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Restaurants

There is nothing tastier than record breaking sales and increased traffic. Our seasoned team of restaurant 
marketing experts have created successful award winning campaigns.

We hope you enjoy this content and evok’s commitment to the restaurant industry. If you would ever like 
to be a guest writer or suggest blogs for us to write, please contact us at info@evokad.com.
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Social Media is a Customer Experience Channel—Not a Marketing Channel
It’s time for restaurants to understand the social part of social media.

Social media isn’t merely a marketing channel for you to push and sell the latest food promotion or  
newest items. It’s a customer experience channel where you interact with and get to know your  
tried-and-true foodie customers.

Turn to social media to engage with your fan base rather than bombard them with advertisements  
or products you’re trying to sell. Your customers become your friends on social media for a reason. 
They want a two-way conversation where they can interact with their beloved brand—not a one-way 
conversation where you’re ranting on and on about the same promotion like a car salesman radio spot.

And at the end of the day (or when your audience goes offline because, you know, social media is 24/7), 
these conversations increase customer satisfaction and brand loyalty. But in order to achieve this and 
transform your restaurant’s social media into a customer experience channel, you need to humanize  
your company. Here’s how you can do just that.

Choose the Right Social Media Coordinator  
or Strategist
For starters, you’ll need to selectively choose 
who’s the face behind the monitor. You 
shouldn’t assign an intern to a social media 
account just because they know Facebook, 
Instagram or Twitter.

You’ll want a social media coordinator or 
strategist who can embody and become  
the voice of your restaurant via social media.  
If you’re not sure who should lead the  
account, ask yourself, “Would I want this 
coordinator or strategist to meet with my 
customers in person?”

Is that answer yes? If so, then you’ve found  
your guy (or gal). If the coordinator or  
strategist can effectively and strategically 
engage with customers offline, they can 
definitely do it online, too.

CREATE THE ULTIMATE 
RESTAURANT CUSTOMER 
EXPERIENCE THROUGH 
SOCIAL MEDIA
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Cultivate Conversations
Your customers probably won’t strike up too many 
conversations on your channel, so you need the get 
the party going and start the conversations. And the 
more people who show up to your party, the more fun 
everyone will have.

To get more party goers aka high-engagement 
followers, create exciting dialogues. This can be in  
the form of polls, competitions, games or just plain  
old questions.

For example, you can ask your audience if they’d 
prefer to see more tea or more coffee options at your 
restaurant, a rib sandwich versus a po’boy sandwich 
limited-time offer or turkey chili or tomato bisque 
added to the menu. Fans love to share their opinion,  
so let them chime in.

Respond Promptly
This goes hand in hand with cultivating conversations. 
If you’re the one starting the conversation, you should 
be there to continue it. Image how odd it would be if 
someone texted you “hello” and then never responded. 
The same goes for social media—ghosting your 
customers isn’t cool.

So, you should answer responses, questions and 
inquiries as quickly as possible, but do it within  
your means. A team armed with only one or two 
social media members may not be able to reply 
within seconds.

And, if your social media team only works from  
9 a.m. to 5 p.m., consider implementing an after-
hours team. Most restaurants stay open well  
after dinner, and if a customer has a question,  
you want to be able to answer it before breakfast 
the next day.
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Participate in Conversations
While the majority of your attention should focus 
on your own channels, you should also look at your 
customers’ newsfeeds, too.

If a customer tags you, they tagged you for a 
reason: They’re trying to get your attention. Pay 
attention to them and comment on their post or 
share or retweet it.

Whenever a company responds directly to a user, 
it’s always a proud moment in the digital world. It’s 
basically one dimension away from interacting with 
them in real life.

Take it Offline
The most important step in enhancing the customer experience on your channels is knowing when to take 
the conversation offline.

Well, you still want to keep the conversation online, but you want to take it to direct messages. Always 
avoid sending a customer a 1-800 number.

