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_Top 10 Restaurant Chains in Spain

Food retailers were the clear winners

Pizza, burgers, Chinese food 

Spain: Top 10 restaurant chains by units in 2020

R Chain HQ country Cuisine Units
Change
vs 2019

1 Burger King United States Burger 825 3.1%
2 Telepizza Spain Pizza 697 -5.7%
3 McDonald’s United States Burger 535 1.5%
4 Domino’s United States Pizza 337 5.0%
5 100 Montaditos Spain Spanish 315 0.6%
6 La Tagliatella Spain Italian/Pizza 233 -2.1%
7 Foster’s Hollywood Spain Varied Menu 225 -1.7%
8 Lizarran Spain Spanish 200 0.0%
9 KFC United States Chicken 188 5.0%

10 The Good Burger Spain Burger 155 -3.1%

Source: Technomic Global Navigator 202

Model chains

Of the Top 25 chains in Spain in 2020, Taco Bell's growth was the strongest with sales up 15.2%. 
Llaollao, which specializes in frozen yogurt, was the second-fastest growing chain in the Top 25 with
sales growth of 9.2%. Pizza Hut, another US chain, was in third position with sales increasing by
8.2% in 2020.

Background information

The pandemic and the resulting lockdowns in Spain had an enormous impact on the restaurant
industry in 2020, with operational restrictions on dine-in services negatively affecting full-service
operators in particular. Despite the challenging conditions, the large chains that form the Top 10 in
Spain weathered the storm and did not close a significant number of locations. Broadly speaking,
chains with limited services performed better in 2020 than full-service chains, largely because
many already had established off-premise channels and services such as digital ordering and
delivery services. Of all limited-service chains, pizza brands fared rather well while large sandwich
chains saw unit declines.

Consumer insights

90% of consumers in Spain visit a restaurant or foodservice location at least once a month, slightly
more than the global average of 89% but down from 94% prior to the pandemic. Both takeaway and
delivery managed to increase market share while the share of dine-in chains fell from 45% before
the pandemic to 36% afterwards. In the wake of the pandemic, 48% of consumers in Spain are
ordering grab-and-go meals that are ready to eat, 31% are purchasing heat-and-serve meals and
27% are ordering family meals. 



Coffee bars and bakery concepts

According to experts,

The sector that managed to grow 

Big deal:

Cinven buys

Burger King 
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A
fter the state of alert in Spain
was declared on 14th March
2020, each of Spain’s 17
autonomous regions chose

its own way to fight the pandemic when
the first restrictions were lifted. Isabel Díaz
Ayuso (42), president of Madrid’s regional
government since August 2019, kept
almost all restaurants, pubs, cinemas,
museums and other leisure centres open
during the pandemic, a decision both
criticised and praised. Ayuso was well
aware that the roughly 30,800 food-
service companies operating in the
Community of Madrid accounted for 5%
of the region’s BIP, achieved sales of up to
€ 12 bn and employed some 270,000
people. She was convinced that there had
to be a middle way between protecting the
health of the population and the health of
the economy. The conservative leader of
Partido Popular claimed that the lock-
down restrictions introduced by the
Socialist-led central government were
partially responsible for Spain’s high
unemployment, which passed the four-
million mark again in 2020, for the first
time since 2016. 

So Ayuso decided to do it her way.

While she kept Madrid open, she invested
in beds and treatment possibilities in
existing clinics and mandated the ope-
ning of a big field hospital on Madrid’s
exhibition grounds. She only closed
districts in the city that had a particularly
high number of Covid-19 cases. As a
matter of fact, there were streets with
restaurants open on one side of the street
while they were closed on the other side.
Hygiene and social distancing rules
applied in all venues. In addition, serving
over the counter was banned, there was a
limit to the number of guests and it was
“lights-out” for business at 11pm. 
All these measures, however, could not
eliminate the economic impact of the
crisis entirely. According to Juan José
Blardony, general director of Asociación
Empresarial de Hostelería de Madrid

(AEHM), some 6,000 companies have
failed in the pandemic months so far,
35,000 employees lost their jobs and a
further 15,000 are currently on short time
work. Sales plummeted by up to 50%,
AEHM reports, with the nightlife and event
industries and foodservice operations in
airports and railway stations and cultural
institutions being hardest hit. 
The mortality rate in the Spanish capital
has been higher than in most other parts
of the country, with the death toll standing
at 221 in 100,000 inhabitants at the end
of the fourth wave (21st April, 2021)
compared to a 162.9 average for Spain as
a whole. However, it was not the highest
rate in the country (Castilla La Mancha:
284/100,000; Castilla y León 256) and
the Covid figures did not diminish popular
support for Ayuso's decisions. 

“Hardly anyone dares to say it out

loud, but we, who survived, survived
because we operate in Madrid,” said
Sergio Rivas, CEO of Beer & Food. What is
more is that it was Ayuso’s solution that
made sure that there was a feeling of
normality, social life and even optimism in
Madrid, he believes. The term “madrile-
ñar” was coined. A term that stands for
strolling, promenading and stopping for a
bite somewhere despite Covid-19, what
worked as a magnet for (young) people
from other countries: Europeans, who
were fed up with Covid-19, in particular
French people, travelled to Madrid to

escape from limitations in their own
countries as if the city were an oasis in a
cultural desert ruled by restrictions. In
Madrid, they could drink wine and beer in
the open and talk to people at the
neighbouring tables. Everything they
missed at home was possible in Madrid. 

Ayuso, now and again hailed by bosses
of foodservice companies as a hero or
saviour, postulated “ir de cañas” (going
for a drink) as the very essence of the
Madrilenian way of life. Others countered
that Ayuso’s actions initiated a form of
“booze tourism”. Within the Communidad
de Madrid, praise, however, outweighed
criticism. Many a restaurateur, especially
those in city centre locations, printed
posters bearing messages like “We are all
Ayuso. Thanks for looking after us”. Others
printed labels for bottled beer featuring
the politician’s portrait or named meals
after her. Regions like Castilla y León,
Castilla-La Mancha and Cantabria wanted
to have “our own Ayuso”. Naturally, there
was opposition, with comments like one
on social media reading that “The French
are living the high life in Madrid while
many Spaniards haven’t been able to see
their relatives for months”. 
For Ayuso, keeping Madrid open has paid
off: in the early regional elections in May,
she took 65 seats in Madrid’s 136 assem-
bly making it possible to rule again with
the support of the Vox party. Ayuso called
her victory “Madrid’s vote for freedom”. �

For many Madrile-
nian restaurateurs,
Ayuso has become
a hero and saviour.
They printed labels
for bottled beer
featuring the
politician’s portrait
or named meals
after her.

Madrilenian
exceptionalism 


