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Cuisine Made Easy, Inc.

WWW.cuisinemadeeasy.com. Email: service@cuisinemadeeasy.com. Tel: (408)685-2597
1146 W. El Camino Real, Sunnyvale, CA 94087

THBFEASRRACHEE, RREHAIEEESE, WL E B
High Quality Dim Sum/Appetizer

44 Made for Restaurants & Foodservice Industry. We provide free sample (not include shipping) for business account

August 2025

YT PO AT s

HRR RS EC)ap -t
Ha Gao Pork Siu Mai Chicken Siu Mai Fried Chicken Mochi Taro Shrimp Cake
9 Ib, 160 pes per case 1 Ib, 140 pcs per case Net weight: 11 b, 140 pcs 111b, 100 pes per case 9 1b, 60 pcs per case

hEE XRE

MES =EG [SEINGA
Egg Custard Bao Vegetable Bao Bokchoy Shrimp Dumpling Shanghai Pork Dumpling Charsiu Pork Bao
9 Ib, 100 pes per case 11 lb, 160 pcs per case 21 Ib, 144 pcs per case

Net weight: 21 Ib, 180 pcs Net weight: 20 Ib, 144 pcs

; : . T - —a—ang BERAIE UEHE E20ta Fht mza
@ : | . = Sesame Lava Bao Red Bean Cream Bao Pandan Bao Taro Bao Durian Bao
s a.us > Net weight: 21 Ib, 180 pcs Net weight: 21 Ib, 180 pcs Net weight: 21 Ib, 180 pcs Net weight: 21 Ib, 180 pcs Net weight: 21 Ib, 180 pcs

https:(icanyinjia.us

‘ -
= " nna ERURR CHIELES 5 M5
E%E;{é 176 ﬂEE'\Jﬁ Chicken Bao Vegetable Dumpling Chives Dumpling Chaozhou Shrimp Cake
21 1b, 144 pcs per case 11 Ib, 100 pcs per case 11 1b, 100 pes per case 9 Ib, 140 pcs per case

RS L, SEEESDIL
B BEFR—E,

BEENEE Pyl TExaT

ZtA
Cream Cheese Crab Puff Chicken or Pork Wonton Beef Jian Bao es Pocket
Net weight: 8 b, 160 pcs Net weight: 8 Ib, 260 pcs Net weight: 18 Ib, 180 pes 11 Ib, 80 pcs per case
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‘ The Best Dumplings
*in Seattle x }
1T || 1
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RS E o USDARSA BT

BERNEBRRRMER

BRI 35 B 2 X 28

(Kevin, Ridgeland, MS)

EFRRAREZS,
HMT RBIRE

"R ETRER , OnEREL R
5-Star Chef’s Recipe. Ready in 9 Minutes.

K#tas. Hiitin, PTAABRAESERLR

Appeciminsly & durspiegn  Fisadyin 11 8ndes < Shemar Shesis inchdea

SOUP DUMPLINGS

SUSHI & GRILL

» A)
AT BT
L LELS &
REMGEENEVKE
Our success comes from
the proven deliciousness validated by our customers.

mIBREEE, BAEOBRE,
MheEBHrREERREAREN

BRED, BIEHETRK!

Experience the legacy, one bite at a time.

S EPET B | Supreme Dumplings JE 4% /2 iR /)N 58 B
MIERBERKE!

Let’s connect and bring Supreme Dumplings to your menu!

Contact Information / B#& 5=t :

#iTE CEO MOBILE  +1-206-313-0449
T E?z JE EMAIL brandon@kizuki.com
o LINE amazon1023

Brandon | weChat GMT-i1023

PP More varieties and flavors available!

HUR @I E B 5 8%
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JEE AT B M I SR — A R 2 B SR Al
o BARBONH, HBANMEZWRAZAR

Y,

AT RIS, Kenny EHEHKE
ML g, e,

MEWAHAAANECARNBEBE N B HmAELE, |
R BEMEECRE ZREARTHAH, 1]
BN EZRILFREERLREHRITH, AFRE
EETH Thomas i, flFE FI Mk & IR 49
Bk, AMAET FTENMIINKREE S
U

CEATREMEMITIE, AAHER —EESF
R, MAEMBKX, R2 NEEHHE, H
R ROD 2B, ERIRE &S, HR
I, BEWAE X, BOARTR, XREE
BT, FATHEFF LN W 7 H B EEIRT,
BMNEERREZH, MERMNAEEZAR
budget T TH K% Kenny RIS F,”

