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“Successful university dining services of tomorrow will
keep abreast of students’ opinions in terms of foods/

flavors as well as their interest in issues like health and
sustainability. They will engage students with the use of

events and technology and use every opportunity to prove
to students that their opinions matter.”

– Julia M. Gallo-Torres, Foodservice Category Manager

In this report we answer the key questions:

• What are the most prevalent items on campus dining menus?
• How are colleges and universities using technology and social media in dining services?
• How are colleges and universities keeping the dining experience interesting for students?
• What ethnic or regional cuisine types do students enjoy most?
• What factors would influence students to dine more often on campus?

Colleges and universities find their customers are a captive audience. School is home. Dining services,
whether provided by a contract management company or self-operated, can successfully build their
bottom line if they develop plans and programs that address the needs of their audience, which is
largely Millennials.

Mintel uncovers what those needs are in this report and addresses successful programs and methods
some colleges and universities are using in areas related to food, flavors, marketing, events, and more.
The exclusive survey conducted for this report gets to the bottom of students’ dining habits and
attitudes, uncovers what could persuade them to dine more frequently on campus, and what food
options they would like to see more of.

The industry is thriving. This report uncovers what is behind the growth, which has not stalled during
the economic downturn. The future of the industry is bright, especially for those who take note of the
prevaling opinions, attitudes, methods, and trends outlined in the pages that follow.

This report covers both self-managed foodservice operations within colleges and universities as well as
those run by an outside vendor contracted for dining service management.

This report draws from such resources as:

• Mintel Oxygen, which offers foodservice analyst expertise and a dedicated report series

• Mintel Inspire, a unique tool that reveals daily influences on brands and people, and helps generate
trend-direction ideas

• Mintel Menu Insights, which provides flavor, ingredient, preparation, and price trend analysis,
drawing from the largest 350 chain restaurants, as well as 150 independent restaurants, 50
restaurants run by top chefs, and 25 beverage-focused restaurants. Its separate noncommercial
channel includes 25 on-site hotel restaurants, 50 college and university settings, 50 retirement/
assisted living centers, and 25 convenience stores.

• Custom consumer research on consumer attitudes and habits relevant to topics analyzed in the
report.
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Figure 10: Non-alcoholic beverage purchase behavior, by gender and age, October 2012
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Figure 11: Attitudes toward campus dining, by gender, October 2012
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Figure 13: College and university foodservice sales, by segment, 2007-13
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Sales and forecast of self-managed university dining
Figure 15: Sales of food and beverages through self-managed college/university foodservice programs, at current prices, 2007-17
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Figure 16: U.S. college and university foodservice sales, fan chart, 2007-17
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2020
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Figure 19: Annual food and beverage sales per student enrolled in higher education, 2007-12
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Figure 20: Population aged 18+, by age, 2008-18

Millennials demonstrate the importance of higher education
Figure 21: Educational attainment of people aged 18+, by generation, 2011
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Some school dining services rise to the top providing competition
Figure 22: Princeton Review “The Best 377 Colleges: 2013 Edition,” Top five best campus food, 2012
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Engaging events

Sustainability matters
Figure 23: Restaurant choice influence factors, by age, October 2012

Highlighting health
Figure 24: Restaurant choice influence factors, by age, October 2012

Figure 25: Healthy menu changes made by noncommercial operators in the past couple years, 2012

Food truck solutions
Figure 26: Attitudes toward campus dining, by gender, October 2012

Overview
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Stanford University

University of Pennsylvania

Vanderbilt University

Managed services companies

Sodexo

What’s new

Aramark

What’s new

Chartwells Higher Education Dining Services

What’s new

Overview

Engaging technology
Figure 27: Restaurant choice influence factors, by age, October 2012

Social media

Key points

Vegetables on top

Chicken is most popular protein

Rice and potatoes provide home comfort

Burgers have to stand out
Figure 28: Top five menu item dishes at universities, by incidence, First half 2012

Innovations and Innovators

Brand Analysis

Marketing Strategies
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Key points