If a customer complains or writes a harsh message in all caps, send them a nice, positive personalized direct 
message and remedy the situation. According to Bain & Co., 89% of businesses rely on customer service as 
their main means of competition. This is your time to let your customer service expertise shine.

Set a standard with your team on how you rectify situations. Should you offer the customer a refund? A gift 
card? A free meal? If amends are properly and quickly made an unhappy customer can turn into a happy 
customer and maybe even eventually a brand advocate.
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Set Up Real-Time Alerts
If you’re only a one-man or two-man social media team or can’t afford to implement after hours, consider 
investing in a real-time social media monitoring tool.

With sentiment analysis tools, you can track any keyword, phrase or hashtag and receive alerts if there 
seems to be any negativity or positivity across your platforms.

When you get a notification about negativity, you can jump online and resolve the situation in minutes 
rather than let it sit for hours for the whole digital world to see. And on the flip side, when you receive a 
notification about positivity, you can boost that message.

Make the Move
Take a hard look at your restaurant’s social media channels. Are you only posting menu options? Are you 
pushing limited-time offers too much? Make your digital customers happy. Make the move to a customer 
experience channel.
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THE FUNDAMENTALS OF LOCAL SEO FOR RESTAURANTS
From scouting out a spot for lunch with a client to finding the best happy hour in town, the restaurants 
industry is the most widely searched by consumers both on mobile and desktop. Even as a restauranteur 
yourself, it’s likely even you have turned to Google or Yelp to find a place to eat, which is a testament to 
the power of local search for businesses like yours.

There’s no way around it—your past and potential customers are searching for options online. Local search 
engine optimization (SEO) is how you can ensure your restaurant tops search results.

WHAT IS LOCAL SEO AND WHAT DOES IT MEAN FOR RESTAURANTS?
Local SEO is the practice of boosting search visibility for companies, like restaurants, doing business in 
person in a specified area. Beyond optimizing your website’s content to ensure it is timely, consistent and 
of value to your customers, here’s what you can do to impact your restaurant’s ranking in local searches 
and the information displayed on the search engine results page (SERP).

OPTIMIZE YOUR GOOGLE MY BUSINESS PAGE
If you have yet to create a Google My Business page for your restaurant, stop what you’re doing and make 
one now. We’ll wait.

Of all the search engine giant’s business tools, Google My Business stands out as a true game changer for 
local spots, particularly restaurants. From displaying recent posts and events, to hours of operation and 
reviews, this tool offers an expanded amount of real estate on the SERP while giving potential customers  
all the information they need on your restaurant.

To capitalize on the power of this Google feature, be sure to optimize the following on your restaurant’s page:

• Be specific with your category, i.e. Mexican restaurant versus just restaurant.

• Ensure your website’s URL is verified and associated with your business page.

• Include your menus, hours of operations, street address and phone number, as well as additional links  
 to your reservations page, online ordering page, etc.

• Include quality, high-resolution images of how your restaurant currently looks. You can even add a  
 360-degree virtual tour.

• Create relevant Google Posts on your business page, including upcoming events, special offers  
 and other announcements.

LOCAL SEO STRATEGIES 
TO BOOST YOUR 
RESTAURANT’S  
ONLINE VISIBILITY
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Keep an Eye on Citations
In local SEO, a citation is any online mention of your business’ name, address and phone number occurring 
on local business directories, social platforms or other websites or apps. These citations impact your 
restaurant’s local search engine ranking, as Google uses them when evaluating your business’ online 
presence and authority.

To put it plainly, citations help Google determine your restaurant is a real business. 

For restaurants, citations on sites like FourSquare and Yelp are not only vital to SEO link building efforts, 
they are a key source of both online and offline traffic. To ensure your restaurant is benefiting from these 
mentions, you’ll need to claim and control your listings on these sites. In doing so, you’ll be able to display 
up-to-date information, add high-quality images to your listing and respond to reviews from customers, 
good or bad.

