
PORTILLO’S
RESEARCH  +  INSIGHTS





02    INTRODUCTION

04    SECONDARY RESEARCH FINDINGS

12    CONSUMER PROFILE

13    QUALITATIVE RESEARCH GOALS

14    PRIMARY RESEARCH

17    TARGET PROFILE

19    FINDINGS & INSIGHTS

36    BARRIERS & OPPORTUNITIES

47    WORKS CITED

48    MEET THE TEAM

TABLE OF CONTENTS  |   1



When choosing to dine out, consumers value the 
experience that food and atmosphere can give 
them. It is no longer l imited to special occasions 
or fast food during a long car r ide. With ample 
options at hand, consumers must feel an 
al legiance towards a restaurant to keep coming 
back. Porti l lo’s is a brand that has built  its fan 
base off of authenticity and Chicago values and 
would l ike to share that with as many people as 
possible. 

Porti l lo’s is str iving to put hot dogs and cake 
shakes in the hands of diners across the nation, 
but it  is facing some obstacles. First,  how should 
the brand go about penetrating new markets 
when it was built  on local love? Second, how can 
the brand develop a relationship with Mil lennials 
and Gen Z in these new markets? Ult imately, 
Porti l lo’s must meet the needs of those who 
do not know it,  and keep them coming back. 
Through research that consists of a screener, 
in-depth interviews and a focus group, we 
discovered insights that we believe can drive 
Porti l lo’s to future success in new markets. 
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HISTORY OF PORTILLO’S

“Quality, Service, Attitude and Cleanliness.. .”

What started as a hot dog stand grew into the 
Midwest’s largest privately owned restaurant group. 
Dick Porti l lo, who was inspired by his mil itary mess 
hall  experience, founded “The Dog House” in 1963. 
The 6’ by 12’ trai ler had no running water, but it 
successful ly f lourished into a permanent restaurant 
location by 1967. Renamed to “Porti l lo’s,” the hot 
dog restaurant became a well- loved destination in the 
Chicagoland area, and began expanding into other 
states.

Today, Porti l lo’s is a ful l-service Chicago staple, with 
more than 50 locations and nationwide shipping. The 
restaurants are known for their unique atmosphere 
and classic menu items, including Chicago-style hot 
dogs, Ital ian beef sandwiches, cheese fr ies, chopped 
salads and chocolate cake shakes. 
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FAST CASUAL, AT A GLANCE

According to the situation analysis team, a fast casual 
restaurant is an establishment that serves convenient, 
quickly-made food with a casual atmosphere and the 
option to dine in the restaurant.

Where Portil lo’s fits in:  Porti l lo’s walks the l ine 
between tradit ional fast food and upscale fast casual; 
it  provides the convenience of drive-thrus and 
eff icient service, while sti l l  offering a varied menu 
with quality ingredients. 

The fast casual industry is growing:  From 2011 
to 2016, fast casual sales increased each year by 
approximately 10 percent. The fast casual market 
is becoming oversaturated with more and more fast 
casual restaurants popping up.

Consumers want more:  With busy l ives, health-
conscious appetites and more dining options 
than ever, consumers are looking for convenient 
restaurants that st i l l  serve high-quality food. 

Fast casual competitors:  Competitors include Shake 
Shack, In-N-Out, Chick-f i l -A, Chipotle and Panera 
Bread.
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NEW TARGET

According to Schafer Condon Carter, Porti l lo’s 
wants to raise awareness and tr ial among 
younger Mil lennials and Gen Z consumers in 
new Porti l lo’s markets. The new target market 
is youth and young adult consumers, ages 18-
24. Our team believes this target has the most 
opportunity for the ult imate goal of educating a 
new consumer base about Porti l lo’s and building 
loyalty so that they wil l  bring their fr iends and 
family there for generations to come.

PROSPECTIVE TARGET

The Mindful Experience Seeker

Our situation analysis team identif ied a 
prospective target from their secondary 
research: The Mindful Experience Seeker. They 
are informed, conscious decision makers who 
look for dining options that offer an upgraded 
experience. With a busy, social l i festyle, this 
consumer rel ies on word of mouth when making 
decisions and chooses restaurants he or she can 
trust. Mindful Experience Seekers.. .

