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An Age Curve Consulting Analysis

Chipotle Mexican Grill

Marketers and sociologists have studied "generations" for  years, and spend much energy  trying to define the different 

generations, and yet  there has never  been a formal, or  standard, delineation of  the generations.  Thus, the size of  a particular 

generation, its timeline  through  history, its name, and related characteristics are entirely  subjective, and suffer  from wide 

variations in  interpretation and definition.  Without a standard for delineation so-called generational  pundits can pretty 

much say  whatever  they  like about a generation and use whatever  convenient timeline and population size they  want in order 

to bolster their pronouncements.

Age  Curve Consulting cannot afford to be 

subjective when referring to the  different 

generations because we are trying to 

determine  how  generational  changes are going 

to affect the economy.  Therefore, we use what 

we  believe to be a rational, consistent  and 

logical  delineation of  the generations.  While 

demography  is not  an  exact  science, the  use of 

a standard delineation helps take some of the 

subjectivity  out of  making accurate forecast 

about commerce, culture and economics.  

G.I. Generation  1905-1924 56.6 million
Silent Generation 1925-1944 52.5 million
Baby Boomers  1945-1964 78.2 million
Generation X   1965-1984 69.5 million
Generation Y  1985-2004 79.5 million
Generation Z  2005-2024 +16 million (thus far)
Generation Blend* 2025-2044 Unknown

*ACR has chosen the moniker “Generation Blend” because this will 
be the most ethnically assimilated U.S. generation ever. 

The Generations as Delineated by Age Curve Consulting

The Zogby  Interactive Survey of the Chipotle 
Mexican  Grill  Visitors (conducted Aug. 19 and 20, 
2009) suggests that its  customer base finds  the 
restaurant to be tasty  and of good value, but does 
not seem to reveal  much  about the chain’s short- 
and long-term  prospects .  However, by 
superimposing  a demographic template over  the 
survey, some very interesting and exciting 
demographic facts  emerge, suggesting that Chipotle 
Mexican  Grill is demographically  well positioned for 
expansion, and has a very bright future.

There are six  consuming generations in the 
United States (please see box below).  Each differs 
by  size and they don not occupy the U.S. geography 
in  a  uniform  manner.  Understanding who these 
generations are, where they live and what they want 
can  help put the Zogby  Interactive Survey  into 
better perspective. 

According to the survey, the core of Chipotle 
Mexican  Grill  customers  appear  to be supplied by 
Generation  X.  This generation, born  1965-1984, is 
now aged 25- to 44-years-old.  Relative to the 
generation  in front of   it, the Baby Boomers, and the 
generation  right behind it, Generation Y, Gen. X is 
small.  As Generation X has passed through time it 

simply  did not have the critical  mass to meet the 
demands established by the footprint left behind by 
the Baby Boomers because there are nine million 
fewer Gen. Xers than Boomers.

Chipotle Mexican  Grill  has apparently  built its 
success in large part on an age sector that is 
currently  populated by  a small portion of  the U.S. 
population.  However, that age sector is year-by-
year  being populated by  the largest generation in 
U.S. history–Generation Y.  This generation, now 
aged 5- to 24, has  shown a  marked propensity for 
being “green,”  which, as the survey  seems to show, 
will  likely  lead them  to choose Chipotle over  less 
nutritious competitors, because of the Chipotle 
emphasis on  organic food.  Chipotle will also benefit 
from  the huge Gen. Y  entry level  domestic labor 
force. Gen. Y  is experiencing 20 percent 
unemployment at entry level  so Chipotle will have 
its pick of the best and brightest, in accordance with 
the Chipotle quality staffing formula.  

The Zogby  survey  indicates that Chipotle 
Mexican  Grill  has significantly underperformed with 
the Baby  Boomer Generation  relative to their  size 
and spending  power  and are simply  not  getting their 
fair share of Boomer dollars.  We believe this is  a 
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Zogby International conducted an  interactive 
survey  Aug. 19-20, 2009 that generated responses 
from  502 Chipotle Mexican Grill  visitors.  The 
survey  was essentially comprised of 21 Chipotle-
specific, closed-ended, multiple choice questions 
designed to gauge the respondents’ experience with, 
and feelings  about, the restaurant; and another 21 
questions designed to clarify  and delineate the 
characteristics  of the respondents.  The 21 Chipotle-
specific responses were then  further broken down 
and collated by  characteristic, as  well  as by the 
Chipotle-specific question/response designed to 
measure frequency of patronizing the restaurant.  
Thus, each of the Chipotle-specific responses can  be 
examined by characteristic factors such as race, 
various age brackets, gender, political  ideology, 
marital status, religion, income level, to name a  just 
a few.  

