
Living consumer intelligence | yougov.com/business

U S

Conquering 
QSR report 
2024
Who’s winning mealtimes, and why?

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


2

We surveyed 5,000+ 
Americans about QSRs, 
how they buy, and most 
importantly, why.
This study identifies fast food frequenters, 
who order from QSRs 15+ times per month, 
segmenting their trending purchase factors, 
motivations, and ordering preferences against 
the average QSR customer. 

Additionally, this report highlights the reasons 
QSR customers purchase at different mealtimes, 
and which QSR brands do best when.

All 5,000+ respondents in the report are aged 
18-64 and purchased from a QSR restaurant at 
least once in the month preceding the survey. 
Results are weighted against the average 
population.

Conquering QSR 2024



Recent QSR 
diners gave 
opinions on all 
of the following 
brands

Americans who ordered from a quick serve / fast 
food restaurant in the last month at least once; 
March 2024 (n> 5,300)
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Which quick serve/fast food restaurants have you ordered 
from in the past month? Please select all that apply.

Rank Restaurant % of QSR customers who visited in last month

1 McDonald’s 56%
2 Burger King 32%
3 Taco Bell 29%
4 KFC 27%
5 Starbucks 27%
6 Pizza Hut 27%
7 Wendy’s 25%
8 Chick-fil-A 24%
9 Subway 22%
10 Dunkin’ 14%
11 Popeyes 12%
12 SONIC 11%
13 Arby’s 10%
14 Jack in the Box 9%
15 Whataburger 9%
16 Five Guys 8%
17 Jersey Mikes 8%
18 In-N-Out 7%
19 Jimmy John’s 6%
20 Del Taco 6%
21 Hardee’s 6%
22 Church’s 5%
23 Carl’s Jr 5%

This data and subsequent demographic 
analyses show restaurants that America’s 
QSR buyers have purchased from in the 
last month.

Later sections of the report look 
specifically at the LAST restaurant that 
buyers have purchased from.
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Setting the table: 
Demographics
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56%

53%

50%

44%

47%

50%

15+ monthly

5+ monthly

1+ monthly

Gender

Female Male
Americans aged 18-64 who ordered from a quick serve / 
fast food restaurant in the last month; March 2024  (1+ monthly: 
n> 5,300; 5+ monthly: n> 2,700; 15+ monthly: n> 400)

Who’s eating 
most? 

16%

26%
23%

18% 18%17%

28%
25%

17%
13%

18%

31%
26%

13% 11%

18-24 25-34 35-44 45-54 55-64

Age

1+ monthly 5+ monthly 15+ monthly

57%
of Americans who eat fast food or from a QSR 
restaurant 15+ times per month are aged 25-44

8.7% 
of monthly QSR or fast food customers order 
15+ times per month



Where do 
different age 
groups eat?

Americans who purchased from a quick serve / fast food 
restaurant in the last month; March 2024  
(Age 18-24: n> 750; Age 25-34: n> 1,300; Age 35-44: n> 1,200; 
 Age 45-54: n> 975; Age 55-64: n> 1,000)
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McDonald’s is the consensus number 
one, though differences emerge in the 
following spots, with Americans aged 
18-34 more likely to have visited KFC at 
least once per month, and Americans 
aged 55-65 more likely to to have visited 
Wendy’s at least once per month.

Restaurant % of QSR buyers who 
ordered in last month

18-24
 Rank

25-34
 Rank

35-44
 Rank

45-54
 Rank

55-64 
Rank

McDonald’s 55.6% 1 1 1 1 1

Burger King 32.2% 4 4 2 2 5

Taco Bell 28.5% 6 6 3 3 3

KFC 27.5% 2 2 6 9 8

Starbucks 27.3% 5 3 5 6 9

Pizza Hut 27.1% 3 5 4 7 12

Wendy’s 24.9% 9 8 7 4 2

Chick-fil-A 24.1% 8 7 8 5 4

Subway 22.4% 7 9 9 8 6

Dunkin’ 13.6% 10 10 11 12 13

Most regularly ordered QSR restaurants by age group



Where do men 
and women 
prefer to eat?

Americans aged 18-64 who purchased from a quick serve / 
fast food restaurant in the last month; March 2024 
(Men: n> 2,600; Women: n> 2,600).
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Since men are more likely than women 
to eat at QSRs 15+ times per month, 
they have higher differences overall in 
gender comparisons, with the 
differences for Burger King (+6.3 
percentage-points) and Whataburger 
(+4.9 pp) exceeding Starbucks (+4.5pp 
for women).

Most regularly ordered QSR restaurants by gender

QSRs preferred by Men Men Women Difference

Burger King 35.6% 29.3% 6.3

Whataburger 11.1% 6.2% 4.9

KFC 29.9% 25.4% 4.5

In-N-Out 9.1% 5.2% 3.9

McDonald’s 57.3% 54.0% 3.3

QSRs preferred by Women Women Men Difference

Starbucks 29.6% 25.1% 4.5

Chick-fil-A 24.8% 23.6% 1.2

Jersey Mikes 7.9% 7.3% 0.6

Taco Bell 28.5% 28.0% 0.5

Subway 22.8% 22.3% 0.5



Where do 
frequent QSR 
diners live?
While the South census region has the 
highest overall population, Americans 
based in the Northeast and West are 
more likely to make QSR / fast food 
orders a regular part of their lifestyle.

Americans living in urban areas also 
tend to make QSR / fast food 
purchases more frequently.

Americans aged 18-64 who ordered from a quick serve /
 fast food restaurant in the last month; March 2024 
(1+ monthly: n> 5,000; 5+ monthly: n> 2,700; 15+ monthly: n> 400)
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17%
20%

39%

24%

18% 18%

41%

24%22%

13%

38%

27%

Northeast Midwest South West

Census region

42% 43%

15%

48%
41%

12%

59%

34%

6%

Urban Suburban Rural

Type of area living in

1+ monthly 5+ monthly 15+ monthly



Who else is 
eating? 

Americans aged 18-64 who ordered from a quick 
serve / fast food restaurant in the last month; 
March 2024 (1+ monthly: n> 5,000;
 5+ monthly: n> 2,700; 15+ monthly: n> 400)
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17%

42%

36%

6%

13%

41% 40%

6%

14%

36%

42%

8%

I live alone I live with another adult /
adults

I live with another
adult/adults and children

(under 18)

I live with children (under
18)

Household size 

1+ monthly 5+ monthly 15+ monthly

50%
% of fast food frequenters have 
children under 18.

