
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

"More than half of consumers have seen restaurant content
on social media in the past year. Social media experiences

in restaurants drive a positive association among
consumers but social media isn’t a one-size-fits-all

strategy. Every social network reaches different audiences.
In today’s scattered social media era, understanding your

core diners is critical for hitting the right tone.
- Diana Kelter, Foodservice Analyst

This report looks at the following areas:

• Social media trends don’t reflect everyday life
• Facebook and Twitter are being used with less frequency
• Young men and women don’t follow the same social media habits
• Younger Millennials are the target social media audience
• Social media inspired menu items have positive perceptions
• The rainbow, unicorn, and “Millennial pink” impact on food and drink
• The “sweet” side of social media drives interest
• iGens love YouTube
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