
access: financial constraints, 73–4;
frequency of, 71–3, 90; influences on,
69–70, 89–91; regional patterns of, 88–9;
to communal mode, 86–8, 91; to
consumption, 65–8; to restaurants, 74–8,
90

achievement, 197–9
aesthetic judgements, 200
age: and commercial mode, 77; and

communal mode, 87, 88; and
consumption, 11; and pursuit of variety,
80, 84

alcohol, 29
Appadurai, A., 219
appreciation, and enjoyment of food, 48–9,

53, 194–5, 200, 201–4
attitudes: and frequency of eating out,

72–3; to eating out, 52–5; to entertaining,
56–61, 62–4; to novelty, 148–9; see also
satisfaction; shared understandings

behaviour, when eating in and out, 153–7
branded food, 30
break from food work, 48, 51, 52–3, 104,

109, 196

cafés, 49–50
Campbell, C., 163
Campbell-Smith, M., 5
catering industry: analyses of, 4–6;

employment in, 5, 26; see also commercial
mode; waiting staff

change: as reason for eating out, 47–8, 50,
52–3, 152–3; see also break from food
work

Charles, N., 106
choice: to eat out, 13, 66; see also variety
commercial mode: as alternative to

domestic, 99–102, 110–11; compared
with communal, 128–31, 171–4, 219–24;
compared with domestic, 151–3;
convergence with domestic, 132–4,
135–6, 149, 160; employment in, 5, 26;

expenditure in, 31–5; frequency and time
of use, 33, 71, 90, 157–8, 159; history of,
22–3; impact of, 108–11, 224–7; menu
structure in, 143, 144, 145, 146, 149,
150; satisfaction in, 171–4; service
environment, 113–14, 128–31; social
dimension of, 216–17, 225–6; types and
structure of, 21, 23–30, 41, 75–8, 79–86,
90–1; variety and standardisation in, 30,
135–6, 149, 150, 219–20; venue
preferences, 75–8, 90; see also customers;
diners; restaurants; take-aways

communal mode: access to, 86–8, 91;
compared with commercial, 128–31,
171–4, 219–24; frequency and time of
use, 71, 158–9; menu structure in, 143,
144, 145, 146, 147; nature of, 18, 38–40,
41; novelty in, 149, 150; patterns of and
attitudes to, 56–61, 62–4, 85–6;
reciprocity in, 59, 60, 86–8, 211; research
on entertaining, 117–18; satisfaction in,
171–4; see also guests

complaints, 125, 177–83
consumer choice, 13; see also variety
consumers: experienced, 55; research on,

5–6; see also customers; diners; guests
consumption: access to, 65–8; and

gratification, 164–7, 188–9; link with
social divisions, 11–13; research on
experience of, 167–8; and status, 197–9;
theories of, 9–11, 163–4, 215, 217–18

contemplative gratification, 186, 199–204
contract catering, 36
convenience foods, 17, 101, 227; frozen,

101, 104, 105; ready meals, 101, 105; see
also take-aways

cultural capital, 69–70, 90, 199
cultural complexity of eating, 13–15
cultural constraints on eating out, 70
cultural diversity, and ethnic food, 83, 86
cultural hegemony and pluralism, 221–2
cultural templates, see rules; shared

understandings
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customers: expenditure and payment by,
31–5, 36, 127–8, 224; experience of
variety, 79–86, 90–1; frequency and time
of eating out, 33, 71, 90, 157–8, 159;
purpose of, 28; relationship with waiting
staff, 117, 118, 120–1, 122–3, 125,
131–2; research on, 5–6, 30; role of, 114;
venue preferences of, 75–8, 90; see also
consumers; diners

delivery, see service delivery
DeVault, M., 42
diners: eating with company, 153–4;

preparation and dress of, 155–7;
relationship between, 130–1; see also
customers; guests

dinner parties, 57–8, 59, 60–1, 62–3; see
also communal mode

domestic food work: commercial
assistance, 104–5, 109; and definition of
eating out, 44; eating out as break from,
48, 51, 52–3, 104, 109, 196; gender and
organisation of, 60, 93, 94–9, 109, 110,
226–7; guest involvement in, 59–60;
research on, 93

domestic mode, 17; compared with eating
out, 151–3; convergence with commercial,
132–4, 135–6, 149, 160; impact of eating
out on, 4, 109–10, 216, 217, 225, 227;
impact of market on, 93–4; novelty in,
149; preference for, 49, 53, 196; shared
understandings of, 102–3, 104–5; see also
communal mode; family meals

domestic organisation: and access to eating
out, 88, 92; link with commercial mode,
108–11; link with eating out, 67–8; and
use of commercial alternatives, 99–102,
110–11

domestic work, re-negotiation of, 92–3
dressing, for eating out, 155
Driver, C., 26–7

eating, cultural complexity of, 13–15
eating out: access to, see access; attitudes

towards, 52–5, 72–3; choice of, 13, 66;
compared with domestic mode, 151–3;
decision-making regarding, 127;
enjoyment of, 170–5, 189–90, 195–6;
financial aspect of, see expenditure;
money; payment; frequency of, 33, 71–4,
90, 103, 104–5; gratification of, see
gratification; impact on domestic mode,
4, 94, 109–10, 216, 217, 225; link with
domestic organisation, 67–8; link with
other leisure activities, 55–6; preparation
and dressing for, 154–5; range of venues,

