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STREET STALLS/KIOSKS IN SPAIN - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Foodservice value sales increase by 25% in current terms in 2021 to EUR231 million, whilst 

outlet numbers fall by 7% to 1,952 

▪ Chained street stalls/kiosks is the best performing category in 2021, with foodservice value 

sales growing by 26% in current terms to EUR28 million 

▪ Sigma Alimentos SA de CV is the leading player in 2021, with a foodservice value share of 

12% 

▪ Foodservice value sales are set to increase at a current value CAGR of 11% (2021 constant 

value CAGR of 9%) over the forecast period to EUR393 million, whilst the number of outlets is 

expected to increase at a CAGR of 4% to 2,363 

 

 

2021 DEVELOPMENTS 
 

Street stalls/kiosks recovers more slowly than other consumer 
foodservice channels 

Street stalls/kiosks continued to be impacted by the pandemic, despite a rise in foodservice 

value sales in 2021, as the number of units declined further following 2020’s drastic drop. The 

latter trend was driven by the smaller segment of independent operators which struggled to 

remain afloat during an unstable period, as they lack the financial capacity and support that 

benefits chained outlets. 

A significant number of fixed kiosks are located in travel locations such as train and metro 

stations and shopping centres, where footfall was substantially reduced in both 2020, and part 

of 2021 due to fewer commuters linked to ongoing remote working measures, as traditionally, 

busy workers look for quick and convenient meal options. Consumers also continued to avoid 

shopping centres due to fears over virus transmission, as these are enclosed spaces. 

 

Postponement of festivals and fairs impacts performance of food trucks 

A significant share of the channel is comprised of food trucks, with the latter continuing to 

struggle in 2021, as these operators usually tend to travel to major events such as fairs and 

festivals, which were postponed for a second consecutive year due to the lingering impact of the 

pandemic. The dramatic fall in inbound tourism due to the pandemic also had a marked 

negative impact on the performance of food trucks. Prior to the emergence of COVID-19, 

tourists were attracted by the offer of typical Spanish products offered by food trucks such as ice 

cream, churros and hot chocolate, with demand being primarily seasonal and concentrated 

along the Mediterranean coast. 

 

Players from other channels utilise street stalls/kiosks to complement 
core businesses 

Prior to the emergence of the pandemic, some brands with an established presence in other 

channels looked to expand their businesses and raise consumer awareness through the use of 
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the street stall format. The bakery player, Sweets & Coffee, was amongst those that opened 

street stalls in metro stations in Madrid, for example. During the markedly changed market 

conditions as a result of the pandemic, some operators from other channels continued to look to 

street stalls/kiosks to complement their core businesses, including ice cream limited-service 

restaurants player, Llaollao, which started using food trucks as a marketing tool to attract foot 

traffic to its permanent locations. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Food trucks to lead the development of street stalls/kiosks 

Food trucks are considered a fashionable concept in Spain, particularly amongst younger 

consumers, and in line with the recovery of festivals and fairs in Spain over the forecast period 

as restrictions further relax and consumers regain their confidence in spending greater time 

outside of the home, activity by this format is likely to recover in the short term. 

Due to the uncertainty created by the pandemic, operators of Valencian food trucks were 

forced to reinvent their offer to continue offering the best street food, despite the cancellation of 

mobile gastronomy events. The first permanent gastronomic food truck in Spain has therefore 

been established in the city, and offers an opportunity for food trucks in other cities to follow suit. 

 

Return to hectic lifestyles presents opportunities for street stalls/kiosks 

Fixed placed kiosks are likely to recover in terms of activity as life gradually returns to some 

semblance of normality, as they are less dependent on events but still rely on regular footfall. 

This will be supported by the return to more familiar hectic consumer lifestyles. The street 

stalls/kiosks channel is capable of targeting demand for ready-to-eat on-the-go products 

amongst busy consumers and, particularly, demand for convenient meal options amongst time-

pressed workers. However, its capacity to target this latter consumer group is likely to be 

undermined by an enduring shift towards remote working now that the necessary routines and 

infrastructures are in place, with both companies and employees appreciating its benefits. 

