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WHO WE ARE

SRG is a brand strategy, innovation, 

and communications firm. 

• Unique fusion of strategy and creativity

• Independent and majority female owned (Certified 

Women’s Business Enterprise)

• Boulder, Colorado-based; global capabilities

• Founded in 1984 and 130 employees



OUR 360º 

EXPERIENCE 

DRIVES GROWTH.

Seamless integration from strategy 

to creative to activation.

Our people include historians, artists, 

creators, strategists, chefs, troublemakers 

and status quo rejecters with cross-

disciplinary expertise. 

Innovation

Consumer Insights

CulinaryDesign

Strategy

Advertising



Food + beverages are our passion and expertise.

FOCUS: 70% of our work is in food and beverage.

CULINARY EXPERTISE: In-house culinary directors with R&D and culinary 

trend expertise; on-call 200+-member Culinary Council.

CULINARY IP: Intellectual property including Culinary Shifts 3.0; Culinary 

Spectrums; culinary, natural, and organic trend forecasts.

THOUGHT LEADERSHIP: Culinary directors contribute content and comments 

to national media; lead panels and talks at industry conferences and events.

INNOVATION CENTER: Fully equipped commercial kitchen; 20-foot 

presentation table; adjoining focus group facility.

COMMERCIALIZATION CAPABILITIES: Unique partnerships for insight-centric 

product development and commercialization.

FOOD B2B: We have a 360-degree view of the retail and foodservice industry, 

understanding the unique role and needs of all stakeholders. 



COVID-19 CONSUMER ATTITUDE TRACKER



With eight out of ten saying

they are extremely or somewhat 

concerned. However, those

extremely concerned decreased 

for the first time in five weeks.

Overall concern 

about COVID-19 

remains high,
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Unsure

Not at All 
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Not Very 

Concerned
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Home is where 

everything is

Consumers worldwide 

have hunkered down to 

stockpile and brace 

themselves for anything.

We’ve set up our usual 

living spaces to do it all 

with home offices, home 

schools, and home gyms.

What’s old 

is new again

We’ve found safety in 

nostalgia from hobbies like 

gardening and knitting to 

bringing back board games 

and bike rides.

We’re also returning to trusted, 

local brands we grew up with 

and comfort foods we might 

have avoided before.

Living life 

online

Consumers are using the 

internet to work, play, learn, 

converse, commiserate, and 

shop for almost everything.

We’re accelerating inevitable 

ecommerce and improved 

communication to stay 

connected while in quarantine.

It’s all the 

little things

We’re missing our usual, 

more mobile lives, creating 

tech-enabled memories and 

rediscovering simple joys.

We’re also reconnecting 

with loved ones, improving 

work-life balance and 

focusing more on health.



Activities with family and friends have seen some of the largest 

increases, while entertainment and personal growth activities 

continue to have high engagement.

Americans have adopted and increased 

participation in a variety of activities over 

the last several weeks. 





But while Americans are adjusting 

to their new lives, many express:



LifeDrivers® are fundamental human values we move toward, 

and LifeForces® are fundamental human tensions we move 

away from. Both drive consumer behavior and choice. 

An organizing framework 

to understand fundamental 

human emotions.



While many are feeling stressed, 

isolated, and a lack of control, they 

also express feeling determined, 

empathetic, and knowledgeable.

People are balancing 

a range of emotions. 

Most prominent emotions 
experienced:



With shifting values, lifestyles, and emotional drivers, 

people are adopting behaviors and perspectives 

that they hope to continue in the future. 

Looking

Forward



And as values are shifting, we see one in five 

Americans considering major life changes.

Looking

Forward



Ironically in the midst of a health crisis, 

health is lessening in its importance in 

making grocery choices and is not a key 

motivator for ordering takeout food.





The desire to stock up with shelf-stable 

items is still dominating grocery 

decisions, though less so than last 

week. Online ordering and delivery 

continue to rise.

Changes in grocery 

shopping behavior:



With online ordering increasing significantly over the last several 

weeks, a quarter of consumers are now ordering certain products 

online more and expect to continue post COVID-19.

Looking

Forward



After living through COVID-19, consumers will be turning to brands that have 

equities of safety, trustworthiness, and value. They will also give credit to brands 

that contributed or gave back during the pandemic. 

Winning 
Future Brand 

Loyalty



Top reasons for 

ordering takeout 

and delivery:

Similar to the last week in March, over half of consumers say their takeout/delivery spend has 

stayed the same or has increased since the beginning of the pandemic. The desire to support 

local businesses is Americans’ top driver for takeout/delivery orders. 



