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“In 2015, the foodservice industry will continue to gain
steam. However, due to an uneven economic recovery,
many must focus on price. Foodservice operators will face
additional competition in the form of freshly prepared,
restaurant-quality foods offered at the retail level. An
increasing number of these venues make eating at home a
more convenient and economically friendly choice.”

— Julia Gallo-Torres, Sr. Foodservice Analyst
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Figure 36: Frequency — Dining out plans in 2015, by gender, October 2014
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Black iGeneration/Millennials are an important restaurant demographic
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Men want dining experience to be the same, whether they are with their children or not
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Parents seek a variety of foods, and portability helps
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Parents are more sensitive to environmental and social issues
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Figure 80: Attitudes towards spending in 2015, by presence of children in household, October 2014
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Key points
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Northeasterners enjoy breakfast foods, while Westerners focus on social issues
Figure 81: Part of menu consumers choose, by region, October 2014

Figure 82: Types of food and drink ordered — Have tried, would try again, by region, October 2014
Figure 83: Desired restaurant characteristics — Any important, by region, October 2014

Figure 84: How consumers choose restaurants, by region, October 2014

Consumer Data — By Area

Key points

Rural consumers trust opinions of friends and family more than restaurant reviews
Figure 85: Desired restaurant characteristics — Any important, by area, October 2014

Figure 86: How consumers choose restaurants, by area, October 2014

Urbanites eat more breakfast foods
Figure 87: Part of menu consumers choose, by area, October 2014

Urbanites to spend more money and support social issues in 2015
Figure 88: Spend — Dining out plans in 2015, by area, October 2014

Figure 89: Attitudes towards spending in 2015, by area, October 2014
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Figure 97: How consumers choose restaurants, by purchase locations, October 2014

Figure 98: Frequency — Dining out plans in 2015, by spend — Dining out plans in 2015, October 2014

Figure 99: Types of food and drink ordered, October 2014

Figure 100: Restaurant/food outlet usage, October 2014

Appendix — Consumer Data — By Age

Figure 101: Types of food and drink ordered — Any interest, by age, October 2014

Figure 102: How consumers choose restaurants, by age, October 2014

Appendix — Consumer Data — By Generation

Figure 103: Desired restaurant characteristics — Any important, by generations, October 2014

Appendix — Consumer Data — By Income

Figure 104: Restaurant/food outlet usage, by household income, October 2014

Figure 105: How consumers choose restaurants, by household income, October 2014

Appendix — Consumer Data — By Race

Figure 106: Frequency — Dining out plans in 2015, by race, October 2014
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Figure 107: Spend — Dining out plans in 2015, by race, October 2014
Figure 108: Desired restaurant characteristics — Very important, by race, October 2014

Figure 109: Desired restaurant characteristics — Any important, by race, October 2014

Appendix — Consumer Data — By Hispanics

Figure 110: Desired restaurant characteristics — Very important, by Hispanic origin, October 2014

Figure 111: Types of food and drink ordered — Any interest, by Hispanic origin, October 2014

Appendix — Consumer Data — By Parents

Figure 112: Types of food and drink ordered — Have tried, would try again, by presence of children in household, October 2014
Figure 113: Restaurant/food outlet usage, by demographics, October 2014
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Figure 115: Desired restaurant characteristics - Very important, by Parents, October 2014

Appendix — Consumer Data — By Area

Figure 116: Restaurant/food outlet usage, by area, October 2014

Figure 117: Types of food and drink ordered — Have tried, would try again, by area, October 2014
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