 

 

CATEGORY DATA 
 

Table 1 Street Stalls/Kiosks: Units/Outlets 2016-2021 

 

outlets 
 2016 2017 2018 2019 2020 2021 
 
- Chained Street Stalls/ 367 315 315 310 300 290 
    Kiosks       
- Independent Street 1,869 2,080 2,101 2,118 1,787 1,662 
    Stalls/Kiosks       
Street Stalls/Kiosks 2,236 2,395 2,416 2,428 2,087 1,952 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 2 Sales in Street Stalls/Kiosks: Number of Transactions 2016-2021 

 

'000 transactions 
 2016 2017 2018 2019 2020 2021 
 

 
 

Content removed from sample 
 

 
 

 
 

Content removed from sample 
 

 
 

 
Content removed from sample 

 

 

Data removed from sample 

 



S T R E E T  S T A L L S / K I O S K S  I N  S P A I N  P a s s p o r t  3 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

- Chained Street Stalls/ 15,797.2 13,427.7 13,159.1 12,927.5 5,703.3 6,936.5 
    Kiosks       
- Independent Street 70,293.1 80,485.6 82,175.8 83,819.3 38,337.3 46,614.3 
    Stalls/Kiosks       
Street Stalls/Kiosks 86,090.3 93,913.2 95,334.9 96,746.8 44,040.6 53,550.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 3 Sales in Street Stalls/Kiosks: Foodservice Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
- Chained Street Stalls/ 62.6 53.2 51.1 49.1 22.1 27.8 
    Kiosks       
- Independent Street 315.6 334.2 339.2 347.3 162.5 203.5 
    Stalls/Kiosks       
Street Stalls/Kiosks 378.2 387.4 390.3 396.4 184.6 231.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 4 Street Stalls/Kiosks: % Units/Outlets Growth 2016-2021 

 

% Units/Outlets growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Chained Street Stalls/Kiosks -3.3 -4.6 -21.0 
- Independent Street Stalls/Kiosks -7.0 -2.3 -11.1 
Street Stalls/Kiosks -6.5 -2.7 -12.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 5 Sales in Street Stalls/Kiosks: % Transaction Growth 2016-2021 

 

% transaction growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Chained Street Stalls/Kiosks 21.6 -15.2 -56.1 
- Independent Street Stalls/Kiosks 21.6 -7.9 -33.7 
Street Stalls/Kiosks 21.6 -9.1 -37.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 6 Sales in Street Stalls/Kiosks: % Foodservice Value Growth 2016-2021 

 

% value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Chained Street Stalls/Kiosks 26.0 -15.0 -55.6 
- Independent Street Stalls/Kiosks 25.2 -8.4 -35.5 
Street Stalls/Kiosks 25.3 -9.4 -38.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 7 GBO Company Shares in Chained Street Stalls/Kiosks: % Foodservice Value 
2017-2021 

 

% value  
Company 2017 2018 2019 2020 2021 
 
Sigma Alimentos SA de CV 100.0 100.0 100.0 100.0 100.0 
Nuevos Conceptos & - - - - - 
    Franquicias SL      
Campofrío Food Group SA - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 8 GBN Brand Shares in Chained Street Stalls/Kiosks: % Foodservice Value 2018-
2021 

 

% value 
Brand Global Brand Owner 2018 2019 2020 2021 
 
Oscar Mayer Sigma Alimentos SA de CV 100.0 100.0 100.0 100.0 
Oscar Mayer Campofrío Food Group SA - - - - 
Big Dog Nuevos Conceptos & - - - - 
 Franquicias SL     
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 9 Forecast Street Stalls/Kiosks: Units/Outlets 2021-2026 

 

outlets 
 2021 2022 2023 2024 2025 2026 
 
- Chained Street Stalls/ 290 285 279 271 267 263 
    Kiosks       
- Independent Street 1,662 1,906 2,011 2,048 2,081 2,100 
    Stalls/Kiosks       
Street Stalls/Kiosks 1,952 2,191 2,290 2,319 2,348 2,363 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 10 Forecast Sales in Street Stalls/Kiosks: Number of Transactions 2021-2026 

 

'000 transactions 
 2021 2022 2023 2024 2025 2026 
 
- Chained Street Stalls/ 6,936.5 8,281.0 9,578.6 10,962.2 11,415.3 11,743.3 
    Kiosks       
- Independent Street 46,614.3 58,147.3 62,701.2 65,528.6 66,889.2 67,888.5 
    Stalls/Kiosks       
Street Stalls/Kiosks 53,550.8 66,428.3 72,279.8 76,490.8 78,304.5 79,631.8 

