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Detalls of the QSR Survey

Phase one of a two-part benchmark study
was conducted by Field Agent and Kantar
from September 10-19, 2024 — surveying
1,000 customers on top QSR industry
Issues.

Two identical surveys were conducted:
one in the US, one in the UK.

All survey respondents were U.S. adults

at least 18 years of age and smartphone

owners. The survey was executec

through the Field Agent
September 10-19, with a

o]

d

atform,
ndom sample

of shoppers. Demos: Gender - Female
(75.1%), Male (24.0%), Prefer Not to Say
(0.09%), Age - 18-29 (10.9%), 30-39
(33.4%), 40-49 (31.8%), 50+ (23.6%);
Household Income - < $35K (11.8%),
$35-49K (12.6%), $50-74K (13.6%),
$75-99K (14.2%), $100-125K (8.9%),
$125K+ (14.1%), Prefer Not to Say (8.6%);
Race/Ethnicity - Caucasian/White (62.6%),
Latino/Hispanic (8.5%), Asian American

(6.7%), African American/B
Native American (1.2%), Ot

ack (6.6%),

ner (3.7%)



FIELD AGENT

Founded in 2010, Field Agent is a leading
provider of audits, insights, and product
evaluations for QSR chains. With a global
panel of more than three million crowd-

sourced everyda

y shoppers, Field Agent

captures and analyzes in-store data to

help brands optimize their operations and

make informed ¢
experiences and

ecisions regarding guest
food.

About Us

KANTAR

Kantar is a global data, insights, and

consulting company that helps

nehavior, market dyn

ousinesses understand consumer

amics, and brand

performance. With expertise in research,

analytics, and media
Kantar provides com
that drive business g
transformation.

measurement,
orehensive solutions

-owth and


https://www.fieldagent.net/industry/qsr
https://www.kantar.com/
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Where
Customers are
Placing Value In

QSRs




Overall, are you spending more or less money on food when
you visit fast food restaurants than you did one year ago?

N =1,000

59%
600

500

400

300
22%
19%
200

100

More money The same amount Less money




How frequently do you visit fast food restaurants?
N = 975
USA UK

600

51%
500

400
34%

300 28% 24%
22%

200 16%
15%

100 3%

2% 1%

Multiple Once a week 2-3 times a Every day Once a
times a week month month




If you had to spend less money on your next trip to your
favorite fast food restaurant, what would you decide to do?
(Rank in order of decision: 1 being first choice, 8 being last choice)

1000 N =1000

900

USA UK
800

700

600

500

400

300
24%  23%

200 19%

180/ ® o)
o 6% 17% 16% 17%

100 o o)
5% 11% . 1% 10%
0 2%

7%

Leave off Order from the | wouldn’t go at Leave off a Select a cheaper Leave off a Order a smaller Order fewer
dessert value meal all beverage entree side item meal meals




Why are you eating out LESS often compared to a year ago?
Choose all that apply.

N =375
6/%
250
@)
45%
150
30%
100
19%
17%
50
4%
0
Increased Increased Reduced Personal Prefer Changes in Dietary Other (please
cost of living menu pricing disposal health home-cooked work/school restrictions/ specify)

income reasons meals schedule preferences




Please share up to 3 words to describe your favorite fast food

restaurant
N = 1,000

chicken q Uua | I-ty

price

friendly ta S'l'_y h’ealthy

convenient
consistent --

service  flavorful easy




How Customers

Choose Where
to Eat




How important are these factors when choosing your favorite
fast food restaurant?

N =1,000

1000 USA UK
74%

900

800
700

600

500

400 21%

300

200
8%

100 4% 4% 3% 4% 3%

Animal welfare Sustainability and Carbon footprint Allergies or exclusions
environmental policy




In a sentence or two, what would inspire you to try a new

fast food restaurant over one of your typical choices?
N = 1,000

promotiQn
different p 'ce options

reviews




Which of the following best describes your trips to your
favorite fast food restaurant?

N =1,000
500 USA UK
42%
400
36%
32%
30%
300
200 18%
12%
10% 10%
100 3%
2%
O |
| usually get I | always get the | usually try | always try
the same occasionally same food new menu new menu
food order try new order items items

menu items




How interested are you in culturally diverse or fusion foods

within fast food restaurant menu offerings?
N =999

@® 5 stars
51.6%

® 4 stars
18.5%

3 stars

17.7%

2 stars

1.6%

® 1star
4.6%




How interested are you In trying new drink choices at your

favorite fast food restaurant?
N = 1,000

USA UK

3.5 stars

3.3 stars




Ease of ordering

Quality of food
& taste

Food quality
consistency

Location & convenience

Customer service

Range of food options

Value for the money

Range of drink options

Sustainability &
environmental policy

Communication on
product ingredients
& calories

Loyalty programs
& promotions

Sugar choices

Healthy soft drink
options available

Healthy food drink
options available

3.8

3.8

3.8
3.9

3.2

3.7
3.8

3.8
3.6

3.4
3.7

3.3
3.5

3.4
3.3

4.5
4.5

4.4
4.5

4.3
4.3

4.2
4.3

4.1

41

4.2

4.4

following criteria?

