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H1 2017 Share of 
Foot Traffic

From January 1 to June 30, 2017, GroundTruth observed visits to 14 top Quick Service 
Restaurant (QSR) brands to see how location intelligence can predict marketing 
trends, inform strategic business decisions and provide insights to brand strengths 
and opportunities. 
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Same store foot traffic continues to decline in the QSR industry. On GroundTruth’s platform, we saw a 7% increase 
of people who stopped returning to QSRs month over month from March 2017 to May 2017, indicating a shift in 
consumer eating habits.

For QSRs, this decline in foot traffic means that each visit matters more than ever.  It also means that brands are 
having to innovate faster to compete with each other, whether by adding new menu items, attracting loyalists, or 
catering promotions to different weather conditions.  

So...which brands are winning and losing thus far in 2017?

Shaking things up
Subway and McDonald’s have consistently been (and continue 
to be) the leaders in overall share of foot traffic – partially 
based on their sheer number of business locations. However, as 
other brands get more aggressive to stay in the game, the pack 
leaders have seen a small hit to their share.

“Naked” taco’s driving  
strong performance
Taco Bell performed strongly to 
close out 2016, but hit new heights 
in Q1 of 2017 with 8% sales growth 
and boosted foot traffic, possibly 
thanks to delicious new menu items 
like the Naked Chicken Chalupa.

Running on Dunkin’
Dunkin’ Donuts saw the largest 
increase in foot traffic share of 
any QSR from second half 2016 
to first half 2017. The spike might 
be driven by a streamlined menu, 
beefed up loyalty program, and 
store expansions.

Change in foot traffic share, H2 2016 to H1 2017*
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Keeping them coming back for more
While the industry is not growing in terms of net new customers, there are 
plenty of opportunities to influence both QSR consumers who are loyal to 
one brand and those who frequent multiple QSR brands.  Loyal customers 
spend about 67% more than new ones1, so keeping this group coming 
back through strong loyalty programs and effective marketing messaging 
is critical.  

In addition, customers that are loyal to your competitors may be 
converted over if you reach the ones that are easily influenced.  The first 
step towards both of these is understanding which customers are the 
most and least loyal, and where else they might be going.

Customer loyalty by category*

Fast casual craze showing signs of slowing
Fast Casual customers were the least loyal as they had the lowest percentage of customers return to the same 
brand and the highest percentage go only to a competitor. However, Fast Casual customers aren’t completely 
ditching QSRs, as they are the least likely to not return to any type of QSR the month after visiting one.  Instead, 
this group is going to more traditional Fast Food restaurants that are elevating their food options at a lower price 
point than many Fast Casual restaurants.  

As a result, Fast Casual restaurant sales growth is expected to slow 1-2 percentage points this year2 .  To combat 
this trend, Fast Casual restaurants will have to compete with Fast Food in value, a trend that is expected to play 
out throughout 2017.

Coffee connoisseurs are 
the most likely to return 
to the same brand at 
least once a month for 
their morning coffee fix.

Went back to the same brand 
(high category loyalty,  

high brand loyalty)

Didn’t go back to any QSR 
(low category loyalty,  

low brand loyalty)

Switched to a different brand  
(high category loyalty, 

 low brand loyalty)

*Three month average of how many consumers returned to brand month over month, aggregated at category level

1.QSR Magazine
2. Bloomberg
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Monthly visits to same food type*

*Three month average of how many consumers returned to brand month over month, aggregated at food type level
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Which cravings are strongest?
In addition to understanding category loyalty, knowing how loyal consumers 
are to different food types and brands can be helpful when determining a 
menu strategy and attracting new customers.  We dug deeper into loyalty at 
the food type level to see which foods consumers are the most dedicated 
month to month and which brands may be driving that allegiance.

McDonald’s had the most loyal customers with 
over 48% of people returning to McDonald’s 
month over month, of which 8% exclusively went 
back to McDonald’s (the highest figure in the QSR 
category). The brands breadth of locations and 
menu options make it an easy one stop shop.

The chain had the second most 
loyal customers overall in the with 
almost 40% returning month over 
month and just 25% leaving the 
QSR category.

While Domino’s customers were the least 
loyal with just 17% of returning to the store 
month over month, according to reports 
they’ve seen huge success with their online 
ordering.  If the chain wants to increase their 
loyalists in-store, they should conquest 
chicken QSR’s such as Church’s Chicken and 
Zaxby’s, who have high customer overlap 
according to our data.

37%  
of people return to burger joints  

month over month
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How does weather effect QSR foot traffic across the country?
Behavior can be easily impacted by various weather conditions in different regions or seasons, which makes it 
hard for marketers to quickly shift their marketing strategies. Location data, however, can help retailers predict 
consumer activity based on these changes. We’ve highlighted several different weather events throughout this 
year and their impact on QSR foot traffic.

Heavy Rain In California

QSR visits increased during 
a rainy streak in California in 
March with coffee brands such 
Dunkin’ Donuts and Starbucks 
seeing the largest gains at 
6% and 3% respectively.  This 
behavior proves that consumers 
need their caffeine fix no matter 
the weather.