 

Data removed from sample 

 

 

Data removed from sample 

 

 

Data removed from sample 

 

 

Data removed from sample 

 



S T R E E T  S T A L L S / K I O S K S  I N  S P A I N  P a s s p o r t  5 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 11 Forecast Sales in Street Stalls/Kiosks: Foodservice Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
 
- Chained Street Stalls/ 27.8 33.8 39.4 45.4 47.4 48.9 
    Kiosks       
- Independent Street 203.5 257.6 280.5 295.8 304.0 309.7 
    Stalls/Kiosks       
Street Stalls/Kiosks 231.4 291.3 319.9 341.2 351.4 358.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 12 Forecast Street Stalls/Kiosks: % Units/Outlets Growth 2021-2026 

 

% Units/Outlets growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Chained Street Stalls/Kiosks -1.7 -1.9 -9.3 
- Independent Street Stalls/Kiosks 14.7 4.8 26.4 
Street Stalls/Kiosks 12.2 3.9 21.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 13 Forecast Sales in Street Stalls/Kiosks: % Transaction Growth 2021-2026 

 

% transaction growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Chained Street Stalls/Kiosks 19.4 11.1 69.3 
- Independent Street Stalls/Kiosks 24.7 7.8 45.6 
Street Stalls/Kiosks 24.0 8.3 48.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 14 Forecast Sales in Street Stalls/Kiosks: % Foodservice Value Growth 2021-2026 

 

% value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Chained Street Stalls/Kiosks 21.3 12.0 75.9 
- Independent Street Stalls/Kiosks 26.6 8.8 52.2 
Street Stalls/Kiosks 25.9 9.2 55.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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CONSUMER FOODSERVICE IN SPAIN 
- INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Consumer foodservice in 2021: The big picture 

The pandemic continued to impact consumer foodservice in Spain in 2021, particularly in the 

first half of the year, which featured further regional lockdowns, whereby consumer foodservice 

establishments were either forced to completely close or operate with reduced working hours 

because of curfews. During this time, consumer foodservice was permitted to only open for 

delivery and takeaway, a scenario which continued to support the much higher value sales of 

these options compared to pre-pandemic. Home delivery in particular, continued to gain 

momentum in the first quarter of 2021, with full-service restaurants and cafés/bars identifying an 

opportunity to expand their delivery services using third party delivery platforms. 

Apart from lockdowns, there were also restrictions on the capacity of consumer foodservice 

establishments, both inside and outside, which limited the number of customers that could meet 

to socialise. However, many regional governments issued permission for consumer foodservice 

operators to temporarily increase the size of their outdoor terraces, situated adjacent to their 

outlets, which not only allowed greater footfall, but also addressed lingering fears amongst 

Spaniards about spending time in enclosed spaces with the virus still in circulation. 

In May 2021, most of the restrictions related to travel between regions and regional 

lockdowns were lifted, which drew consumers back to bars and restaurants in greater numbers. 

The summer months, therefore, contributed to a strong recovery, with casual dining and some 

limited-service outlets almost reaching their pre-pandemic levels, which helped to accelerate the 

recovery of consumer foodservice overall. According to the latest data for domestic consumption 

in consumer foodservice establishments, published by the Spanish Ministry of Agriculture, the 

expenditure of Spaniards between January and August 2021 had increased by 26% compared 

to the same period in 2020, although it remained 27% lower than 2019’s levels. 

The social and economic impact of the pandemic has been largely mitigated by government 

measures to maintain incomes for local families, workers and the self-employed, together with 

liquidity guarantee measures for companies. The implementation of measures to sustain 

economic activity has managed to halt rising unemployment and maintain incomes of the most 

affected groups. 

