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Fast Food Ranked in Top 40% of All Industries Studied in MBLM’s Brand Intimacy 

2019 Study 
 

Chick-fil-A Rose to the #1 Spot, Followed by Dunkin’ and Starbucks 
 

NEW YORK — August 14, 2019 —The fast food industry ranked sixth out of the 15 industries studied in 
MBLM’s Brand Intimacy 2019 Study, which is the largest study of brands based on emotion. Brand 
Intimacy is defined as the emotional science that measures the bonds we form with the brands we use 
and love. Chick-fil-A rose to the #1 spot in fast food followed by Dunkin’. Starbucks dropped to third after 
ranking first for the previous two years. The top 10 for the industry was rounded out by: McDonald’s, Taco 
Bell, Subway, Wendy’s, Burger King, Chipotle and KFC. 
 
Chick-Fil-A also ranked 10th in the overall industry. In addition to performing well in MBLM’s study, the 
brand increased its revenue at a 15% annual rate from 2010 to 2018, while the industry as a whole only 
grew by 3.4%.1 In 2018, Chick-fil-A also reported more than $10 billion in revenue, its 51st consecutive 
year of sales growth.2 This correlates to the study findings, which revealed that top intimate brands in the 
U.S. significantly outperformed the top brands in the Fortune 500 and S&P indices in both revenue and 
profit over the past 10 years. 
 
“Chick-fil-A has gradually risen to the top of the fast food industry in our annual study,” stated Mario 
Natarelli, managing partner, MBLM. “The brand is able to connect with a wide range of customers and we 
expect it to continue to perform well in years to come. Others in the industry can learn from the leader in 
creating more robust, stronger connections with their patrons.” 
 
Additional noteworthy fast food findings include: 

• Fast food had an average Brand Intimacy Quotient of 33.2, which was above the cross-industry 
average of 31.0 

• The industry retained its 2018 sixth spot ranking 

• Indulgence, which is related to moments of pampering and gratification, was the most prominent 
archetype (a pattern that is consistently present among intimate brands) in the category, and Chick-
fil-A was the top-performing fast food brand for indulgence 

• Chick-fil-A was the top brand among both men and women 

• It was also the leading brand for users under and over 35 and those with incomes under $100,000, 
whereas higher-income consumers preferred McDonald’s 

• Dunkin’ and McDonald’s rose in the rankings since last year, while Starbucks and Chipotle fell in 
rankings 

• 22% of the industry’s customers are in one of the three stage of intimacy: sharing, bonding and fusing 
 
In conjunction with the industry findings, MBLM also analyzed the top ranking fast food brand in an article 
entitled, “Chick-fil-A: Climbing the Brand Intimacy Rankings.” Chick-fil-A improved across all six Brand 
Intimacy archetypes, showing the breadth and range of its ability to build emotional bonds with users in a 
variety of compelling ways. The brand also improved its performance in the fusing stage of Brand 
Intimacy, which is the most advanced stage of intimacy and occurs when a person and a brand are 

 
1 Barron’s 
2 Chick-fil-A Press Release 

https://mblm.com/lab/industries/?region=1&yr=2019&industry=12
http://mblm.com/lab/brandintimacy-study/
https://mblm.com/lab/stories/chick-fil-a-climbing-the-brand-intimacy-rankings
https://www.barrons.com/articles/mcdonalds-has-a-real-competitor-in-chick-fil-a-51560162600
https://www.prnewswire.com/news-releases/chick-fil-a-adds-a-cheesy-classic-to-menu-nationwide-300899738.html
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inexorably linked and co-identified. Chick-fil-A also has a wide appeal. Additionally, among intimate users, 
it has greatly improved its price resilience metrics, 26.7 percent of Chick-fil-A users said they would be 
willing to pay 20 percent more for the brand’s products. This is the third-highest price resilience score in 
the 2019 study. The brand has weathered some controversy on its support of certain issues; however, it 
appears to continue to grow and connect with consumers. Notwithstanding the divisive nature of some of 
the brand’s associations, it is clearly becoming a major player in its ability to build emotional bonds. If 
Chick-fil-A increases its base of intimate users, MBLM expects it to continue to be a leader in the industry 
and rank highly in the overall study as well. 
  
To view fast food industry findings, please click here. MBLM will also host a webinar on the industry on 
August 20th at 1pm EST. Registration details and a post-session recording will be available here. 
Additionally, MBLM offers Custom Dashboards providing extensive data for brands included in its annual 
Brand Intimacy Study. To download the full Brand Intimacy 2019 Study or explore the Data Dashboard 
click here. 
 
Methodology & Sources 
During 2018, MBLM with Praxis Research Partners conducted an online quantitative survey among 6,200 
consumers in the U.S. (3,000), Mexico (2,000), and the United Arab Emirates (1,200). Participants were 
respondents who were screened for age (18 to 64 years of age) and annual household income ($35,000 
or more) in the U.S. and socioeconomic levels in Mexico and the UAE (A, B and C socioeconomic levels). 
Quotas were established to ensure that the sample mirrored census data for age, gender, 
income/socioeconomic level, and region. The survey was designed primarily to understand the extent to 
which consumers have relationships with brands and the strength of those relationships from fairly 
detached to highly intimate. It is important to note that this research provides more than a mere ranking of 
brand performance and was specifically designed to provide prescriptive guidance to marketers. We 
modeled data from over 6,200 interviews and approximately 56,000 brand evaluations to quantify the 
mechanisms that drive intimacy. Through factor analysis, structural equation modeling, and other 
sophisticated analytic techniques, the research allows marketers to better understand which levers need 
to be pulled to build intimacy between their brand and consumers. Thus, marketers will understand not 
only where their brand falls in the hierarchy of performance but also how to strengthen performance in the 
future. 
To read a more detailed description of MBLM’s approach, visit its Methodology page. 
 

# # # 
 

About MBLM: MBLM has invented a new marketing paradigm, Brand Intimacy, delivering expertise and 
offerings across three areas of focus: Agency, Lab and Platform. With offices in seven countries, our 
multidisciplinary teams help clients build stronger bonds and deliver optimized marketing outcomes and 
returns for the long term. To learn more about how we can help you create and sustain ultimate brand 
relationships, visit mblm.com. 
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