N =975

USA

How well does your favorite
restaurant deliver on the

UK

17



Aside from lower prices and discounts, what is ONE thing you

wish fast food restaurants would change?
N = 1,000

offer

more options
quality

options




Drive Thru
VS
Dineln




When you visit your favorite fast food restaurants, how often

do you go through the drive thru?
N = 1,000

500 50% USA UK

400

300 27% 279 .
23%
21%

200

1%
100 9%
5%
3%

Most times Sometimes Every time Rarely Never




What is the MOST important factor for you when choosing to

go through the drive thru rather than eating inside?
N =975

600

57%
500
400
300
21%
200
0)
100 8% i
4% A%, 39
2%
O | |
Convenience of Shorter amount Less interaction w/ Fewer mistakes in Avoiding bad Avoiding the Other (please
staying of time in line staff & other my order weather pressure explain)

in the car customers to tip




Socializing w/ friends
or family

Ability to enjoy a
leisurely meal

Opportunity to take
a break from driving

Restaurant ambiance
& experience

Fewer mistakes
in my order

Ease of reviewing menu
& making a decision

Quality of service
& attention from staff

Other,
please explain

1%

10%

12%

8%

6%

1%

7%

6%

4%

6%

100

14%

15%

200

23%

22%

21%

24%

What is the most important
factor for you when
choosing to eat inside the
restaurant rather than go
through the drive thru?

N =1,000

USA UK

300

22



The Importance
of
Drink Options




When you visit fast food restaurants, how often are you
adding a drink with your meal compared to a year ago?

N =1,000
69%
700 USA UK
600
51%

500

400 36%

300

19%
200
13% 13%

100

The same Less often More often




400

300

200

100

When eating out, how would you describe your attitude
towards drinking healthy beverages?

36%
33%

| sometimes
drink
healthier soft
drinks when
eating out

23%

18%

| rarely drink

healthier soft

drinks when
eating out

N =975

USA

21%

18%

| am switching
to healthier soft
drinks when
eating out

UK

19%
15%

| only drink
healthy soft

drinks when
eating out

9% 9%

| never drink
healthy soft

drinks when
eating out




Taste

Price

Promotions

Familiar brand

Low / no sugar

Healthy

New options

Low / no sweetner

Functional benefits
(vitamins, minerals, etc)

Locally sourced

3.8
3.2
3.7
31
3.5
3.2
3.4
3.3
31
2.8
31
2.9
3.0
2.7
2.7
2.2
2.2
3

41

4.5

4.8

USA

How important are the
following factors in choosing
which soft drinks to buy in a

fast food restaurant?
N = 1,000

UK

26



If your favorite beverage is not available at your favorite fast food
restaurant, which of the following do you decide to do?
(Rank in order of decision: 1 being first choice, 3 being last choice)

N =1000
500 USA UK
469
400 38%
329%
300 27% 27%
22%
200
(o)
100 5%
3%
O |
Purchase a Leave the drink Ask for water instead | would leave
beverage you off your order without ordering

don’t like as much




Healthy Eating
in the US and UK




Considering your overall eating habits and diet (when you are not
In a fast food restaurant) how often do you eat healthy foods?

N =1,000
USA UK

600

51%
200 47%

44%
400 38%
300
200
100 7%
4% 4%
3%
1% 1%
O |
| sometimes | mostly eat | rarely eat | always eat | never eat
eat healthy healthy healthy foods healthy foods healthy

foods foods foods




How important are healthy options and nutritional information
when choosing a fast food restaurant?

N =1,000

USA UK

3.5 stars

3.0 stars




How important are these food options when choosing
your favorite fast food restaurant?

N =1,000
1000 USA UK
30%
900
800
700
600
500
400 21%
300
200
8%

100 4% 4% 3%

0

Food is made with healthy ingredients High protein, low carb, or low Vegan, vegetarian,

calorie options or plant-based alternatives




How beneficial would a guide to healthy eating and drinking
be in your decision-making process at a fast food restaurant?

N =1,000

USA UK

3./ stars

3.1 stars




Encouraging
Mobile Apps for
Customer
Loyaity




How many fast food restaurant apps do you have
downloaded on your phone?
(Not including apps like Uber Eats, Doordash)

N =1,000

350

33%

300 27%

22%
200

1%

100
7%

4—-8 2-4 More than 8 1-2 None




Which features do you use most on the fast food apps?
Select all that apply.

N =935

800
76%

74%
700 73%

600

500

400 40%

300

200

1%
100

2%

Scanning for O_rdering Looking at Finding the Getting customer
points and pickup or the menu

rewards delivery

Other (please
nearest location support explain)




How often do you use mobile apps to order from your
favorite fast food restaurants?

N =935

500 USA UK
43%
400
34%
300 29%
23% 23%
200 17%
16%
100 10%
5%
19%
O 1

Often Always Sometimes Rarely Never




How easy is it to use your favorite fast food restaurant app?
N =935

USA UK

4.5 stars

4. stars




How often does social media influence your decision to
purchase fast food?

(.e. Instagram reel reviews, Tik Tok mukbangs, Facebook photos)
N = 1,000

USA UK

2.3 stars

2.4 stars




GET REAL-TIME INSIGHTS

Get rapid, accurate visibility into everything your

custo

mers see, taste, and experience with Fielc

Agent.

Helpi
launc

ng QSRs with mystery shopping, product

nes, and product evaluation is our bread and

butter. We can send real shoppers into stores

around the country to give you real time, authentic

feedback.

Learn how your customers perceive your QSR

outlets starting today! Visit us at fieldagent.net or

reach out to our in-house QSR expert, Chris Munos.

Chris Munos
VP of Channel Strategy
chris.munos@fieldagent.net

FIELDAGENT

LEARN MORE TODAY
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