78%
% of fast food frequenters (15+ monthly orders) 
live with another adult or adults.



High-income 
earners, 
high-volume 
eaters

Frequent QSR and fast food customers 
have higher incomes than the average 
American. 

28% of Americans aged 18-64 who buy 15+ 
times monthly have a gross household 
income exceeding $150,000, compared 
to 8% of general population aged 18-64.

Americans aged 18-64 who ordered from a quick serve /
fast food restaurant in the last month; March 2024 
(1+ monthly: n> 5,000; 5+ monthly: n> 2,700; 15+ monthly: n> 400)
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34%

29%

22%

44%

29% 30%

33%

24%

16%
18%

13%
11%

16%

19%

28%

8%

5%
4% 5%

13%

1+ monthly 5+ monthly 15+ monthly Gen pop (18-64)

Gross household income

Less than $50,000 $50,000-$99,999 $100,000-$149,999 $150,000+ Don't know / prefer not to say
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2 Feeding 
factors
Which of the following apply to your last 
purchase restaurant, whether or not it 
influenced your purchase on this occasion? 
Please select all that apply.

Conquering QSR 2024



What are QSR 
buyers looking 
for at different 
mealtimes?

The top five feeding factors for QSR 
customers’ last purchase were:

Tasty (49%), Fast (47%), Convenient (45%), 
Affordable (35%), and High Quality (31%)

Americans aged 18-64 who ordered from a quick serve / fast food 
restaurant in the last month at least once; March 2024 (n > 3,600)

Conquering QSR 202413

Most important feeding factors by mealtime

Mealtime Feeding factor % of customers at mealtime 
who considered attribute

Breakfast Convenient 46%

Mid-morning snack Tasty 45%

Lunch Tasty 48%

Mid-afternoon 
snack Tasty 49%

Dinner Tasty 52%

After-dinner snack Fast 47%

Late night 
snack/meal Fast 57%

Talk to a researcherRequest more data
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Who’s leading for each of these top feeding factors?

Convenient Tasty Fast

Conquering QSR 2024

Americans aged 18-64 who considered each feeding factor for their last QSR purchase; March 2024 
(Convenient: n> 1,600; Tasty: n> 1,800; Fast: n> 1,700) ▲▼ = +10% difference from average.

Rank Restaurant % who considered 
attribute purchased last

1 McDonald’s 23.9%
2 Burger King 8.7%
3 Chick-fil-A ▲ 7.9%
4 Taco Bell ▲ 7.8%
5 Starbucks 7.1%
6 Wendy’s ▲ 6.7%
7 Pizza Hut ▼ 5.9%
8 Subway 5.3%
9 KFC ▼ 5.0%
10 Dunkin’ ▲ 2.8%

Rank Restaurant % who considered 
attribute purchased last

1 McDonald’s 21.5%
2 Burger King 8.7%
3 KFC 8.4%
4 Chick-fil-A 7.6%
5 Taco Bell  ▲ 7.6%
6 Pizza Hut ▼ 6.5%
7 Starbucks 6.4%
8 Wendy’s 6.0%
9 Subway 4.9%
10 Dunkin’ ▲ 3.1%

Rank Restaurant % who considered 
attribute purchased last

1 McDonald’s 21.7%
2 Burger King 8.9%
3 KFC ▲ 8.3%
4 Taco Bell ▲ 7.3%
5 Chick-fil-A 7.3%
6 Pizza Hut ▲ 6.9%
7 Starbucks ▼ 6.2%
8 Subway 5.6%
9 Wendy’s ▼ 5.5%
10 Popeyes ▲ 3.1%

Americans who considered convenience, taste, and speed for their last purchase went to these restaurants.



What do QSR 
buyers want for 
breakfast?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was breakfast; March 2024 (n> 375).
▲▼ = +10% difference from average.

Conquering QSR 202415

Most important feeding factors

While more Americans are looking for 
something convenient in the morning, a 
restaurant considered to be Friendly and 
Healthy will do better at breakfast than 
other parts of the day.

Rank Purchase attribute Breakfast Any mealtime Difference

1 Convenient 46% 45% 1%

2 Fast 45% 47% -2%

3 Tasty ▼ 43% 49% -6%

4 Affordable 36% 35% 1%

5 Friendly ▲ 31% 26% 5%

6 Consistent 29% 29% -

7 High quality ▼ 27% 31% -4%

8 Trustworthy 26% 24% 2%

9 Healthy ▲ 24% 20% 4%

10 Guilty pleasure 22% 20% 2%

Request more data Talk to a researcher
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What do QSR 
buyers want for 
a mid-morning 
snack?
Tasty and Fast are the top purchase 
attributes for mid-morning snacks, but 
high quality significantly overperforms at 
this mealtime than other parts of the day. 

Restaurants perceived as Healthy and 
Authentic also tend to do better at this 
time of day.

Conquering QSR 202416

Most important feeding factors

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was a mid-morning snack; March 2024 
(n> 200). ▲▼ = +10% difference from average.

Rank Purchase attribute Mid-morning 
snack Any mealtime Difference

1 Tasty 45% 49% -4%

2 Fast 43% 47% -4%

3 High quality ▲ 40% 31% 9%

4 Convenient ▼ 33% 45% -12%

5 Affordable ▼ 28% 35% -7%

6 Consistent 28% 29% -1%

7 Friendly 25% 26% -1%

8 Trustworthy 25% 24% 1%

9 Healthy ▲ 25% 20% 5%

10 Authentic ▲ 23% 18% 5%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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What do QSR 
buyers want for 
lunch?

With the largest sample size of any 
mealtime (37% of all respondents’ last 
purchase), lunch has little deviation from 
the overall list of important purchase 
attributes, though convenience overtakes 
speed in the 2nd spot.

Conquering QSR 202417

Most important feeding factors

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was lunch; March 2024 (n> 1,300).
▲▼ = +10% difference from average.