• Rely on technology to give them information 
about restaurants

• Are often influenced by the variety of menu 
offerings

• Look for natural,  locally-sourced ingredients
• Use social media to share their dining reviews
• Want unique, cultural ly-driven experiences
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FINDINGS

Fast Casual 2.0: Because consumers want the quality 
of ful l-service restaurants and the convenience of fast 
food, the fast casual category wil l  need to upgrade 
to Fast Casual 2.0 to stay competit ive. Fast Casual 
2.0 means providing the consumer with more than 
just good food. To stand out from the competit ion, 
fast casual restaurants need to offer an improved 
customer experience. Fast Casual 2.0 restaurants can 
accomplish this by providing new food categories 
and excit ing menu offerings, alcoholic beverages and 
self-serve kiosks for better service. 

Integrating Technology: Porti l lo’s has an opportunity 
to integrate more technology into the customer 
experience. More and more customers expect a 
convenient experience that seamlessly integrates 
technology, such as online ordering and automated 
ordering through self-serve kiosks. Competitors, 
such as Shake Shack, have started introducing more 
technology in their service. To keep up with the 
competit ion, Porti l lo’s wil l  also need to improve on 
their mobile app ordering.
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Increasing Social Media Engagement:  Our target 
uses social media to share their dining experiences 
and look for reviews of new restaurants. To reach the 
target, Porti l lo’s has an opportunity to better engage 
with customers and continue generating a loyal 
fol lowing on social media outlets. Competitors with 
a focus on high engagement, including Shake Shack, 
have seen great success for their branding efforts. 
Porti l lo’s rel ies on word-of-mouth marketing, and 
uti l iz ing social outlets l ike Instagram can help spread 
the word. 

Leveraging the Portil lo’s Culture: Because the 
consumer is searching for more diverse options and 
cultural experiences, Porti l lo’s can offer an excit ing 
experience for them. When a customer walks into 
Porti l lo’s, they are immersed in a quirky atmosphere 
with classic Chicago menu items. This stands out–
you can’t buy a Chicago-style hot dog at Chipotle. 
Porti l lo’s should continue leveraging its unique 
culture in its campaign messages in new markets.
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Porti l lo’s currently serves 
an established market of 
consumers consisting of 
both men and women, 
often originating from 
the Chicagoland area. 
According to our situation 
analysis team, these 
consumers are wealthy, 
yet not pretentious, 
l iving casual l i festyles 
in suburban areas. 
The Porti l lo’s brand is 
notorious for its cult- l ike 
fol lowing, its reputation 
circulating from these 
passionate consumers.
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• Understand what drives 
consumer decisions in 
the fast casual restaurant 
category
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• Uncover our target market’s 
opinion of Chicago-style 
food and how that would be 
perceived in a new market

• Explore the motivations 
behind going out to eat

• Determine what type of 
experience consumers are 
seeking when eating out



After our team understood our target, we devised 
a strategy for conducting primary research. We 
decided to use interviews and focus groups to gain 
a better understanding of this audience.

SCREENER
To consider participants for our research, we used 
a screener to determine that they are between the 
ages of 18-22, eat fast casual dining more than 
once a week and have not studied advertising 
or marketing nor worked in food service. They 
were then asked if  they have ever l ived in the 
Chicagoland area. In order to move on to the 
next section, they must have chosen Porti l lo’s as a 
place they have eaten. I f  i t  was chosen, they were 
considered a user and eligible for research. From 
those signups, we recruited 12 participants for our 
research. The focus group was a mix of half users 
and half nonusers. 

IN-DEPTH INTERVIEWS (IDI)
We used interviews to better understand how fast 
casual f its into our target consumers’ l ives. During 

25-60 minute phone interviews, we asked various 
questions around the subject of fast casual dining, 
why the participant chooses to go out to eat and 
why they chose certain establishments. In our 
discussion guide, we provided a l ist of brand name 
restaurants in the quick service restaurant (QSR) and 
fast casual categories and asked the participant to 
tel l  us the f irst word they would use to describe that 
brand. Through these in-depth interviews our team 
was able to gain a better understanding of why our 
target market chooses to eat out and what drives 
them to Porti l lo’s and other fast casual restaurants.