Can’t get enough on the topic of restaurant marketing? Check out our blogs on influencer marketing for 
restaurants and how to respond to negative reviews.
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Influencer Marketing is Key to Restaurant Success in Today’s Market
Today, people use social media for practically everything, whether it’s watching makeup tutorials, learning  
a new yoga pose or watching a dog cuddle a newborn baby. But, out of all the content out there, there’s 
one interest we all share—our love for food.

Food-related content sees more audience engagement than any other category and #food has been used 
on Instagram over 255 million times. The recent rise of social media influencers has transformed the way 
restaurants advertise and engage with their target audience, unleashing an incredible opportunity to have 
foodies spice up your eatery’s newsfeed.

Whether you’ve just opened up shop or want to improve your restaurant’s online presence, learning the 
basics of influencer marketing means you’ll be able to tackle this marketing strategy in a way that’s right  
for your restaurant. Here are a few simple guidelines to start with. Dig in!

Leveraging User-Generated Content
Posting daily to your business’s Instagram page is essential—the more consistently you post, the more 
delicious your results will be. Although professional photos make for good content, it’s easy to run out  
of them when you’re posting every day.

With the rapid advancement of smartphone camera technology, just about anyone can take a great  
photo. In fact, it’s often difficult to tell the difference between photos taken on our phones and those on 
high-end cameras.

Because it’s expensive to have a photographer on staff every day, using user-generated content is a  
great way to stay engaged with your audience. Now enter influencers. With permission from photos’ 
original owners, you can bite into a constant feed of content for your page and have plenty of leftovers  
for tomorrow.

THREE INFLUENCER-
DRIVEN STRATEGIES 
TO TRANSFORM YOUR 
RESTAURANT MARKETING
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Finding the Right Influencer Fit
Selecting the right influencers usually means staying local and matching your demographic. For example, if 
you own a casual Italian restaurant with a mid-level price point in Tampa, Florida, an influencer that focuses 
on high-end French cuisine in St. Petersburg, Florida, wouldn’t be the right fit.

For that reason, many businesses have even shifted toward micro-influencers and “power middle 
influencers” to effectively reach their target audiences.

Micro-influencers have around 10,000 followers, with some sources defining the range as far as 100,000. 
Friends and family make up most of their following so their posts are viewed as trustworthy and therefore 
receive high organic engagement.

Although the range of followers that defines micro-influencers varies, a more specific label for the 100,000 
to 200,000 followers range would be “power middle influencers.” Influencers with this range of followers 
receive less engagement but have a much bigger reach.

Depending on the goal, many restaurants use a combination of both micro and power middle influencers to 
take advantage of the benefits offered by followings of all sizes.

A general rule of thumb to keep in mind—the more followers an influencer has, the lower their “Like” rate 
will be. Digiday Media reports that Instagram influencers that have 10,000 to 100,000 followers receive 
around a 2.4 percent like rate compared, to 1.7 percent for influencers that have one to ten million followers.

Attract Influencers to Your Restaurant
If you’re having trouble finding the right influencer, then let them taste your food! Hosting a tasting event 
is an effective way to get the attention of local influencers because who doesn’t like free food? Meeting 
your possible matches in person lets you read their personality and see if the way they react to your food 
matches the reaction you want seen online.

Restaurants may even hire influencers for “social media takeovers” or “live-time” content creators to run 
their Snapchat, Twitter, Instagram Stories and Yelp. Reaching this stage takes a lot of trust and usually 
involves the influencer signing a contract, but it will increase your social accounts’ sense of authenticity, 
which can be a core element in your restaurant’s overall growth.

It’s 2018, and there are more influencers than ever. No matter what type of cuisine you offer, there is an 
influencer out there waiting to show the world what you’re serving up.
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Discovering Your First Negative Online Review
“Melissa C.”—that horrid reviewer who brought down your Yelp rating by one-fourth of a star. After reading 
her review, you wanted to type away in a flurry of emotions and tell her that she was wrong and that your 
greens beans are supposed to be “extra” buttery and actually aren’t “too” buttery.