21–2; reasons for, 47–51, 52–3, 104, 174;
research on, 1–2, 3–6; satisfaction of, see
satisfaction; shared understandings of,
43–7, 61–4, 102–4, 222; social
consequences of, 224–7

education: and commercial mode, 76, 90;
and communal mode, 88; and
organisation of food work, 98–9; and
pursuit of variety, 80, 82, 84

employment, see work
enjoyment: of eating out, 170–5, 195–6;

elements of, 189–90; as final phase of
consumption, 164–5; studying, 175–83;
see also appreciation; joy; pleasure

entertaining, see communal mode
entertainment, eating out as, 200–1
enthusiasm, see appreciation
ethnic foods: increase in, 225; prevalence of

and taste for, 83–5, 86, 146, 149; take-
aways, 27, 50–1, 83–4

ethnic restaurants: customer profiles, 82–3,
86; defining, 81–2; increase in, 26–7;
popularity of, 77–8

ethnicity, and patterns of eating out, 85–6
expenditure: on eating out, 31–5, 36, 224;

see also money; payment

Family Expenditure Survey (FES), 31, 33–4
family meals: frequency of, 71; impact of

eating out on, 4, 94, 109–10, 216, 217,
225; menu structure of, 143, 144, 145;
and moral panics, 105–8; shared
understandings of, 102–3, 104–5; and
social relations of consumption, 106–8,
109–10; timing of, 159; see also domestic
mode

Finkelstein, J., 5–6, 175
food: ambivalence towards, 169;

appreciation and enjoyment of, 48–9, 53,
200, 201–4; consumer interest in, 98;
elaborateness and style of, 29; quantity
of, 151–2, 192–4; social science interest
in, 1–3; see also meals

food tastes: eating out compared with
domestic, 151–3; neophobia and
neophilia, 147–51, 161; and social class,
198–9

food work, see domestic food work
foreign food, see ethnic foods
formality and informality: attitudes toward,

55, 59; changing patterns of, 14–15, 223;
in criteria for eating out, 28–9; in private
and public venues, 128, 133–4; and
service in restaurants, 122, 124–5, 131–4

frequency of eating out, 33, 71–4, 90, 103,
104–5
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friends, as guests, 88, 159
frozen foods, 101, 104, 105

gender: and attitudes to eating out, 52–3;
and communal mode, 88; and
consumption, 11; and domestic food
work, 60, 93, 94–9, 109, 110, 226–7; and
patterns of eating out, 37; and service
rituals, 126–8

gift giving, 87
gratification: concepts of, 184–9;

contemplative gratification, 186,
199–204; and definition of eating out,
184; as final phase of consumption,
164–7; instrumental gratification, 186,
195–9; range of, 209–11; sensual
gratification, 186, 191–5; social
gratification, 187, 204–9; see also
enjoyment; pleasure

guests: communal company, 154; dress of,
155; ethnicity of, 85–6; friends as, 88,
159; reciprocity by, 59, 60, 86–8, 211;
role in food work, 59–60; socio-
demographic profile of, 87–8; see also
diners; family meals

happiness, 185
hedonism, 163
Hirschman, A., 188–9, 217–18
home: preference for eating at, 49, 53, 196;

see also domestic mode
homeliness, 123, 132–3
hospitals, 36
hotels, 132
household structure, see domestic

organisation

income: and access to communal mode, 88;
and pursuit of variety, 80, 82, 84; and
restaurant preferences, 76

individualisation, 12–13
inequality and access to eating out, 89–91
informalisation, 14–15
informality, see formality and informality
institutional mode, 17–18, 24, 26, 28, 34,

35–7
instrumental gratification, 186, 195–9

joy: of eating out, 194–5; see also enjoyment;
pleasure

Kerr, M., 106

learning, as reason for eating out, 52
leisure, as reason for eating out, 47–8,

49–50

leisure activities, link with eating out, 55–6
luxury and necessity, 15–16

market mode, 17, 93–4; see also
convenience foods

meals: convergence of domestic and
commercial, 135–6, 149, 160; definition
of, 3–4; as dimension of eating out, 46;
menu structure, 136–47; ‘proper meals’,
106, 144; purpose of, 153; shared
understandings of, 102–3, 104–5; social
dimension of, 216–18; see also family meals

men, contribution to food work, 95–9
menu structure, 136–47
methods, 6–9, 52, 228–33
metropolitan patterns, 88–9; see also region
money: as constraint on eating out, 73–4,