BT “LR&7, Kenny HE KO KM,

FEBELE/NNAFITEHEZ DR
B W B RA W2 DArb S0, FE T R & AT
BEN/NNGE, REHRMNZL, THES,
BOAZELSEAA RSB RNAER, 2ERA
23 KA AT 5 B TR TR T B R OB 12 T
PHRMHNES, BY THEERZIOLAI S

==}
HHo

“Kenny WHAEFRLZELBE, &%
WEMATE, MRE AR HZHR,
i —EBERRH, MERKRABHBE
<,” Thomas &, “Kenny A fif ik &9 i
BB IR WML, T—ITEF, ERA
WM&, TERZLITARTERNMRE,”

HNMILEBAT B Farmers market 1Y
& Kenny —E=%, EEREEMT AR
BRI E M A DA B RS, Thomas Wi,
Kenny N FREANIZREWEE, ZEHITE,
SEE 2 R o

“HIEFFEMANRER, <A ETLER
A3 E B AR 2 O R AR B0, (B0 R AT
AEZRBNARMFERETBA, HEHTE
LH N EmS,” Kenny Wi, “REB =R
WZARTE, FRIEEHNCANF A B KU T 0%,
—BEEIRAERENAKTF X, HzE
EZREELMRERANNITREEIRA D
FER, XM TFRERMNIEBMLRRSE, X
BEXHESMIERELRRE, H2RER
AERABTEERMIILCBIXREESR, £
THEKIEE H AN HKEE, RANEE
KA REE,”

“HEF SRR, W, &, BEEROREE
EEM, HLE0NEENR KN &S
ik, MEFHNEMMFETME, BTUR
ML IR — B R IR AT

MBZEIMA—FE, Kenny 2ENHEIA, &
&%, REMIRIE, B W AR A4 B 2
MEBHMNIES, M Thomas NIESHEHRER
FAESNE, BB MBEBHTENEA,
BARBEGIKMFAL, EA G5 T —REM,
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Thomas fl Kenny H & ¥, &M 7 — 1
LN FHETRENASME, B HEE
tasting menu ( M % 3 £ ), Tasting
menu IFFEESHRELS, B—fH
FEBLETNZEAEE, BEXSE/N
SR, fRRREINF AR b, SR XUk
Bk, TELAGBENE, BL—RF]/)N
mE, EWEWHXE, LEFE—-RAE
AR R Y SE R R 5 R U, B R
o Ui R I R R LR 2875

2017 ¥, Thomas fl Kenny R7E £ & & 4
H tasting menu, #Rfh 298 E£&. WIFF4A
BRI AEE, EF A RTEEAMIT, E
o5 R R ERMIER TIX DB Rk
EHERFET G T/ RNZHE,

BEREBNEEXD-NREYSEMEmAL
tasting menu WA AE S, it EFIHRE,
TERBFEANRENHERG, L HRY
KERE, BRI RAFEE R

Wi,

E B A /R #H E W E —YAO Modern
Cantonese Cuisine FFEALIESH L RX,
HEHEENERERZ, FEALKRER LW
B O — L 0 Y R S5 B3 AR R 4R B ok
B, MEMRSHBEENET,

“HEEEEE, KE. RS, HRETH
FREEILFEE, RHEBREETT, fine
dining B2 X, HTEET XD, A
DA AT IR X — 55, A RBLREZ A ==
], NERZIRE, FANTES—DRIK
%,” Thomas Uii&,

£ £ R # I l — F £ 1 YAO Modern
Cantonese Cuisine BN T HZEIE/EW
ZM, BRTEIEIE R, EAOREETEA
G519, B DAMERDLRAIE A B

—H RS EETEBEARNZE SRR
i, KRPEMKEEENSE S 008
5% TR A AL A R B B A KR NIRRT Y
BB REMNKERS AR EES, XE@
RKFEAH N B EWE" SH &, |

B Sa—.

BENIENE AR AL, B¥E, B
B9, FEEVEE, BHERAYRTH
ARBEEFR, 22283 a6 K
MAEEERE S, TUERENIENE —E
KMEALSRZEE, “RENTERRIK,
BMFREEBRAEMESFHES, KN
RA S RANE R EBE(R, " Thomas Ui,

CHEHBATBIUAIN, B8 B2 R,
SPEAKS F R B T AR A A R S 2 R R R
iR, MEMDNARNNE, SEJLVENNAE,
RAAAEX NN, EE2EEEFATT
h, JPEEREL.”