FOCUS GROUP
Our team conducted a focus group consisting of 
four males and two females. Three of them were 
users (meaning that they eat at Porti l lo’s) and the 
other three were nonusers (meaning that they were 
not famil iar with Porti l lo’s. )  At the beginning of the 
discussion and after introductions, we asked our 
participants to talk freely about their l i fe and their 
daily eating habits. After breaking the ice, we used 
word association as a projective technique to see 
where our target market’s mind goes when they 
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think of certain foods and brand names. Some of the 
words used included “treat yourself,” “hot dogs,” 
“casual dining,” “Panera Bread,” “obsessed” and 
“celebration.” For the fol lowing exercise, we laid 
out a variety of pictures showing diverse images 
of people eating. We asked our participants which 
branded establishment they think certain targets 
visit .  Our team then probed questions having to do 
with the fast food category itself.  After discussing 
why our participants choose certain fast food chains 
and what keeps them going back for more, we also 
asked them if they interact with any of those brands 
on social media. At the end of the focus group, we 
disclosed that we are working for the Porti l lo’s brand 
and asked questions about Porti l lo’s, including their 
atmosphere, the food and overal l  experience of 
the brand. There was an open and f luid dialogue 
between the users and nonusers during this t ime. 
We then wrapped up our focus group and thanked 
them for participating in helping us understand why 
they choose fast casual dining.
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The worst thing you can cal l  me is boring. I ’m anything but average, and 
if  you don’t believe me, take a look at my Instagram. On Friday nights, I 
don’t just come home, plop on the couch and watch TV– I ’m always looking 
for an adventure. Like every other experience in my l i fe, from fashion, to 
music, to hobbies, the food experiences I  seek are as excit ing as I  am. 
Whether I ’m indulging in late-night fr ies at Shake Shack with my fr iends or 
trying the new Thai place on date night, I  love the experiences that come 
with food. It ’s more of an event than it is a meal. And it should go without 
saying, but you best believe I ’ l l  add to the hype on social media and join 
the conversation. I f  you are what you eat, I  am adventurous, trendy, cultured 
and fun. - The Craze Conqueror

The Craze Conqueror seeks to uncover the latest trends. These 18-24 year-old 
digital natives obtain aff irmation by sharing their l ives via social media. They are 
intr igued by what others are buzzing about and are excited by new experiences. 
Whether it ’s heading to a new restaurant with fr iends or family, or bundling up 
solo in a sweatshirt with their favorite takeout and a good movie, they love 
having the comfort of food with them. The Craze Conqueror admits to craving 
and satisfying that impulsive late-night food run with fr iends to rel ieve stress and 
spend quality t ime together. When traveling, they not only aim to conquer the 
city, but they also str ive to conquer the cuisine.

“I saw. I  craved. I  conquered.”

THE CRAZE CONQUEROR
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F I N D I N G  O N E

/ s p l   r j /  v e r b .  To  i n d u l g e  y o u r s e l fe



FOCUS GROUP &  ID I  QUOTES
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I f  I ’m going somewhere new, it ’s a splurge meal 
because it isn’t how I eat normally. So that’s an 

expectation. Like if  I ’m eating at Porti l lo’s, it ’s l ike a 
special meal when I ’m in Chicago.

There are certain t imes when I’m l ike, ‘Okay, treat 
yourself. ’  At those times, I  don’t care about the 

health benefits.



In the minds of Craze Conquerors, Fast Casual 
2.0 is not about convenience, but rather 
indulgence. When dining at new places, 
the Craze Conqueror disregards the calorie 
count and seeks out the most popular menu 
item. The Craze Conqueror has a busy, hectic 
schedule, f itt ing in t ime to sit down for a meal 
can often be a burden. However, when they do 
have the time to eat out, they want to reward 
themselves. Food transit ions from being 
an afterthought to a main event. Meal t ime 
transforms from being a necessity to becoming 
an enjoyable activity. 
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INSIGHT
“I try to l ive a balanced l i festyle. I  make an active effort to have productive days, work out during 
the week and eat reasonably healthy. But there are t imes when I just have to have my craving 
r ight now .  Whether I  am in cram mode for a midterm or had a rough day in the off ice, I  want my 
favorite food that wil l  leave me satisf ied and perk me up. When I feel this way, I  don’t care how 
many calories my meal has– I  just need a break from the world with a snack in my room to satisfy 
my food craving. I  feel good treating myself because I know I’ve earned it.”

