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EXECUTIVE SUMMARY

Corporate culture is increasingly important to today’s workers, and foodservice is its most 

visible manifestation. By offering fresh and varied menu options from breakfast to afternoon 

snacks or even evening fare, dining facilities save employees time and money, provide a 

change of scene, facilitate encounters that spark cross-departmental collaborations and 

enable deskbound workers to grab takeout to maintain “flow” during busy times. For the 

company, foodservice is a cost-effective investment that boosts both productivity and 

morale. In this report, you’ll learn:

•   How to meet consumer preferences that drive satisfaction with corporate dining

•   How to effectively compete with restaurants and food from home 

•   How companies can entice more workers to purchase from the company cafe more often
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On-site dining in business and industry (B&I) settings 

is a $16.4 billion business in the U.S. That represents 

one out of every seven dollars spent in noncommercial 

foodservice settings, according to Technomic’s Jan. 2019 U.S. 

Foodservice Industry Wallchart. There are more than 10,000 

points of service—dining rooms, cafeterias, lunchrooms and 

canteens—in office buildings, production plants and other 

B&I settings across the nation.

And company dining is a growing category, currently 

expanding at a steady rate of 2.5% a year in terms of sales.

In recent years, the profile of on-site corporate foodservice 

has been raised significantly by Google and other San 

Francisco Bay Area technology firms that offer their youthful 

workforce lavish foodservice over extended hours, either for 

free or at low cost. Spots for accessing foods and beverages 

are sprinkled around campuses, from full dining rooms 

to beverage bars and kiosks—giving workers a variety of 

convenient spots for meetings, informal chats or quick 

breaks, as well as easy access to grab something to eat back at 

their desks or elsewhere.

These glamorous new foodservice options are so attractive to 

workers that they’re actually leading the restaurant industry 

and sympathetic municipal governments to fight back against 

the heightened competition. The city of San Francisco last 

year considered banning new corporate cafeterias in order to 

level the playing field for nearby street-level restaurants. (The 

proposal was later amended to a requirement for a special 

permit for foodservice in new corporate office buildings, then 

sent back to the Planning Commission for further review.) 

Similarly, the nearby city of Mountain View, Calif., passed an 

ordinance banning company cafeterias with worker subsidies 

of more than 50% of the retail cost of meals.

There are more than 10,000 points 
of service—breakrooms, cafeterias, 
lunchrooms and canteens in office 

buildings, production plants and other 
B&I settings across the nation

Year-Over-Year Change in Foodservice Retail Sales Equivalent (Nominal)

2010 2011 2012 2013 2014 2015 2016 2017 2018
(forecast)

2019
(forecast)

-2.1%

-0.3%

3.9%

2.1%

4.0% 4.0%

3.3%

2.5% 2.5% 2.5%

Source: Technomic, Inc. Wallchart
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Consumers testify to the increasing importance of 

corporate dining. Of consumers polled by Technomic, 45% 

agree that they’re eating more company-provided foods 

and beverages at work than they were two years ago. Among 

consumers under age 45—who represent the majority of 

today’s workers—close to half (49%) say they’ve increased 

their purchases from the company cafeteria. 

Employees take advantage of corporate dining in significant 

numbers for most dayparts, including breakfast, lunch and 

morning and afternoon snacks. Reflecting the importance of 

shift work in the U.S. economy, around a quarter even report 

sourcing dinner and late-night snacks at their workplace on 

at least a weekly basis.

Workers are well aware that on-site dining offers benefits  

both for them and for their employer. They believe that in-

office breakfast and lunch, in particular, contribute  

significantly to their job satisfaction. And they also believe 

that breakfast or lunch provided by their workplace will 

boost their productivity.

45%
agree that they’re  

eating more  
company-provided 

foods and beverages 
at work than they  

were two years ago

Employees 
Who Source 
from Company 
Foodservice Once 
a Week or More

Q: How often do you consume the following meals from a food and beverage facility at your work?

Base: 222 consumers whose workplace has an on-site eating establishment
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Afternoon Snack Dinner Dinner Snack

47%

28%

23%

57%

46%51%

LunchMorning SnackBreakfast

Q: For each statement regarding food and beverage options at your work, please 
indicate how much you agree or disagree on a scale from 1–5, where 1 = disagree 
completely and 5 = agree completely.

Base: 222 consumers whose workplace has an on-site eating establishment

It is important 
to my job 
satisfaction

Would enable 
me to be more 
productive 
throughout 
the day

On-site breakfast

45%

61%

On-site lunch

60%
66%



5

Competing with 
Restaurants and 
Food from Home
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Even with on-site foodservice as a convenient option, 

employees have many other ways to source meals before and 

during the workday, and they take advantage of all of them. 