DL 7E 2 5 38 % K8 /Y tasting menu 7£
YAO H T ¥ iy 44 Fr “RE (Jia Yan)”,
Thomas f “Jia Yan” N & B M bR & 1% O
¥ro fthii, P4 H tasting menu, HE
H omakase (%% i&: T otk B % 26 tasting
menu, R&EA “AHLLEFT", HEFREY B R
B R, AFEATYRAER), RITRER “Jia
Yan” RkRTRHEEEBENHERR, RE,
FIUEERBEFNEMBRBEEZNR N, &
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YAO, “Jia Yan” ¥ EiEfia. BANE.
7. FAETNERN. ERE EEEM, A
EREXTZ, a2 T®, ENLER
EEREN SRR,

EHIE, EWITHETEZSHONS 2,
Blan 1E 2024 4 X ¥ HA A, {15 A 23k
HHEANEHRAR KN KEFESET H&H
Bagels fl Sarge’ s Deli &1, #HH T
PN R IUR =G B RANEILR
ZHEMEGERN A TE IR =ZFES0E

K, RRBEEE,

AP RN XS F Z A EF — Dz
BHER, XXMM 1935 FFIMAEES: T H*
100 ENERESREHE R, RYBHENE
W RA - EREEIT], BERILKAR
M BEEZRASBAAMKN, XL
Bz, WAERDIRAINNEFEEIEZR
BAPRAA TR, 22—/ B8

“REERMNIFENESEEHZE, LAY
NHEE TR B WA A2 B F B, 1k
MEMEFEMEENM S BT AREE,”
Thomas #iiE,

“BIMEZER - NRETHNNET EE R

%, FAVE S E A HE S IE 2 E AL,
RIGFRATH  mAE bL L, FEMEH, Bz
4. Kenny #h 7, “FAITFEFEAAA
NTHERE, RAFRER, HEEMFH
HALEF R KA T =S 1A, A& RO IR
XAEEFZRMMET, X EIRE R
K, RERTEMNLENLXRE S, WFEMR
BEAWIF, EWERE, Xt EAKE
B, ERAZT, WERTHK. BRIMOBEEL
EEOVE A, JTRE— SR TR A BB B,
IRt AR EH VAR E AR RRER,” @

Jaig | 4 RAT

2025 % 1 A 240, EEXEBEEXEEWA
T+ N B 2024 F Kk kR X s AL B
ERBAL, AYHTEFEE YR
WARRERGEBMRTAY TRE,

20255 A 17 A, $ZRBKRRERLKE
BRTEREEANBETER, RTEURSE
EAREBRMBRL, BFTHEBALBIREL,

SEAKG T L, BHBRFFERE G L
KL &E, WER—MLTEER KDY
ERFR, MNMBEERITERTAHL
¥ YT

AHHFTRTHRMAKRLTHINE, B E

¥EORERAMNRK, mMEBRORDEY,
MEFEAH B ELERHRRXALT ZHK
BIRAMEEMAF, ERAMNLERLL
Bk, RBTGIER T EELNAELE T
B RT TR —F 2, FAERE T H
PR EGTIHE L, FHEREAFTHES T,
G BN B KRS TR AL R THAT A
B, NERBMRS. ABTHEIARGE,
AT LBHFHANT —ARBEEFHIER,

“ERT, RERFEBWMAFHET, E—HA
5 AZ B KA 0 B, bRk R &R
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2025 £ 8 B 1 H, & #ik 102
Bowery, New York, NY 10013 &
IE August Gatherings ik, —1
BRNEZRERREZRREF.
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BEXE, EABAYWIFmBARTELR, LibklL
HR. THERL TREFRE, LA LHETRK
L.

Kk, BE, FB. RRHBBFHLL AL LG
BRMEEEE A LEFENKE, RARLE X4
X, ABRMERSHNA " REME", REEFIRS
BEBRIHE, REKEED “HA", FRELBAZ
HRE,

E1IRE S
Chipotle & # % F

KB YR B R B T A 8
KL,

Chipotle Ef

2022 %4, Chipotle B R A AT K AFITAEREY (Fair
Workweek Law) R R B A E, HKEFH XA 2000 7 £
WAL A, FRY 13000 4R T, FIEAHFE: REH 14
RAOAHEHE . W ut R XA AME . KRB EIATEE
1,

2018 4, Chipotle FIfEE —AF RN WH M EE, £
MM AR P E “EME (wrongful termination)”, WEAE
#8800 F £,