As restaurant owners or managers, we’ve all been there. We’ve all felt that pain. The betrayal, the anger, 
and the guilt felt from a negative online review is an unmatched feeling.

But before you completely sabotage your online presence, let’s click out of Yelp and see how you take a 
negative review and actually turn it into a positive for your restaurant.

The Impact of Online Reviews
For starters, online reviews have major leverage on influencing the purchasing behavior of your consumers. 
The impact of negative reviews and impact of positive reviews are both big.

Negative reviews can take a thriving and successful business and lead it towards a path of destruction. 
Businesses can lose 22% of customers who have purchased from them because of a negative article.  
This number jumps to almost 60% if there are three or more negative articles and then 70% if there  
are four or more.

Positive reviews are vital for your company. Nowadays, a whopping 88% of consumers trust online reviews 
as much as they trust recommendations from friends or family. So, before you reply to Melissa C.’s review 
with a heated and lengthy counter-argument, let’s see how a better response can win you more customers.

How to Respond to Negative Reviews
These days a bad review cannot be ignored or given a passive-aggressive reply. Take the time to turn a 
bad review into a positive with a personalized comment. Often times, if you apologize and offer to make 
amends or resolve the issue or problem, users will see your side of the story and your exceptional customer 
service. Otherwise, they’ll have no reason not to believe the negative review.

Anyone and everyone has a voice on the Internet and sometimes it can be hard to stay on top of all the 
reviews from Yelp, Facebook, and Google. Consider looking into an online reputation management (ORM) 
software to keep tabs on what users are saying and to quickly respond to the reviews. But remember, if a 
bad review comes through the pipelines, take a deep breath before you respond.

CUSTOMER REVIEWS: 
TURNING NEGATIVITY INTO 
FIVE-STAR EXPERIENCES
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Your restaurant knows that by May 7, 2018, all of the menus will be plastered with the caloric intake of each 
food item.

But the part your restaurant might be stumbling in the dark about is how consumers will respond to these 
little numbers splattered across all of the big menu boards. Will the restaurant industry lose tried-and-true 
customers or even newbies coming to restaurants? Let’s take a look and analyze consumer decisions based 
on product labeling.

Know the Laws of Proper Labeling
Well, before we talk about how consumers will respond, here’s a quick refresher course on what your 
restaurant will need by May 7, 2018:

• On menus and boards, caloric values must be written next to all standard items.

• Written nutritional information guides with a break down of the total fat, cholesterol, carbs, sodium, etc.,  
 for each item must be available upon request.

• Menus and boards must tell customers that a nutritional guide is available.

• FDA-suggested daily caloric intake will be required on your menus and boards.

So, now that everyone’s peachy on the laws mandated by the FDA, let’s get to the down-and-dirty truth. 
Will this new menu labeling make customers shy away from your restaurants?

Don’t Be Afraid to Advertise Your New Menus
We can’t predict the future, but we can look at similar studies to make educated guesses on how 
consumers will respond to menu labeling.

Studies by the University of Minnesota used eye-tracking technology to see if people actually read the 
nutrition labels on packaged goods. According to their studies, only 9% of shoppers even looked at the 
calorie count, and only 1% looked at other components, such as fat, trans fat, sugar and serving size. On top 
of that, it’s been reported that 24% of diners say they want to see nutrition facts on menus at restaurants.

Long story short, research tells us that consumers won’t necessarily run away from your new menu changes 
with caloric intake tacked on, and you shouldn’t be afraid to advertise these changes. A small percentage of 
consumers say they want to see the nutrition facts even though they may not even read them.

Bottom line: it’s imperative for restaurants to get ahead of the curve and fulfill what the FDA requires,  
so there’s more time to showcase your most delicious, Instagram-able menu items with confidence.

HOW MENU LABELING 
LAWS WILL AFFECT THE 
CONSUMER EXPERIENCE
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Even though we’re still a long way out from being served our Big Macs by an army of HAL 9000s, 
restaurants are still leading the charge when it comes to implementing self-ordering kiosks.