For the purposes of  this report, Age Curve 
Consulting will examine the survey as follows: 

analysis of the 21 Chipotle-specific responses;
analysis of the respondents‘ characteristics and 

demographic profile;
and, analysis  of the Chipotle-specific responses 

according to characteristic.

Chipotle-Specific Responses
With 502 respondents the survey  results as  a 

whole are likely to be statistically  significant and 
thus provide a relatively accurate snapshot of the 

restaurant chain as perceived, and patronized by, its 
patrons.  Thus, the responses to the 21-Chipotle-
specific questions, and to the 21  respondent-
characteristic questions can be used as a 
representation  of the restaurant chain’s entire U.S. 
customer base, allowing  of  course for the 4.5 plus or 
minus percentage point margin of error.   

The 21 Chipotle-specific responses illuminate 
the customers’ experiences with  and feelings about 
the restaurant chain, and, for the most part, would 
l ikely  be viewed as posit ive by  Chipotle 
management.

For example, more than 55.9 percent (281 of  the 
502) of respondents chose Chipotle Mexican Grill 
when asked (question #13. on  the survey) “if  a 

marketing issue owing to the fact that  the Boomer 
Generation  is a mature market with established 
preferences.  Chipotle is a relatively  new restaurant 
and has underspent on advertising.  Once Chipotle’s 
marketing dollars are more in line with  sales and it 
expands its  media mix  to include television, the 
chain  should dramatically improve its Boomer 
market share.

In  short The Chipotle Mexican Grill  has done 
quite well  in  a  difficult demographic environment. 
Imagine how well the chain  will  do in  a very  positive 
demographic and economic environment!

Chipotle Mexican Grill  in  our view is well 
positioned to gain from  its positive demographic 
backdrop.  Its market will  expand naturally and 
dramatically.  Its expanding marketing and 
advertising efforts should deliver handsomely  with 
their  underperforming demographics.  Its core values 

and its market position in  the fast-casual  food 
market are well  timed in  the new generational era  of  
“Greening of America.”  However, close future 
attention should be paid to see if  the group is 
expanding into the regions that  are demographically 
growing (South and West), and that its  new 
marketing strategy  is  reaching the Baby  Boomers 
and Gen. Y.  We see that the largest risk over  the 
short- to medium-term is the price of its organic 
food ingredients.

The company  has no debt and  are valued on  a 
December 2010 PE of 19.9 and a PEG of  0.76. The 
current large short position  is not supported on 
valuation  or  by  its positive long-term  growth 
prospects.  We believe Chipotle is at the early stages 
of being a very  successful global  fast-casual  food 
restaurant.

Analysis of the Zogby Survey of Chipotle Mexican Grill
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Chipotle, Taco Bell, Qdoba and Moe’s were all 
located on  the same block, which  [would] you  most 
likely  Choose?”  Taco Bell  came in  a  distant second 
with  19.6 percent; then  Qdoba, with  11.5 percent; 
Moe’s a  distant third with  4.8 percent; then “none of 
the above,” 1.4 percent; and “[not sure],” 6.8 
percent; making Chipotle the clear favorite by a 
wide margin.

Moreover, 37.4 percent of respondents thought 
that there “should be more Chipotle Mexican Grills 
in  [their] area” (question # 18).  Almost 50 percent 
thought that there were enough, while 14 percent 
were “not sure.”

Chipotle management would also be pleased that 
the vast majority of respondents believe the 
restaurant chain’s prices are reasonable (question 
#16), as 82.6 percent said the restaurant’s  prices 
were either “very  reasonable”  (15.9 percent) or 
“somewhat reasonable” (66.7 percent).  This 
compares with  13.9 percent who found Chipotle 
prices  “somewhat unreasonable,”  and only .1 
percent (one person) who found the prices to be 
“very unreasonable.”

These responses fall  in line with  the responses to 
question #9, ranking the level  of  importance to the 
Chipotle attribute of  being cheap, in  which  86.5 
percent of respondents ranked “cheap” as being 
“very  important” (35.7 percent) or “somewhat 
important”  (50.7  percent).  More than  10 percent of 
respondents considered this  attribute to be 
“somewhat unimportant,” while 1.3 percent ranked 
it as “not at all important.” 