Rank Purchase attribute Lunch Any mealtime Difference

1 Tasty 48% 49% -1%

2 Convenient 47% 45% 2%

3 Fast 45% 47% -2%

4 Affordable 35% 35% 0%

5 High quality 32% 31% 1%

6 Consistent 29% 29% 0%

7 Friendly 28% 26% 2%

8 Favorite 26% 25% 1%

9 Trustworthy 25% 24% 1%

10 Healthy 21% 20% 1%

Request more data Talk to a researcher
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What do QSR 
buyers want for 
a mid-afternoon 
snack?
While Tasty and Fast remain table stakes, 
mid-afternoon snackers appear more likely 
to look for food they deem high quality, 
trustworthy, and modern. 

Affordability also factors into their 
decisions more at this mealtime.

Conquering QSR 202418

Most important feeding factors

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was lunch; March 2024 (n> 400).
▲▼ = +10% difference from average.

Rank Purchase attribute Mid-afternoon 
snack Any mealtime Difference

1 Tasty 49% 49% -

2 Fast 47% 47% -

3 Convenient 42% 45% -3%

4 Affordable 38% 35% 3%

5 High quality ▲ 35% 31% 4%

6 Trustworthy ▲ 30% 24% 6%

7 Consistent 29% 29% -

8 Friendly 27% 26% 1%

9 Favorite 27% 25% 2%

10 Modern ▲ 24% 18% 6%

Request more data Talk to a researcher
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What do QSR 
buyers want for 
dinner?

The top purchase factors get a boost at 
dinnertime, with Tasty, Fast, Convenient, 
and Affordable all factoring in slightly 
more to dinner purchases than other 
mealtimes.

Conquering QSR 202419

Most important feeding factors

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was dinner; March 2024 (n> 1,100).
▲▼ = +10% difference from average.

Rank Purchase attribute Dinner Any mealtime Difference

1 Tasty 52% 49% 3%

2 Fast 50% 47% 3%

3 Convenient 47% 45% 2%

4 Affordable 36% 35% 1%

5 Consistent 29% 29% -

6 High quality ▼ 28% 31% -3%

7 Favorite 24% 25% -1%

8 Friendly ▼ 21% 26% -5%

9 Trustworthy ▼ 20% 24% -4%

10 Guilty pleasure 20% 20% -

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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What do QSR 
buyers want for 
an after-dinner 
snack?
A much smaller opportunity than dinner, 
the after-dinner snack attracts customers 
looking for high quality and their favorites.
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Most important feeding factors

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was an after-dinner snack; March 2024 (n=89).
▲▼ = +10% difference from average.

Rank Purchase attribute After-dinner 
snack Any mealtime Difference

1 Tasty 47% 49% -2%

2 Fast 47% 47% -

3 High quality ▲ 36% 31% 5%

4 Favorite ▲ 34% 25% 9%

5 Affordable 33% 35% -2%

6 Convenient ▼ 32% 45% -13%

7 Consistent 32% 29% 3%

8 Friendly 32% 26% 6%

9 Modern ▲ 32% 18% 14%

10 Trustworthy 28% 24% 4%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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What do QSR 
buyers want for 
a late night 
snack or meal?
Also a much smaller opportunity than 
other mealtimes, feeding factors Fast 
(+10pp) and Friendly (+13pp) jump 
significantly for late night.
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Most important feeding factors

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was a late night snack or meal; March 2024 
(n=82). ▲▼ = +10% difference from average.

Rank Purchase attribute Late night 
snack or meal Any mealtime Difference

1 Fast  ▲ 57% 47% 10

2 Tasty 53% 49% 4

3 Friendly  ▲ 39% 26% 13

4 Affordable 35% 35% 0

5 Convenient ▼ 34% 45% -11

6 High quality ▼ 24% 31% -7

7 Guilty pleasure 20% 20% 0

8 Consistent ▼ 19% 29% -10

9 Wide variety ▲ 19% 16% 3

10 Favorite ▼ 18% 25% -7

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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What’s trending 
with fast food 
frequenters?

Americans aged 18-64 who ordered from a quick serve / fast food 
restaurant in the last month; March 2024 
(1+: n> 3,600; 15+: n> 325). ▲▼ = +10% difference from average.

Conquering QSR 202422

Trending feeding factors for fast food frequenters

Americans who buy from QSR or fast food 
restaurants 15+ times per month are 
significantly more likely than the average 
customer to seek out high-quality and 
innovative brands that fit their lifestyle.

Rank Purchase attribute 1+ monthly 15+ monthly Difference

1 Fits my lifestyle 16% 26% 10%

2 High quality 31% 39% 8%

3 Innovative 13% 20% 7%

4 Affordable 35% 41% 6%

5 Trustworthy 24% 30% 6%

6 Authentic 18% 24% 6%

7 Sustainable 13% 18% 5%

8 Convenient 45% 50% 5%

9 Fun 15% 20% 5%

10 Favorite 25% 29% 4%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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Who leads each of these trending feeding factors?

Fits my lifestyle High quality Innovative

Conquering QSR 2024

Americans aged 18-64 who considered each feeding factor for their last QSR purchase; March 2024 
(Lifestyle: n> 575; Quality: n> 1,100; Innovative: n> 450) ▲▼ = +10% difference from average.

Rank Restaurant % who considered 
attribute purchased last

1 McDonald’s 22.2%
2 Starbucks ▲ 10.1%
3 Pizza Hut ▲ 9.8%
4 KFC ▲ 9.1%
5 Burger King ▲ 7.9%
6 Taco Bell  ▲ 6.7%
7 Chick-fil-A ▼ 6.1%
8 Subway 5.8%
9 Wendy’s ▼ 4.8%
10 Dunkin’ ▲ 4.0%

Rank Restaurant % who considered 
attribute purchased last

1 McDonald’s 22.8%
2 KFC ▲ 10.6%
3 Chick-fil-A ▲ 9.8%
4 Pizza Hut ▲ 9.2%
5 Burger King ▲ 8.6%
6 Starbucks ▲ 7.7%
7 Taco Bell ▼ 5.7%
8 Wendy’s ▼ 4.4%
9 Subway ▼ 3.2%
10 In-N-Out ▼ 1.9%

Rank Restaurant % who considered 
attribute purchased last

1 McDonald’s ▲ 25.9%
2 Pizza Hut ▲ 12.4%
3 KFC ▲ 10.8%
4 Starbucks ▲ 10.4%
5 Burger King ▲ 9.9%
6 Subway ▼ 4.7%
7 Chick-fil-A ▼ 4.0%
8 Wendy’s ▼ 3.9%
9 Dunkin’ ▼ 3.9%
10 Taco Bell  ▲ 3.8%

Americans who considered lifestyle, quality, and innovation for their last purchase went to these restaurants.
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3 Mealtime 
motivators
Why did your order from your last purchase restaurant on this 
occasion? Please select all that apply.