Younger workers are used to eating on the go, and often begin 

their day by grabbing a handheld breakfast from their own 

kitchen or from a convenience store and then eating either in 

transit or at their desk. On different days, breakfast might be 

eaten at home, purchased at a restaurant or coffee cafe, or even 

skipped entirely.

Bringing food from home is the most obvious and cost-

conscious alternative to buying breakfast or lunch at work. 

However, restaurants, coffee cafes and food trucks are all 

formidable competition for corporate on-site foodservice, 

particularly in urban areas where there are a multitude of 

alternatives on any city block. Breakfast can be conveniently 

obtained on the way to work, and lunch outside of the office 

can be seen by workers as a welcome break from their routine. 

Corporate foodservice operators legitimately see local 

restaurants and food shops as competitors, but it might also 

be productive in some cases to enlist them as collaborators. 

Offering items brought in from local restaurants or bakeries—

like local breads or bagels displayed with brand-name 

spreads sourced from your broadline distributor—could give 

employees a perception of novelty and variety when they are 

unable to venture outside the office for culinary adventures.Q: How likely or unlikely would you be to do the following on a scale of 1-5 where 1 = 
very unlikely and 5 = very likely? 

Base: 222 consumers whose workplace has an on-site eating establishment

BREAKFAST

LUNCH

“On workdays, I would be likely to...” 
(Top two box = very likely and likely) 

68%

of consumers  
whose workplace  
has an on-site  
eating establishment 
would be likely 
to bring lunch to 
work from home

Obtain lunch 
from work 57%

Obtain lunch from a 
restaurant or foodservice 52%

Bring lunch to 
work from home 68%

Obtain breakfast 
from work 50%

Obtain breakfast from a 
restaurant or foodservice 42%

Bring breakfast to 
work from home 60%

Eat breakfast in transit 46%

Eat breakfast at home 56%
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Given potential benefits to the business in terms of both 

enhanced productivity and making a statement about the 

company culture, how can companies entice more workers to 

purchase from the company cafe more often? The testimonies 

of workers themselves offer important clues. Employees say 

they would like to see:
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Portion control:  

64% of employees say controlled 

portions are important to them.

More options in general:  

This is important for every 

daypart, with 50% craving more 

choices for breakfast, 47% for 

morning snacks, 58% for lunch 

and 44% for afternoon snacks.

Coffee the way they want it:  

84% expect their employer 

to offer hot coffee, and 58% 

would like to see more coffee 

customization options such as 

creamers and sugar alternatives. 

Fresh fare:  

76% want foods that are fresh or 

prepared daily.

Good prices:  

75% say affordable or subsidized 

pricing is important to them.

On-the-go options:  

73% look for convenient 

takeaway—not surprising since 

55% of workers prefer to eat 

breakfast at their desk, and 51% 

like to have lunch by their laptop 

or computer. 
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Breakfast offerings are key to increased worker satisfaction 

with foodservice. Above all, employees see room for 

improvement in workplace offerings when it comes to the most 

important meal of the day. 

For example, 71% of consumers say they need quick, 

convenient food and beverage options in the morning, and 

56% say it’s a real challenge for them to eat a balanced 

breakfast during the work week. Further, only a minority of 

respondents (43%) report that their workplace offers a robust 

breakfast program. For most companies, the morning daypart 

is likely the area where attention to improvement will offer the 

greatest and fastest payback.

Innovative corporate dining programs around the country 

are taking steps to meet these employee needs. Here are a  

few examples.

Breakfast: Beginning at 7 a.m., eight kiosks around the Epic 

Systems corporate campus in Verona, Wis., offer simple grab-

and-go items like hard-boiled eggs, baked-egg cups, breakfast 

burritos and hot cereal. Two of the eight kiosks stay open until 

mid-afternoon. 

Portion control: At Dropbox’s corporate headquarters in San 

Francisco, food stations at the cafeteria Tuck Shop include 

a branded “625” station where all items are guaranteed to 

contain 625 calories or less.
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Transparency: Restaurant Associates implemented a seasonal 

program called Farmacy at several corporate headquarters 

in different cities. Farmer’s market-style displays of fresh 

vegetables and fruits feature signage explaining their 

provenance. Menu specials at stations throughout the dining 

room highlight a specific Farmacy item each day, such as 

heirloom carrots. In some locations, area farmers have visited 

corporate offices to chat with employees. 

