
P R E S E N T E D  B Y :

From consumer signals to social buzz:

How Chili’s turns 
insights into brand 
momentum

&





P R E S E N T E D  B Y :

From consumer signals to social buzz:

How Chili’s turns 
insights into brand 
momentum

&



&How Chili’s turns insights into brand momentum4

Today’s 
speakers

Sarah 
Houghton, 
Senior Manager,
Consumer Insights
Brinker International

Ashley 
Brown, 
Senior Account Director
YouGov
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In 2023, Chili’s new leadership put the brand back on 

national TV and introduced a new, data-driven marketing 

strategy Marg”

The evolution of 
Chili’s audience

Reaching older consumers through value-

oriented messaging

It all starts with“

Reaching Gen Z through relevant, buzz-worthy 

social content and viral moments
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“Make it relevant”

Gen Z (13–28) 

Gen Z is selective with attention and engagement due 
to the endless products, services and content options 
that are aimed
at them.

• Mindfulness

• Trend adherence

• Social promotion

• Personal values

Now with higher spend power 
than Boomers

54%

Living 

with 
parents

87%

Single/ 

unmarried

12%

Have 

children

“Make it worth it”

Millennials (29–44) 

Milllennials are trying to juggle career, family, and 
personal goals while weathering global crises, 
influencing how, what and why they purchase.

• Quality

• Value

• Experiences

• Escapism

Generation with the highest spend 
power currently

54%

Living 

with 
parents

53%

Single/ 

unmarried

44%

Have 

children
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Meeting distinct generational needs
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Older generations are more likely to see 
ads on traditional TV, where Chili’s 

reaches them with “3 For Me” value 
messaging. 

Younger generations are more likely to be 
talking about brands and driving buzz 
online (looking at you, cheese pull!).

Source: YouGov BrandIndex

Ad Awareness – Gauging the recognition of a brand's advertising: Which of the following brands have you seen an advertisement for in the pas t two weeks?
Buzz – Net of Positive and Negative Buzz: Over the PAST TWO WEEKS, which of the following brands have you heard something POSITIVE/NEGATIVE about (whether in the news, through advertising, or 
talking to friends and family)? 
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Mapping Buzz to key campaigns

SOURCE: YouGov;  n> 200 daily survey respondents per age group

BUZZ: Over the past two weeks, which of the following restaurant chains have you heard something positive/negative about? (Net: Positive-Negative)

3FM Winter 3FM Spring Big Smasher

Big Smasher

Espresso Martini

Mozz Cheese Pull

Mozz Cheese Pull
Big Smasher

HC Mozz

TD 
Merch

Dude 
Perfect

0

10

20

30

40

01/01/2024 25/01/2024 18/02/2024 13/03/2024 06/04/2024 30/04/2024 24/05/2024 17/06/2024 11/07/2024 04/08/2024 28/08/2024 21/09/2024 15/10/2024 08/11/2024

Gen Z Millennial Gen X Boomer+



&How Chili’s turns insights into brand momentum9

Watching TV Watching Movies
Playing/Listening to 

Music
Browsing the 

Internet
Reading/Books Video Games Cooking/Baking

Activities While Watching 
TV

Attitudes toward Movies
Concert/Festival 

Attendance
Attitudes toward 

Browsing
Audiobook Interest

E-Sports Franchise 
followed

Cooking with Others

Devices Used Devices Used Devices Used Devices Used Book Format Frequency/Recency Food Concerns

Genres Frequency/Recency Frequency/Recency Frequency/Recency Book Genres Genres
Frequency of Cooking 

from Scratch

Method of Discovery Genres Genres Influencers Frequency/Recency Method of Discovery Frequency of Baking

Networks Methods Used to Watch Importance of Music Internet Activities Magazine Interest Platforms
Importance of 
Healthy Diet

Streaming Services Top Actors Method of Discovery Networks Reasons for Reading Reasons for Playing Meal Kit Usage/Provider

Time Spent Top Movies Time Spent Posting Frequency Top Books Streaming Frequency Recipe Usage

Top Actors/TV 
Personalities

Watching Location Top Podcasts Reasons for Using Social Top Authors Top Games Source of Recipes

Top Shows Top Artists by Genre Types of Websites/Apps
Ways to Discover New 

Authors
Top Streamers/ 

Broadcasters

Themes to inform strategy & targeting

Source: YouGov Profiles. Categories shown represent a selection of available variables (e.g., behaviors, attitudes, media consumption) that can be used to identify and target audiences with potential affinity to Chili’s.
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Consideration of Chili’s among fans of The 
Office aged 18-34

Fans of The Office aged 18-34 Gen pop

Chili’s Scranton 
Branch

“A moment this big was way 
more than a pop-up could pay 
off, so we created Chili’s 
Scranton
Branch to feel like a familiar 
home to fans complete with 
the perfect throwback menu 
item.”

George Felix,

 Chief Marketing Officer, Chili’s

Source: YouGov BrandIndex. Consideration for Chili’s, Jan. 1, 2022 to July 31, 2025. 52 week rolling 

average.
Fans of The Office aged 18-34, based on positive rating for show. n> 138 
Gen pop n> 21,000
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MozzMates:
Be the cheese pull

Source: YouGov BrandIndex. Consideration for Chili’s, Jan. 1, 2022 to July 31, 2025.

