
  CivicScience Insight Report   

 

Finding the Persuadable Lunch Customers for Dunkin’ Donuts and Starbucks 
 

(Note: Dunkin’ Brands Group and Starbucks did not participate in any way in the 

featured polling questions or the development of this research report. This was 

an internally-generated study done by CivicScience for informational purposes.) 

 

Traditionally seen as morning daypart locales, Dunkin’ Donuts 
and Starbucks are making aggressive moves to expand their menu 
offerings to attract a bigger piece of the lunch crowd. While 
Starbucks for years has been serving light, “easy” fare in the form 
of pre-made or heat-n-eat cuisine, the brand is looking to bring in 
even more revenue through food sales and hopefully taking away 
market share from Panera and other bakery-deli chains.  

Throughout most of June and the first half of July 2014, 
CivicScience’s polling platform asked consumers how likely they would be to try lunch menus at both restaurant 
chains. Each question generated more than 7,000 responses, weighted for U.S. census representativeness for gender 
and age, 13 years and older. 

 

Top-line results: 

Fewer respondents said they are “very likely” to try a lunch menu at Dunkin’ Donuts than at Starbucks (7% compared 
to 11%), and the majority of respondents to each question (68% for Dunkin’ and 63% for Starbucks said they are “not 
at all likely” to try the lunch menu at either restaurant: 

 

 

July 2014 Report: This Insight Report 
highlights CivicScience consumer 
opinion data collected regarding: 

• Who is the “persuadable” lunch 
consumer for Dunkin’ Donuts 
and Starbucks? 

• On which attributes do they 
differ from the general U.S. 
population? 

• How could some of these 
insights become actionable? 
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But what about those on the fence or who are unsure? This leaves marketers with the goal of finding out who the 
“persuadable” lunch customer might be for Dunkin’ and Starbucks – those who answered that they are “somewhat 
likely” to try the lunch menu. One of the biggest challenges for marketing professionals and researchers is not 
necessarily identifying and understanding their loyalists or detractors, but to find out where they can gain market 
share by finding consumers they can persuade to try their products or services. That is the focus of this CivicScience 
report.  

Let’s assess the overall lunch diner opportunity. According to another CivicScience active polling question, 23% of U.S. 
adults (based on over 210,000 respondents collected) eat out for lunch regularly; another 31% pack their lunch, and 
the remainder eat at home. This means lunch is a sizable opportunity – with over 54% eating lunch away from home. 
Compare this to breakfast, where another polling question finds that only 20% of over 207,000 U.S. adult 
respondents collected say that they eat breakfast away from home. 

What we want to learn is: How do these Dunkin’ and Starbucks “persuadable” lunch consumers compare to the 
general U.S. population, by looking across demographic, behavioral, and attitudinal questions that reveal statistically 
significant differences? The available insights can be gold in helping consumer marketers shape campaign strategies – 
and can potentially inform product offerings. 

To do this, we looked only at those who answered “somewhat likely” to our two poll questions about trying the lunch 
menus at Dunkin’ Donuts and Starbucks – 1,798 respondents for Dunkin’ Donuts and 2,013 respondents for 
Starbucks. We then analyzed those respondents using the CivicScience DeepProfile™ report, which automatically 
cross-tabulates those respondents against thousands of other CivicScience syndicated questions they may have also 
potentially answered in the past.  

Here’s what we found: 

 

Demographic differences compared to the general U.S. population: 

We looked only for meaningful differences to the general population, and a few stood out – most notably, the 
younger age skew of the persuadable Starbucks lunch patrons: 
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• Dunkin’ lunch persuadables – While gender breakdowns show no difference, this segment is somewhat 
more White/Caucasian than the general population. They are 21% more likely to work in a Professional/ 
Managerial occupation, and more of these respondents fall into the $35K-$50K annual income bracket. 

• Starbucks lunch persuadables – They are somewhat more likely (17%) to be female, and more of them are in 
the 18- to 29-year-old age range. They are 26% less likely to be parents.  

The younger age of the Starbucks lunch persuadables will be reflected in several other insights we highlight 
throughout this report, such as their higher fandom of social media and fashion.  

