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About the survey

Restaurant usage

RMS surveyed 830 people 

in the United States from 

Nov. 5-9, 2020.

Generation

6%

35%

19%

28%

12%

Silent

Boomers

Gen X

Millennials

Gen Z

34%
Moderate
users

46%
Frequent
users

Order from restaurants

at least 5x
per week

Order from restaurants

at least 2x
per week

Food profile

42%
I live to eat

58%
I eat to live

47%
Female

53%
Male

Gender

20%
Infrequent 
users
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Respondent breakdown

20%
West

21%
Midwest

40%
South

19%
Northeast

Geographic areaHousehold IncomeChildren
Under the age of 16 in the household

28%

49%

23%

Urban

Suburban

Rural

6%

14%

35%

45%

No answer

Over $100k

$50k to $100k

Under $50k

RegionEmployment status

69%

14%

11%

6%

None

1

2

3+

2%

4%

6%

7%

8%

8%

25%

40%

Other

Student

Homemaker

Looking for work

Unable to work

Self-employed

Retired

Employed for wages

RMS surveyed 830 people 

in the United States from 

Nov. 5-9, 2020.



Special Focus: 
Drive-thru Trends



Insight One

3 in 4 respondents have visited a 
drive-thru in the past 2 months.
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85% 
of the younger* generations 
have been to a drive-thru in 
the past 2 months versus 
66% of boomers.

88%
of all Family households have 
visited a drive-thru in the past 
2 months vs. 71% of all Single 
households.

* Includes Gen Z and Millennials 



Meet your drive-thru frequent users…
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68% know their order before pulling into the 

drive-thru lane.

Yet, 24% often change their orders based 

on menu board displays or promotions.

Only 10% change their order based on 

suggestions from the drive-thru operator.

42% would “rarely” or “never” return to the 

same drive-thru after a bad experience. 

27% often switch to a competitor if the line 

is too long.

Consumer Profiles

* Frequent users order from restaurants at least 5x per week



Ordering at a drive-thru is…

Insight One

“Great for the times that I am too 

lazy to go inside…but I prefer to 

watch my food being prepared.”

“Easy because I don’t have to get my kids out 

of the car.”

“It is simple…and safer these days.”

“Much less stressful than going in 

to order.”

“…can be frustrating when you are trying to 

order from their menu board.”

“Hit or miss. Sometimes it’s fast and 

sometimes it’s slow.”

“Hard to read the menu in a fast pace, 

specially if I don’t know what I want.”



Ordering at a drive-thru is…

Insight One

“A hassle when lines are long and 

the speaker quality is poor”

“Sometimes difficult to hear what the server is 

saying.”

“Often a snap decision.”

“Easy because I use the mobile app for the 

restaurant.”

“Frustrating because they so rarely get the 

order right.”

“Simple and easy and gets 

me out of the house a bit.”



2%

6%

24%

50%

18%

Never

Rarely

Occasionally

Often

Always

Insight Two

68% know their order before pulling in the 
drive-thru lane. 
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Of those who have visited a drive-thru 

I know my order before pulling in the drive-thru lane

Restaurants should 

consider targeting their 

loyal drive-thru customer 

base before they arrive 

on-site by using geofencing 

to send special offers and 

upselling opportunities

based on previous orders. 

RMS Advice



11%

28%

43%

15%

3%

Never

Rarely

Occasionally

Often

Always

Insight Three

61% of respondents are influenced by 
menu boards. 
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Of those who have visited a drive-thru 

I change my order based on menu board displays and promotions

Consider implementing 

new drive-thru 

technologies that 

provide upsell 

suggestions with the 

intent to increase 

revenue and target those 

who already “know what 

they want.”

RMS Advice



42%

36%

16%

5%

1%

Never

Rarely

Occasionally

Often

Always

Insight Four

78% “never” or “rarely” change their order based 
on suggestions made by the drive-thru operator. 
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Of those who have visited a drive-thru 

Change order based on suggestions from drive-thru operator

Rather than providing 

suggestions, we 

recommend that your 

staff focuses on 

delivering a seamless 

and memorable 

drive-thru service 

experience. 

RMS Advice



Top deciding factors
I choose a drive-thru restaurant based on...

Insight Four

1. Convenience/speed

2. Food type/value (price)

3. Service and brand

4. Proximity 

“How long the line is.”

“The food they offer and 

the price.” 

“Where I am at the time.”

“What my kids will eat.”

“Specials.”

“Past experience.”



17%

34%

27%

15%

7%

Never

Rarely

Occasionally

Often

Always

Insight Five

1 in 2 respondents avoid drive-thrus when 
in a rush.
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Of those who have visited a drive-thru 

I avoid drive-thru restaurants when in a rush

Keeping lanes short 

and moving fast will 

appeal to those in a 

hurry.

RMS Advice



18%

23%

38%

17%

4%

Never

Rarely

Occasionally

Often

Always

Insight Six

3 in 5 respondents switch to a 
competitor if the line is too long.
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Of those who have visited a drive-thru 

I switch to a competitor drive-thru if the line is too long

During peak hours, 

curbside pickups and 

order-ahead technologies 

will help brands alleviate 

some of the pressure of 

drive-thru while still 

meeting consumers’ 

needs.

RMS Advice



17%

32%

34%

13%

3%

Never

Rarely

Occasionally

Often

Always

Insight Seven

1 in 2 will not return to the same drive-thru 
after a bad experience.
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Of those who have visited a drive-thru 

I return to the same drive-thru even after a bad experience

Create an enjoyable and 

seamless drive-thru 

experience to bring 

customers back. Focus on 

order accuracy and 

verification to enhance 

customer experience.

RMS Advice



Top deciding factors
The most important thing in a drive-thru experience is…

Insight Seven

1. Accuracy

2. Speed

3. Service

4. Food

“Limited contact.”
“Having a positive 

experience.” 

“Getting your food in a 

timely manner and the 

food is hot. “Verifying your order 

is correct.”
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Summary of insights

1. 3 in 4 respondents have visited a drive-thru in 

the past 2 months. Families and younger 

generations are more frequent customers. 

2. 68% of drive-thru customers know their order 

ahead of time. Marketing that reaches the 

customer before they arrive on-site, such as 

geofencing, will be most effective. 

3. Still, 61% of respondents are influenced by 

menu boards. Consider new drive-thru 

technologies that provide upsell suggestions with 

the intent to increase revenue. 

4. Suggestive selling rarely works: 78% “never” or 

“rarely” change their order based on suggestions 

made by the drive-thru operator. Offer 

outstanding service instead. 

5. 1 in 2 respondents avoid drive-thrus when 

in a rush. Keep lanes short and moving fast. 

6. 3 in 5 respondents switch to a competitor if the 

line is too long. Offer curbside pickups and 

order-ahead technologies during peak hours.

7. 1 in 2 will not return to the same drive-thru 

after a bad experience. Create a seamless drive-

thru experience to bring customers back. Focus 

on order accuracy and verification to enhance 

customer experience.
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