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"Hispanics over index for use of all subcategories of fast
casual restaurants which makes them an important

segment that fast casual restaurants can’t ignore. However,
in spite of this, Hispanics tend to have difficulties seeing a

better value in fast casual restaurants when comparing
these to other types of restaurants."

- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Hispanics over index for all fast casual dining subcategories
• Most Hispanics don’t see a better value in fast casual restaurants compared to other

types of restaurants
• Not overcomplicating it – it’s all about the food

The food service market is becoming more complex with trends such as fast restaurants aiming to offer
more healthful foods and Hispanic independent stores representing a convenient alternative that also
offer good value for the money. For the long-term wellbeing of fast casual restaurants, it is important
to clearly define – and communicate – their positioning based on the taste and quality of the food to
avoid becoming lost between different types of restaurants.
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Figure 29: Hispanics’ perception of value – Fast casual restaurants vs fast food restaurants, October 2015

More affluent Hispanics more likely to see value in fast casual restaurants
Figure 30: Hispanics’ perception of value – Fast casual restaurants vs fast food restaurants, by household income, October 2015

Hispanics not replacing casual dining restaurants with fast food restaurants
Figure 31: Hispanics’ change in behavior toward fast casual restaurants, by household income, October 2015

Hispanics see equal value in fast casual restaurants and in casual dining restaurants
Figure 32: Perception of value among Hispanics – Fast casual restaurants vs casual dining restaurants, October 2015

Less-affluent Hispanics gravitating toward fast casual restaurants instead of casual dining restaurants
Figure 33: Hispanics’ change in behavior toward fast casual restaurants, by household income, October 2015

Hispanics have a slight inclination to see better value in Hispanic independent restaurants
Figure 34: Perception of value among Hispanics – Fast casual restaurants vs Hispanic independent restaurants, October 2015

Less-acculturated Hispanics see better value in Hispanic independent restaurants
Figure 35: Hispanics’ perception of value – Fast casual restaurants vs Hispanic independent restaurants, by level of acculturation,
October 2015

Bicultural Hispanics eating more at Hispanic independent restaurants
Figure 36: Hispanics’ change in behavior toward fast casual restaurants, by level of acculturation, October 2015

It’s all about the food

Freshness can be a differentiating factor

Value doesn’t necessarily mean promotions

What about children?

Hispanics and Fast Casual Dining

Meals Hispanics Eat at Fast Casual Restaurants

Fast Casual Restaurants versus Fast Food Restaurants

Fast Casual Restaurants versus Casual Dining Restaurants

Fast Casual Restaurants versus Hispanic Independent Restaurants

Hispanics’ Reasons to Visit Fast Casual Restaurants

Report Price: £2466.89 | $3995.00 | €3133.71

Hispanics and Fast Casual Dining - US - February 2016

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 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/748233/
mailto:reports@mintel.com


Figure 37: Hispanics’ reasons to visit fast casual restaurants, October 2015
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Figure 38: Hispanics’ reasons to visit fast casual restaurants, October 2015
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