Digital receipts, digital boards, iPad menus and POS tablets have already made their way into the 
restaurant industry. Self-ordering kiosks are expected to provide several benefits, which means now is the 
time to get on top of this trend and examine the implications this tech may have on the restaurant industry.

The Benefits of a Self-Ordering Kiosk

• Gives the power back to the purchaser. Customers will now have the choice to order through the drive  
 thru, at the walkup counter or at a self-ordering kiosk.

• Amps up the convenience factor. Just like a drive thru, the self-ordering kiosk is a convenience. If lines  
 are too long, customers can turn to the kiosk.

• Provides more customer-cashier facetime. A better customer interaction will create a more memorable  
 experience leading to positive online and word-of-mouth reviews.

• Increases order accuracy. Customers will be able to see on the screen exactly what they ordered,   
 reducing the margin of error.

• Streamlines the purchasing process. Restaurants will be able to get orders in and out at a higher rate.

• Adds more opportunities for the upsell. All the add-on, side and combo options will be displayed  
 on the screen to entice customers.

There’s a whole lot of potential surrounding self-ordering kiosks, so you must be able to wield their  
power wisely.

Don’t Miss the Mark on Effective in-Store Initiatives
We are creatures of habit. We’re more likely to go through the same routine of ordering at the counter or 
through the drive thru if a new service isn’t introduced to us.

You must provide incentives to entice customers to use your self-ordering kiosk. The first week or two after 
you set it up, advertise a free side or drink if customers order through it. You can also specifically assign 
some of your workers to be self-ordering kiosks greeters the first month or so after you introduce it. They 
can suggest to customers to use it and then guide them through the process.

Remember that although human-based customer interactions are still the norm for most major restaurants, 
it’s futile to resist the implications of a more digitally driven approach to food service and how it could 
affect revenue success for businesses.

HOW THE SELF-SERVING 
KIOSK WILL BOOST YOUR 
RESTAURANT SALES
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Technology is changing the world we live in, and the restaurant industry is no exception. Restaurants need 
to change how they market to their customers in order to stay in business. They’re are offering farm to 
table, open concepts, rotating menus, and online ordering all to cater to the ever-changing needs of their 
consumers. Americans want more convenience, healthier options, and unique spaces. 

Tips for Owners
Restaurant owners need to know the importance of using social media as a way to increase their customer 
base. They need to stay on top of all online ratings and reviews on TripAdvisor, Yelp, and Google and 
respond to all of these reviews, both positive and negative. If you receive a bad review, the best thing to  
do is respond positively and even offer a discount to come back. Potential customers look at responses 
from restaurants and will try your restaurant even with a bad review–if you handle it correctly. 

Knowing what people are saying about your restaurant also gives you feedback to make changes and 
improve the experience you offer to your customers. As owners, you can also write articles or submit 
recipes for your local publications. If they publish this, it’s free advertising for you. Attend local community 
events and promote a discount or special to get the attendees to try your restaurant. You can attend a 
local 5k or other “fun run” and give all runners a discount on their next meal. These are great ways to  
reach new customers for little cost.

Knowing the Customer
Your potential customers have a variety of food restrictions and will be attracted to restaurants that cater 
to their special needs. Customers are looking for local, sustainable meal plans, gluten-free and vegetarian 
and vegan dishes just to name a few. As a restaurant, you might not be able to offer dishes that would 
cater to all of these needs, but you can offer customers a complete list of all ingredients in your dishes so 
they can choose one that meets their needs. 

New technology like the TouchBistro POS system makes it easy to provide your customers with ingredient 
lists to help them make educated decisions about their orders. 

Customers also are interested in loyalty programs that offer an incentive to return. Start a program, and 
your customers will return twice as often. Customers also desire convenience and ease of use, and mobile 
apps are giving this to customers. They can access your app and get your food on their table quickly  
and easily. 