RERERM

A A 0 W A A A R T L A )R P A SR R R R R
RBXAY 56.7 TR UMb, FAEEREHEHL
KK,

BRI R —FERE: EXHE, HFE. HR. mIE,
MEFENATTHRABALRE, —ELXAM, TR
KRR AT LF A,

WA M
FRZAN IR A

M Chipotle Bl S F, ALFMALARETHEZN, E
ET " HAR,

AR TERE AR LA ATERE T, ARG,
AR KRLLBRZ ZAAENSEAKEZ, LEiERT
FERK;

cEHEAFTESXMEZFLERIRAESABER.
EREEHEA, 2LLfish b RER" —if:

CRBEFW N T AEE, ERTHIRKEH;
R REHELSAEBN, LFBRALE. RTA;
AT ERBKBALE, BRIATERXMNREFT4L.

EXE, GAEHAEE, RRKEBERE, MAREHFK.

”No(hﬂlNoShow”
T A JR] S AL T T

"R ¥ HF (No Call No Show)” R B ARAT Akt & 37 F1 4L,
ENGRO R Y X E L EI A R X

1.ALERTHEFLKRTFMN, WA HFLE
LRI FAHIA;

2. HF—REUMEFTLY . HEEFTIEE;
3.k EEERE, LRI ETHNK;

4. S BRABFRIMELL KR, —BHZERE, K
B R MR A AL

BEBBELIMERIUA “no call no show” BrA& “4IE",
MELEFIHRE, HEEFFINE, XAER"
AR 3E AL B,

% i
R % 3258 i oy BT A

PEAREMELEMRI LT, BRERRRETH A"
GoE: N R M

Chipotle #2000 F 2 T fisk. ABFW kMg, &
AATRBR T E 4 FAEEE FEEXM, BEAL
J A, LT R AR TOE A & 05

AEMILBEE TS, DAoLsfiREuEx:
< AHEY A T E;

c FHEEFHEE L,

c BERWATER LSBT £,

EAZATEGH, FAMEMREREL, KWK
FET "HAA. EEA. @
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Gloria Ye

Gloria Ye, % @ = 94 A 54k
R, RERENILAFE 4oL K
JT Wolcano Teppanyaki #7844
A, FAFuh AR L
KOMEBE®E—, THHELE
e i 5 X AL R Gkt R BRI AL
K.

“ERFE”
bl:”%HJr JE”

BER

ERRATL, RAX—REFRERMELZEY, ARAEA-REBK
X, AR —mwEMFAE, X &, &4, RE. KAEH, BR
AVEBWRA; PAEHRE-ALETZART W, RERYS
HhHikse, AABKEERREGR L, kAR TH " TaRIEK
;A

BREAGEAT GRS OEA, KA RAIEA N EE R 021,
—RIERIAT LB E . REEHGER, #EMAEXRE, -2
WEE, A ERFERE REH.

EARGH, A RMEAEY " F - RE

F-AMFBEREBOTE, MA—AN"REHRRA, XIARE,
TRAERETEA, TAROBREL TMARAERAANERLZRLE M
AR .

HRERMWYER, SEREE LBERAE ERLEPFABOER,
SERSMT LMBRK, RS, AAZLLHE, KEOILRALMMY
—HPEL A,

ROCARFMBLRBE-RPRAPET, R rHEEA. #HE
A7 AEA, RINMBHEAL L. MANEERT, KRR EHS
AR, #—HE, BARMNAEZBE XA, Kk
VR EE R EERE, (RN WERHRFALE70% XL, #
BirmBpEemE R, AFEEWE—F, FPERRTFEARNK,
RALAT AT A

MR, R —AERCFRE. AHEH, BBRORET FRAEEN
HAAMEWARE, 2FFTRRL, AAEAMKR, FFERIR,
RAREEANERARE . ARTR L0 & HIER.

RESHF&RA, REASWATHAGIML, AEGEMEY, Aol
HBE.