RECOMMENDATION
The Craze Conqueror is not a calorie counter when it comes to seeking out indulgent fast casual 
experiences. When new target consumers go to Porti l lo’s, they should know that they wil l  be 
able to treat themselves with the cake shakes and hot dogs that famil iar customers already know 
and love. Porti l lo’s should elevate their indulgent menu items in communications, including 
advertising and social media. 
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F I N D I N G  T W O

k   n  s i s t   n s ē /  n o u n .  a g re e m e n t ,  h a r m o n y,  o r 
c o m p a t i b i l i t y,  e s p e c i a l l y  c o r re s p o n d e n c e  o r 

u n i f o r m i t y  a m o n g  t h e  p a r t s  o f  a  c o m p l e x  t h i n g

e e



I  l ike when I can go somewhere with consistency. I  l ike 
knowing that my food wil l  taste the same as it  did last 

t ime and be just as good.

FOCUS GROUP &  ID I  QUOTES
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I  usually order the same things. I  expect what I ’m used 
to. Quick service, no mistakes with my order.

If  I  am going out to eat, I  want to wait a l i tt le for my 
food. I  feel l ike it ’s fresher and that implies better 

quality for me.



The Craze Conqueror manages a great deal of 
uncertainty in their l ives concerning their work, 
education and relationships. They view food as 
one thing that provides stabil ity and comfort. 
This is why they tend to order the same thing 
every t ime, because it brings them fulf i l lment 
and consistency. They have a craving that only 
their favorite menu item wil l  satisfy. While they 
seek out new experiences at new restaurants, 
once they know what meal to get, they wil l 
go back for that same special meal each 
time. Whether eating at Culver’s, Taco Bell  or 
Panera Bread, our target consumers said that 
they have their favorite item that they order 
whenever they visit . 
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INSIGHT
“I’m not sure what wil l  happen next in my l i fe, but the one thing I can count on is the meal I  order 
at my go-to place. Life can feel so out of control sometimes, and al l  I  want is to feel in charge 
of what’s on my plate. I  have no idea where I ’ l l  f ind an internship this summer, or whether I ’ l l 
be dating the same person a month from now, but my order at my favorite restaurant wil l  never 
change.”

RECOMMENDATION
Porti l lo’s should continue elevating its classic menu items and consistent customer service. The 
Craze Conqueror is ready to try the new foods that are being talked about, and once they do, 
they wil l  want to order the same menu items every t ime they visit .  With al l  the uncertainty in their 
l i fe, they want to know that they can always count on Porti l lo’s for their Ital ian beef sandwich and 
cheese fr ies. 
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F I N D I N G  T H R E E

h ī p /  v e r b .  t o  p ro m o t e  o r  p u b l i c i z e  e x t r a v a g a n t l y



Chicagoans see it as a comfort food place. You know 
someone is from Chicago if  they talk about Porti l lo’s. 

It ’s kind of l ike an identity. It  drives people there. I 
don’t know if  they would get Porti l lo’s i f  they weren’t in 

Chicago. So they make a point to go eat there.

The more trends I try, the more experienced I feel.

I f  something looks so good on social media, then I 
have to try it .  That would make me want to go.

FOCUS GROUP &  ID I  QUOTES
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The Craze Conqueror wants to know what the 
hype is about. They desire the experiences that 
their fr iends and influencers on social media 
have. When they f inal ly try that restaurant 
they have been seeing their fr iends post about 
for months, they are included and “in-the-
know.” One focus group participant stated that 
Porti l lo’s is an identity for Chicago people and 
the hype surrounding it drives others to want 
to try it  out. 
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INSIGHT
“When I see my fr iends posting about an experience on Instagram, I  want to try it .  I  feel l ike I 
need to join in whenever my best fr iend posts about a popular dish at a music festival or a trendy 
ice cream place. I  want to know what they’re talking about and show the world that I ’m part of the 
trend. Even if  I  have to go out of my way, I  just want to be able to say that I ’ve been there, done 
that.” 

RECOMMENDATION
Porti l lo’s comes with inherent hype no matter the new location. However, they should not rely 
on word of mouth alone– social media wil l  be a vital tool for spreading the hype to new target 
markets, particularly within our target profi le’s age demographic. Once the Craze Conqueror sees 
their fr iends engaging with a fun new brand on Twitter, they won’t be able to resist trying it for 
themselves.
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F I N D I N G  F O U R

/  i k  s p i rē   n s /  n o u n .  t h e  k n o w l e d g e  o r 
m a s t e r y  o f  a n  e v e n t  o r  s u b j e c t  g a i n e d 

t h ro u g h  i n v o l v e m e n t  i n  o r  e x p o s u re  t o  i t

e



Eating out is more of a spontaneous decision. 
Whenever someone suggests it ,  we al l  just kind of 

agree and go there. It ’s not usually planned 
or expected.

