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Profiling global fast food eaters
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Changes in the fast food space
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@ The leading factors when choosing a fast food outlet
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@ Many good intentions are becoming a reality
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@ There’s increased demand for
‘wholesome’ and sustainable food

% of U.S. consumers using food delivery services who say the
following are important when buying food (sorted by % change) % change since Q4 2020
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Talk to us about getting access
to all the insight you need Book your demo

Methodology: This infographic uses our Q12021 Core research, with a sample of 35,367 consumers aged 16-64 who eat fast food weekly across 47 markets. It
also features our May 2021 Zeitgeist data among takeout eaters in the U.S. (1,888), UK (1,633), France (773), and Germany (728). Finally, it draws upon our GWI
USA dataset, among 3,435 (Q4 2020) and 3,758 (Q12021) consumers who use food delivery services.
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