Fans of The Office aged 18-34 based on positive rating for show. 52 week rolling average.

“…we're excited to give more fans the chance 
to not only pull the cheese … but be the 
cheese this Halloween.”

Jesse Johnson,

VP of Marketing, Chili’s
Source: YouGov BrandIndex. Impression of Chili’s, Jan. 1, 2023 to Dec 31, 2025.

Peacock streaming customer aged 18-34 n>125 ;  All adults aged 18-34 n> 4,000
52 week rolling average.

0

10

20

30

40

50

60

70

01/01/2023 01/01/2024 31/12/2024 31/12/2025

Impression of Chili’s among Peacock 
streaming customers aged 18-34

Peacock customers aged 18-34 All aged 18-34



&How Chili’s turns insights into brand momentum12

Tecovas
booth boots:
Wear the booth

Source: YouGov BrandIndex. Consideration for Chili’s, Jan. 1, 2022 to July 31, 2025.

Fans of The Office aged 18-34 based on positive rating for show. 52 week rolling average.

Source: YouGov Profiles USA December 2025, Attitudes about retail.

Chili’s considerers n> 3,950; Gen pop n> 401,350
Percentage who “Definitely agree” or “Tend to agree” with the statements.

“We took one of the most 
recognizable parts of the 
Chili’s experience — the red 
booth — and turned it into 
something people could 
wear.”

Jesse Johnson,

VP of Marketing, Chili’s

Chili’s considerers say:
“ I’m more inclined to buy products that are 
advertised as limited edition or exclusive. ”

“ I’m willing to pay more for products that 
are handmade or artisanal. ”

21% Chili’s considerers
vs. 17% Gen pop

44% Chili’s considerers
vs. 41% Gen pop
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The Queso 
Crisis

Brinker. For the love of all things molten and holy, I am 
begging you, keep your greedy little paws OFF the Skillet 
Queso. 
This is not a menu item. 
This is not a “cheese dip.” 
This is a pillar of civilization.
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Queso Buzz trendline
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Positive Negative Net

Negative Buzz increased around launch but was offset by 

corresponding increase in positive Buzz

YouGov BrandIndex | Sample c. 2,600-4,900 per brand for total population

Q. Over the PAST TWO WEEKS, which of the following brands have you heard something POSITIVE about (whether in the news, throu gh advertising, or talking to friends and family)? / Now which of the 
following have you heard something NEGATIVE about over the PAST TWO WEEKS?



Conversation topic
Interview 
mentions 

Engagement (of 
10)

Sentiment
(of 10)

Food quality and flavor 148 6.1 8.2

Value and meal deals 77 6.4 8.3

Social recommendations 
and influence

72 5.6 8.0

Atmosphere and social dining 56 5.6 8.3

Staff and service quality 50 5.4 8.0

Advertising and media exposure 48 5.6 7.3

Menu variety and options 29 5.2 7.5

Location and convenience 27 5.1 7.1

​YouGov BrandIndex Voices, March 23 - April 12, 2026. U.S. adults interviewed about positive Chili’s Buzz: n=58. This analysis was completed with AI;AI can make mistakes. 

Sorted by interview mentions, which measures how often a topic came up throughout all conversations. Sentiment measures the emotional tone expressed toward a theme.​ 

Engagement measures how “interested” or “involved” participants are with a theme, from references to passionate discussion.
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Key themes & sentiment analysisIn their own words

Based on 58 AI-led interviews with 
Americans who heard something positive 
about Chili's

Why Americans are saying positive things about Chili's

High engagement,   
High sentiment

”A burger at Chili's may cost $12.00 while the same amount of food 

at McDonalds or Burger King may be closer to $16.00. No one could 
argue the difference in quality between McDonald's and Chili’s.” – 
Female, 50+

“My friends were talking about how their Triple Dipper has gone 

viral, especially the mozzarella stick. One of my friends has never 
been to Chili’s so we said we should go sometime.” – Female, 35-49

“I used to go now and then, but that was like 10 years ago. But I’ve 

been hearing more about it since they’ve been having this big Triple 
Dipper marketing campaign and the Wicked margaritas. Some 
friends even suggested we go eat there to get the Wicked margaritas 

and then go bowling. That was this past December. We went and it 
was the first time I’d been in probably 10 years.” – Female, 35-49

“I choose chili’s over other cause the portions are bigger, the deals 

are good and the service is friendly” – Male, 18-34
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Questions?

16



YouGov, 2026, all rights reserved. All materials contained herein are protected by copyright laws. Any storage, reproduction or distribution of such materials, in whole or in 
part, in any form without the prior written permission of YouGov is prohibited. This information (including any enclosures and attachments) is propriety and confidential and 
has been prepared for the exclusive use and benefit of the addressee(s) and solely for the purpose for which it is provided. We make no representations, warranties or 
guarantees, whether express or implied, that the information is accurate, complete or 
up to date. We exclude all implied conditions, warranties, representations or other terms that may apply and we will not be liable to you for any loss or damage, whether in 
contract, tort (including negligence), breach of statutory duty, or otherwise, even if foreseeable, arising under or in connection with use of or reliance on the information. 
We do not exclude or limit in any way our liability to you where it would be unlawful to do so.

/Research Reality

Thank you

https://business.yougov.com/
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