Snacks and beverages present the best growth opportunity
Figure 29: Campus dining usage, by gender, October 2012

Snacks could be a target area for older students
Figure 30: Campus dining usage, by age, October 2012

Figure 31: Campus dining usage, by race/Hispanic origin, October 2012

Part-time workers could be coaxed to eat more meals on campus
Figure 32: Campus dining usage, by employment, October 2012

Key points

Students purchase a lot of meals and snacks off campus
Figure 33: Campus dining frequency, October 2012

Men and women purchase more meals off campus
Figure 34: Campus dining frequency, by gender, October 2012

The number of meals eaten decreases with age
Figure 35: Campus dining frequency, by age, October 2012

Full-time workers purchase the least meals and the most snacks
Figure 36: Campus dining frequency, by employment, October 2012

Key points

Students are bored with campus food choices
Figure 37: Attitudes toward campus dining, October 2012

Women make meals of snacks
Figure 38: Attitudes toward campus dining, by gender, October 2012

Older students interested in better quality
Figure 39: Attitudes toward campus dining, by age, October 2012

Key points

Healthful food especially matters to women
Figure 40: Items students would like to see more of, by gender, October 2012

Young students focus on flavor
Figure 41: Items students would like to see more of, by age, October 2012

Key points

Flavor and price offers are the biggest persuasion factors
Figure 42: Persuasion factors in more frequent campus dining, by gender, October 2012

Better taste may be a partnership away
Figure 43: Persuasion factors in more frequent campus dining, by age, October 2012

Campus Dining Frequency

Campus Dining Attitudes

Items Students Would Like to See More of

Campus Dining Persuasion Factors
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Key points

Chinese is the leading cuisine purchased off campus
Figure 44: Ethnic cuisines frequently ordered, October 2012

Women are more approving of most ethnic cuisines, especially Italian
Figure 45: Ethnic cuisines frequently ordered, by gender, October 2012

Those aged 21-24 like to experience ethnic flavors
Figure 46: Ethnic cuisines frequently ordered, by age, October 2012

Latin American cuisine should be explored more on campus
Figure 47: Ethnic cuisines frequently ordered, by race/Hispanic origin, October 2012

Stable Snackers

Demographics

Characteristics

Opportunity

Picky Discontenteds

Demographics

Characteristics

Opportunity

Hungry Nows

Demographics

Characteristics

Opportunity

Skinny Scrimpers

Demographics

Characteristics

Opportunity

Cluster characteristic tables
Figure 48: Target clusters, October 2012

Figure 49: Campus dining usage, by target clusters, October 2012

Figure 50: Campus dining frequency, by target clusters, October 2012

Figure 51: Items students would like to see more of, by target clusters, October 2012

Figure 52: Persuasion factors in more frequent campus dining, by target clusters, October 2012

Figure 53: Ethnic cuisines frequently ordered, by target clusters, October 2012

Figure 54: Attitudes toward campus dining, by target clusters, October 2012

Cluster demographic tables
Figure 55: Target clusters, by demographic, October 2012

Cluster methodology

Ethnic Cuisine Interest

Cluster Analysis
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Key points

Northeastern students tend to take part in the meal plan
Figure 56: Campus dining usage, by region, October 2012

Midwestern students are the most bored with campus food choices
Figure 57: Attitudes toward campus dining, by region, October 2012

Students from the West enjoy many ethnic cuisines
Figure 58: Items students would like to see more of, by region, October 2012

Snacks could keep Northeasterners on campus more
Figure 59: Persuasion factors in more frequent campus dining, by region, October 2012

Ethnic cuisines don’t mean as much to Northeastern students
Figure 60: Ethnic cuisines frequently ordered, by region, October 2012

Figure 61: Campus dining frequency, by employment, October 2012

Figure 62: Persuasion factors in more frequent campus dining, by employment, October 2012

Custom Consumer Groups—Regions

Appendix: Other Useful Consumer Tables

Appendix: Trade Associations
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