Why are QSR 
customers
buying when?
The top five reasons QSR customers’ gave 
for their most recent purchase were:

Satisfying a craving (35%), affordability 
(34%), quality (28%), great deals (25%), 
and treating themselves (25%)

Americans aged 18-64 who ordered from a quick serve / fast food 
restaurant in the last month at least once; March 2024 (n > 3,600)

Conquering QSR 202425

Most important purchase motivators by mealtime

Mealtime Purchase reasons % of customers at mealtime 
who gave this reason

Breakfast Affordable 32%

Mid-morning snack Affordable 35%

Lunch Craving 33%

Mid-afternoon 
snack Craving 34%

Dinner Craving 41%

After-dinner snack Craving 36%

Late night 
snack/meal Affordable 47%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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Who’s leading for these top mealtime motivators?

Satisfy a craving

Conquering QSR 2024

Americans aged 18-64 who considered each attribute for their last QSR purchase; March 2024 
(Craving: n> 1,850; Affordable: n> 1,800) ▲▼ = +10% difference from average 

Rank Restaurant % who gave this reason
purchased last

1 McDonald’s 21.1%
2 Burger King 8.6%
3 Chick-fil-A ▲ 8.1%
4 Taco Bell  ▲ 8.1%
5 KFC 7.4%
6 Starbucks 6.9%
7 Pizza Hut ▼ 6.3%
8 Subway 5.2%
9 Wendy’s 5.1%

10 Popeyes ▲ 3.0%

Affordable
Rank Restaurant % who gave this reason

purchased last

1 McDonald’s ▲ 27.6%
2 Burger King ▲ 11.6%
3 KFC 8.1%
4 Taco Bell  ▲ 7.9%
5 Pizza Hut 7.4%
6 Subway 5.8%
7 Wendy’s 5.2%
8 Chick-fil-A ▼ 4.7%
9 Starbucks ▼ 4.6%

10 SONIC 2.2%

Americans motivated by cravings and affordability for their last purchase went to these restaurants.



Why do QSR 
buyers buy 
breakfast?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was breakfast; March 2024 (n> 550).
▲▼ = +10% difference from average.

Conquering QSR 202427

Most popular purchase motivators

Affordability and satisfying a craving are 
most important to breakfast buyers, but 
they’re notably less important than other 
mealtimes. Instead, consistency shows a 
significant increase during this mealtime.

Rank Purchase reason Breakfast Any mealtime Difference

1 Affordable 32% 34% -2%

2 Satisfy a craving ▼ 31% 35% -4%

3 Quality 28% 28% -

4 Consistency ▲ 26% 23% 3%

5 It’s a treat 26% 25% 1%

6 Great deals 26% 25% 1%

7 Top of mind 24% 23% 1%

8 Comforting 24% 23% 1%

9 Filling ▼ 18% 21% -3%

10 Healthy 16% 14% 2%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Why do QSR 
buyers buy a 
mid-morning 
snack?
Affordability and cravings again influence 
into mid-morning snack purchases, 
though a brand’s quality has a much 
greater impact during this mealtime.

Conquering QSR 202428

Most popular purchase motivators

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was a mid-morning snack; March 2024
(n> 300).▲▼ = +10% difference from average.

Rank Purchase reason Mid-morning 
snack Any mealtime Difference

1 Affordable 35% 34% 1%

2 Satisfy a craving ▼ 31% 35% -4%

3 Consistency 29% 28% 1%

4 Quality ▲ 29% 23% 6%

5 Top of mind 27% 25% 2%

6 Great deals 27% 25% 2%

7 It’s a treat 25% 23% 2%

8 Comforting ▼ 20% 23% -3%

9 Different than usual ▼ 19% 21% -2%

10 Good for kids ▲ 19% 14% 5%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Why do QSR 
buyers buy 
lunch?

With the largest sample size of any 
mealtime, lunch has little deviation from 
the overall list of important mealtime 
motivators, though satisfying a craving 
overtakes affordability in the 2nd spot.

Conquering QSR 202429

Most popular purchase motivators

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was lunch; March 2024 (n> 1,900).
▲▼ = +10% difference from average.

Rank Purchase reason Lunch Any mealtime Difference

1 Satisfy a craving 33% 34% -1%

2 Affordable 33% 35% -2%

3 Quality 31% 28% 3%

4 Consistency 24% 23% 1%

5 Great deals 24% 25% -1%

6 Top of mind 23% 25% -2%

7 It’s a treat 23% 23% -

8 Comforting 22% 23% -1%

9 Filling 21% 21% -

10 Different than usual ▲ 18% 14% 4%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Why do QSR 
buyers buy a 
mid-afternoon 
snack?
Affordability lessens in importance for 
mid-afternoon snackers, who instead 
satisfy cravings and treat themselves.

Conquering QSR 202430

Most popular purchase motivators

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was lunch; March 2024 (n> 650).
▲▼ = +10% difference from average.

Rank Purchase reason Mid-afternoon 
snack Any mealtime Difference

1 Satisfy a craving 34% 34% 0

2 Affordable ▼ 31% 35% -4

3 It’s a treat ▲ 30% 23% 7

4 Great deals 26% 25% 1

5 Quality 26% 28% -2

6 Top of mind 25% 25% 0

7 Comforting 25% 23% 2

8 Consistency 22% 23% -1

9 Filling 19% 21% -2

10 Different than usual ▲ 17% 14% 3

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Why do QSR 
buyers buy 
dinner?

Dinner buyers are most cost-conscious, 
with 39% citing affordability as a 
contributing factor to their most recent 
purchase. More, however, ultimately 
chose their recent QSR dinner spot 
because of a craving.