 

2021 key trends 

Even with the growing trend of home delivery and takeaway prior to the emergence of the 

pandemic, the overall share of these options remained low, with many consumer foodservice 

operators in Spain not prepared to offer services for consumption outside of their premises. With 

foodservice progressively moving towards recovery in 2021, new lifestyles and consumer habits 

will mark this evolution going forward, supported by the further momentum of digitisation. For 

instance, delivery apps are gaining in popularity, particularly amongst younger consumers, as 

they offer convenience in terms of ordering, while they are also helpful in suggesting new 

restaurants, although many Spaniards tend to search for known chains and restaurants when 

ordering food at home through mobile apps. Consumers are also demanding digital options, not 

only when ordering food, but also to view products on digital menus or use contactless payment 
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systems through their smartphones. Therefore, in 2021, consumer foodservice operators 

continued to digitalise their businesses in line to address growing demand from customers. 

The vaccination efforts by Spanish authorities to combat COVID-19 were also accelerated in 

2021, and by the October, almost 75% of the population of 18 years and older had been 

vaccinated. Remote working remained a viable option in the first half of the year, and while there 

was a growing percentage of employees returning to the office, the percentage of people 

continuing to work from home had doubled compared to pre-pandemic levels. This highlights the 

trend that consumer foodservice establishments located in suburban areas were recovering 

more quickly compared to those in central areas and close to offices. 

 

Competitive landscape 

Chained consumer foodservice players proved to be more resilient than independent 

operators during the COVID-19 crisis, seeing less marked declines in both value sales and 

number of outlets in 2020, and stronger performances in 2021. Nevertheless, the competitive 

landscape overall remained highly fragmented, led by Mapel Spain 2012 (McDonald's), Burger 

King España SL and Food Delivery Brands Group SA (TelePizza), while smaller players under 

“others” continued to dominate foodservice value sales. 

While there was no movement in terms of rankings amongst the leaders, GRUPO Areas 

climbed a number of positions in 2021 within chained consumer foodservice following its 

acquisition of Autogril España’s business, and with it the chained self-service cafeteria brands 

Self Service and Ciao. Not only did this push the player back up to third position in terms of 

foodservice value share within self-service cafeterias, but it also propelled it to leadership in 

terms of outlet numbers, increasing from 70 units in 2020 to 96 in 2021, with a particular focus 

on travel locations. 

2021 also saw the exit of one of the most globally well-known third party delivery players, 

Deliveroo, from the Spanish market. Deliveroo had only gained low share in Spain, but the 

introduction of the so-called “riders law” finally prompted it to leave, as food delivery riders must 

now be treated as employees rather than self-employed contractors, thus increasing operational 

costs. Although this affects all players in equal measure, given Deliveroo’s minor presence in 

Spain, it meant that its further operations in the country were no longer sustainable. 

 

Independent foodservice developments 

While independent consumer foodservice operators continued to dominate all indicators in 

Spain, they continued to decline in terms of outlet numbers in 2021. This was in contrast to 

chained operators, which were able to expand in both 2020 and 2021. Independent consumer 

foodservice operators did not look to diversify as a survival strategy during the pandemic, as 

most independent players were operating on extremely thin margins, rendering it impossible to 

make the significant investments required for diversification. Independent players did, however, 

increasingly look to militate losses in sales by taking advantage of the increase in delivery 

opportunities during the pandemic, forming new partnerships with third party delivery platforms. 

Furthermore, since many independent operators are located in suburban areas, they suffered 

less from the reduced footfall noted in central city areas in the first half of the year due to further 

restrictions in place, resulting in improving foodservice sales and number of transactions. 

 

What next for consumer foodservice? 

The summer months of 2021 showed a willingness amongst Spanish consumers to venture 

outside of their homes as restrictions eased to visit consumer foodservice establishments due to 

pent-up demand. 
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Provided that the pandemic is deemed to be under control and there are no major outbreaks 

of new variants, which would lead to the reintroduction of restrictions in terms of capacity, 

consumer foodservice is predicted to fully recover to pre-pandemic value sales levels by 2025 

(at constant 2021 prices), while limited-service restaurants, further supported by established 

home delivery and takeaway options, is set to recover earlier by 2024. 

The recovery of Spain as a popular travel destination for inbound tourists, particularly from 

source markets such as the UK, is also very important for the recovery of consumer foodservice, 

a trend that will also support locations such as travel and lodging. In the short term, social 

distancing and sitting outside will continue to be preferred by consumers. Moreover, while eat-in 

will retain its dominance of consumer foodservice in value sales terms, it will remain below pre-

pandemic levels, as home delivery and takeaway remain more popular compared to 2019, 

supported by new formed habits during home seclusion and the demand for greater 

convenience and food on the go as consumers start to spend longer periods of time outside. 

