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This report looks at the following areas:

* Where Hispanics order food “Engagement with the

* Foodservice ordering methods foodservice sector remains at

» Expected changes in foodservice ordering occasions
. . . dampened levels as a focus
* Top factors considered when choosing a foodservice operator fo order

from or dine in at on savings and safety keep
« Barriers to dining out/ordering in consumers cooking more at
o o . . . home.”
Foodservice is a priority for Hispanic consumers, as 49% would rather order L.
from restaurants than spend their extra money on other things like vacations or - Carol Wong-Li, Director -
clothing. While speed and convenience drive visitation, flexible working Consumers & Cultures

arrangements mean that home-based offerings from foodservice vendors will

be more important. Foodservice operators have some lost ground to make up

in ferms of delivering on enjoyable experiences for dine in and takeout.

Positively, foodservice patronage is more than just about satiating hunger, and

Hispanics plan fo order more from restaurants for moments that matter, like

celebrations, big or small, and when they need some convenience. This opens

the door for restaurants to provide value above and beyond the basics of

good pricing and high-quality food. Showcasing menu variety will be o key

way to enticing Hispanic consumers back, however, new dishes should build off

of well-known classics rather than trying to be too trendy, as popularity is not

always deemed to be good value. As consumers are engaging with brands Buy this report now
across a multitude of touchpoints, they expect this will hold frue for all Visit store.mintel.com

categories — even for restaurants.
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Figure 14: Burger King Instagram post, 2021

Meeting the needs of home cooks through the lens of the
Experiences Trend Driver

Experiences become increasingly important as consumers
wish to “make up for lost time”

Figure 15: Milk Bar Instagram post, 2021

HISPANICS AND FOODSERVICE AND DELIVERY - FAST FACTS
FOODSERVICE ATTITUDINAL SEGMENTS

Hispanics have four perspectives toward foodservice and
delivery
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Foodservice Aficionados (31%)
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Low priority segments

Foodservice Neutrals (26%)

Figure 19: Demographic profile of Foodservice Neutrals, 2021
Foodservice Bypassers (23%)

Figure 20: Demographic profile of Foodservice Bypassers,
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WHERE HISPANICS ORDER FOOD

* Fast and casual options prove most popular, though effort is
required o entice greater engagement
Figure 21: Types of restaurants Hispanics typically order food
from, 2021

« Affluence and acculturation shape range of restaurants
ordered from
Figure 22: Types of restaurants Hispanics typically order food
from, by language spoken at home and household income,
2021

« Changing commuting habits impact providers relying on
speed and convenience
Figure 23: Types of restaurants employed Hispanics typically
order food from, by work-from-home status, 2021

* Popular products served at home will prove more important
avenue moving forward
Figure 24: Starbucks by Nespresso (USA), January 2022
Figure 25: Tim Hortons tomato parmesan and potato bacon
soup (Canada), February 2022
Figure 26: Momofuku Instagram posts, 2021

FOODSERVICE ORDERING METHOD

» “Moments of truth” in foodservice are becoming more
diverse
Figure 27: Foodservice ordering method, 2021

* Omnichannel engagement and hybrid concepts will
become more important
Figure 28: Foodservice ordering method, by foodservice
atftitudinal segments, 2021
Figure 29: Amazon Go Instagram post

» More-affluent Hispanics embrace more ordering methods
Figure 30: Foodservice ordering method, by language
spoken at home and household income, 2021

« Consider easing the “earn” or “burn” part of reward

programs to appeal to less-affluent segments

EXPECTED CHANGES IN FOOD ORDERING OCCASIONS

« There is a hint of optimism about ordering more in the
future, though caution will remain
Figure 31: Expected changes in food ordering, 2021

» Gains to be had by leaning into celebrations, big or small
Figure 32: Select attitudes towards dining out/ordering in,
2021

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
conftain specific COVID-19
related research and
forecasts. The world's
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1100123/

Hispanics and Foodservice & Delivery - US - 2022 M i NTEL

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
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» The basics of good value and high quality drive restaurant

selection Previous editions

Figure 35: Important factors when ordering food, 2021
* Variety is desired while trendiness is not a priority, nor are
healthy dishes

+ Foodservice providers need to work at addressing the dine-
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in experience
Figure 36: Ruby’s West End Instagram post, 2021

This report is part of a series
» Consider drawing in crowds by highlighting the gains of

of reports, produced to

provide you with a more
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» The value of ordering food is under more scrutiny
Figure 38: Barriers to dining out/ordering food, 2021
* Get people to return by proving the basics
« Get buy in by letting them have input on the ingredients

» Hispanic women are more likely to have doubts intelligence.

Figure 40: Select barriers to dining out/ordering food,
women vs men, 2021
» Consider partnering with other leisure/entertainment
experiences to make dining out more of an outing Buy this report now
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