1,250 AMERICANS SHARE ABOUT
THEIR EXPERIENCES WITH QUICK
SERVICE, FAST FOOD RESTAURANTS

FIELDAGENT




About the Survey

The “Today’s QSR Experience” survey was conducted through the Field Agent mobile platform, July 8, 2022.

Gender Race

N =1,250 adults N =1,250 U.S. Adults

69% 14% 13% 4%

Caucasian Hispanic African American Other




Compared to one year ago, are you making more or less purchases from
quick service food restaurants?

N =1,250 U.S. Adults.

4% 8% 21% 23% 16% 15% 13%

Much more More A little more Neutral A little less Less Much less




Why specifically are you making fewer purchases from
quick service/fast food restaurants?

N = 556 quick service customers who said they’re making fewer purchases from QSRs compared to one year ago.

64% 59% 38% 27% 26% 22% 17% 14% 1% 7% 6%

Saving Money Higher Menu Gas/Travel Poorer My Job/Income Poorer Longer Wait Personal Household Covid Concerns Other
Prices Expenses Employee Situation Customer Time Health Issues Changes
Service Experience

Generally



Why specifically are you making more purchases from
quick service/fast food restaurants?

N =405 quick service customers who said they’re making more purchases from QSRs compared to one year ago.

39% 35% 30% 23% 21% 5%

Job/Income Household/Family Covid Concerns Other Need to Save Health Improvement
Situation changes Have Eased Money By Eating
More Fast Food



What are the top factors you consider when choosing a
quick service/fast food restaurant?

N = 1,213 quick service customers.

65% 52% 23% 23% 20% 16% 15% 14% 12% 8% 8% 5% 2% 1%

Value/ Quality/ Loyalty/ Healthy Speed/ Variety on Employee Overall Preferences New Delivery/ Technology Environmental Cause
Cost Taste Points Options Efficiency Menu Service Customer of others ltems Pickup (E.g., apps, Concerns Marketing
Programs Experience in family Options self-service)



What factors would you say play an influential role in what menu items you ultimately decide to
buy from a quick service restaurant? Choose all that apply.

N = 1,213 quick service customers.

79% 56% 33% 24% 23% 16% 11% 5% 3%
Value/Cost Previous Nutritional Preparation Novelty/ Signage at Commercials/ Order Other
Experiences/Repeat Content Time Newness Restaurant Ads Complexity

Purchase



Are prices on quick service menu items higher or lower than they were one year ago,
based on your perception/experiences?

N = 1,213 quick service customers.

28% 41% 24% 6% 0% 0% 0%

Much higher Higher A little Neutral A little lower Lower Much Lower
higher




Are the quick service restaurants you visit higher or lower staffed than they were on year ago,
based on your perception/experiences?

N = 1,213 quick service customers.

0% 0% 2% 13% 18% 45% 21%

Much higher Higher staffed A little Neutral A little lower Lower staffed Much lower
staffed higher staffed staffed staffed
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Are wait times faster or slower for ordering and receiving your food/beverages at (or from) quick
service restaurants than they were one year ago, based on your perceptions/experiences?

0% 0% 3% 23% 25% 29% 19%

Much faster Faster A little faster Neutral A little slower Slower Much slower
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Which of the following do you at least sometimes use to order/receive items
from quick service restaurants? Choose all that apply.

N = 1,213 quick service customers.

69% 60% 46% 45% 36% 6%
Order by App Points/Loyalty Curbside Pickup Self-Service Delivery None of

Program Kiosks Services the above
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How influential are new items (and their novelty/uniqueness) over your purchase decisions at
quick service/fast food restaurants?

N = 1,213 quick service customers.

3% 8% 18% 49% 21%

Very influential Quite influential Influential Slightly influential Not influential
at all
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How often do you notice promotional signage when you visit a
quick service/fast food restaurant?

N = 1,213 quick service customers.

1% 32% 40% 15% 2%

Always Often Sometimes Rarely Never



Signage Audit
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asked agents to look for “window cling”
signage promoting frozen fountain drinks

(i.e., “slushies”), as shown in the picture.

Q: Does your assigned
McDonald’s contain a sign
promoting frozen fountain drinks?

A: 11 of 20 restaurants featured
the signhage.
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From signage audits to customer insights,
product evaluations to menu compliance,
Field Agent has fast and simple solutions to

satisfy QSRs with an appetite for growth.

Explore our QSR products on the Plum
retail-solutions marketplace, the exclusive home
for all Field Agent click-and-launch solutions.

@3 plum PRODUCTS SOLUTIONS RESOURCES

$10.00 / Response $10.00 / Response

Exterior Restaurant Interior Restaurant W
Signage Audit Signage Audit Product Evaluation

Powered by Field Agent Powered by Field Agent Powered by Field Agent

Can't Find What You're Looking For?

We've got you covered.

We can design a custom solution to your exact needs. Just log in

or



https://plumshop.com/fa/restaurant
https://plumshop.com/fa/restaurant
https://plumshop.com/fa/restaurant

