Healthy Dining Trends - US - July 2014
Report Price: £2466.89 | $3995.00 | €3133.71

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

“Healthy eating in America is not only a hot topic in the
industry, it is also a source of growth (or growing pains) for
many foodservice operators. Consumers are now highly
knowledgeable about what types of foods they should be
consuming, and which ones would best benefit their
bodies.”
– Katrina Fajardo, Foodservice Analyst

This report looks at the following areas:
•
•
•

Can restaurants overcome the “unhealthy” stigma?
Has the definition of health changed?
What drives customers to choose a healthy item?

As long as the health of American citizens continues to falter due to obesity and type 2 diabetes,
healthy eating will be top of mind for the majority of consumers, whether or not they participate in a
healthy lifestyle. Restaurants interested in boosting their healthy reputation are facing stiff competition
against in-home eatings, which are often seen as being healthier, as well as from other restaurant
chains that have a strong reputation for providing healthy items.
The main market trends that are affecting healthy dining trends include the changing definition of
healthy foods, drivers that cause customers to order, or not order, healthy foods, what dayparts are
lacking healthy meals, and how customers perceive health in regards to specific foods and beverages.
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2014
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