Conquering QSR 202431

Most popular purchase motivators

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was dinner; March 2024 (n> 1,500).
▲▼ = +10% difference from average.

Rank Purchase reason Dinner Any mealtime Difference

1 Satisfy a craving ▲ 41% 34% 7%

2 Affordable ▲ 39% 35% 4%

3 Quality 28% 28% -

4 Great deals 25% 23% 2%

5 It’s a treat 24% 25% -1%

6 Filling 23% 25% -2%

7 Comforting 23% 23% -

8 Consistency 22% 23% -1%

9 Top of mind 21% 21% -

10 Different than usual ▲ 16% 14% 2%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Why do QSR 
buyers buy an 
after-dinner 
snack?
After-dinner snackers continue to satisfy 
cravings, but are significantly less 
concerned about affordability.

Conquering QSR 202432

Most popular purchase motivators

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was an after-dinner snack; March 2024 
(n> 125). ▲▼ = +10% difference from average.

Rank Purchase reason After-dinner 
snack Any mealtime Difference

1 Satisfy a craving 36% 34% 2%

2 Affordable ▼ 29% 35% -6%

3 It’s a treat 28% 28% -

4 Comforting ▲ 28% 23% 5%

5 Quality 27% 25% 2%

6 Great deals 24% 25% -1%

7 Top of mind 21% 23% -2%

8 Consistency ▼ 19% 23% -4%

9 Different than usual ▼ 18% 21% -3%

10 Healthy ▲ 15% 14% 1%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Why do QSR 
buyers buy a late 
night snack or 
meal?
Late night eaters are more concerned 
about affordability than those from any 
other mealtime. Notably “great deals” 
appears in the 4th position, its highest 
percentage of any mealtime.

Conquering QSR 202433

Most popular purchase motivators

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was a late night snack or meal; March 2024 
(n> 100). ▲▼ = +10% difference from average.

Rank Purchase reason Late night 
snack or meal Any mealtime Difference

1 Affordable ▲ 47% 34% 13%

2 Satisfy a craving ▲ 39% 35% 4%

3 Comforting ▲ 33% 28% 5%

4 Great deals ▲ 28% 23% 5%

5 It’s a treat 24% 25% -1%

6 Consistency 23% 25% -2%

7 Top of mind 22% 23% -1%

8 Filling ▼ 19% 23% -4%

9 Quality ▼ 16% 21% -5%

10 Good for kids ▲ 15% 14% 1%



Why do fast food 
frequenters 
feast?

Americans aged 18-64 who ordered from a quick serve / fast food 
restaurant in the last month; March 2024 
(1+: n> 3,600; 15+: n> 325).▲▼ = +10% difference from average.

Conquering QSR 202434

Most popular purchase motivators

Americans who buy from QSR or fast food 
restaurants 15+ times per month are 
significantly more likely than the average 
customer to purchase from brands that 
are top of mind and make them feel 
comfortable.

Rank Purchase reason 1+ monthly 15+ monthly Difference

1 Top of mind 23% 33% 10%

2 Comforting 28% 38% 10%

3 Consistency 25% 33% 8%

4 Quality 21% 28% 7%

5 Different than usual 17% 22% 5%

6 Satisfy a craving 35% 40% 5%

7 Healthy 10% 15% 5%

8 Great deals 23% 27% 4%

9 Recently heard/saw ad 15% 19% 4%

10 Good for kids 14% 17% 3%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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Who leads these trending mealtime motivators?

Top of mind Comforting Consistency

Conquering QSR 2024

Americans aged 18-64 who considered each attribute for their last QSR purchase; March 2024
(Top of mind: n> 1,100; Comforting: n> 1,200; Consistency: n> 1,200) ▲▼ = +10% difference from average.

Rank Restaurant % who gave this 
reason purchased last

1 McDonald’s 21.9%
2 KFC ▲ 10.0%
3 Burger King 9.1%
4 Pizza Hut ▲ 8.9%
5 Starbucks ▲ 8.6%
6 Chick-fil-A 7.0%
7 Taco Bell ▼ 6.1%
8 Wendy’s ▼ 4.9%
9 Subway ▼ 4.3%
10 Dunkin’ ▲ 2.7%

Rank Restaurant % who gave this 
reason purchased last

1 McDonald’s 24.8%
2 KFC ▲ 10.0%
3 Pizza Hut 7.7%
4 Chick-fil-A 7.7%
5 Burger King ▼ 7.6%
6 Starbucks 7.3%
7 Taco Bell ▼ 6.1%
8 Wendy’s 5.3%
9 Subway ▼ 3.4%
10 Dunkin’ 2.6%

Rank Restaurant % who gave this 
reason purchased last

1 McDonald’s ▼ 19.9%
2 Chick-fil-A ▲ 10.6%
3 Starbucks ▲ 8.7%
4 KFC 8.6%
5 Burger King ▼ 7.1%
6 Subway ▲ 6.1%
7 Pizza Hut ▼ 6.1%
8 Taco Bell ▼ 5.8%
9 Wendy’s ▼ 4.8%
10 Dunkin’ ▲ 2.8%

Americans motivated by memorability, comfort, and consistency for their last purchase went to these restaurants.
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4 Ordering
options
How did you order in your last purchase?
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Fast food frequenters ordering delivery more

Conquering QSR 2024

Americans aged 18-64 who ordered from a quick serve / fast food 
restaurant in the last month; March 2024 
(1+ monthly: n> 5,000; 5+ monthly: n> 2,700; 15+ monthly: n> 400)

27%

8%

33%

21%

12%

27%

8%

31%

24%

11%

25%

7%

30%

27%

11%

At the counter At a kiosk Through a drive through App for delivery App for pick up

How QSR customers made their last purchase

1+ monthly 5+ monthly 15+ monthly

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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Delivery orders most satisfying; kiosk orders least

Conquering QSR 2024

Americans aged 18-64 who ordered from a quick serve / fast food restaurant in the last month; March 2024 
(At the counter: n> 1,400; At a kiosk: n> 375; Drive through: n> 1,700; App for delivery: n> 1,100; App for pickup: n> 600)

2% 3% 18% 47% 30%

4% 13% 25% 36% 22%

At the counter

At a kiosk

Drive through

App for delivery

App for pick up

1% 5% 28% 44% 22%

1% 3% 17% 40% 40%

2%2% 24% 46% 27%

Not at all Not very Somewhat Very Extremely

Satisfaction with recent QSR / fast food purchase by order type



How are different 
QSR buyers 
ordering?

