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Quick Service Restaurant 
Foot Traffic Trends Q4 2016
From October 1 to December 31, 2016, xAd observed visits 
to 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. 

Q4 Share of Foot Traffic The Comeback Kid
Chipotle finished the year 
strong with same-store 
sales rising by 14.7% in 
December.1 The company 
plans to keep winning 
customers back in 2017 
through innovations such 
as enhanced online ordering 
and an expanded menu. 
(Hint, dessert is coming!)

Exploring New Territory
Chick-fil-A continued 
aggressive expansion 
into the Midwest and 
Northeast, providing 
higher-end and 
higher value menu 
options than many 
of their competitors.

1) http://www.reuters.com/article/us-chipotle-outlook-idUSKBN14U1JT

http://logos.wikia.com/wiki/Wendy's
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Embracing The Future
Although 

McDonald’s remains 
the king of QSR, 

momentum 
from the all-day 
breakfast menu 

slowed this quarter. 
However, the future 
looks bright for the 

brand as they roll 
out new technology 

such as touch 
screen kiosks and 

mobile ordering.
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Between a rocky election season, economic uncertainty, and a decline in grocery 

food costs, QSRs struggled this year in foot traffic and sales. Bad weather including 

floods in the West and South and cold spurts in the North made Q4 especially 

difficult for the industry.

But there is already optimism moving into 2017.  As the market settles down, QSRs 

are expected to see a slight uptick in sales and foot traffic this year, outperforming 

sit-down restaurants1. As we head into the new, more promising year, it’s especially 

important for marketers to identify opportunities for growth.

Despite a Tough Year, Growth 
Potential Lies Ahead for QSRs 
in 2017

A lot of people will agree: 2016 was a tough year. 

1) http://www.cnbc.com/2016/12/29/these-restaurant-chains-will-drive-the-industrys-growth-in-2017.html
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Who will win in 2017?
Chick-fil-A saw the largest increase in foot traffic of any QSR this quarter. According to QSR Magazine, the brand 
famous for crispy chicken and waffle fries now generates more revenue per restaurant than any other fast food 
chain in the US.  Their secret? It could be their drive-thru, which customers give the highest marks for employee 
politeness!1 The personal touch of face-to-face ordering adds a little extra love that seems to go a long way.

TOP QSR BRANDS AMONG TEENS
Source: Piper JaffrayDoes success start with 

our youth?
Generation Z spends a huge chunk 

of money on eating out. To get an 

indication of which restaurants will 

dominate the next decade, Piper Jaffrey 

conducted a survey of this demographic.2 

Interestingly, these teen preferences 

reflect the increases in foot traffic this 

quarter, indicating that these bite-sized 

consumers are having a big impact.

1) https://www.qsrmagazine.com/reports/qsr50-2016-top-50-chart 
2) http://www.businessinsider.com/most-popular-restaurants-for-teens-2016-10

According to Piper 
Jaffrey analysts, 
McDonald’s still 

remains a favorite 
based on value 
alone, but even 
they are losing 
customers to 

Chick-fil-A since the 
survey a year ago!

1.

2.

3.

4.

5.
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Consumers who visit retail stores 

and QSRs are a key audience, 

as their behaviors can inform 

brands on where to place stores 

and influence potential retail 

partnerships.  Additionally, those 

who are already out spending 

money on retail likely have 

disposable income to use on 

eating out as well.  How can QSRs 

capitalize on these big spenders?

Consumers who frequent 

both QSRs and grocery stores 

make up a significant portion 

of total QSR goers.  Knowing 

that grocery shopping is on 

the rise, how can QSRs better 

understand this audience and 

keep them visiting their stores 

rather than cooking at home?

Commuters who are seen at 

gas stations and convenience 

stores have long been a sweet 

spot for QSRs as they are 

always on the move and have 

little time to sit down to eat or 

cook. How can QSRs continue to 

succeed with this audience and 

fit into their busy lifestyles?

FINDING AUDIENCE OPPORTUNITY 
THROUGH LOCATION
It’s easy to identify Generation Z as a key audience to watch and survey about their preferences, knowing 

that they hold the budgets of tomorrow. But where are the other, less obvious opportunities for QSR 

marketers? Foot traffic patterns can help uncover key consumer segments that are otherwise unknown.

 

Want to Learn More? 
Read on to learn more about each of these audiences.

Frequent 
Grocery 
Shoppers

ON-THE-GO
Commuters

Shopaholics
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When these consumers visit a QSR, grocery shoppers favor fresh ingredients 

and Fast Casual restaurants like Chipotle and Panera. Starbucks, a partner 

of many grocery chains, is also a favorite for a quick caffeine boost or a 

premium breakfast bite.

Frequent Grocery Shoppers
Likely to be seen at both QSRs and grocery stores

Grocery Shoppers Seek Quality Ingredients

More likely to
Eat Chicken, Burgers, 
and Fast Casual

Visit a QSR for Lunch

— Less likely To
Eat Pizza and 
Sandwiches

Visit a QSR for Dinner

+
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Hotels

Auto Dealers

Convenience

Discount

Most  likely
to visit compared to 
overall QSR visitors

Least  likely
to visit compared to 
overall QSR visitors

“Cereal” Homebodies
Outside of QSRs, Frequent 

Grocery Shoppers are also more 

likely to visit convenience and 

discount stores, where they 

can do more shopping and buy 

similar consumer goods found 

at grocery stores. 

You Pick Fresh
Panera in particular may 

appeal to grocery shoppers 
as they recently announced 

that their food is 100% 
additive free! 