35

The Restaurateur 2025




-

|
BRE ARG BT, AR IR FREELE
ol el Goldstar Sun
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BB AR o R R R RE], WA AR TP "R RAELERHRG? T RWEEL: X
Bk, ERGNEIF e EINE, LK &R AURAFMMT, MAALRA",

Bsmslvess ) ( EZlansEy )

o RIAM. NEFHK, REMRT—RETRA W

CREE, AEfeABIWENE, KRAELEA2RA %,
mMABACITHTA——RIR . BR. ST, Lk,

BIBBRE "HEEE FLEM, AL g, RABBIFEFTLEXGEAED,

MARGFHATIE, BHEARNTAHEI, HREI

HELRAN K ERRRRBYWEA, REMLER, flae, REARFEAE "HE " FRE", RN

WA AE, B, BERKMW, WAEM. K. BRRA—AMAEAREBTE W, RELERXR

ENEELSREWEA, WNAXRATHAER, @ P B R MR AW, RBRAAKT & SRR,

AN R EATA M, BN FREFR., X—8, EXERTAE &

WertkIL, mMAVEBELETH " HL,

BE &SR, FRABAZ—BARECRTF, EXEAY

MBEZE T XEHARRBELLGA, B MR OWEART, AWECREEFT, K
WA “HECHEEE” WRAEMB, KBKE, F
BRMA ARG RS, LEATREER WEHB, ARERSHE, mA—F " REMR" W

AR, RKAHEF N

ERMER, RLSFEIHENEIEEAMFH,

%ﬁ,@:fii%;‘i, 71‘76‘ “ A‘iiﬁ)&pﬁ AW, FRATE, REANEWFREE, XM "H
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HERRABRET "HERREK ARG, A LEW KAAKE, FHAXMERE, MATMBAL,
AT —AREZH: HEWRE, RETHRETY

A, MBETHRT, RETERCKE,

I
ARG ER, EERAEAR AL, XA BEAREN, AERAD
HEWHRXM, RTEEAY, BMAEARI4E, &

RFAZS, EMFEY FROBRALE, R
EAAHMEGHERN.

KW EA: LA MBETER GRS £
R “REETTRA-RBETHRA

Yoy H

Ml ALA R A, EA AR R
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w4, BH1E RS KE
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LEEWT, ME ok
",

—. ‘BB % @
a7 b

N R TR TS
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Score) AT &AM
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I B B9 TH 2% fw 47 12 . 1T
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FOHASKOA, ERT
1H 2% 3 N [F] N B S S B R
R RN =N,

maERE:
RSt EENAE "R

1 o R A R E R B
ERENTEME, BAZ
BB AR 2 Fh2s, RN
%, LA Hot Water (&
K). Hot Tea (FZ).
Bottled Water ( i %%
K) FRIRAREN & D
TR, AL R T B AT
R, BRIRENE
K, AR TIEGHEX
LA “EIRELE” MTHE R
S, XERFERTE R
R GE ST H A ER,
BLARE b B 2 Y
PR o

T F F K OB,
Cappuccino ( & i #
). Blueberry (%% &
i ). Boba (& & ¥}
% ). Bubble Tea ( 2
ERIA) DA Latte (=
) FEHL RIS
LTRERMEIF RN, BET
i %5 181X — I Bl 4 2L B
AR E M. BT RHD
BRENIR G, X—IAR
AT “FRHREG
Hir s, oy m b4 4t
TN IR T R 2
Mo

M OSF o

M B N B, B
Strawberry (EZEIX M
HRER, XEBEF. BH
HEH 2B ERIRGEZ
B RERBEMPA LR
2R E B F R,

thor ARG
RIL W — E B B A =0 1

T &S HRE, B
H AR B R R IK E A &
MBS R T B, B R
I B S B B A A
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FATET LATE hvE i 78 2
HBEEEARAE =T
0 B 7R R 5 TH 28 I 47 o
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Sk, WETIERRE
Ky R AR I BRI
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SR HEHRLF; B
BRI DA EEAE 22 5 R &
MW mRRNES, BEHR
fiR PR IR it TR 52

mh R 5 BT RIRYE TR
PRI 7R HE R B S B AR
1 73 2EL TR it L AT 38 B B
EHE AR, FoHEK
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T A% 270 2EL AR o U PR 2 R
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BAERIES > SIS
WEH, KIEERERM
AAMEE S B INE LR Tt

L8R LS E Y IR
Ji£ 51 Bt
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B HT B E AT B DU#
R B 2 2RIE £, FK
£, BRZHNEENE
NREEEH—E “MEHE
FE” ORI, XLEHERD
FAEEA, MEELEIX
e B R I TR AR T LT 5
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FHESEHBLE, HES
(VEE Yo AP i
BMNARGHMHE T ZDFE
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FEE RN, FREAE A 2K 25
o 77 H + W B + K 7,
EB+EX+RM EXA
W+ Nz, XEHE R
THENT “EEAEARR”
HIIBSR, 4 5 i A & S AT
“ZIEAT BEH, ML
P& LN LT 2 R 2 R
AR T T B R AR A

