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The Mealtime 
Decision
Journey 
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The Consumer Decision Journey

*Based on https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey

Did my marketing 
efforts produce a 

purchase moment?

Did the overall 
experience fulfill 

customer 
expectations?

What creates the 
consumer need?

Do my 
customers 

advocate for my 
brand?

Are my products right for 
the consumers I am 

targeting?

Do consumers 
recall and 

recognize my 
brand?

For all industries and purchase occasions

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey
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The Consumer Decision Journey

*Based on https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey

Marketing efforts, such as 
advertising and loyalty marketing, 

along with the availability of 
ordering and delivery channels 
nudge the consumer towards 

choosing a brand and selecting a 
product. 

Consumer recall and 
evaluation of overall 
experience and its 

components most relevant to 
the occasion.

Consumer need is 
triggered by hunger or 
awareness of planned 

meal occasion.

The brand experience 
was so strong that 

the consumer 
continues to choose 

this brand for all 
similar occasions

Active evaluation stage may 
expand or narrow down the 
initial set of restaurants or 

other food alternatives.

Initial consideration set includes 
a wide range  top-of-mind 

dining options relevant to the 
meal occasion.

For The Restaurant Industry

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey
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Offers in the brand app (or 
elsewhere) shape the 

consumer decision as to 
which products to purchase 

and via which channel.

The memory of the consumer 
experience after purchase 

shifts the brand deeper into 
the initial consideration set or 

into the loyalty loop.
“Time to eat or plan a meal!”

The great experience 
reinforces the use of 
the brand for future 
similar occasions.

Relevant offers (via app or push) nudge the 
consumer towards selecting the brand. 

The ability to earn rewards provides extra 
incentive. 

Seamless in-app ordering and pick-up/delivery 
increase convenience factor.

Loyalty programs help the brand remain 
in the initial consideration set and 
increases top of mind awareness.

The Mealtime Decision Journey

*Based on https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey
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Convenient 
Information 
Access

How Can A Loyalty 
Program Impact 
The Loyalty Loop.

True 
Believers 
Loyalty 
Loop

Convenient 
Channel 
access

Initial 
Consideration 
Set

Reward 
for 
making a 
purchase

Relevant 
Current  
Offers

Sent to guest via 
rewards app, 
push or email to 
Loyalty member

Easy to locate 
menu, pricing and 

special offers

Easy ordering 
for delivery or 
takeout

Ability to earn 
points with 

purchase

Guest is aware of 
loyalty benefits.

App serves as a 
reminder
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