SO YOU THINK  
YOU KNOW THE 
RESTAURANT INDUSTRY?
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Advertising Approaches
Paper advertising is a thing of the past—technology gives restaurants low cost, effective, and easy ways  
to advertise to your customers. If you have not updated your website and graphics in a while, consult  
your ad agency. 

Your customer is addicted to their mobile device. When they search your restaurant, your website should 
be easy and user friendly. Take time to look at your website on your phone, and ask yourself, “Is this 
easy for my customer?” Work closely with your advertising agency to make sure your restaurant shows 
up first in local searches. If you are a Mexican restaurant, you want to be the first Mexican restaurant 
when someone searches for local Mexican food. You also want to be first if someone searches for local 
restaurants, so make sure your location is accurate on all search engines. 

Videos are very effective in promoting your restaurant on social media outlets. When you make a video, 
make sure it appeals emotionally and has very eye-catching graphics to capture the attention of your 
customers. Facebook is a great way to use your video content. 

Lastly, make good friends with your neighboring businesses. Working together will be mutually beneficial 
for getting new customers. If your restaurant is next to a gym with 100,000 followers, that’s a great a way 
for you to get your name out to their customers. They, in turn, can promote their gym to your customers.  
It is a win-win for both at very little cost.
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Have you ever been traveling in your car and wondered what restaurants are nearby?  Well, it seems that 
a lot of people are doing just that, as Google searches for “near me,” “nearby,” “closest” and “nearest” have 
increased by 300% from just a few years ago, with 80% of those searches coming from a mobile device. 

Consumers are using their mobile devices to find businesses nearby, and not just restaurants and coffee 
shops, but jewelry stores, bank and furniture stores and everything in between. Google has responded to this 
need by putting the technology in place which gives consumers accurate and relevant search results. As a 
restaurant, you need to know how to get your location at the top of the list for these “near me” searches.

Website Optimization
The first factor in SEO Ranking is to make sure your website is mobile friendly as most of the searches are 
being done by mobile devices. If your site is not easy to use, the consumer will move on. Click-to-call buttons 
and an address on every page makes it easier for consumers to find you. A strange, but very effective local 
SEO marketing strategy would involve adding these keywords to your website. For example, if you are a 
Mexican restaurant, you can add “Mexican restaurant near me in Sanford,” or “closest Mexican restaurant 
in Sanford.” You will want to add this to your Title, Meta Description, Copy and to Alt Tags too. This might 
sound a little strange in your copy, but will be successful if it is included in your local SEO marketing. 

You should also include structured data markup on your website which will help define your exact location. 
This is important for the “near me” searches as location is key to getting in the top spot. More SEO ranking 
factors include making your website content comprehensive and relevant to your customers, page load 
speed and backlinks.  

Google My Business
The best thing to happen to your restaurant would be to have the top position in the three-pack of results 
after the ad listings when someone searches for “restaurants near me.” How do you get your restaurant in 
that position? First you need to create your Google My Business page—this listing is free of charge, you  
just need to create it. 

When you set it up, include yourself in all possible categories to make sure you would be included in all 
searches. The secret to getting the top is to make sure Google knows where you are located, that your 
information is always up-to-date and including high quality photos in your listing. Another top strategy is to 
have activity on your listing—the more you interact, the more relevant and important Google thinks you are. 

Your listing page allows you to respond to customer reviews and you should do this as much as possible 
as conversations post activity to your page as well as boost exposure to customers. Also share updated 
information or events taking place at the restaurant on this page, again the more updates to the page,  
the more Google will promote it in the searches that are relevant to your business.  
When the search results come up for the consumer, Google is making the experience  
more user friendly for them by providing NAP (name, address and phone) in all  
searches so be sure your information is always up-to-date.

HOW CAN RESTAURANTS 
LEVERAGE “NEAR ME” 
SEARCH OPTIMIZATION? 
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Purchase Ads
The easiest way to ensure your restaurant will get the top position in a search is to also purchase an ad.  
If the qualifications are met, the search will put your business in the top three spots before the three-pack. 
You will also be listed on the map and the consumer can easily click and find you. These are charged by  
the CPC (Cost-per-Click).