101; value for, 192, 195; see also
expenditure; income; payment

moral panics, 105–8
mutual gratification, social importance of,

207–9
mutuality: and gratification, 206–7, 210,

211; see also reciprocity

National Food Survey (NFS), 31–3
necessity, as reason for eating out, 15–16,

49, 51, 192
neophobia and neophilia, 147–51, 161
novelty and innovation, 30, 149, 150; see

also variety

omnivorousness, 79

participation: as gratification, 204–6, 210;
see also socialising

payment: gender influences, 127–8; and
levels of satisfaction, 173–4; see also
expenditure; money

pleasure: concepts of, 185, 188; of eating
out, 48–9, 51, 191–4; see also enjoyment;
joy

power, 117, 125, 126–7, 131–4
prisons, 36
private hospitality, see communal mode
production–consumption cycles, 10
provincial patterns, 88–9; see also region
provision, modes of, 17–19, 40–1
pubs, 85

quantity of food, 151–2, 192–4

re-negotiation of domestic work, 92–3
ready meals, see convenience foods
reciprocity: in communal mode, 59, 60,

86–8, 211; as gratification, 206–7, 211
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region: patterns of eating out, 77–8, 82,
88–9; relationship with consumption, 11

regulations, see rules; self-regulation
relaxation: as reason for eating out, 48,

128–30; see also break from food work
restaurants: alcohol provision in, 29; history

of, 23; impact of, 224–7; power relations
in, 117, 125, 126–7, 132; service and
formality in, 121–8; structure of sector,
25–6; variety of, 26–7, 28; see also
commercial mode; customers; pubs;
take-aways

rules: of access, 65; of alcohol provision, 29;
and conventions for eating events, 14–15,
62–4, 161, 222, 223; see also shared
understandings

satisfaction: of eating out, 170–5, 195–6;
studying, 175–83; see also complaints;
enjoyment; pleasure

school, food provision at, 34, 35, 36
self, presentation of, 129, 155, 166
self-regulation, 103, 104–5
self-service, 28
sensual gratification, 186, 191–5
service delivery, 113–14; aspects of good,

118–20, 125–6; commercial compared
with private, 128–31; convergence of
domestic and commercial, 132–4; and
formality in restaurants, 121–8; levels of
intervention, 118; power and informality,
131–4; power relations in restaurants,
117, 125, 126–7, 132

service provisioning approach, 10–11
shared understandings: of eating in and

out, 43–7, 61–4, 102–5, 222; see also rules
sharing: and gratification, 206–7; see also

mutuality; reciprocity
snacks, 46
social class: and access to eating out, 69–70,

88; and attitudes to eating out, 53, 55;
and communal mode, 38–9, 40, 58, 63,
88; and consumption, 11, 12; and
frequency of eating out, 71; pursuit of
variety, 80, 82–3, 84, 198–9, 226; and
restaurant preferences, 75, 76

social consequences of eating out, 224–7
social distance, 87
social gratification, 187, 204–7: importance

of, 207–9
social obligation, 49, 196
social organisation, 42

social relations: between customer and
waiting staff, 117, 118, 120–1, 122–3,
125, 131–2; between diners, 130–1; of
consumption, 106–8, 109–10; see also
gender

social status: eating out as reflection of,
74–5, 197–9; see also social class

socialising: at public and private meals,
216–18; as criterion of eating out, 45;
and gratification, 204–6, 210; as reason
for eating out, 48, 49–50, 53, 55, 70

socio-demographic variables, 11–13: and
access, 65–8, 69–70, 88; and attitudes,
52–5; in communal mode, 38–9, 40, 58,
63, 87, 88, 91; in domestic food work,
95–9; and frequency of eating out, 71–3,
90; links with eating out, 222–3, 226; and
menu structure, 137–43, 145, 146; and
restaurant preferences, 75–8, 90; and
variety, 79–86, 90–1; see also gender

spatial dimension of eating out, 43–4
special occasions: importance of, 217;

menus for, 144; as reason for eating out,
48; venues for, 153

specialness: as criteria of eating out, 45–6;
and regulation of eating out, 103

status, see social status

take-aways, 27, 50–1, 83–4, 101
tastes, see food tastes
teashops, 49–50
time: of day and week for eating out, 157–8,

159; length of meal, 100–1, 122, 129;
saving time, 100–1, 109; timing of
courses, 121–2, 126

value for money, 192, 195
Van der Berghe, P., 83
variety: in commercial and communal

modes, 219–24; in consumer society, 14,
218–19; impact of, 78–9; increase in, 14,
78, 135, 147, 159–61; and patterns of
eating out, 79–86, 90–1; see also novelty
and innovation

waiting staff: relationship with customer,
117, 118, 120–1, 122–3, 125, 131–2;
research on, 5

Wood, R., 135–6, 159, 160, 219
work: in catering industry, 5, 26; food

provision at, 35–7, 50; status and
domestic food work, 99
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