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"Hispanics’ dining out expenditures grew 23% from
2013-18 to reach an estimated $75.4 billion. Still, their
current share of total expenditures is a fraction of their

population share relative to the total US. Several factors
such as youth, disposable income, and lifestage explain

why Hispanics fall short."
- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Less-affluent Hispanics gravitate toward value
• Lines between categories are becoming blurred
• Half of Hispanics go to the same restaurants over and over again
• Balancing previous experiences with family preferences

Hispanic expenditures on dining out reached $75.4 billion in 2018, a 23% increase since 2013.
Restaurants need to address the factors that figure most strongly in Hispanics’ decision process;
recommendations and online reviews are most impactful and help Hispanics to move from awareness to
trial. However, after an initial visit, the overall experience and family preferences are key to drive
repeat visits.
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Health claims not a defining factor

Focusing on the family, value, convenience can bring Hispanics in

Provide a comfortable setting Hispanics can see themselves eating in

Technology can improve the experience

Hispanics may not feel motivated to eat healthy when dining out
Figure 12: Hispanics’ attitudes toward dining out – Ease to eat healthy at restaurants, by language spoken at home and household
income, August 2018

Catering to the family resonates with Hispanics
Figure 13: Hispanics’ visits of IHOP and Denny’s – last 30 days, indexed to all, April 2017-June 2018
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Figure 14: Hispanics’ visits of most popular pizza chains – Last 30 days, indexed to all, April 2017-June 2018
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Narrowing down the list of options in a crowded field
Figure 18: Types of restaurants Hispanics visit – Past 3 months, indexed to all, August 2018
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Fast food and fast casual restaurants are about speed and convenience

Casual dining, family dining, and independent Hispanic restaurants are perceived similarly
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Category SWOT analysis

Fast food
Figure 21: Fast food – SWOT analysis
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Figure 22: Hispanic fast food visitors – Past 3 months, by gender and age and by language spoken at home and household income,
August 2018

Casual dining
Figure 23: Casual dining – SWOT analysis

Figure 24: Hispanic casual dining visitors – Past 3 months, by gender and age and by language spoken at home and household income,
August 2018

Fast casual
Figure 25: Fast casual dining – SWOT analysis

Figure 26: Hispanic fast casual visitors – Past 3 months, by gender and age and by language spoken at home and household income,
August 2018

Family dining
Figure 27: Family dining – SWOT analysis

Figure 28: Hispanic family dining visitors – Past 3 months, by gender and age and by language spoken at home and household income,
August 2018

Hispanic Independent
Figure 29: Hispanic independent restaurants – SWOT analysis

Figure 30: Hispanics visiting independent Hispanic restaurants – Past 3 months, by gender and age and by language spoken at home
and household income, August 2018

Fine dining
Figure 31: Fine dining – SWOT analysis

Figure 32: Hispanic fine dining visitors – Past 3 months, by gender and age and by language spoken at home and household income,
August 2018

Hispanics’ self-perceptions influence how Hispanics choose restaurants
Figure 33: Hispanics’ cultural attitudinal segments applied to restaurant decision making, August 2018

Bride Builders and Soul Finders offer the greatest opportunities

Bridge Builders (~36%)

Soul Finders (~27%)
Figure 34: Types of restaurants Hispanics visit – Past 3 months, by cultural segment indexed to all Hispanics, August 2018

Figure 35: Information sources Hispanics use when choosing a restaurant, by cultural segment indexed to all Hispanics, August 2018

Figure 36: Hispanics’ restaurant behaviors, by cultural segment indexed to all Hispanics, August 2018

Figure 37: Hispanics’ restaurant preferences, by cultural segment indexed to all Hispanics, August 2018

Figure 38: Hispanics’ attitudes toward dining out, by cultural segment indexed to all Hispanics, August 2018

Soul Searchers and Culturally Detached more difficult to reach

Soul Searchers (~22%)

Culturally Detached (~15%)

Recommendations and positive reviews drive consideration
Figure 39: Information sources Hispanics use when choosing a restaurant, indexed to all, August 2018

Recommendations are important to break dining out routines
Figure 40: Hispanics’ use of recommendations as a source of information, by gender and age, August 2018

Promotions have a moderate effect
Figure 41: Hispanics’ use of promotions as a source of information, by gender and age, August 2018

Social media’s reach decreases with age
Figure 42: Hispanics’ use of promotions as a social media of information, by gender and age and by language spoken at home and
household income, August 2018

The Cultural Landscape

Information Sources
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Hispanics balance routine and new restaurant trial
Figure 43: Hispanics’ restaurant behaviors, August 2018

More-affluent English-dominant Hispanics are most satisfied with the places they know
Figure 44: Hispanics’ likelihood of going to same restaurants repeatedly, by language spoken at home and household income, August
2018

The convenience of ordering take-out and delivery can resonate with younger Hispanics
Figure 45: Hispanics’ reporting ordering take out and delivery more often than last year, by gender and age, August 2018

A lack of options in rural settings prompts preference for home cooking
Figure 46: Hispanics’ likelihood of going to same restaurants repeatedly, by urban/suburban/rural location, August 2018

Dining out is a time to indulge
Figure 47: Hispanics’ attitudes toward dining out – Routine, indexed to all, August 2018

Hispanic Millennials drive interest in dining out experiences
Figure 48: Hispanics’ attitudes toward dining out – Routine, by gender and age, August 2018

Figure 49: Hispanics’ attitudes toward dining out – Routine, by language spoken at home and household income, August 2018

A positive experience is key, but it can mean many things
Figure 50: Hispanics’ restaurant preferences, August 2018

Older Hispanics give significant weight to previous experiences
Figure 51: Importance of previous experiences, by gender and age, August 2018

Traditional Hispanic dishes can be risky if they are not part of the usual offering
Figure 52: Importance of traditional Hispanic and Hispanic-inspired dishes, by gender and age, August 2018

Moms choose with their families and children in mind
Figure 53: Importance of family’s preferences and kids menus, by gender and parental status, August 2018
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