Therefore, it has become increasingly important for consumer foodservice players to focus on 

the development of their online activities to maintain contact with consumers, especially as 

online ordering has become more important. 

Changes in consumer habits, which were already starting to emerge prior to the emergence of 

the pandemic, such as healthy lifestyles and healthy eating will continue to shape consumer 

preferences in the future, with consumer foodservice operators expected to respond and 

increase their offer of vegan and vegetarian options as well the greater use of local ingredients 

to offer a more authentic experience and address sustainability issues. 

 

 

MARKET DATA 
 

Table 15 Units, Transactions and Value Sales in Consumer Foodservice 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Units 274,998.0 274,337.0 271,437.0 266,893.0 226,416.0 209,959.0 
Transactions (mn) 9,842.8 10,112.1 10,403.1 10,519.1 6,365.5 7,445.4 
EUR million current 77,903.9 79,481.9 80,828.6 82,677.4 50,766.2 60,978.5 
    prices       
EUR million constant 77,903.9 77,957.0 77,971.8 79,201.2 48,789.1 57,011.7 
    prices       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 16 Units, Transactions and Value Sales in Consumer Foodservice: % Growth 
2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Units -7.3 -5.3 -23.7 
Transactions 17.0 -5.4 -24.4 
Value current prices 20.1 -4.8 -21.7 
Value constant prices 16.9 -6.1 -26.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 17 Consumer Foodservice by Independent vs Chained by Type: Units/Outlets 2021 
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outlets 
 Independent Chained Total 
 
Cafés/Bars 127,617 2,825 130,442 
Full-Service Restaurants 60,094 2,285 62,379 
Limited-Service Restaurants 4,570 10,289 14,859 
Self-Service Cafeterias 13 314 327 
Street Stalls/Kiosks 1,662 290 1,952 
Consumer Foodservice by Type 193,956 16,003 209,959 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 18 Consumer Foodservice by Independent vs Chained: % Foodservice Value 
2016-2021 

 

% value 
 2016 2017 2018 2019 2020 2021 
 
Chained Foodservice 8.9 9.2 9.7 10.2 11.2 11.5 
Independent Foodservice 91.1 90.8 90.3 89.8 88.8 88.5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 19 Sales in Consumer Foodservice by Eat-In vs Delivery and To-Go: % 
Foodservice Value 2016-2021 

 

% value 
 2016 2017 2018 2019 2020 2021 
 
Drive-Through 0.1 0.1 0.0 0.0 0.6 0.0 
Eat-in 84.5 83.4 82.3 81.1 64.2 68.8 
Home Delivery 2.8 3.4 4.1 4.8 13.0 11.9 
Takeaway 12.7 13.1 13.6 14.1 22.3 19.3 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 20 Sales in Consumer Foodservice by Food vs Drink Split: % Foodservice Value 
2016-2021 

 

% value 
 2016 2017 2018 2019 2020 2021 
 
Drink 52.2 52.0 51.9 52.0 47.5 49.4 
Food 47.8 48.0 48.1 48.0 52.5 50.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 21 Sales in Consumer Foodservice by Food vs Drink Split by Type: % Foodservice 
Value 2021 
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% value analysis  
 Food Drink Total 
 
Cafés/Bars 34.4 65.6 100.0 
Full-Service Restaurants 70.0 30.0 100.0 
Limited-Service Restaurants 75.4 24.6 100.0 
Self-Service Cafeterias 77.3 22.7 100.0 
Street Stalls/Kiosks 65.3 34.7 100.0 
Consumer Foodservice by Type 50.6 49.4 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 22 Sales in Consumer Foodservice by Online/Offline Ordering: % Foodservice 
Value 2016-2021 

 

% value 
 2016 2017 2018 2019 2020 2021 
 
Offline 99.4 99.0 98.7 98.2 94.7 94.9 
Online 0.6 1.0 1.3 1.8 5.3 5.1 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 23 Sales in Consumer Foodservice by Location: % Foodservice Value 2016-2021 

 