 

Where they “love” to eat more than the general population: 

What better way to understand how to persuade dining customers than to know what and where else they like to 
eat? Not only does the following data provide insights into potential competition, but also reveals great information 
about these consumers’ dining-out taste preferences: 

• Dunkin’ lunch persuadables: The Dunkin’ Donuts lunch persuadables are 58% more likely to love eating at 
Five Guys Burgers and Fries, with 18.3% of respondents saying they love to eat there compared to 11.6% of 
the general population. Luther burgers, anyone? (Those are the doughnut-burger novelty food items.) The 
Cheesecake Factory is 43% more favored too (21.8% of persuadable respondents love it compared to 15.3% 
of the general population). 

o Where do they not like to eat? Interestingly, 13.2% of the persuadable group vs. 1.7% of the general 
population say “I don’t like it” about eating at Dunkin’ Donuts. This could be due to Dunkin’s 
traditionally limited and breakfast-aimed menu. 

• Starbucks lunch persuadables: California Pizza Kitchen ranks stunningly high as these consumers are 250% 
more likely to love eating here (22% of this segment compared to 6.2% of the general population answered 
this way). They are also 207% more likely to also love eating at Boston Market and 204% more likely to love 
Lone Star Steakhouse, with 20% of this segment saying so for each restaurant. Sbarro also ranks very high, 
with these consumers 164% more likely than the general population to love eating there.  

o Where do they not like to eat? Pizza is not universally loved by them: this segment is 127% more 
likely than others to say they don’t like to eat at Papa John’s. 

 

Deep insights made possible through innovative polling: 

Because hundreds web publishers running the CivicScience polling applications serve questions from a library of 
thousands of active questions daily, we are able to collect a wide range of psychographic information from a 
representative set of U.S. consumers vey quickly. The following data tables reveal key differences we found between 
those two persuadable segments and the U.S. general population drawn from our DeepProfile™ report.  
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Dunkin’ lunch persuadables: They are more likely to have unhealthy lifestyles, yet they are 45% more likely to watch 
a lot of sports on TV. They are somewhat more likely to be influenced most by ads they see on TV vs. online, and 
social media is less likely to influence their purchasing decisions. While still small percentage-wise at 9.8% of 
respondents, they are 130% more likely than the general population to listen to NPR somewhat often on the radio. 
They are less likely to be frequent movie goers and to use public transportation. All of that information can be used 
to help inform media buys, advertising creative, and messaging.  

From a restaurant consumer standpoint, they are more likely to value menu diversity – which is great information to 
know for menu planning and promotions. 

 

Response General U.S. 
Population 

Dunkin’ Donuts Lunch 
Persuadables % 

% Over Indexed  

Value diverse menu options when dining out.   29% 43.5% +50% 
Eat breakfast on the road or at work.   17.1% 25.5% +50% 
Say they’re very unhealthy.  4.5% 7.4% +64% 
Consider themselves overweight.   54.3% 70% +29% 
Listen to NPR on the radio “somewhat often.”   4.2% 9.8% +130% 
Watch 10+ hours per week of sports on TV.  8.4% 12.2% +45% 
Social media connections do NOT influence 
the products they buy.   

64.1% 80% +25% 

More influenced by ads on TV vs. ads on the 
Internet or social media sites.   

49.3% 60.2% +22% 

Don’t go to the movies more than 1x/year. 25.8% 33.4% +25% 
Say they do NOT own home gym/exercise 
equipment and have no plans to buy.   

48.9% 66.6% +29% 

Never use public transportation. 58.3% 69.5% +19% 
 

 

Starbucks lunch persuadables: This segment appears to be much more inclined to spend more dollars on the goods 
and services they want, as they are 125% more likely to call themselves flat-out spendthrifts vs. tightwads or other 
spending classifications. They also index substantially higher than the general population on various social media 
behaviors, such as Twitter use, and have a much higher love for Apple and its iOS-based products. They are not 
necessarily big coffee drinkers, at a 64% greater likelihood to say their coffee consumption is occasional. They are a 
whopping 257% more likely than the general population to say they love Wyndham Hotels. They are 77% more likely 
to watch NBC most of all the major TV network and more likely to use public transportation more often. 
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Response General U.S. 
Population 

Starbucks Lunch 
Persuadables % 

% Over Indexed 

Consider themselves spendthrifts – difficultly 
controlling spending. 

6.5% 14.6% +125% 

Using Twitter for years and are still active. 4.7% 11.5% +145% 
Texting and social networking is important to 
them. 

17% 27.7% +63% 

Love Apple/Mac computer products. 18.4% 44.4% +141% 
Watches NBC the most of the major TV 
networks. 