Maps/Location
To ensure your business is at the top of the “near me” searches, you need to make sure your spot on 
Google Maps is accurate and keep this up-to-date. If Google does not know where your restaurant is, it 
cannot include you in a “near me” search. Then, you can purchase an ad that will come up when you are 
relevant to the search.

Business Directories and Links
If you have a local blogger or company that provides directories, make sure you are included in these 
directories and keep information accurate. Add yourself to local Yelp directories and make sure you are 
detailed in the description. Do not just add a link or you will get lost in the listings. Google will pick up on 
the information in these directories to put you in the top search. Link your page with other businesses in 
your area that complement your business. For example, if you are a healthy café, you should link to a local 
gym in the area or if you are an upscale restaurant link to the local Broadway theater. 

Reviews
Reviews from your current customers are some of the most powerful forms of advertising as a restaurant 
because customers are looking at what others think of your restaurant and use that to decide if they want 
to try it or not. On Google My Business, you can respond to all reviews your customers give. This will 
increase your position because you have activity on your page.

Social Media Marketing
Don’t forget your social media in your local marketing efforts. You need to set up your Facebook page just 
like your Google Business listing, making sure the information is consistent and using your city and state in 
your title. 

Customers will review your restaurant on Facebook and Twitter so don’t forget to stay on top of these 
to know what they are saying about you and respond to these posts. People talk about business, new 
developments and products on Twitter, Instagram, Facebook and more. All these social mentions find their 
way to Google’s sensors as well. The search engine will pick up on positive or negative sentiments and use 
these to help them rank your local business. If a lot of people talk about your business and/or link to your 
website, you must be relevant. Monitor these mentions and engage.
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What makes food “healthy?” Is it the caloric value? Or the way it makes us feel? Through the decades, the 
definition of healthy eating has drastically changed, so much so that those questions would draw out vastly 
different answers from a Baby Boomer and a Millennial. But that’s not all that has changed. Let’s dive deeper 
into healthy eating patterns through the years, and how our modern-day lives have shaped everything from 
the way we snack to restaurant menus.

How Our Food Has Changed Over the Decades
Not long ago, the milkman would deliver fresh milk to your door, and you would visit the local butcher to 
get your meats. If you did not live close to these options, you would raise your own livestock. For most of us, 
that’s no longer the case.

The bread you eat today is definitely not the same that our parents and grandparents consumed years ago. 
That’s because most of the food we have access to is genetically and hormonally altered to keep up with 
mass production. Back in the 70s, people ate more red meat than chicken, drank more whole milk and only 
used refined sugars. However, growth hormones, antibiotics and genetically modified feed were never given 
to animals. So, while it may seem that our recent ancestors ate too much of these “bad” foods, they were 
typically consuming the healthiest kinds of animal products – those fed with grass, kept outdoors and  
raised humanely.

What It Means to Be Healthy
Just like the foods we eat, how we define healthy eating has shifted over the years. The vast majority of  
Baby Boomers view healthy eating as counting calories, eating certain foods and lowering sugar content in 
their diets. Most Millennials, however, are more focused on organic, farm-to-table and fresh foods, and how 
those foods make them feel. By these findings, Boomers are more likely than Millennials to be interested 
in health benefits associated with foods such as weight management, cardiovascular health, and digestive 
health, while Millennials are more likely to be interested in benefits such as mental health, muscle health and 
immunity associated with foods.

Fast Foods for Busy Lives
These days, “busy” is the word on every person’s lips when asked how they’re doing. Our fast-paced lives 
demand fast-paced foods, and it’s much more common for people to eat alone, playing catch-up on our 
hand-held devices.