On average, almost 90 percent of  respondents 
reported that they  spent between  “$5-$10” per 
person when dining at Chipotle (question #14), with 

49.2 percent spending between “$5-$7”  per  person, 
and 40.0 percent spending “$8-$10.”   Meanwhile, 
41.1  percent of respondents reported that “$8-$10” 
was “too much to spend on  for fast serve Mexican 
food (question  #15), and 36.8 percent felt that “$11-
$12” was too much to spend.  Just over  11  percent 
felt that “$13 or more” was too much, while 5.7 
percent reported “$5-$7” as being too much. 

Along with “cheap,”  respondents ranked “easy,” 
“fast,” “convenient”  and “tasty”  high on  the 
importance level of Chipotle attributes  (questions # 
8, 10, 11 and 12).  “Tasty” (#12) received 83.2 
percent of  the “very important”  responses, with 16.1 
percent going  to “somewhat important”  for a 
combined 99.3 percent.  “Easy”  and “Convenient” 
received similar combined responses with  a 
respective 92.6 percent and 95.6 percent for these 
attributes being either  “very”  or “somewhat 
important.”  “Fast” followed closely  with  86.5 
percent ranking  it either “very” or “somewhat 
important.

Interestingly, “organic” as an  attribute (question 
#7) was not ranked that highly in  importance, 
despite it being a  key  component of the company’s 
“Food With Integrity” philosophy.  While 23.3 
percent ranked it  as being “very important,” and 
29.4 percent ranked it as being “somewhat 
important”  (for  a  combined 52.6 percent), 25.9 
percent considered it “not at all  important,”  and 

20.8 percent ranked it as “somewhat important.”   
While the survey  indicates  that more 

respondents overall  are eating at the restaurant less 



COPYRIGHT 2009, AGE CURVE CONSULTING	

August 2009, page 4Chipotle Mexican Grill: An Age Curve Consulting Analysis

than they  did in  2008 (question  #4.), the reasons 
given  for the reduction in patronage (question  #5) 
tend to suggest that the economy  may be a key 
factor.  While 31.8 percent of respondents reported 
that they were eating  at Chipotle Mexican  Grill 
“much  more”  (8.3 percent) or “somewhat 
more” (23.5 percent) when  compared to 2008, 36.5 
percent said they  had eaten at the restaurant 
“somewhat less,”  and 20.4 percent reported that 
they had eaten  there “much  less,” for a  combined 
56.9 percent reporting less patronage.  Fifty-seven, 
or 11.3 percent, responded that they  were “not sure.”  
It should be noted here that these responses  could 
be skewed in part  by the fact that the question 
compares a  12-month  time period with  one of  about 
eight-and-a-half months.

Of the 286 respondents  who answered the 
question (#5) of “why you  have eaten  at Chipotle 

less?” 44.4 percent reported that  they  were “cooking 
at home more often,”  while another  26.8 percent 
reported that they had “moved away from  one.”  
Only 2.2 percent said they had “got sick of it,”  2.7 
percent responded that they  “think it  is unhealthy,” 
8.9 percent cited “prices too high,”  and 15.1 percent 
were “not sure/other.” 

Customer loyalty appears to be fair, according to 
the survey results, with 32.2 percent of respondents 
reporting that they visit a  Chipotle Mexican Grill 
(question #2) either  once a week (4.6 percent) or  “a 
few times a month” (27.7 percent).  Almost 40 
percent reported that they visited the restaurant “a 
few times a  year,”  and just over 28 percent chose 
“once a year or less.” 

Of the respondents, 29.7  percent reported being 
a customer (question  #3) for “4-5  years,” 38.6 
percent for “2-3 years,”  and 16.3 percent for “1  year 
or less.”   While only  12.6 percent reported that  they 
had been  a customer for “6 years or  more,” it should 
be noted that  the number of Chipotle Mexican  Grill 
restaurants has doubled in the past six years.

“Lunch” was the meal  at which  a  59.2 percent 
majority  reported that they were “most likely to eat 
at Chipotle”  (question #6), with 39.8 percent of 
respondents choosing “dinner,” and 1 percent opting 
for “not sure.” 

The questions  dealing  with Chipotle’s web site 
(#s 19, 20 and 21) show that the majority  of 
respondents don’t know that they  can order food on 
the company’s web site (64.2 percent), have never 
visited the web site (69 percent) and have never 
ordered food from the web site (72.8 percent).  
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Respondent Characteristics
The survey  responses to the characteristic 

questions (please note that these questions were not 
numbered in  the survey) indicate that there is  not a 
“typical”  Chipotle Mexican Grill  customer, as the 
respondents represent a  broad and comprehensive 
mix  of  the U.S. demographic.  However, the 
majority  of the respondents were white (74 percent), 
male (54 percent), 25 to 54-years-old(68.3 percent), 
college educated (58 percent), passport carrying 
(68.4 percent), non-military  (82.9 percent), non-
NASCAR fan  (87.3 percent), non-union membered 
(85 percent), married (53.4 percent), with no 
children  under the age of  17 (75.1 percent), an 
income of $50,000 and above (71.1  percent), but not 
a member of the “Investor Class” 62.5 percent.  The 
respondents were more likely to be politically 
conservative (45.9 percent), than  liberal  (36 
percent), or moderate (18 percent); and more likely 
to be protestant (41.6 percent) than  any  other 
religion or lack thereof.   

