
Additional grants 
 2-4 year process 

ADVOCACY ALIGNMENT COMMITMENT RESEARCH 



Thank You! 
Contact Information:  

Missy S. Nelson, RDN 

missy.nelson@yum.com 

www.tacobell.com/food/nutrition   

mailto:missy.nelson@yum.com
https://www.tacobell.com/food/nutrition


Leveraging Menu Labeling With A Community 
Campaign 

Megan P. Mueller, MPH 
Advisory Committee on Public Policy Plenary Session 
August 2, 2016 



Restaurant Initiative: Formative Research 

• Parents are unaware of the recommended calorie content of 
children’s restaurant meals 

• Majority of children’s menu offerings in restaurants meet calorie 
recommendations 

• Healthy side and beverage substitutions can help meals meet calorie 
recommendations 

• Children order from both the kid and the regular menu 
• Insights from focus groups contributed to campaign development 

 
 
 

Harris survey results (unpublished data); Sliwa S et al  JNEB (2016); Anzman-Frasca S et al IJBNPA (2014);  Cohen 
JFW et al (under review)   



Designing and Evaluating the Campaign 

• Aim 1. To develop a messaging campaign intervention aiming to decrease 
calories ordered and consumed among children aged 4-10 years. 

 

• Aim 2. To evaluate, using a randomized controlled design, the impact of 
the messaging campaign on food choices among children.  
o Orders 
o Consumption 

 

• Aim 3. To evaluate the impact of the messaging campaign on QSR revenue. 



Hectic lives 

No time to cook 
Cooking is more 
expensive Fast food = good 

value, convenient 

Want kids to be satisfied 

Way to treat kids 

Feel guilty 

“I know I 
shouldn’t” 

Not the best choice for my 
child 

Eating healthy at fast food = 
expensive, not satisfying 

Posted calorie info nice to 
have, won’t change 
purchase 

600 calories  
not enough  

for my active child 

Very price sensitive 

Want kids to learn  
healthy habits 

Want kids to be  
their best 

Want to raise 
healthy kids 

“My child is a  
reflection of me” 

Moms’ Barriers and Motivation for Choosing Healthier Menu Options 



• Fast food is indispensable 
• Affordable, convenient/fast 

Moms live 
hectic lives 

• Fast food is satisfying, a treat, makes kids’ 
happy/not whiny 

• Moms believe kids are super active 
Kids rule 

• Moms know fast food is not healthy, but 
benefits trump motivation to find healthier 
meal options 

Moms feel 
guilty 

Moms’ Barriers for Choosing Healthier Menu Options 



Creative Concept: Mom Power 

Moms are the single most influential and important group of people on the 
planet. That’s a pretty amazing thing. But somewhere in between paying the 
bills, getting kids to basketball practice, helping with homework, they forget 
just how important they are. So, it’s no wonder that when dinner rolls 
around, making sure their children eat healthy becomes a chore. It’s another 
thing on their never-ending list of things to do. But that’s where we’ll come 
in. Let’s help them feel good, not guilty, about what they feed their kids. We 
owe it to moms. Because moms are awesome. And, they should feel that way. 

 



The Community Campaign 



Marketing/Media Plan 

• Out of home: billboards, bus interiors, murals, utility boxes, pop-up 
banners 

• Radio: live DJ reads  
• Digital Ads: Local sites, Facebook 
• Social Media: Facebook, Twitter, Instagram 
• Microsite: YoureTheMom.org  
• Public Relations 
• Community Engagement 

 
 



OOH // Bus Interiors  



OOH // Bus Interiors  



Mural 



Microsite 

http://www.yourethemom.org/


Media Interest 

AfAm Point of View 
Community News 
Magazine 
 
 
 

The 413 Mom  
Local Blog for Moms 
 
 



Evaluation Plan 

• Awareness of campaign in market 
• Change in attitudes  
• Change in behaviors 

• Orders and consumption among kids, orders among parents 
• Impact on revenue 

 
• Measurement tools: 

• Surveys 
• In-store receipts 
• Plate waste  
• Revenue  
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Thank you! 
 

Questions, Comments? 
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