Delivery apps most prevalent among 
office workers and late night eaters.

Americans aged 18-64 who ordered from a quick serve / fast food 
restaurant in the last month; March 2024 
(1+ monthly: n> 5,000; 5+ monthly: n> 2,700; 15+ monthly: n> 400)

Conquering QSR 202439

Top order type by mealtime

Mealtime Order type % of customers at mealtime 
who purchased this way

Breakfast Drive through 33%
Mid-morning snack At the counter 33%

Lunch Drive through 32%
Mid-afternoon snack Drive through 34%

Dinner Drive through 36%
After-dinner snack App for delivery 30%

Late night snack/meal App for delivery 30%

Top order type by eating location

Eating location Order type % of consumers who 
purchased this way

At home Drive through 32%

In the office/work App for delivery 29%

In the car Drive through 59%

At school At the counter 34%

In the restaurant At the counter 36%



How are different 
QSR buyers 
ordering?

Delivery apps most prevalent among 
new parents and orders for friends 
and coworkers.

Americans aged 18-64 who ordered from a quick serve / fast food 
restaurant in the last month; March 2024 
(1+ monthly: n> 5,000; 5+ monthly: n> 2,700; 15+ monthly: n> 400)

Conquering QSR 202440

Top order type by person(s) ordered for

Purchase party Order type % of customers who 
purchased this way

Myself Drive through 33%

Significant other At the counter 34%

Children under 5 App for delivery 31%

Children 6-12 Drive through 32%

Children 13-17 Drive through 31%

Friends App for delivery 34%

Coworkers App for delivery 31%

Other family Drive through 34%

Request more data Talk to a researcher

https://business.yougov.com/product/custom-research?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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Who’s leading in each of these top order types?

Drive through At the counter App for delivery

Conquering QSR 2024

Americans aged 18-64 who considered each attribute for their last QSR purchase; March 2024;
(Drive through: n> 1,700; Counter: n> 1,400; Delivery app: n> 1,100) ▲▼ = +10% difference from average.

Rank Restaurant % ordered this way 
purchased from last

1 McDonald’s ▲ 25.4%
2 Chick-fil-A ▲ 9.2%
3 Burger King 9.1%
4 Taco Bell  ▲ 8.9%
5 Wendy’s 6.7%
6 KFC ▼ 6.2%
7 Starbucks ▼ 5.2%
8 Pizza Hut ▼ 3.9%
9 Dunkin’ 2.7%
10 Subway ▼ 2.7%

Rank Restaurant % ordered this way 
purchased from last

1 McDonald’s ▼ 18.9%
2 Subway ▲ 9.9%
3 Burger King 8.7%
4 KFC 8.1%
5 Starbucks ▲ 8.1%
6 Chick-fil-A 6.6%
7 Wendy’s 5.9%
8 Taco Bell ▼ 5.7%
9 Pizza Hut ▼ 5.7%
10 Popeyes ▲ 2.9%

Rank Restaurant % ordered this way 
purchased from last

1 McDonald’s 25.0%
2 Pizza Hut ▲ 14.5%
3 KFC ▲ 12.6%
4 Burger King ▲ 10.6%
5 Starbucks ▼ 5.8%
6 Taco Bell ▼ 4.9%
7 Wendy’s ▼ 4.6%
8 Subway ▼ 4.0%
9 Chick-fil-A ▼ 3.1%
10 Five Guys ▲ 2.2%

Americans who ordered via drive through, counter or delivery apps for their last purchase went to these restaurants.



42

5 Brand 
battlecards
Which quick serve/fast food restaurant did you order in 
your last purchase? (n> 100)

Conquering QSR 2024



Brand battlecard: Burger King

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Burger King; March 2024 (n>310)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 32% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202443

32%

143
Great deals

130
Affo

rdable

113
Fillin

g

80
Consistent

121
Healthy

123
Authentic

127
Sustainable

Affo
rdable

128115
Innovative

114
Fun

Request more data

https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Brand battlecard: Chick-fil-A

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Chick-fil-A; March 2024 (n> 270)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 24% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202444

24% 137
Trustworth

y

141
Friendly

68
Sustainable

54
Innovative

133
High quality

123
Authentic

123
Consistent

77
Saw an ad

73
Great deals

67
Affo

rdable

57
Switch it u

p

153
Consistent

117
Satisfy a craving

114
Healthier

120
Good for kids

175
Quality

Request more data

https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Brand battlecard: Dunkin’

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Dunkin’; March 2024 (n> 100)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 14% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202445

14% 146
Fits life

style

141
Innovative

148
Guilty

 pleasure

111
Tasty

74
Friendly

70
Trustworth

y

61
High quality

55
Modern

50
Authentic

51
Healthy

118
Consistent

156
Treat

54
Healthier

47
Great deals

47
Switch it u

p

40
Quality

 option

28
Fillin

g

19
Saw an ad

66
Good for kids

69
Affo

rdable

Request more data

https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Brand battlecard: KFC

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was KFC; March 2024 (n> 290)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 28% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202446

28% 73
Affo

rdable

62
Convenient

147
Modern

130
Trustworth

y

126
Authentic

123
Wide variety

122
Fun

132
High quality

135
Innovative

Healthy

152113
Fits life

style

112
Friendly

156
Sustainable

133
Saw an ad

129
Switch it u

p

125
Comfortin

g

125
Top of m

ind

121
Treat

130
Quality

131
Healthier

135
Good for kids

137
Fillin

g

Request more data

https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Brand battlecard: McDonald’s

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was McDonald’s; March 2024 (n> 800)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 56% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202447

56% 119
Innovative

116
Sustainable

110
Convenient

121
Affo

rdable

121
Good for kids

111
Great deals

79
Fillin

g

77
Switch it u

p

Request more data

https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Brand battlecard: Pizza Hut

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Pizza Hut; March 2024 (n> 280)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 27% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202448