% value 
 2016 2017 2018 2019 2020 2021 
 
Leisure 4.7 4.7 4.7 4.7 3.8 4.0 
Lodging 6.5 6.5 6.5 6.5 5.5 5.8 
Retail 7.4 7.4 7.5 7.5 6.8 7.2 
Stand-Alone 78.1 78.1 78.1 78.1 81.9 80.8 
Travel 3.3 3.3 3.2 3.2 2.1 2.3 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 24 GBO Company Shares in Chained Consumer Foodservice: % Foodservice 
Value 2017-2021 

 

% value  
Company 2017 2018 2019 2020 2021 
 
McDonald's Corp 16.4 14.2 13.9 15.1 15.7 
Restaurant Brands 10.1 10.1 11.6 12.1 11.8 
    International Inc      
Tasty Bidco SL - - 5.9 7.0 7.1 
Alsea SAB de CV 3.6 6.6 6.2 6.1 5.7 
Restalia Grupo de 4.8 5.0 4.8 4.9 4.9 
    Eurorestauracion SL      
AmRest Holdings SE 3.5 3.7 3.7 3.3 3.3 
Yum! Brands Inc 2.4 2.8 3.0 3.2 3.2 
Domino's Pizza Inc 2.2 2.5 2.7 2.8 3.0 

 

 

Data removed from sample 

 

 

Data removed from sample 

 

 

 

Data removed from sample 

 

 

 

 

Data removed from sample 

 



S T R E E T  S T A L L S / K I O S K S  I N  S P A I N  P a s s p o r t  11 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Comess Group SL 2.3 2.0 2.0 2.7 2.7 
Eating Group Ventures SA 0.0 2.5 2.6 2.5 2.5 
Ibersol SGPS SA 2.2 2.1 2.0 1.5 1.8 
El Corte Inglés SA 1.6 1.7 1.6 1.6 1.6 
Rodilla Sanchez SL 1.5 1.7 1.7 1.6 1.5 
Repsol SA 1.7 1.4 1.4 1.6 1.3 
Starbucks Corp 1.2 1.2 1.1 1.1 1.1 
Pomodoro Franquicias SL 0.3 0.5 0.7 0.9 0.9 
Llaollao Chesco, Grupo 0.9 0.9 0.7 0.8 0.9 
Inter IKEA Systems BV 0.8 0.9 0.9 0.8 0.8 
Foodbox SA 0.9 0.9 0.8 0.8 0.8 
Cía del Trópico de Café 0.8 0.8 0.7 0.7 0.7 
    y Te SL      
Goiko Gourmet SL 0.4 0.5 0.6 0.7 0.7 
Paradores de Turismo de 0.7 1.0 1.0 0.5 0.6 
    España SA      
Establiments Viena SA 0.6 0.6 0.5 0.4 0.5 
Areas SA (GRUPO) 0.4 0.4 0.4 0.3 0.5 
Pizzerias di Carlo SL 0.3 0.3 0.3 0.6 0.5 
La Mafia Se Sienta a La 0.4 0.4 0.5 0.5 0.5 
    Mesa Franchises SL      
Hoteles Catalonia, Grupo 0.6 0.6 0.6 0.4 0.5 
Papa John's 0.2 0.3 0.3 0.5 0.5 
    International Inc      
H10 Hotels, Group 0.6 0.7 0.6 0.3 0.4 
Udon Barcelona SL 0.4 0.4 0.5 0.4 0.4 
Others 38.0 33.4 26.7 24.2 23.7 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 25 GBN Brand Shares in Chained Consumer Foodservice: % Foodservice Value 
2018-2021 

 