Virtual 

Cook-a-longs

There’s long been a culture of 

“imposter” foods and home chefs trying 

to recreate restaurant favorites. Take 

out the guesswork with kits and virtual 

classes that show diners how to make 

their favorite restaurant meals. 

MEAL KITS + VIRTUAL LESSON 

PORTALS

LIVE COOKING SHOWS & COOK-A-

LONGS

Michelin-Starred Chef Massimo Bottura

launches “Kitchen Quarantine” Virtual 

Lessons

Dialing up the
in-home 
excitement.

DIY Kitchen 

Kits

With more time on their hands, meal kits 

and other assemble-it-yourself solutions 

will keep in-home diners excited, 

engaged, and even help them to learn 

new chef skills. And with liquor laws 

being relaxed in some areas to enable 

delivery, perhaps tips on mixology, too!

MEAL KITS & INGREDIENT PACKS

COCKTAIL KIT DELIVERY

PERFECT PAIRINGS – MEAL KIT + 

WINE/BEER ACCOMPANIMENT

Bingas Wingas in Portland, ME delivers 

wings and beer 

Ninfa’s and El Tiempo Tex-Mex 

restaurants in Houston, TX deliver fajitas 

and margaritas

Piece de 

Resistance

As customers continue to stock their 

pantries full of non-perishables and 

essentials to create simple meals, 

deliver the only-in-restaurant flavors 

they crave to perk up their pantry 

flavors. Help with the piece de 

resistance from sauces and mains to 

sides and sweets.

LARGE BATCH SIGNATURES

DELIVER THE SIDES

DON’T FORGET DESSERT

Beascakes Bakery & Breads in Armonk, 

NY sells quarantine cookie kits so 

families can decorate at home together

Chick-Fil-A packages up signature 

sauces for more at-home goodness

Keep diners excited and 

engaged with the restaurant 

by helping their home cooking 

routines. With the dining room 

being closed, how do we help 

guests not get stuck in a rut?

C U L I N A R Y  
E X P L O R AT I O N

NOW SHORT-TERM LONG-TERM



All-In-On 

Comfort Classics

Take-out and delivery menus can shift to 

focus on comforting, recognizable, and 

universally loved foods for adults and 

kids alike to share a meal and make 

memories, without being too expensive

FINE DINING SHIFTS TO FEWER 

MENU OPTIONS, MORE PERFECTED 

FAMILIAR FAVORITES

LOW COST FOODS, HIGH IMPACT 

COMFORT – BAKED POTATO BAR; 

RICE & BEANS BUILDS

CULTURAL & FAITH-BASED 

COMFORT – FROM KOSHER TO 

KOREAN BBQ

New York Times doubles down on their 

Baked Potato Bar

Serving up 
comfort and 
connectivity.

Family Packs & 

Meal Prep

With the whole family – and possibly 

extended family – under the same roof, 

lean into large format meals and even 

extras for the freezer, to help with meal 

planning and meal prep needs.

AMBIENT DELIVERY & PAR-COOKED 

MEALS FOR PREP

NEW BOGO: BUY ONE FOR NOW, 

GET ONE FOR FREEZER

PACKAGING SOLUTIONS FOR 

PORTIONING, STORAGE, SERVICE

Tables On Kearney in  Denver, CO 

offers “Family Meals to Go” Menu (for 

two to six people)

Craveable

Nostalgia

Help deliver the nostalgia, and the 

craving for simpler times, with to-go 

foods or kits that get your diners digging 

into their comfort classics, and save you 

on labor in your operation.

ONE-POT “HAMBURGER 

HELPER” KITS

CROCK-POT RESTAURANT 

FAVORITES

Alinea in Chicago pivots from fancy, 

theatrical foods to warm and cozy Beef 

Short Rib Wellington with mashed 

potatoes and crème brûlée for pickup

Pasta restaurants create “Best 

Bolognese Pantry Kit” made with canned 

goods, spices, pasta and whatever 

protein you have on hand

Hospitality and dining out is, 

at its heart, a way to bring 

people together over a shared 

meal. In times of limited 

interaction, how can we lean 

into ways that bring families 

and groups together in the 

home?

F A M I L I A R  

F O O D S

NOW SHORT-TERM LONG-TERM



The typical reasons consumers choose a restaurant—great-tasting food, the overall 

experience, and good value—will remain  consistent moving forward, but they now 

express food safety protocols as the most important driver.

Looking

Forward



Responding
to the new 
reality.
Consumers still want fresh, 

delicious food while adhering to 

stricter and constantly changing 

social norms. How can the 

experience be optimized to 

become more customer-centric?

F O O D S E R V I C E  

I N S P I R AT I O N




