
Q1 2018 Restaurant  
Foot Traffic Snapshot



From Q4 2017 through Q1 2018, GroundTruth observed visits to 100 top Restaurant brands spanning 
across the QSR, Coffee, Casual Dining, Fast Casual, Pizza, Fine Dining and Bakery sub-categories. This 
report exemplifies how location intelligence can predict marketing trends, inform strategic business 
decisions and provide insights into brand strengths and opportunities. 

Top highlights from Q1
 »  Q1 foot traffic to the overall Restaurant category was up from Q4 2017, with QSR 
and Coffee chains leading the charge.

 »  It’s a close race for top market share within the QSR and Coffee categories, with 
one brand in particular climbing its way to the top. Can you guess who?

 »  Buzz-worthy promotions like green doughnuts on St. Patrick’s Day and Unicorn 
Frappuccinos had a positive impact on in-store foot traffic.

 »  Dayparting was a useful strategy for increasing foot traffic this quarter, but certain 
brands did it better than others.
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Q1 2018 restaurant share of foot traffic
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New year, same cravings
While overall Restaurant visitation 
was down on New Year’s day, a few 
business still saw an increase as 
patrons either nursed their hangovers 
or celebrated new beginnings with a 
nicer dinner. Breakfast restaurants 
like Cracker Barrel and fine dining 
restaurants like Wolfgang Puck saw up 
to 33% higher foot traffic than average.

Lobsters are for lovers
Foot Traffic was up on Valentine’s Day as consumers celebrated 
with a night on the town, especially for Casual Dining (+20%) and 
Fine Dining (+46%). But the favorite way to say “I love you” was 
with Lobsters… of all the restaurants, Red Lobster saw the biggest 
increase in foot traffic (+76%). Papa Murphy’s HeartBaker® pizza was 
also a huge hit, helping to increase traffic by over 50%!

On Super Bowl Sunday,  
couches beat barstools
Between the cold weather and the 
big game, February 4th was one of 
the lowest days for foot traffic days 
in Q1. The only way people were 
going out on the Super Bowl was to 
pick-up wings for their parties or to 
watch the big game at restaurants 
with TVs, beer and fried food.

Lucky Green
This St.Patrick’s Day, Krispy Kreme 
enticed consumers with their green 
colored “‘o’riginal” doughnut, which 
made headlines and increased foot 
traffic by over 2x.

Red Lobster saw 

increase in foot traffic on  
Valentine’s Day

+76%
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Quarter over Quarter Growth
Q4 2017 – Q1 2018

+0.7% +0.2% +0.1% +0.1% 0.0% 0.0% 0.0%

The QSR category saw the 
largest increase in share from 
Q4 to Q1, followed by the 
Coffee category.
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QSR & Coffee Q1 mealtime share of foot traffic
For a while now, QSR and Coffee brands have been continuously trying to gain market share in different 
times of day where consumers are looking for a quick bite to eat. It’s important for these brands to keep 
a pulse on how their market share differs based on specific times of day.
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The dayparting race
Certain brands like McDonald’s and Starbucks are craved all day long, while other brands 
fight for the top spots for certain mealtimes. Taco Bell and Subway in particular have all 
been pushing their breakfast items, but Subway still proves to be a lunchtime favorite and 
Taco Bell is the second choice for dinner.

Breakfast (6am-11am) Lunch (11am-3pm) Dinner (5pm-10pm)

Americas
Drive•In SM
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Q1 QSR & Coffee foot traffic trends
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Taco Bell passes Burger King and 
location data predicted the winner 
The fast food wars remain hot. As reported by 
Bloomberg, in 2017 for the first time, Taco Bell passed 
Burger King to rank as the #4 QSR restaurant nationally 
in sales. GroundTruth observed this same trend in our 
foot traffic data, where Taco Bell now sees 6.4% of foot 
traffic versus 5.8% at Burger King, indicating foot traffic 
is a strong predictor of performance.

Fast Food brands expand partnerships to 
double down on convenience 
Teens favor fast food because it’s cheap and easy. And so 
for QSR brands, this audience is a main target to reach. 
In order to cater to their need for convenience, certain 
QSR brands are teaming up with delivery services such 
as Jack in the Box with Postmates & Burger King with 
GrubHub. Dairy Queen and Chick-fil-A are among the  
QSR brands that are currently winning the hearts of the 
younger generations and may want to jump on this trend 
of providing even more convenient customer experiences.

Instagram-worthy food trends  
are here to stay
Social media has become a key way for brands to drive 
organic buzz and get people through the door. For example, 
Starbucks has featured various Snap/Facebook/Twitter/
Instagram-worthy drinks from Unicorn to Zombie to Crystal 
Ball Frappucinos. And the results are in: all three drinks 
were correlated with a bump in foot traffic, most notably the 
Unicorn which lifted store visits by 5%.
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QoQ Change in Brand Share of Foot Traffic 

Preferred QSR Brands Among GroundTruth’s 
Location-based “Teen” Audience



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 30 billion physical 
visits annually across 21 countries globally. Learn more: www.groundtruth.com.

Copyright © 2018 GroundTruth.  All rights reserved.

GroundTruth Global Headquarters 
One World Trade Center, 60th floor, New York, NY 10007

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 Restaurant brand.

The analysis was conducted on unique consumer visits to 100 Restaurant brands between 
October 1, 2017 and March 31, 2018.


