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"While parents on average have higher incomes than the
national average their costs of living are exponentially

higher. As such, they are much more likely to report
cooking at home to save money as well as using deals when

they do go out to eat. Restaurants need to focus on
providing value to families when they dine out."

- Caleb Bryant, Foodservice Analyst

This report looks at the following areas:

• Price is a top consideration for families
• Parents are concerned with healthful food/drinks
• Not all parents are the same

Dining out for families serves many different functions, from celebrating a birthday, to serving as a
quick snack, to providing nutrition. The motivations for dining out vary greatly by demographics and
this report will explore who dines out, why, and what the future holds for families. As the Millennials
start having kids, the foodservice landscape will change as the new generation starts to dine with their
parents. Though the country is out of the recession, price is still a huge hindrance to eating out. Also,
health is at the forefront of parents’ minds as the obesity rate among children is still high and
consumers are generally more cognizant of what they consume.
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Figure 34: Key drivers of ordering more or the same amount of ethnically influenced foods

Report Price: £2466.89 | $3995.00 | €3133.71

Families Dining Out - US - September 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/716707/
mailto:reports@mintel.com

	Families Dining Out - US - September 2015
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	The Market – What you need to know
	Market Factors
	Key Players – What You Need to Know
	What’s Working?
	What’s Next?
	The Consumer – What You Need to Know
	The Consumer – Parental Differences
	The Consumer – Dads
	The Consumer – Moms
	The Consumer – Single Parents
	The Consumer – Parent versus Nonparent Restaurant Visitation
	The Consumer – Millennial Parents
	The Consumer – Dads and Technology
	The Consumer – Income and dining out
	The Consumer – Family Size
	The Consumer – Hispanic Families
	The Consumer – Parent Preferences by Region
	The Consumer – Qualitative Analysis
	Menu Insights Analysis
	Key Driver Analysis
	Appendix: Data Sources and Abbreviations
	Appendix: Market
	Appendix: Key Driver Analysis