May Scorcher

100 degree temperatures in Florida 
during the last weekend of May 
kept consumers indoors and foot 
traffic down. However, fast Food 
chains, McDonald’s and Domino’s, 
were the least impacted with only a 
12% decrease in visits.

Spring in the Midwest

A heat wave in June in the 
Midwest led to an increase in  foot 
traffic to QSR and Coffee chains, 
but a slight decrease to Fast 
Casual restaurants. Consumers 
may have wanted to grab a quick 
bite to eat or get a coffee to-go.

Snow Storm Ursa

Abnormal late-April weather in 
West Texas and Oklahoma didn’t 
deter consumers too much from 
visiting QSRs.  In fact, Pizza 
QSR’s like Pizza Hut saw a slight 
increase, while Mexican QSR foot 
traffic was flat.

Tropical Storm Adrian hits  
the Pacific NW 

Consumers must not have been 
able to resist their chips and 
guac—Chipotle only saw a 14% 
decrease in foot traffic and was 
the least impacted QSR chain 
during the May tropical storm.

27%  
decrease

3%  
increase

Record Northeast Cold

Record low temperatures in 
New York and New England led 
to this decrease.  Interestingly, 
Fast Casual restaurants saw the 
smallest decrease as consumers 
wanted to spend more time  
at home.

6%  
increase
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Industry trends affecting foot traffic behavior
The combination of heavy competition and low overall growth has led to significant innovation in the QSR space 
as brands think of alternative ways to win foot traffic share.  

One area in particular this has occurred is breakfast, which remains the fastest (and only) growing daypart for 
QSRs. 73% of QSRs now offer breakfast options1 and menus are beginning to look more like your local brunch 
place than the limited menus of the past. With this huge importance on breakfast, it’s critical to understand which 
brands are winning and losing share during morning hours.  

The breakfast wars rage on
While McDonald’s was the dominant player for breakfast, we’ve seen their competitors expand in a big way since 
we first observed this trend in 2016 after McDonald’s lost ~2% of breakfast share, primarily to Subway and 
Dunkin’ with promotions like Subway’s buy one get one free breakfast sandwiches proving successful.  

McDonald’s responded to the competition by expanding and standardizing their all-day breakfast menu last 
September to try and remain ahead of the pack and foot traffic data shows it might have paid off.

H1 2017 Breakfast Leaders, Share of Foot Traffic, YoY
(6am-10am)

Expanded options lead to 
boost at Starbucks

As they continue initiatives to 
expand their food offerings, 
Starbucks saw a 3% increase 
in breakfast share YoY, 
outperforming Dunkin’ Donuts.

2016 2017

The golden arches remains on top

All-Day breakfast has clearly 
worked as McDonald’s has 
regained their footing as the 
dominant player in the breakfast 
wars, seeing an increase of 3% in 
share YoY.
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New breakfast players bring new food options
The “big four” brands may dominate breakfast share, but several other QSRs are making their push into the 
space as food variety and innovation becomes more significant during breakfast.  Chick-fil-A expanded their 
breakfast menu last year for the first time since 2010, while Taco Bell started serving breakfast in 2014 and 
released their breakfast $1 value menu last year.  

In addition, these brands are offering creative food items like Taco Bell’s breakfast Quesadilla and Chick-fil-A’s Hash 
Brown Scramble, giving consumers more options outside of traditional breakfast items as these restaurants attempt 
to bring in customers during this highly contested daypart. 

King of the Croissan’Wich

Burger King was a big 
winner in H1 share as they 
saw a 5% increase in share 
in Q2 over Q1, potentially 
driven by their popular Egg-
Normous burrito or plethora 
of Croissan’Wich offerings.

Others
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Looking ahead to the second half of the year
As QSR’s move through the final days of summer and into the fall, it will be interesting to continue 
to track progress within the three growth opportunities discussed in this report, as well as other 
innovations that may arise.   

One area to focus on in particular is the merging of the fast casual and fast food categories, as fast 
casual chains such as Chipotle look to add drive-thrus for more convenience and fast food chains expand 
their premium food options and delivery.  This may lead to mergers and acquisitions as the categories 
become squeezed together.
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How we determine customer loyalty
We took a look at the three major QSR categories to see what percentage of customers returned the 
next month after visiting a QSR, how many did not return in the second month and instead went to a 
competitor, and what percentage did not go back to any of the QSR’s we observed the month following 
their first visit.  This allows us to see which consumers are the most loyal month over month at the brand 
level, category level, and food type level.

Report methodology
The data in this report represent geo-precise ad requests observed in GroundTruth’s platform mapped back 
to defined business locations. Each ad request represents a real consumer on their smartphone while at a 
QSR restaurant.

The analysis was conducted on unique consumer visits between January 1, 2017  and June 30, 2017.

The QSR Category in this report contains the following brands

GroundTruth is a global location technology company that drives results with real data. We believe in the 
power of place. Build your brand, increase sales and grow your business by building off what real people are 
doing in the real world, mapped using our proprietary Blueprints technology. Through its data foundation, 
GroundTruth sees 2 out 3 smartphone users in the U.S. and more than 20 billion physical visits annually 
across 21 countries globally. Learn more: www.groundtruth.com.
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