When new places come to town, it ’s less of an ‘ I  am 
hungry’ and more of wanting to explore new places. 

Our generation l ikes to try new things.

Porti l lo’s is a Chicago experience. Going there makes 
you feel l ike you are experiencing a piece of 

Chicago culture.

FOCUS GROUP &  ID I  QUOTES

FINDINGS & INSIGHTS  |   33



The Craze Conqueror appreciates the 
experience that food can bring them by making 
it a social activity and connecting them with 
their fr iends. They l ive busy l ives, so having 
an activity that ki l ls two birds with one stone, 
such as eating while social iz ing, makes them 
feel productive. When they have the time, they 
enjoy spontaneous tr ips to get their favorite 
foods. Those decisions add to the overal l 
experience of eating out.
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INSIGHT
“When I have the chance to see my fr iends, it ’s usually over lunch or dinner. Eating isn’t just 
about the food we get– it ’s about the experience we have while we’re eating it.  It ’s always fun 
catching up on a Friday night over tacos at the new Mexican restaurant. We never feel l ike we 
have to travel far to get the unique, cultural experiences we want.”

RECOMMENDATION
Porti l lo’s is a true Chicago staple. By bringing the Chicago experience to new markets, Porti l lo’s 
has an opportunity to be that fun, cultural experience that the Craze Conqueror desires. I f  they 
changed too much of the Chicago experience, such as the menu items, Porti l lo’s would lose that 
unique piece of Chicago culture that the target consumer looks for in their dining experience. 
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BARRIERS

Ordering Process: Notorious for its 
long l ines, Porti l lo’s can frustrate some 
customers with wait t imes. One focus 
group participant described it as, “very, 
very, very crowded. The drive-thru l ine 
is often wrapped around the building.” 
However, many customers note that 
they do not mind waiting in l ine for a 
bit because they feel that the food is 
fresher i f  i t  takes t ime to prepare it.  I f  the 
l ine is too long, though, it  may turn off 
potential customers. In focus groups and 
in-depth interviews, the target customer 
frequently mentioned the long wait t imes 
as a drawback. 

Limited Social Media Presence: Our 
target market wants to connect with 
brands, even brands they have never 
interacted with before, as long as the 
brand is wil l ing to connect with them 
as well .  In our research, the target 
mentioned that social media interactions 
can contribute to their decision to buy 

from that brand. For example, one 
consumer said that when fast casual 
restaurants l ike Taco Bell  engage with 
their community online, it  makes him 
want to go there more. I f  they are not 
able to engage with a brand online, they 
are less l ikely to engage with that brand 
in person.

Family-Only Perception: Porti l lo’s 
current customers are famil ies, which may 
turn off a young adult target market. The 
environment often consists of screaming 
babies and famil ies talking loudly, 
which means 18-24 year olds are l ikely 
not going to want to take their fr iends 
there. For example, one individual said, 
“Sometimes I do feel a l i tt le old to be 
sitt ing there.” Our target is not l ikely to 
hang around, meaning that they wil l  most 
l ikely order it  to go and therefore skip 
out on the Porti l lo’s experience. 
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OPPORTUNITIES

Technology Growth: Since technology 
is on the rise and the Craze Conqueror 
wants a consistent experience, Porti l lo’s 
should consider implementing technology 
into its customer experience. While 
Porti l lo’s does already offer online 
ordering, Porti l lo’s can advance 
technology within the restaurants ( i .e. 
improved mobile ordering). We also 
recommend improving the mobile app to 
create a seamless customer experience 
and heighten engagement with the 
brand.

Bring the Experience to the New 
Consumer: Porti l lo’s is known for their 
Chicago-style food and atmosphere. 
Because people go specif ical ly to 
Porti l lo’s to get that experience and 
taste of Chicago, there should not be 

a change in the menu or environment. 
Porti l lo’s can use this to their advantage 
by emphasizing the feeling that Chicago 
brings when people visit  the restaurant. 
The experience of “being in Chicago” 
could be hyped up on social media to get 
people more interested in Porti l lo’s.