Other general observations that can be made:
Respondents came from  four regions: East (15.4 

percent), South (21.8 percent), Center  Great Lakes 
(31.9 percent), and West (30.9 percent).  This comes 
close to approximating the percentage distribution 
of Chipotle Mexican  Grills by  region, as the West 
has roughly 31 percent; the South about 24 percent; 
the Center  Great Lakes, 33 percent; and East, about 
12 percent.   

On the basis of race, respondents only partially 
approximated the racial/ethnic make-up of the 
country.  While the 14 percent of respondents 
reporting themselves as Hispanic comes close to 
matching the U.S. Census Bureau’s estimate of 14.8 
percent of  the U.S. population, the 74 percent 
reporting themselves as white is above the Census 
Bureau estimate of  68 percent.  Meanwhile, the 
African-American respondents  at 9 percent, and 
Asian respondents at 1.5  percent, fall  below the 
respective 13.5 percent and 4.4 percent Census 
Bureau estimates for the total U.S. population. 

Age wise, the survey  indicates that Chipotle 
Mexican  Grill  draws a  relatively  younger  patronage, 
and does not seem to be especially  popular with 
older  Baby  Boomers (those 50 and older), compared 
to Generation X (born  1965-1984, currently ages 
25-44), which  seems to be the chain’s most prolific 
customer.  Overall, 75 percent of respondents were 

between 18- and 49-years old, with  just over 30 
percent representing the younger ten-year bracket 
(ages 25-34) of  Gen. X.  Meanwhile, the seven-year 
bracket of Generation  Y  ages 18-24 makes up about 
12.3 percent of  the Chipotle customer base.  This 
percentage will  undoubtedly  rise as members  of the 
generation continue to enter their earning years.

Chipotle-Specific Responses Broken 
Down by Characteristic

As for  the break-down  of  Chipotle-specific 
questions according  to respondent characteristic 
subgroup, it should be noted that, while interesting 
and suggestive of subgroup feelings  and experiences 
with  the restaurant chain, the small  numbers within 
these sub-groups in most cases preclude statistical 
significance.  Thus, for the sake of example, one 
cannot assume that the Hispanic (with 68 
respondents), Asian  (seven respondents) or 
NASCAR fan (30) responses to this survey  provide 
an accurate representation  of the feelings  and 
experiences  of  the entire respective Hispanic, Asian 
or NASCAR fan Chipotle Mexican Grill patronage*.

Perhaps the most interesting question  as  broken 
down  by  characteristic was, “if  a  Chipotle, Taco Bell, 
Qdoba, and Moe’s were all on the same block, which 
[would] you  most likely  choose?”   The East region 
showed the greatest preference with 64.8 percent of 
the 76 respondents choosing Chipotle.  This was 
followed by  the South, with 63.9 percent, and West 
with  57.8 percent.  The Center  Great Lakes  region 
showed the least preference, with 42.6 percent of 
the 158 respondents choosing Chipotle, 25.9 percent 
choosing Taco Bell, and 22.9 percent opting for 
Qdoba (it  should be noted that more than  30 
percent of Qdoba’s  48o restaurants are located in 
this region). 

Females showed a marked preference for 
Chipotle, with  63.3 percent choosing  it  over Taco 
Bell, 16 percent; or  Qdoba, 9.7  percent.  Males, 
meanwhile picked Chipotle by  50.2 percent, 
followed by  Taco Bell, 22.4 percent; and Qdoba, 13.2 
percent.

By  race, whites showed the greatest preference, 
58.8 percent, for Chipotle, followed by Hispanics 
with  54.1 percent.  Hispanics were one of the few 
subgroups to choose Qdoba  (16.1 percent) over Taco 
Bell  (10.9 percent).  African Americans, meanwhile, 
showed the greatest  preference for Taco Bell, 46.2 

*A very general rule of thumb is that for a survey to be statistically significant it needs at least 300 respondents. 
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percent; followed by Chipotle, 29.8 percent; and 
Qdoba, 21.9 percent.  