Brands with customers LEAST 
likely to be  Grocery Shoppers

Brands with customers MOST 
likely to be Grocery Shoppers

 

Premium Dinner Deals
While they may stop at a QSR for lunch during the work day, Frequent 
Grocery Shoppers are less likely to go in the evening compared to the general 
population as they may be cooking at home. To increase dinner time traffic, 
consider reaching this audience with family style dinner deals while they’re 
out at the grocery store or shopping for consumer goods. This segment 
prefers higher-end ingredients, so keep the message focused on the premium!

Location Affinities: Frequent Grocery Shoppers
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On-the-go Commuters
Likely to be seen at QSRs, gas stations, and convenience stores

This audience, made up of almost 20% millennials, is almost exactly opposite 

from Frequent Grocery Shoppers. On-the-go Commuters have less time to 

sit for a meal or to spend time shopping to cook at home. It’s no surprise 

commuters flock to Burger King and Dunkin’ Donuts, who according to QSR 

Magazine had the two quickest drive-thrus in the industry last year!

Speed Is Key for Commuters

 More likely to
Eat Burgers and Fast Food 

Visit a QSR in the morning

Live in the South or Midwest

 —  Less likely To
Eat Mexican, Pizza and Fast 
Casual

Visit a QSR late night

+
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No Time to Waste
These QSR consumers don’t sit 

still for long. They’re out and 

about, picking up essentials and 

running errands. They’re less 

likely to sit down for a meal or 

enjoy a night out at the movies as 

they go about their busy lives.

The Golden Arches
Commuters often stop 
at the golden arches. 

McDonald’s makes up over 
50% of overall traffic in this 
segment, 20% higher than 

the general QSR goer!

Brands with customers LEAST 
likely to be  On-the-go Commuters

Brands with customers MOST 
likely to be  On-the-go Commuters

 

Catch Them if You Can
The morning commute is a prime opportunity to target this audience as 
they pick up breakfast or coffee on the way to work. These QSR consumers 
skew younger and don’t have much free time, so any brand looking to target 
them should promote fast and easy services, such as online ordering and 
drive-thrus. Traditional drive-thrus still perform best with this segment vs. 
restaurants with a focus on pick-up.

Location Affinities: On-the-Go Commuters

REtail

Movie Theaters

Casual Dining

AUTO & ESSENTIALS

BANKS

Most  likely
to visit compared to 
overall QSR visitors Least  likely

to visit compared to 
overall QSR visitors
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Shopaholics
Likely to be seeN at QSRs and retail stores

—  Less likely To
Eat Sandwiches

Visit a QSR for dinner

Shopaholics are most likely to visit a QSR in the middle of day for 

lunch to fuel up either before or after a shopping splurge. These 

consumers also trend towards quick grab-and-go.

Shop ‘Til You…Get Hungry

More likely to
Visit Coffee shops, eat 

Mexican and Pizza

Visit a QSR at lunch

Live in the Northeast 

and West

+
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GAS Stations

Casual Dining

Shopping Spree
Shopping, shopping, shopping. If 

they’re not eating at their favorite 

QSR, these consumers are at the 

mall or their favorite specialty 

retailer. They’re not afraid to 

splurge either. When it comes 

to everyday items like groceries, 

higher end brands like Whole 

Foods and Wegmans appeal to 

this crowd.

Most  likely
to visit compared to 
overall QSR visitors Least  likely

to visit compared to 
overall QSR visitors

Specialty

Grocery

Big Box

Partnerships and Lattes
It’s no surprise Starbucks 

customers like to shop given 
the company’s several retail 
partnerships and its more 

affluent crowd. 

Brands with customers 
LEAST likely to be SHOPAHoLICS

Brands with customers 
MOST likely to be SHOPAHoLICS

 

On A Mission to Spend
Given that many QSRs are located in shopping areas, there’s an opportunity 
to reach these consumers while they’re out and about getting their retail 
fix. They’re happy to grab a quick bite and then continue with their day, so 
messaging should compliment rather than distract from their shopping. This 
audience is not too concerned with cost, so don’t be shy about promoting 
higher priced menu items!

Location Affinities: Shopaholoics
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The data in this report represent geo-precise ad requests observed in xAd’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 October 01, 2016 and 

December 31, 2016.

The QSR Category in this report contains the following brands:

While 2016 was a difficult year for QSR, things are certainly looking up moving into 
2017.  To capitalize on this momentum, it’s key that QSR marketers understand their 
audiences–not just WHO they are but WHERE they are–and what this says about 
their needs as consumers. Tailoring menu items, promotions, and the in-store 
experience based on this information can help drive traffic.  

Savvy QSR marketers will pay attention to these audience nuances and 
opportunities in 2017 to make sure their brands are a cut above the rest!

LOOKING TO THE FUTURE

For more foot traffic insights visit discovery.xad.com
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About xAd
xAd is the global leader in location intelligence that drives sales - unlocking opportunity 
in the 90% of retail transactions that are still completed offline.  By leveraging a mobile 
device’s current or past location data, xAd can provide in-store visitation insights by market, 
brand and even by specific competitors. It is through this first party data and intelligence 
that xAd can interpret the most relevant moments to introduce a brand’s message, 
providing a more personalized and meaningful mobile ad experience to consumers while 
impacting the point of decision - driving in-store foot traffic and sales.  Each month, xAd’s 
patented location solutions help marketers reach unprecedented scale with access to 500 
million unique devices and 100 million unique places and points of interest across 100+ 
thousand apps globally. With xAd, marketers can finally close the gap between online 
activities and offline sales. Learn more: www.xad.com.   
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