All-day coffee options: At the new Adobe headquarters office 

in San Jose, Calif., foodservice options include an all-day coffee 

bar with espresso drinks and Japanese-style iced coffee, novel 

types of java of interest to workers seeking a change of pace 

long after they’ve drunk their morning wake-me-up coffee. 

On-the-go options: Sprint corporate headquarters in 

Overland Park, Kan., offers desk delivery of its global fare, 

including Indian and Mediterranean items and noodle bowls. 

At Wells Fargo Advisors in St. Louis, self-checkout kiosks allow 

employees to order, pay and return to their desks quickly; 

those working late can use the kiosks to pay for grab-and-

go items. At AIG headquarters in New York City, foodservice 

options include the 24/7 self-checkout Bodega, stocked with 

grab-and-go salads, sandwiches, yogurts, dried fruits and 

nuts, desserts and beverages.
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We understand that corporate foodservice operators are 

challenged to provide a perception of both variety and quality 

in their food and beverage offerings. Simultaneously, they 

are called to hold the line on ingredient and labor costs in 

order to make foodservice economical both to the hosting 

company and to employees expecting a valuable work perk. 

There’s one more consumer survey response that hands us 

the key clue to solve this puzzle: 

59% of workers say it’s important that the food and 

beverage options offered to them at work feature 

recognizable and trusted brand names.

How Branded 
Foods Create Value

The vast majority of company employees (85%) are 

receptive to the idea of experiencing specific branded 

products in their company lunchroom. Of the top 10 branded 

items consumers named as something they’d like to have as 

options at work, the first three are types of jams, spreads and 

nut butters for use on toast, bagels and muffins. Several coffee 

brands appear on the list, as do various brand-name packets 

of sugar and low-calorie sugar alternatives that are usually 

displayed near the coffee vessels. 

Without exception, these items are easy to add to menu 

offerings and to highlight as premium branded fare without 

modifying existing food or beverage recipes or formats, 

making them an excellent way to boost perceived value and 

product variety within corporate foodservice settings.

What kind of brand names 
do they have in mind?

59%
of workers prioritize 
recognizable and 

trusted brand names
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01 On-Site Dining Is Key to Employee Satisfaction 

Foodservice is the manifestation of company culture most visible and most important to 

employees, so it’s worth serious investment. That includes dining room decor, kitchen facilities, 

skilled foodservice management and high-quality ingredients. Consider an employee poll, focus 

groups or an employee advisory committee to help management learn what workers want. 

Employee engagement should be ongoing.

02 Business-Building Begins Before Work

Boost satisfaction by going big on breakfast. In today’s fast-paced world, your employees find 

it challenging to source balanced meals or even the caffeine jolt they crave before they walk into 

the office. A variety of tasty, nutritious, portion-controlled grab-and-go breakfast fare, coffees 

and other beverages, offered from early morning to mid-morning, can alleviate the need for 

workers to stop at a QSR or c-store on their way in and help them start the day at their best. 

03 Change Is Good

Keep an eye on national and local food trends and change up the menu frequently. Your foodservice 

competes with restaurants, food trucks, shops and retail foods, including ready-to-eat products. 

Your youthful workforce is tracking trends on social media and cooking shows. If your offerings are 

not fresh and exciting, your employees will source their food elsewhere. Ask your employees for 

feedback and use the resources of your food suppliers and foodservice managers.

05 Names Impress

Branded products are the ideal way to build an image of quality and variety in the company 

dining room. Having on hand a variety of name-brand jams and jellies and nut butters near the 

bagels and toast or a selection of sweeteners beside name-brand coffee gives diners plenty of 

choices while reassuring them that their company has invested in the best products. 

Variety is the Spice of Life

Your workers come from different backgrounds and generations, and their needs change over time. 

Even the freshest, most scrumptious food and beverage offerings won’t please everyone. Remember 

to offer something for every need (dine-in or to-go, diet fare to hearty meals, alternatives for 

vegetarians or those going gluten-free, and so on). And switch things up frequently.

04

Key Takeaways
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Good memories in the making.™

©/® The J.M. Smucker Company
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In today’s environment, highly qualified workers are scarce, and companies are competing 

ferociously to attract and retain them. Outstanding foodservice gives you a “wow” factor 

that helps attract new hires and boosts the quality of work life every day so the best people 

stay. Branded products from Smucker Away From Home are an important and easy way to 

boost employee perceptions of food quality and variety. We stand ready to help. For more 

information, contact your Smucker Away From Home representative or visit

www.SmuckerAwayFromHome.com/contact