2. 55EH “=HE . B
fi. SREENEEH%=A

FRILAZBEFEELEN G
A 5E 48 F FE1E, Tuna (&
Zf), Salmon (=),
Roll (FrAlE) =z EIHEF
& (Lift) &iE&iS 6-10+,
MR H R R EY “EE
=", [ K, Roll5
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How to Create the Perfect Food & Beverage Pairing
— A Deep Dive into Restaurant Consumer Behavior

Written by | WEFOOD Consulting Data Analyst

Xigiao Yin

hen we shift

our focus from

the kitchen to

the ordering
backend-from menu settings to
consumption details-we discover
that each food-and-beverage
pairing isn’t just a line of data in
an algorithm; it’s an expression
of customer choices, habits, and
expectations. Beverages are no
longer mere sidekicks to the main
course. Depending on the time of

day, dining scenario, or customer
mood, they complement entrées,
mains, and desserts to become the
“perfect match” in the eyes of the
diner.

In the digital era, we’re fortunate
to replicate taste through data,
detect preferences through
algorithms, and connect family,
friends, and food lovers through
curated dining experiences. The
future of the Chinese restaurant

beverage market may not be just
about what sells best, but rather
what understands the customer
best.

1. Time-Slot Specificity
Score: A New Lens for
Beverage Analysis

The Time-Slot Specificity Score
quantifies the degree of preference
for each beverage across different

time slots — lunch, afternoon,
dinner, and other periods. A higher
score indicates that a beverage is
significantly more popular during
a specific time slot, making it a
signature option for that period. A
lower score suggests the beverage
has a more balanced distribution
and is suitable for all-day, multi-

scenario consumption.

By analyzing these scores,

beverages are categorized into
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high, medium, and low groups
— revealing the unique needs
and scenario-driven motivations
of customers at different times of

the day.

High Specificity Group:
Time-Defined Star Products

Beverages in the high specificity
group show strong time-slot
characteristics and are standout

choices for those periods.

Lunch: Hot Water, Hot Tea, and
Bottled Water lead the lunch
lineup. These warm beverages
meet the demand for healthy,
palate-cleansing drinks and
reflect the traditional Chinese
dining custom of pairing warm
beverages with meals. Their
ordering rates during lunch far
exceed those in other time slots,
making them iconic lunchtime
selections.

Afternoon: Trendy and
innovative beverages such as
Cappuccino, Blueberry-flavored
drinks, Boba, Bubble Tea, and
Latte dominate the afternoon
menu. Their popularity reflects
customers’ preference for social,
flavorful, and distinctive drink
experiences during the “afternoon
tea” period — an increasingly
important segment that offers
brands excellent opportunities
for new product promotion.

Dinner: Strawberry-based
beverages shine during dinner,
thanks to their refreshing taste
and social appeal. They are
especially popular during family
meals and gatherings with
friends.

Medium Specificity Group:
Time-Tilted but Flexible

Though not as sharply defined
as the high specificity group,
medium specificity beverages
still exhibit noticeable time-slot
tendencies:

Lunch: Pepsi and Fanta
Afternoon: Thai Tea and Soda

Dinner: Spring Water and
Lemonade

These beverages maintain steady
sales and appeal to a broad
customer base. They supplement
core offerings and enhance
menu variety. Restaurants can
incorporate them flexibly into
menu design and promotions to
meet the diverse customer needs
across different time periods-
ultimately enhancing the overall
dining experience.

Low Specificity Group: All-
Day Crowd Favorites

Beverages in the low specificity
group — such as Coke, Diet
Coke, Tea, Milk Tea, Orange
Juice, and Sprite — show evenly
distributed ordering rates

across all time slots. Their low
specificity scores reflect their
versatility and all-day appeal.
With high brand recognition
and broad consumer acceptance,
these drinks attract a wide range
of customers and fulfill basic,
low-hesitation needs. Restaurants
should maintain a consistent and
stable supply of these evergreen
items to support balanced sales
throughout the day.

Scene-Based Insights:
Behind the Scores

By examining the specificity
performance of high, medium,
and low-score beverages, we
gain a clearer understanding
of customer psychology and
preferences across different
dining scenarios:

Lunch: High-specificity warm
beverages and bottled water meet
core, meal-related needs.

Afternoon: Popular beverages
with social or emotional appeal
dominate, aligning with the
demand for relaxation and social
connection.

