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Introduction
The APAC region is a diverse and rapidly changing 
market and understanding consumer preferences is 
crucial for success in the food service industry. To 
provide businesses with the latest insights, Rakuten 
Insight leveraged its proprietary panels to conduct a 
detailed survey on APAC consumers' dining habits.

This research explores key aspects of the dining 
experience, including:

1) How often are people dining out?
2) Where do they usually go when dining out of 

home?
3) For which mealtime and with whom?
4) Are they making reservations and how?



The survey reveals that a significant portion of APAC 
consumers enjoy meals outside the home regularly. Over 
half (54%) of respondents dine out at least several times a 
week, with 19% eating out daily and 35% several times a 
week.

Taiwan leads the pack with 39% dining out daily, followed 
by Thailand (25%) and Hong Kong (24%). While Japan has 
the lowest percentage of daily dining out, China and 
Singapore also show a strong trend of frequent dining out, 
with 53%, respectively 46% eating out several times a 
week.

These figures highlight the importance of the food service 
industry in the region and suggest a busy lifestyle where 
convenience is valued.

Dining out is a Way of Life
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Dining location preferences reflect a blend of traditional 
and modern influences. Street food remains immensely 
popular across the board, with 54% favouring it, 
particularly in Indonesia (77%) and Singapore (72%). This 
highlights the lasting appeal of affordable and authentic 
local flavours in these markets.

At the same time, casual dining restaurants are also 
favoured, especially in Korea (85%), indicating a demand 
for more structured dining experiences. Fast-food chains 
enjoy popularity too, particularly in the Philippines (80%), 
with Malaysian consumers showing a strong inclination 
towards food courts (67%).

This multifaceted preference shows that diners are looking 
for different experiences depending on their needs and 
budget.

Balancing Tradition and 
Modernity
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Where do you usually go when dining out of home?
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Dinner is overwhelmingly the most popular meal to eat 
out (72%), aligning with global trends of socializing and 
unwinding after work. Nonetheless, there are clear 
opportunities for businesses to tap into other mealtimes.

Lunch remains significant, especially in China (70%), Hong 
Kong (73%), Japan (71%), and Singapore (70%), suggesting a 
strong demand for convenient midday meal options in 
these bustling urban centres.

Furthermore, the presence of late-night dining (17%) 
suggests a demand for food options outside of traditional 
meal hours, especially in China (29%) and Thailand (23%). 
Additionally, India also shows a high percentage of people 
dining out for brunch (24%).

Dinner Dominates, but 
Opportunities Exist
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The preference for not making reservations (58%) 
highlights the importance of spontaneity and convenience 
in the dining experience. However, a different approach 
can be seen in China and India, where making 
reservations is more common (both 45%).

When reservations are made, many rely on phone calls 
(36%) and apps (26%), favouring direct communication 
and easy booking methods. Notably, in Indonesia, 40% of 
people opt to reserve a table in person.

To Book or Not to Book?



Do you usually make a reservation when dining out?
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If you do make a reservation, how do you do it?
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Dining out is primarily a social activity, with family (66%) 
and friends (48%) being the most common dining 
partners.

However, the notable percentage of people dining alone 
(20%), especially in Taiwan (32%) and Hong Kong (31%),
suggests a growing market for solo diners who value 
convenience, speed, and a comfortable atmosphere.

In Japan, dining with a romantic partner is more common 
(41%).

This emphasizes the social aspect of dining out, with meals 
often serving as a way to connect with loved ones, network 
with colleagues, or simply enjoy some personal time.

Dining as a Social 
Experience



China Hong Kong Indonesia India Japan Korea

Friends 63% 45% 43% 65% 31% 31%

Colleagues/business 
associates/schoolmates

56% 38% 19% 36% 12% 28%

Family 65% 55% 66% 72% 50% 66%

Romantic 
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54% 36% 30% 27% 41% 18%

Alone 28% 31% 27% 12% 26% 16%
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Delving into the numbers, our survey reveals interesting
insights into how APAC consumers allocate their dining 
budgets across different meals. 

Across the region, breakfast consistently emerges as the 
most budget-conscious occasion, with many opting for 
more affordable options to start the day. Lunch sees a 
noticeable uptick in spending compared to breakfast, 
suggesting a willingness to invest a bit more for a midday 
meal. As anticipated, dinner generally commands the 
highest average spend, reflecting its role as a more social 
and often celebratory occasion. 

These overall trends, however, are nuanced by 
considerable variations between markets, underscoring 
the influence of local economic factors and deeply 
ingrained dining preferences on consumer behavior.

Spending Habits: A 
Breakdown by Meal
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drinks) when dining out?
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Gen Z: The Digital & Social Foodies

Gen X: The Pragmatic & Value-Conscious Diners

Millennials: The Convenience & Experience Seekers

Baby Boomers: The Traditional Diners

Gen Z emphasizes social experiences. In China, 66% prefer dining out with 
friends. They embrace tech, with 71% in Hong Kong using apps for reservations. 
Gen Z shapes dining with digital fluency and a desire for shareable experiences.

Millennials balance convenience and unique experiences. In Indonesia, 75% dine 
at street food locations, seeking authentic culinary adventures. They value 
phone calls for reservations (37%). Millennials are key, driven by convenience 
and memorable dining.

Gen X balances personal and family needs while being mindful of value. In 
Malaysia, 67% favor food courts, demonstrating a practical choice catering to 
diverse tastes and budgets within a family setting. In South Korea, 85% favor 
casual dining restaurants.

Baby Boomers favors familiar establishments and values shared meals with 
loved ones. In Vietnam, 75% dine with family, highlighting the importance of 
these connections. They also show a strong preference for casual dining 
restaurants (63%).

Age and Dining Preferences
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Where do you usually go when dining out of home?
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Who do you usually dine out with?
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Conclusion
The APAC dining landscape is vibrant and varied. By 
understanding these key trends – the high frequency 
of dining out, the regional preferences for street food 
versus casual dining, the predominance of dinner 
alongside lunchtime opportunities in certain areas, 
the need for convenient reservations, and the social 
nature of dining – businesses in the food service 
industry can better tailor their offerings to meet the 
evolving needs and preferences of consumers across 
the region. 

In today's data-rich environment, relying on insights 
like these is crucial. Food service businesses should 
embrace data-driven decision-making to optimize 
their operations, personalize the customer experience, 
and gain a competitive edge in the dynamic APAC 
market.
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Gender

The survey was conducted online using Rakuten Insight proprietary panels with 92,140 respondents across 12 
key markets within APAC*.

About the survey

Age

Male Female

16-24 25-34 35-44 45-54 55+

*This survey reflects the views of Rakuten Insight's online panel (male and female, 16+ years, actively participating in surveys). While insightful for identifying trends within this group, it may not 
fully represent the general population. For custom research solutions tailored to your specific target audience and objectives, contact Rakuten Insight to unlock deeper insights.
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