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"The dining out landscape has permanently been impacted
by social media from both a marketing standpoint and the
actual on-premise experience. Social media has created a

new focus toward the concept of being an influencer,
whether on a small or large scale, and iGens and

Millennials have specifically adopted social media as a part
of their daily lives."

Diana Kelter, Foodservice Analyst

This report looks at the following areas:

• A divide exists between social media exploration and trendsetting
• Young consumers still value face-to-face conversations
• Restaurants can only do so much to encourage social media posts

This Report covers consumer preferences, attitudes, and behaviors towards leveraging social media
and other digital elements while dining out. The Report investigates the use of social media from the
consumer perspective as well as elements that can be taken by foodservice operators and marketers to
encourage engagement and interaction with consumers online. This is the first of its kind report from
Mintel with a specific focus on social media. For information surrounding the current online delivery
landscape please see The Online Foodservice Consumer - US, August 2016.
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