Late Night Offerings: During our focus 
group, many of our participants touched 
on the subject of going out to eat late 
at night. They talked with each other 
about how they craved that greasy 
cheeseburger or crunchy taco at 1 a.m. If 
Porti l lo’s were to be open late at night in 
new markets located near college towns 
or cit ies with a high population of young 
Mil lennials, they can capital ize on the 
advantages of a late night craving. 
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SCREENER

1. Which age range do you f it  into?
 17 or younger OMIT
 18 to 22
 23 to 29 OMIT
 30 or older OMIT

2. What gender do you identify with?
 Male
 Female
 Transgender
 Other

3. Which best describes your race or ethnic 
background?
 American Indian/Alaska Native
 Asian/Pacif ic Islander
 Black/African American
 Multiethnic/Multiracial
 White/Caucasian
 Prefer not to answer

4. Approximately how often do you purchase lunch 
or dinner from a fast casual restaurant?
**Note: Fast casual restaurants typical ly offer the 

ease and convenience of fast food, but with a more 
invit ing sit-down atmosphere. Examples include 
Chipotle, Five Guys, Panera Bread Company, etc.
 Once a week or more
 Less than once a week OMIT

5. Do you work or attend school to pursue an 
education in any of the fol lowing? 
 Hospital ity management
 Advertising/marketing OMIT
 Food service OMIT
 None of the above

6. Have you ever l ived in the Chicagoland area?
 Yes
 No

7. Which of the fol lowing fast casual restaurants 
have you been to? (select al l  that apply)
 Chipotle
 Panera
 Five Guys
 Porti l lo’s
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DISCUSSION GUIDE

INTRODUCTION  (5 minutes)

Hello! My name is ___ and I wil l  be leading this 
discussion today. There are other members of our 
group l istening to take notes and accurately record 
your opinions. For the next hour, I  wil l  be asking you 
about dining habits. Every opinion is val id. There 
are no wrong things to say. And it ’s important that I 
hear from every one of you. Feel free to interact and 
respond to each other. This session wil l  be audio 
recorded. Nothing said in here wil l  be published. It 
is for classroom use only. 

To start,  we’re going to go around and introduce 
ourselves. Everyone say
 Your name, year in school, major and 
hometown ( i f  applicable) 
 Favorite place to eat
 Favorite food and/or cuisine

On the paper in front of you, please write:
 3 things that make you happy
 3 things that cause you stress
 What is one thing you wrote for happy? What 
about for stress?
 Listen for: food/restaurant-related answers. Hopes, 
dreams, aspirations, fears, frustrations, etc.

RECONNAISSANCE/RAPPORT  (10-12 minutes)

1. Tell  me about yourself.  Describe your l iving and 
work/school situation and how this relates to eating. 
Do you tend to eat out or cook more at home? 

 Probe for: Interests and hobbies, travel, occupation, 
l i festyle
 Listen for: i f  they l ive/travel in locations where there 
is a Porti l lo’s, i f  they eat out for business purposes, personal 
reasons or celebrations and where they typical ly go, hobbies 
and interests pertaining to food

2. Can you please describe what a typical week day 
looks l ike for you?
 Probe for: work vs. social outings, routines besides work, 
how days differ at the beginning vs. end of the week, what 
defines an eat out vs. a cook-in occasion
 Listen for: eating out, celebrating occasions, food-
related/fine-dining related activit ies

3. What do you look forward to the most each week?
 Probe for: weekly r ituals, special annual/seasonal 
occasions, outings
 Listen for: personal activity v. social,  entertainment; 
emotions associated with the activity 
    
4. What are some of your hobbies and interests? 
What do you think about the foodie craze? Is food/
eating a sort of hobby for you and why/why not? 
 Probe for: traveling, eating out, foodie-related activit ies
 Listen for: are these hobbies solo or group activit ies, 
how often they’re able to participate in their hobbies

5. How often do you eat out per week and what 
influences your decision if  i t  varies by occasion? 
 Probe for: What TYPES of restaurants do you frequent? 
Potential ly have them group the restaurants they visit  by type, 
let them define the “types” in any way that makes sense to 
them
 Listen for: What influences your decision for each of 
these restaurants? Does it vary based on occasion? 
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IN-DEPTH INVESTIGATION  (30 minutes)

Projective Techniques

Word Association: Please share the f irst thing that 
comes to mind when I say this word.