Dinner: Refreshing beverages are
favored during family-style meals
and group dining, helping to

cleanse the palate.

Based on these insights, brands
and restaurants can develop
targeted marketing strategies:

High Specificity Beverages:
Position as featured items during
specific time slots and brand

highlights.

Medium Specificity Beverages:
Bundle with meal sets to increase

visibility and encourage trial.

Low Specificity Drinks:
Maintain a stable, all-day supply
to support consistent sales.

Smart use of specificity scores
empowers businesses to
optimize product offerings and
implement precision marketing

— enhancing both operational

efficiency and profitability.

2. In-Depth Analysis of
Classic Pairings

When we return to real customer
orders, it becomes clear that
bestseller lists alone no longer
capture the complexity of
customer choices. In fact, many
customers have developed an
unspoken set of “go-to pairings”
when placing orders. These
combinations aren’t random —
they are the result of repeated
decisions and feedback loops
that have solidified into
subconscious habits. Only by
reconstructing the full “menu
network” can we uncover the real
underlying consumer psychology,
dining preferences, and even

the direction of menu evolution
driving frequent ordering
behaviors.

Through systematic analysis of
tens of thousands of orders across
multiple platforms, we uncovered
a phenomenon we call “scenario
symbiosis” — recurring pairings
that extend beyond simple “food
+ drink” combinations to include
strong links among sushi, dim
sum, seafood, main courses, and
more. To quantify the value of
these pairings, we introduced
three core metrics:

Highly Complementary
Meal Structures: Main +
Side + Drink

Chinese ordering behavior is
characterized by strong “meal
ecosystem” patterns. Rather
than focusing on individual hero
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items, customers tend to order
sets of complementary dishes-
such as sushi + sashimi + miso
soup, main dish + side + drink,
or entrée + soup + appetizer.
These combinations reflect a
desire for a complete dining
experience and embody the
“diverse yet harmonious” essence
of Chinese food culture. Multi-
item combos not only satisfy a
broad range of taste preferences
but also enhance the social and

ceremonial aspects of dining.

The Sushi & Seafood
Trio: High-Margin, High-
Satisfaction Core

Sushi emerges as a standout
category with strong cross-item
binding. Tuna, Salmon, and
Rolls show exceptionally high
Lift values of 610+, forming the
“golden trio” of Japanese cuisine.
Sushi Rolls also pair strongly
with Miso Soup, creating a high-
lift, high-confidence “dining

set” that replicates the dine-in
experience. Notably, Edamame,
Gyoza, and Salad frequently
co-occur with sushi rolls —
providing strong data support for
combo set designs such as “sushi
platter + side/soup.” Data shows
that combo meals deliver higher
customer satisfaction and greater
ticket uplift than individual
sushi orders.

Dim Sum x Mains: The Rise
of “Platter Thinking”

Dim sum items show strong
cross-linkages with main courses.
For example, Egg Rolls and Fried
Rice have a Lift value of 1.46,
while Egg Rolls also frequently

pair with Dumplings, Spring
Rolls, and Gyoza. Customers
who order one item often add
a second, resulting in orders
that are “varied but moderate
in portion.” This behavior is
especially prominent during
lunch and afternoon tea hours,
reflecting urban consumers’
growing preference for variety
and lighter dining. Restaurants
can leverage this insight to
design mix-and-match dim sum
sets or afternoon snack platters
to boost average order size and
enjoyment.

Mains + Sides/Drinks:
Function-Driven Pairing

Staples like Rice, Fried Rice,
and Noodles consistently pair
with main proteins (Beef, Pork,
Shrimp, Tofu) with Lift values
above 1.3. These combinations
reflect the enduring need for
well-balanced meals, both in
dine-in and delivery formats.
Customers tend to build
complete sets: main + staple

+ soup/drink. The popularity
of combos like Fried Rice +
Orange Juice or Coke further
underscores the critical role
beverages play in enhancing
meal satisfaction. Restaurants
should design tiered combos that
combine mains, staples, soups,
and drinks to meet the needs of

different customer segments.

Multi-Protein Combos:
Social Dining Drives
Category Diversity

Group and family dining drive
demand for “multi-protein”

combos. Strong Lift relationships

are observed in pairings such

as Beef + Pork, Chicken +
Shrimp, or Egg Roll + Chicken/
Beef/Shrimp-often with Lift
values above 1.1. This indicates
that customers prefer to order

a variety of mains to share,
reinforcing the communal nature
of Chinese dining. These trends
are especially prominent during
dinner, holidays, and family
gatherings. Offering multi-main
combos, family-style platters,
and shareable menus can help
boost order value and group
satisfaction.