27% 79
Consistent

78
Convenient

142
Sustainable

130
Trustworth

y

129
Modern

129
Fits life

style

121
High quality

130
Authentic

Fun

158121
Friendly

115
Healthy

163
Innovative

125
Quality

124
Saw an ad

118
Top of m

ind

115
Great deals

113
Treat

124
Healthier

131
Good for kids

Request more data

https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Brand battlecard: Starbucks

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Starbucks; March 2024 (n> 260)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 27% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202449

27% 148
Innovative

138
Healthy

125
Variety

120
Authentic

Friendly (11
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143
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style

Modern
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Favorite
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Fun (11
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144
Treat
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Consistent

125
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79
Good for kids

67
Affo

rdable

57
Fillin

g

Request more data

https://business.yougov.com/content/49732-us-conquering-qsr-report-2024?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Brand battlecard: Subway

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Subway; March 2024 (n> 180)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 22% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers

Conquering QSR 202450

22%

208
Healthier

131
Fillin

g

130
Switch it u

p

80
Top of m

ind

71
Treat

114
Consistent
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Quality
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g
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Fast

Request more data
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Brand battlecard: Taco Bell

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Taco Bell; March 2024 (n> 270)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 29% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers
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Brand battlecard: Wendy’s

Americans aged 18-64 who purchased QSR in the last month. Feeding factors and mealtime motivators listed for those whose last QSR purchase was Wendy’s; March 2024 (n> 225)
Attributes listed underindex (<80) or overindex (>110) against other QSR brands measured; those on par with average are left out. Attributes in  are most popular feeding factors or mealtime motivators.

Visited by 25% in the 
past month

Feeding factors

Mealtime motivators

Underperformers Overperformers

Underperformers Overperformers
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6 Conquering 
QSR: Mealtime 
rankings
Was your last purchase for…?



Where does 
America get 
breakfast?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was breakfast; March 2024 (n> 550).
▲▼ = +10% difference from average.
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11% of QSR buyers last purchase was breakfast. 
Where did they go?

McDonald’s wins breakfast, though 
Starbucks and Dunkin’ overperform 
compared to other mealtimes. Hardee’s 
also cracks the top 10.

Rank Restaurant Breakfast Any mealtime Difference

1 McDonald’s 22.9% 22.8% 0.1

2 Starbucks  ▲ 15.9% 6.8% 9.1

3 Burger King 9.1% 8.9% 0.2

4 Dunkin’  ▲ 7.0% 2.4% 4.6

5 KFC  ▼ 5.8% 8.0% -2.2

6 Pizza Hut  ▼ 5.1% 7.5% -2.4

7 Wendy’s  ▼ 4.5% 5.5% -1.0

8 Chick-fil-A  ▼ 4.5% 7.0% -2.5

9 Subway  ▼ 3.4% 5.4% -2.0

10 Hardee’s  ▲ 2.7% 1.1% 1.6

Explore brand tracking

https://business.yougov.com/product/brandindex?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Where does 
America get a 
mid-morning 
snack?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was a mid-morning snack; March 2024
(n> 300). ▲▼ = +10% difference from average.
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6% of QSR buyers last purchase was a 
mid-morning snack. Where did they go?

Starbucks supplants McDonald’s for the 
mid-morning snack, with Dunkin’ also 
overperforming during this timeslot. 

Jack in the Box cracks the top 10 during 
this mealtime.

Rank Restaurant Mid-morning 
snack Any mealtime Difference

1 Starbucks  ▲ 18.8% 6.8% 12.0

2 McDonald’s  ▼ 17.3% 22.8% -5.5

3 Dunkin’ ▲ 10.5% 2.4% 8.1

4 Burger King 8.5% 8.9% -0.4

5 KFC 8.0% 8.0% -

6 Pizza Hut  ▼ 7.7% 7.5% 0.2

7 Taco Bell  ▼ 3.4% 6.8% -3.4

8 Subway 2.9% 5.4% -2.5

9 Jack in the Box ▲ 2.5% 1.5% 1.0

10 Wendy’s  ▼ 2.3% 5.5% -3.2

Explore brand tracking

https://business.yougov.com/product/brandindex?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Where does 
America get 
lunch?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was lunch; March 2024 (n> 1,900).
▲▼ = +10% difference from average.
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37% of QSR buyers last purchase was lunch. 
Where did they go?

McDonald’s sits comfortable in the #1 
position, with Chick-fil-A and KFC jumping 
up to positions #2 and #3. 

Subway and Wendy’s also overperform 
during the high-traffic lunch meal.

Rank Restaurant Lunch Any mealtime Difference

1 McDonald’s 23.8% 22.8% 1.0

2 Chick-fil-A ▲ 9.3% 7.0% 2.3

3 KFC ▲ 8.9% 8.0% 0.9

4 Pizza Hut 7.6% 7.5% 0.1

5 Burger King  ▼ 7.4% 8.9% -1.5

6 Subway ▲ 7.1% 5.4% 1.7

7 Taco Bell 6.5% 6.8% -0.3

8 Wendy’s ▲ 6.2% 5.5% 0.7

9 Starbucks  ▼ 3.9% 6.8% -2.9

10 Popeyes 2.4% 2.3% 0.1

Explore brand tracking

https://business.yougov.com/product/brandindex?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Where does 
America get a 
mid-afternoon 
snack?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was a mid-afternoon snack; March 2024 
(n> 650). ▲▼ = +10% difference from average.
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13% of QSR buyers last purchase was a 
mid-afternoon snack. Where did they go?

McDonald’s remains at #1 for the mid-
afternoon snack, with Starbucks 
reemerging to the #2 position, this time 
without Dunkin’ right behind. 

Instead, Burger King and KFC overperform 
this mealtime.

Rank Restaurant Mid-afternoon 
snack Any mealtime Difference

1 McDonald’s 21.6% 22.8% -1.2

2 Starbucks ▲ 12.7% 6.8% 5.9

3 Burger King ▲ 10.1% 8.9% 1.2

4 KFC ▲ 9.3% 8.0% 1.3

5 Pizza Hut 7.0% 7.5% -0.5

6 Taco Bell 6.9% 6.8% 0.1

7 Chick-fil-A  ▼ 5.5% 7.0% -1.5

8 Subway  ▼ 3.6% 5.4% -1.8

9 Wendy’s  ▼ 3.3% 5.5% -2.2

10 SONIC ▲ 3.2% 2.3% 0.9

Explore brand tracking

https://business.yougov.com/product/brandindex?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Where does 
America get 
dinner?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was dinner; March 2024 (n> 1,500).
▲▼ = +10% difference from average.
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30% of QSR buyers last purchase was dinner. 
Where did they go?