% value 
Brand Global Brand Owner 2018 2019 2020 2021 
 
McDonald's McDonald's Corp 14.0 13.1 13.6 14.2 
Burger King Restaurant Brands 10.1 11.5 12.0 11.6 
 International Inc     
TelePizza Tasty Bidco SL - 5.9 7.0 7.1 
La Tagliatella AmRest Holdings SE 3.7 3.7 3.3 3.3 
Domino's Pizza Domino's Pizza Inc 2.5 2.7 2.8 3.0 
Foster's Hollywood Alsea SAB de CV 3.2 3.1 3.0 2.8 
Cervecería 100 Restalia Grupo de 2.8 2.7 2.8 2.7 
    Montaditos Eurorestauracion SL     
Lizarran Comess Group SL 1.7 1.7 2.3 2.3 
KFC Yum! Brands Inc 1.9 2.2 2.2 2.2 
Official Irish Pub Eating Group Ventures SA 1.6 1.7 1.7 1.7 
McCafé McDonald's Corp 0.2 0.8 1.5 1.5 
Ginos Alsea SAB de CV 1.5 1.4 1.3 1.3 
Repsol Repsol SA 1.4 1.4 1.6 1.3 
VIPs Alsea SAB de CV 1.4 1.3 1.3 1.3 
El Corte Inglés El Corte Inglés SA 1.4 1.3 1.2 1.2 
La Sureña Restalia Grupo de 1.2 1.2 1.2 1.2 
 Eurorestauracion SL     
Rodilla Rodilla Sanchez SL 1.2 1.2 1.2 1.1 
Starbucks Starbucks Corp 1.2 1.1 1.1 1.1 
Pans & Co Ibersol SGPS SA 1.3 1.2 0.8 1.0 
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TGB The Good Burger Restalia Grupo de 1.0 0.9 1.0 1.0 
 Eurorestauracion SL     
Pomodoro Pomodoro Franquicias SL 0.5 0.7 0.9 0.9 
Llaollao Llaollao Chesco, Grupo 0.9 0.7 0.8 0.9 
Ikea Restaurant Inter IKEA Systems BV 0.9 0.9 0.8 0.8 
Goiko Grill Goiko Gourmet SL 0.5 0.6 0.7 0.7 
Paradores Paradores de Turismo de 1.0 1.0 0.5 0.6 
 España SA     
Taco Bell Yum! Brands Inc 0.4 0.5 0.6 0.6 
Viena Establiments Viena SA 0.6 0.5 0.4 0.5 
Pizzeria Carlos Pizzerias di Carlo SL 0.3 0.3 0.6 0.5 
Cervecería Gambrinus Eating Group Ventures SA 0.5 0.5 0.5 0.5 
La Mafía Se Sienta La Mafia Se Sienta a La 0.4 0.5 0.5 0.5 
    A La Mesa Mesa Franchises SL     
TelePizza Telepizza Group SAU 6.1 - - - 
Others  34.6 33.7 30.8 30.7 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 26 GBN Brand Shares in Chained Consumer Foodservice: Units/Outlets 2021 

 

  
Brand Global Brand Owner outlets 
 
Repsol Repsol SA 2,000.0 
Burger King Restaurant Brands International Inc 851.0 
TelePizza Tasty Bidco SL 660.0 
McDonald's McDonald's Corp 537.0 
Carrefour Express Carrefour SA 471.0 
McCafé McDonald's Corp 459.0 
Supercor Stop&Go El Corte Inglés SA 435.0 
Domino's Pizza Domino's Pizza Inc 341.0 
Granier Consupan SL 318.0 
Depaso Cepsa Estaciones de Servicio SA 315.0 
Cervecería 100 Montaditos Restalia Grupo de 308.0 
 Eurorestauracion SL  
Oscar Mayer Sigma Alimentos SA de CV 290.0 
Galp Galp Energia SGPS SA 280.0 
Official Irish Pub Eating Group Ventures SA 236.0 
La Tagliatella AmRest Holdings SE 232.0 
Foster's Hollywood Alsea SAB de CV 230.0 
KFC Yum! Brands Inc 204.0 
TGB The Good Burger Restalia Grupo de 162.0 
 Eurorestauracion SL  
Rodilla Rodilla Sanchez SL 154.0 
Lizarran Comess Group SL 153.0 
Starbucks Starbucks Corp 137.0 
Ginos Alsea SAB de CV 131.0 
Llaollao Llaollao Chesco, Grupo 128.0 
Disa-Shell Disa Peninsula SLU 126.0 
El Corte Inglés El Corte Inglés SA 121.0 
Pomodoro Pomodoro Franquicias SL 120.0 
VIPs Alsea SAB de CV 105.0 
NH NH Hotel Group SA 100.0 
Paradores Paradores de Turismo de España SA 97.0 
La Sureña Restalia Grupo de 96.0 
 Eurorestauracion SL  
Others  6,206.0 
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Total  16,003.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 27 Forecast Units, Transactions and Value Sales in Consumer Foodservice 2021-
2026 