The Versatile Role of
Beverages: Mood Enhancer
& Experience Amplifier

Carbonated drinks (Coke,

Soda, Sprite, Pepsi) are classic
companions to proteins like
chicken, pork, beef, and egg rolls
— essential for both dine-in and
delivery in fast-casual and group
dining scenarios. These “main

+ drink” combinations are key
drivers of upsells and revenue.

Tea-based beverages (Hot Tea,
Tea) are highly versatile across
all dining occasions, especially
when paired with rice dishes,
mains, sushi, and dim sum

— making them ideal for set
menus. Restaurants can spotlight
traditional tea pairings for

lunch and dinner, while offering
creative brews, milk foam teas, or
fruity infusions during afternoon
hours to elevate drink variety

and appeal.

Juices and healthy beverages
(such as Orange Juice) also
pair well with Chicken, Fried

Rice, Pork, and Beef (with Lift
values above 1.1), appealing to
customers seeking a refreshing or
less greasy taste. These combos
cater to health-conscious diners
and are well-suited for promoting
“main + drink” or “staple +
drink” bundles-especially when
supported by discount incentives
and personalized upsell
algorithms.

Classic pairings aren’t rules
imposed by restaurants, but
natural patterns reinforced

time and again by customers’
taste buds and choices. For
restaurants and brands, success
no longer lies in chasing one-
off bestsellers, but in adopting

a “combo mindset.” By using
high-frequency, high-satisfaction
pairings as a foundation,
restaurants can optimize combo
design, upselling strategies, and
the overall ordering experience.
This approach not only improves
operational efficiency, but also
enhances customer satisfaction
— driving higher sales and
stronger brand loyalty.

Due to space limitations, this
article only includes a selection
of the analysis results. The full
report also covers more detailed
insights, including segmented
time-period analysis and

additional findings. @

If you are a restaurant professional
interested in accessing the complete
report, please email us at: info@
wefood.com with your organization
name, contact person, and contact
information to request a copy.
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WecChat: Nearly 100 WeChat groups, covering nearly
10,000 restaurant operators and managers; public account
has more than 50,000 followers, an average of more than
8,000 page views per post, and an average of more than
300 new followers per month.

Rednote: 500,000 total views, 13,000 likes and favorites,
100+ new fans per month, 6000+ views per post, and
140,000 views per post.

Website: Average monthly online active users/traffic
exceeds 100,000, with users covering all 50 states in the
u.s.

$1,000 / content

$980 / 3 month (* at least 10 posts per month)
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$63, 000
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Published 10 issues yearly;

The magazine covers more than 112,000
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Chinese restaurants across the United States.

The Chinese Restaurateur Awards
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646-982-7289
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ABOUT US
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"The Restaurateur", a magazine under Littlelaba Media LLC, was
launched in January 2022 and has the largest circulation in the
United States for orﬂine dining media.

%E%%ﬁ%ﬁiﬂﬂﬁ 10 AREABFT LBEREARIR
MAkA 5o

The magazine covers more than 100,000 Chinese restaurants and
millions of Chinese dining practitioners across the United States.

BEABRE, BF (BIXR) . (BXN) EENAZ
EEABRR E TR ETNRETES,

Every Chinese restaurant has a copy of "The Restaurateur", and it
has become an advantageous plattorm for the promotion of both
upstream and downstream enterprises within the American Chinese
dining industry.

LITTLELABA MEDIALLC 83 F 2021 &£ 12 B, MAOF
IRBEIKEFEIIMLAG, AtRERDENL, BIN
FEANBIRRERIR, REHE, HRAE, 2IEE
Fit 5.

Littlelaba Media LLC was founded in December of 2021 and is

committed to serving global Chinese restaurateurs, spreading
Chinese food culture to the world and helping Chinese catering break
through cultural boundries, be inclusive, expand their horizons, and
present all the wonderful things they have to offter to the world.

H#i, LITTLELABA MEDIA LLC BELEBRI—RE
ENDRIIR(E, SHFREMHRBEFNLBEFLE, KRG
REFRMUALBEL. #FER, HARKSEZEN
RFES.

Currently, Littlelaba Media LLC has developed into a multi-media
e Mol e Lo Duld & coramunieation platiorm Tor

the Chinese dining industry in order to exchange knowledge, share
experiences and grow and develop together.
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