McDonald’s remains the undisputed #1 for 
dinner, though Burger King and Taco Bell 
both significantly overperform other 
mealtimes for dinner diners.

Rank Restaurant Dinner Any mealtime Difference

1 McDonald’s 23.7% 22.8% 0.9

2 Burger King ▲ 10.1% 8.9% 1.2

3 Taco Bell ▲ 9.2% 6.8% 2.4

4 Pizza Hut 8.0% 7.5% 0.5

5 KFC 7.4% 8.0% -0.6

6 Chick-fil-A 7.2% 7.0% 0.2

7 Wendy’s ▲ 6.7% 5.5% 1.2

8 Subway 5.6% 5.4% 0.2

9 Popeyes ▲ 2.9% 2.3% 0.6

10 Starbucks ▼ 2.4% 6.8% -4.4

Explore brand tracking

https://business.yougov.com/product/brandindex?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Where does 
America get an 
after-dinner 
snack?

Americans aged 18-64 whose last purchase from a quick serve / 
fast food restaurant was an after-dinner snack; March 2024
(n> 125). ▲▼ = +10% difference from average.
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3% of QSR buyers last purchase was an 
after-dinner snack. Where did they go?

After-dinner snackers order from 
McDonald’s as well, though the category 
leader lags significantly behind its lead at 
other mealtimes.

Pizza Hut and Burger King come in striking 
distance with after-dinner snackers.

Rank Restaurant After-dinner 
snack Any mealtime Difference

1 McDonald’s  ▼ 15.9% 22.8% -6.9

2 Pizza Hut  ▲ 12.8% 7.5% 5.3

3 Burger King  ▲ 9.9% 8.9% 1.0

4 KFC 7.8% 8.0% -0.2

5 Starbucks  ▲ 7.6% 6.8% 0.8

6 Whataburger  ▲ 6.0% 1.7% 4.3

7 Arby’s  ▲ 5.1% 1.9% 3.2

8 Popeyes  ▲ 4.9% 2.3% 2.6

9 Subway  ▼ 4.6% 5.4% -0.8

10 Wendy’s  ▼ 4.1% 5.5% -1.4

Explore brand tracking

https://business.yougov.com/product/brandindex?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report


Where does 
America get a 
late night snack 
or meal?

Americans whose last purchase from a quick serve / fast food 
restaurant was a late night snack or meal; March 2024 (n> 100).
▲▼ = +10% difference from average.
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2% of QSR buyers last purchase was a 
late night snack or meal. Where did they go?

McDonald’s again places number one, 
though Taco Bell, Five Guys, and In-N-Out 
all overperform with late night eaters.

Rank Restaurant Late night 
snack or meal Any mealtime Difference

1 McDonald’s 22.5% 22.8% -0.3

2 Taco Bell ▲ 12.7% 6.8% 5.9

3 Burger King 8.7% 8.9% -0.2

4 Five Guys ▲ 7.0% 1.6% 5.4

5 Pizza Hut  ▼ 6.6% 7.5% -0.9

6 Starbucks 6.2% 6.8% -0.6

7 In-N-Out ▲ 4.5% 1.4% 3.1

8 KFC  ▼ 4.2% 8.0% -3.8

9 Wendy’s  ▼ 3.7% 5.5% -1.8

10 Jack in the Box ▲ 3.5% 1.5% 2.0

Explore brand tracking

https://business.yougov.com/product/brandindex?utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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Conquering QSR 2024: Takeaways

• 57% of Americans who eat 
fast food or from a QSR 
restaurant 15+ times per 
month are aged 25-44

• 50% have children under 18 
(vs 42% of all QSR buyers)

• 28% have a gross 
household income 
exceeding $150,000
(vs 8% gen pop)

Demographics –
 Fast food frequenters

Feeding factors Mealtime motivators

• The top three feeding 
factors for QSR customers’ 
last purchase were: Tasty 
(49%), Fast (47%), 
Convenient (45%)

• Fast food frequenters look 
for brands that fit their 
lifestyle (+10pp), are high 
quality (+8pp), and are 
innovative (+7pp)

• The top three mealtime 
motivators for QSR 
customers’ last purchase 
were: Satisfying a craving 
(35%), affordability (34%), 
Quality (28%)

• Fast food frequenters buy 
brands that are top of mind 
(+10pp), comforting 
(+10pp), and consistent 
(+8pp)
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Conquering QSR 2024: Takeaways

• 27% of fast food 
frequenters ordered their 
last meal via a delivery app
(vs 21% of all QSR buyers)

• 97% who last purchased 
through a delivery app were 
satisfied

• Delivery apps are used most 
by Americans buying for 
friends (34%) and 
coworkers (31%)

Ordering options Brand battlecards Mealtime rankings

• Looking at the top three 
lunch brands...

• Chick-fil-A overindexes 
most for "friendly" and 
"quality"

• KFC overindexes most for 
"sustainable" and "filling" 

• McDonald's overindexes 
most for "innovative" and 
"affordable"

• McDonald’s holds the top 
spot for all mealtimes 
except mid-morning snack, 
where Starbucks leads

• The biggest gap between 
McDonald’s and 2nd place 
happens at lunchtime

• While still #1, McDonald’s 
loses ground for the after-
dinner snack, where Pizza 
Hut overperforms
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Get to know 
your audience  

With YouGov Profiles, you can 
dig deeper into the media 
consumption habits and 
attitudes of virtually any target 
audience including:

• Customers of a 
particular brand

• Category considerers
• Affinity audiences

With YouGov Surveys, you can 
get quick answers from a 
targeted audience to inform 
your strategy:

• Self-serve and 
serviced surveys

• Granular audience targeting
• Results in as little as 

1 hour

Talk to a researcher

https://business.yougov.com/product/custom-research?cta=research&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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https://business.yougov.com/product/custom-research?cta=research&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
https://business.yougov.com/product/custom-research?cta=research&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-06-US-Conquering-QSR-Report
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