Respondents with  children  under age 17  chose 
Chipotle by 66.2 percent, while those without (a 
statistically significant 377) opted for  Chipotle by 
52.6 percent, with 22.8 percent choosing Taco Bell. 

Married respondents picked Chipotle by 58.2 
percent, while 50.1 percent  of single ones did.  
College degreed respondents chose Chipotle by 
62.8 percent, while 47.2 percent of those without 
degrees did. 

Income levels tended to have a strong bearing on 
respondent preferences and points  to a trend of 
higher  incomes being more likely to opt for 
Chipotle.  For  those earning $25,000 or less, 67 
percent chose Taco Bell  and only 25.6 percent opted 
for  Chipotle.  However, the $25,000-$35,000 
bracket chose Chipotle, 50.8 percent; over Taco Bell, 
39.6 percent.  While the next  two income brackets 
showed a decline followed by a rise back to 57.9 
percent, those earning $100,000 or  more chose 
Chipotle by 67.8 percent.

Because the overall  response to the attribute 
question gauging  the respondents’ feelings about 
“organic,”  seemed to be such  an  anomaly–given  the 
chain’s  significant emphasis on  being  and serving 
organic–this  question  (#7) needs a closer look by 
subgroup.  For the most part the subgroup 
breakdown responses mirror the percentages of the 
overall  response, which  almost gives the attribute an 
even  split between  being important or not.  The 
most  extreme variance by subgroup is  the African-
American, which determined by 74.9 percent that it 

was very  important, and by  10.8 percent that it  was 
somewhat important.  

Those making $25,000 or  less  also marked 
organic as important, with  70.7  percent choosing 
“very,”  and 15.3 percent choosing “somewhat.”  
Those in the higher income brackets were mixed, 
but had percentage splits between  important and 
unimportant that were much closer to 50 percent, 
that is with  the exception of those making $100,000 
or more, of whom only 15  percent considered 
organic to be “very  important,” and 27.7 percent as 
“somewhat important.”  

Finally, Generation  Y, and the younger members 
of Generation  X tended to rank organic as a  very 
important attribute.  Of  those in  the 18-24 age 
bracket, 52 percent ranked “organic” as “very 
important,” and 10.4 percent ranked it as 
“somewhat important.”   Meanwhile, 34.1 percent of 
those ages 18-29 ranked it as “very important,” with 
another 25 percent ranking it as  “somewhat 
important.”  The other  age brackets only responded 
“very important” at between 7.4 and 22.4 percent.

Conclusion
Any future survey conducted on  Chipotle 

Mexican  Grill  should focus on  Generation  Y, as this 
cohort will, in large part, drive the ongoing  and 
forward success of the chain.

Additional demographic and generational 
information related to Chipotle, along with 
economic analysis, is included in  the 19-page 
addendum, Chipotle Mexican Grill–A  Generational 
and Demographic Overview.   
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The U.S. Age Curve 1905 to 2007

Average Births 1905 to 2007:
 3,343,000

2007 Births: 4,315,000

Year 1905 1915 1925 1935 1945 1955 1965 1975 1985 1995 2005

Population 114.1m 132.9m 191.1m 235.8m 292.9m

Births % Pop. 49.7% 39.5% 41.2% 29.4% 27.1%

No. of  Births 56.7m 52.5m 78.7m 69.3m 79.5m

% Change -7.4% 50.0% -11.9% 14.7%

Generation 1905 - 1924 1925 - 1944 1945 - 1964 1965 - 1984 1985 - 2004 2005 - 2024

GI GEN. Silent GEN. Baby Boomers GEN. X GEN. Y GEN. Z

The information and data provided in this report reflect the views and opinions of Age Curve Consulting. The views expressed may change at any time.  
The opinions expressed in this communication are those of the author(s).  No representation is made concerning the accuracy of cited data. Nor is there 
any guarantee that any projection, forecast or opinion will be realized. 

Readers using this information are solely responsible for their own actions and invest at their own risk.  Before making specific investments, further 
investigation is recommended.  Although information contained in our publications is derived from sources which are believed to be reliable, they are 
not always necessarily complete and cannot be guaranteed.

The value of investments, and the income from them, can fall as well as rise and you may not get back the original amount invested. Past performance 
is not a guide to future performance. Certain securities referenced in the report’s articles may be held in portfolios managed by any of the principals of 
Age Curve Consulting. References to these securities should in no way be deemed as an understanding of any future position, buying or selling, that may 
be taken by the principals.  In addition, employees and associates of Age Curve Consulting may have positions in these securities.
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