 

 2021 2022 2023 2024 2025 2026 
 
Units 209,959.0 213,294.0 215,540.0 217,140.0 218,262.0 218,882.0 
Transactions (mn) 7,445.4 8,656.2 9,611.7 9,906.2 10,028.4 10,107.4 
EUR million 60,978.5 71,820.2 80,974.3 84,273.2 85,814.4 86,871.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 28 Forecast Units, Transactions and Value Sales in Consumer Foodservice: % 
Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Units 1.6 0.8 4.2 
Transactions 16.3 6.3 35.8 
Constant value 17.8 7.3 42.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 7 February 2022 

Report closing date: 9 March 2022 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2021 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Cámara Comercio Madrid 

 Instituto Nacional de Estadistica (INE) 

 MAPA 

 Ministerio de Economía 

 Spanish Statistical Institute 

Trade Associations Asociación Empresarial de Marcas de  
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Restauración 

 Confederacion Empresarial de Hosteleria de 

España 

 Confederación Empresarial de Hostelería de 

España (CEHE) 

 Federacion Española de Bebidas Espirituosas 

(FEBE) 

 Federacion Espanola de Hosteleria (FEHR) 

 Marcas de Restauracion 

 Zontur 

Trade Press Alimarket 

 Caternews 

 Cinco Dias 

 Directorio Alimarket 

 Economia Digital 

 El Confidencial Digital 

 El Economista 

 El Independiente 

 El Pais 

 Expansión 

 Finanzas.com 

 Foodservice institute 

 Franquiciadores 

 Hosteleria Digital 

 Hostelmarket 

 Iberian Press 

 Infofranquicias 

 Restauración News 

 Revista Aral 

 RRR 

 Voz Populi 

Company Sources 100 Montaditos 

 All 4 Food Group 

 Arrocerias Mediterraneo 
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 Beer & Food Grupo Restauracion 

 Bierwinkel SL 

 Big Dog 

 Bracafe 

 Burger King España SL 

 Cadena Pizza Jardín 

 Campofrio 

 Casual Brands Group 

 Chalotte Café SL 

 Cheffbuffet 

 Cia Dallas Rib's SA (Tony Roma's) 

 Cia del Tropico de Cafe & Te 

 Coffee World Franchising SL 

 Comess Group SL 

 Decoretro 

 Deliveroo 

 Donner Kebab Istambul 

 Donner Kebab Kilim 

 Doopies & Coffee 

 Dunkin' Española SA 

 Eat Out Group 

 Faborit Coffee Shop 

 Food Delivery brands Group SA 

 Glovo 

 Granier 

 Grupo Areas 

 Grupo Drake (Papa John's) 

 Grupo Ibersol (Pizza Movil) 

 Grupo Mallorca 

 Grupo Restmon SL 

 Grupo Vips 

 Grupo Zena de Restaurantes SA 

 Heineken España SA 

 International Full Services SL (Brutus) 
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 Jamaica's Franchising SL 

 Just Eat Ltd 

 KFC España SA 

 La Bodega de Santa Marina 

 La Ibense de Bornay 

 La Mafia 

 La Sureña 

 Lizarran Tabernas Selectas SL 

 Llaollao SL 

 McDonald's de Sistemas España 

 Pansfood SA 

 PaPizza 

 Paradores de Turismo 

 Pizza Pizzon 

 Pizza Sapri 

 Pollo Campero (Eat Out Group) 

 Repsol YPF Distribuidora SA 

 Restalia 

 Restalia Grupo de Eurorestauración SL 

 Restaurador de Mesones SL 

 Rodilla 

 Sandwichez 

 Servicio Integral a Horecal SA 

 Smooy Franquicias SL 

 Starbucks Coffee España SL 

 Sushimore 

 Telepizza Group SA 

 Udon 

 Vadepizza 

 Viena Capellanes 

 Vips Group 

 VIPS/Sigla SA 

 Wagaboo Restauracion SL 

 Yum! Brands Inc 
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 Zena Group 

Other Sources Canal Franquicias 

 Consumer.es 

 EAE 

 Infoaliment 

 KPMG 

 Mundo Franquicias 

 Que Franquicia 

 Tormo.com 

Source: Euromonitor International 
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