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“The US restaurant industry is so large that it’s difficult to
carve out opportunities for growth. Operators must focus

on differentiation, not only with menus but overall
positioning. The answer may lie in greater customization,

with tailored restaurant concepts for audiences and for
different day parts.”

– Julia Gallo-Torres, Category Manager -
Foodservice Reports

This report looks at the following areas:

• What types of restaurants are consumers visiting? How much do they spend at limited-
service restaurants (LSRs) versus full-service restaurants (FSRs)? Do they prefer dining
in or ordering food via drive-thru, takeout, or delivery?

• Do consumers change their behaviors when choosing a restaurant for everyday usage as
opposed to special occasions? If so, how different are behaviors between light and heavy
restaurant-goers?

• Other than good prices, food, and service, what do consumers want to see at restaurants?
And what deters them from eating out?

• How do consumers learn about restaurants that are new to them? And how influential is
social media and referrals in the restaurant selection process?

• What kinds of menu characteristics and options do diners find attractive?
• What matters most to consumers when it comes to trying a restaurant for the first time?

Americans currently spend roughly $5 of every $10 on food at restaurants. This report serves to
explore in-depth what drives restaurant usage, focusing on the process by which consumers choose
restaurants that they will order food from (via drive-thru, takeout, or delivey) or eat in at. This report
explores how factors such as food options, promotions, ambiance, amenities, service, social media, and
other restaurant characteristics affect consumers’ dining-out decisions.
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Medium to large households key target for operators

For any occasion, larger households seek referrals and family friendliness

Small households more particular with restaurant selection and menus
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Figure 70: Restaurant expenditures, by household size, November 2012-December 2013
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Key points

Hispanics lead restaurant spend/usage at LSRs, Asians at FSRs
Figure 83: Average household size, by race/Hispanic origin, 2001-11

Figure 84: Population share 2009-19 and buying power 2000-13, by race/Hispanic origin

Top factors about equal for all races/ethnicities

Menu needs to be quite dispersed for races/ethnicities

Consumer tables by race/Hispanic origin
Figure 85: Restaurant expenditures, by race/Hispanic origin, November 2012-December 2013

Figure 86: Where consumers eat restaurant food (limited service) – Any type of restaurant, by race/Hispanic origin, April 2014

Consumer Data – Household Size

Consumer Data – Race and Hispanic Origin
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Figure 87: Where consumers eat restaurant food (limited service) – Dine in, by race/Hispanic origin, April 2014
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Group 1: Social media’s influence

Group 2: Speed

Group 3: Diet and health

Group 4: Referrals
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Consumer tables by household income
Figure 114: Where consumers eat restaurant food (limited service) – Delivery, by household income, April 2014

Figure 115: Where consumers eat restaurant food (full-service) – Delivery, by household income, April 2014

Figure 116: Where consumers eat restaurant food (full-service) – Drive-thru, by household income, April 2014

Consumer tables by household size
Figure 117: Where consumers eat restaurant food (full-service) – Dine in, by household size, April 2014

Figure 118: Where consumers eat restaurant food (full-service) – Drive-thru, by household size, April 2014

Figure 119: Barriers to restaurant usage, by household size, April 2014

Figure 120: Drivers for new restaurant trial, by household size, April 2014

Consumer tables by race/Hispanic origin
Figure 121: Where consumers eat restaurant food (full-service) – Drive-thru, by race/Hispanic origin, April 2014

Figure 122: Important characteristics when choosing a restaurant, by race/Hispanic origin, April 2014

Consumer tables by custom segment
Figure 123: Where consumers eat restaurant food (limited service) – Dine in, by foods/beverages, April 2014

Figure 124: Where consumers eat restaurant food (limited service) – To go or carry-out, by foods/beverages, April 2014

Figure 125: Where consumers eat restaurant food (limited service) – Delivery, by foods/beverages, April 2014

Figure 126: Where consumers eat restaurant food (limited service) – Drive-thru, by foods/beverages, April 2014

Figure 127: Where consumers eat restaurant food (full-service) – Dine in, by foods/beverages, April 2014

Figure 128: Where consumers eat restaurant food (full-service) – To go or carry-out, by foods/beverages, April 2014

Figure 129: Where consumers eat restaurant food (full-service) – Delivery, by foods/beverages, April 2014

Figure 130: Choosing a restaurant based on occasion – Special occasion, by special occasion, April 2014

Figure 131: Choosing a restaurant based on occasion – Everyday, by special occasion, April 2014
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