13.2% 23.3% +77% 

Love Wyndham Hotels. 3% 10.7% +257% 
Drink coffee “occasionally but not often.” 13.7% 22.5% +64% 
Have trouble falling asleep most nights. 13.7% 22.2% +62% 
Use public transportation 1-3 times per 
month. 

3.2% 8.4% +162% 

 

The Starbucks lunch persuadables also over-index in their love for many designer clothing brands – including Armani, 
Guess, Burberry, Esprit, Calvin Klein, Dolce & Gabbana, Juicy Couture, and more – compared to the general 
population (and even more so over the Dunkin’ lunch persuadables). This aligns with a higher percentage of 
Starbucks lunch persuadables seeing themselves as fashion innovators or leaders compared to the general 
population. They are also more likely to say fashion trends impact what they wear “a lot,” and they are more likely to 
say they do not enjoy shopping at the discount retailers Walmart and Kmart. And they do more than just give it lip 
service: when asked what they buy when they splurge on themselves, they are 78% more likely to choose a luxury 
designer product. 

 

Do these two segments have anything in common? 

While these segments seem to be quite different, they do have a few interesting things in common when compared 
against the general U.S. population. Both persuadable groups would rather be extremely attractive vs. highly 
intelligent or extremely lucky. They are much less likely to make lifestyle changes that benefit the environment. 
Those two attributes suggest they are more self-oriented in nature. Both segments are also much less likely to attend 
sporting events, which is surprising given the Dunkin’ group’s affinity for watching sports programming on TV. 
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Response General U.S. 
Population 

Dunkin’ Lunch 
Persuadables 

Starbucks Lunch 
Persuadables 

Would rather be extremely attractive over 
highly intelligent or extremely lucky.  

15.3% 29.6% 25.6% 

Say “No, Never” to adjusting their lifestyle to 
help the environment.   

13.4% 32.1% 22.3% 

Never attend sporting events.  52.3% 64.6% 63.8% 
 

 

Making it actionable: 

Much more data about each of these segments was available through our DeepProfile™ - we only pulled out some of 
the highlights for this report. However, such data easily can be put to use by marketing and research teams as they 
strategize, launch, and measure their campaigns. Here are several examples of how we might suggest making the 
data from this report actionable: 

• Dunkin’ Donuts: 
o Focus the offerings and messaging on menu diversity, choice, and perhaps customization. 
o Don’t worry about focusing on health or active lifestyle messages or creative. 
o Choose advertising buys that are focused on TV and especially for sports programming. 
o Develop a PR strategy for getting content or underwriting broadcasted via NPR radio. 
o Don’t focus significant energy on social media strategy. 
o Don’t allocate advertising budget to sports venue or movie theater advertising. 

• Starbucks: 
o Think about “fashion” messaging and partnership marketing tie-ins to the lunch menu. 
o Think also about messages and creative around “indulge” and “splurge” themes. 
o Spend ample time on social media strategy, particularly Twitter. 
o When it comes to TV advertising, NBC should receive more weight. 
o Develop partnership marketing with Apple and Wyndham Hotels. 
o Don’t discount advertising on public transportation in major metro areas, which is favored by a 

younger demographic. 

Those are just some examples of actionable steps or further exploration that these brands can take based on the data 
highlighted here.  

Identifying and understanding the persuadable consumer base is a key research area for any brand, and CivicScience 
and our DeepProfile™ can provide valuable, wide-reaching insights like those featured here in as little as one week. 
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About the CivicScience Methodology: 

CivicScience collects real-time consumer research data via polling applications that run on hundreds of U.S. publisher 
websites, cycling through thousands of active questions on any given day. Respondents answer just for fun and are 
kept anonymous, allowing for greatly reduced bias and higher levels of engagement. Using cookie technology, 
CivicScience builds deep psychographic profiles of these anonymous respondents over time, providing valuable 
consumer sentiment data to the decision makers who care. Automated data science technology allows clients to 
rapidly gain robust consumer insight and trending reports. The CivicScience methodology has been validated by a 
team of academic leaders and by independent consulting firms. Responses may be weighted for U.S. census 
representativeness for gender and age. CivicScience currently has more than 27 million anonymous consumer profiles 
and 600 million responses stored, growing daily. 

 

 

For additional reading: 

http://www.bloomberg.com/news/2014-06-02/dunkin-donuts-and-starbucks-want-your-lunch-money.html  

http://www.fool.com/investing/general/2014/07/11/watch-out-panera-starbucks-is-expanding-hard-and-f.aspx 