Restaurant
Treat yourself
Hot dogs
Sandwich
Noodles & Company
Casual dining
Fast food
Friends
Panera/Bread Co.
Celebration
Special occasion
Family
Dining out
Obsessed
Brands

Brand Personality Association: Please match which 
brand each group of people is most l ikely to eat at. 
(Provide images of different types of people and ask 
participants to associate which person is most l ikely 
to eat at which fast casual restaurant.)
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FAST FOOD CATEGORY

6. Can you please describe what a typical fast food 
experience looks l ike for you? 
 Probe for: type of environment (white tablecloths and 
well-dressed waiters or a casual place with TVs, burgers and the 
big game), type of food, occasion 
 Listen for: what they value most out of their experience 
(food, service, environment),  price, occasion, is it  routine or 
spontaneous (both in planning and where they go)

7. Can you describe your most recent visit  to a 
casual or fast food restaurant? 
 Probe for: Social ization, who was there, purpose 
of the visit
 Listen for: Rituals, moods, feelings

8. What types of restaurants do you choose for 
different types of occasions?
 Probe for: Brands, restaurant types
 Listen for: Competitors, restaurant category, fast casual
     
9. When you think of going out to eat at a fast food 
place, what comes to mind?
 Probe for: cuisine of restaurant (Mexican, Ital ian, 
American, etc.) ,  type of restaurant (QSR, CDR, FDR).
 Listen for: fast, casual, takeout, fast food, American 
food, local,  Chicago
     
10. When you go out for a fast casual meal, what are 
your expectations?
 Probe for: pre-planned or spontaneous, price 
expectations, food expectations, service, speed
 Listen for: type of restaurant (category), type of food, 
competitors

11. What is the most memorable casual dining 
experience you’ve had?
 Probe for: what made it memorable
 Listen for: i f  i t  was at a casual dining restaurant, service, 
menu, social setting     

12. I f  you could go anywhere for fast food, where 
would you go?
 Probe for: top-of-mind choices, what they l ike about 
their restaurant of choice 
 Listen for: Competitors of Porti l lo’s

13. Categorizing different fast food restaurants: 
*Provide l ist of different restaurants in fast food 
category*

Wendy’s
McDonald’s
Shake Shack
Giordano’s
Chick-Fi l-A
In-N-Out
Chipotle
Panera/Bread Co.
McAll ister’s
Nathan’s Hot Dogs
Dairy Queen

Please rank these restaurants in different categories:

Experience

Digital/Social Media
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 Probe for: Which of these do you l ike the most on social 
media? Does social media impact whether you use the brand?

Service

Health/Quality of Food
 Probe for: Do you normally look up and try to f ind health 
benefits/calorie counts when you go to fast casual restaurants?

14. Do you ever use meal kits? Would you consider 
using a meal kit instead of going out to eat?
 Listen for: Meal kits as competitor
     
PORTILLO’S BRAND

15. How famil iar are you with Porti l lo’s?
 Probe for: How was their f irst visit ,  what was the 
occasion, what did they remember about the experience? 
 Listen for: what they usually order, emotions associated 
with their experiences, reaction to Porti l lo’s name, knowledge of 
history

16. This is a Porti l lo’s menu. Go ahead and look 
through it and tel l  us what you would order. Why?
 Probe for: what stands out, favorite items, things they 
didn’t know
 Listen for: confusion about menu items
     
17. What has your experience with Porti l lo’s been? 
 Probe for: food, service 
 Listen for: emotions (posit ive/negative), specif ic 
experiences 

18. What feelings and emotions do you associate 
with Porti l lo’s?

 Probe for: Attitudes, emotions
 Listen for: emotions (posit ive/negative), brand values

19. If  you have been to Porti l lo’s, what restaurant do 
you think is most similar here in Columbia, Missouri? 
 Probe for: Defining aspects of Porti l lo’s experience and 
food. 
 Listen for: What do you think is the quintessential 
Porti l lo’s occasion, what does Porti l lo’s do better/ different from 
anyone else? Is Porti l lo’s r ich Chicago history something that 
interests/appeals to you? Why/why not? What would you say to 
a fr iend to get them to try Porti l lo’s?
    
Closure (5 minutes)

So today, we talked about fast casual dining and 
_________. Did I understand everything correctly? 

Is there anything else you wanted to share that you 
didn’t have the chance to say today?

Thank you so much for your t ime!
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FAVORITE MENU ITEMS

CHOCOLATE CAKE
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