This busier lifestyle also leads to more snacking throughout the day, and while some opt for healthier snacks, 
including fruit and vegetables, many do not. According to consumer insights firm, The Hartman Group, only 
1 in 10 consumers avoid snacking multiple times throughout the day. Food marketers have also aided and 
abetted the constant grazing by offering an array of portable foods which allow consumers to continue 
tackling their ever-expanding to do lists.

HEALTHY EATING: 
WHAT IT MEANS TO 
MILLENNIALS VERSUS 
BABY BOOMERS
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How Restaurants are Adapting
To be successful, most restaurants need to market to both Millennials and Baby Boomers. This means offering 
a mix of traditionally healthy options, as well as focusing on fresh, organic foods for their menus. But, through 
their pointed differences, both Millennials and Boomers like to be loyal to a brand and want to support 
restaurants that offer great service. Both of these populations prefer restaurants that offer options so they 
can customize their food and get it the way they want it, and, although health is a main focus, comfort and 
luxury foods are also important when celebrating or enjoying a night out.

Let’s not forget about the power of social media. Both Millennials and Boomers use social and mobile devices 
to collect advice, including where they should dine through apps like Yelp.

At the end of the day, every person simply wants to feel their best. From Baby Boomers to Millennials, healthy 
eating means having the energy to enjoy life and all of its flavors.
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Over the last five years, a phenomenon has taken place within the restaurant scenes of cities with high  
tourist traffic. As hungry travelers and local foodies of different cultural backgrounds become more  
prevalent in places like Austin, Las Vegas, St. Petersburg, Florida, and even Orlando, the gap for more  
unique and tasteful restaurants needs to be filled.

With such diverse markets, these and other cities have become meccas for independent brands and  
start-ups to test launch their restaurants.

Meals On Wheels 2.0
Cities have developed in the mobile food market. As the wave of new mobile and brick-and-mortar 
restaurants take over, chefs have enhanced the quality of their ingredients and are supporting the  
farm-to-table movement now more than ever.

Utilizing the freshest seafood, and local produce, chefs have upgraded their menu offerings to reflect the 
seasonal availability of nearby ingredients. This has become a main feature in most restaurant kitchens.  
These innovative and unique restaurants are what tourists and locals are constantly looking for.

A Local Look at Orlando
As one of the top travel destinations in the world, Orlando has succeeded in establishing a diverse culinary 
community with foods from different countries and cultures. Malaysian food from the award-winning Mamak 
restaurant, African food from the Nile Ethiopian restaurant, and The Sanctum Cafe, which offers plant-based, 
sustainable cuisine, are just a few examples of all the unique flavors available in Orlando.

The city has also been the birthplace of award-winning restaurants that re-create the classic American eatery. 
Since it’s opening in 2009, 4Rivers Smokehouse has become the most successful BBQ chain in Florida. John 
Rivers, founder of 4Rivers, continued to be successful in Orlando and opened The Coop, a southern-comfort 
restaurant in Winter Park that has gained popularity for it’s traditional southern menu that is made from 
scratch daily.

Cask and Larder, another southern-style restaurant in Winter Park, gets its recognition from being a 
neighborhood gathering spot that abides by the traditions of whole cookery by curing their own meats  
and canning their own preserved fruits and vegetables.

HOW SMALL 
RESTAURANTS  
SURVIVE IN A  
BIG-CHAIN WORLD
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The Bigger Picture
But what does this new age of culinary mastery and start-up restaurants mean for the big food chains that 
still fill the streets of many major cities around the country, including Orlando? Will local and iconic burger 
joints lose clientele to the convenience McDonald’s? Do the southern-comfort neighborhood restaurants 
stand a chance against KFC?

While larger chains have extreme advantages to the market: more spending on advertising, easier operations, 
and a growing popularity of the QSR industry, start-ups that launch have the advantage of being part of the 
local community. The neighborhood spots attract tourists and locals because of their sense of community, 
healthier choices and local support.

Independent restaurants choose to test launch their stores here because of the thousands of people visiting 
from around the world and the thousands more that call their respective cities “home”. It is a place for 
opportunity and where a restaurant can become an integral part of the community.


