Dynamics and Marketing Trends in Fast Food Industry- A Special Case Study of McDonald’s in Delhi (NCR)

Arun Srivastava1, Mohit Chandra2,*
1Dy. Director General, Ministry of Tourism Government of India
2Professor, National Council for Hotel Management and Catering Technology, Noida, Uttar Pradesh, India

ABSTRACT
This study reveals the various marketing strategies and promotional forces of McDonald’s. McDonald’s uses several different means to help them in achieving revenue and increasing a positive customer engagement and experience towards their products. Three main sources of revenue are franchise revenues, the property returns that McDonald’s receive from renting, leasing or sublease to franchises and retail sales. In spite of the difficulties and extraordinary rivalry in the business sector, McDonald’s holds a leading position with the assistance of its effective marketing strategies. Customer perception of the taste of their burgers may outweigh that of Indian food. This study seeks to estimate importance of various factors affecting the choice of fast food outlets by Indian young consumers in Delhi-NCR. Traditionally, Indians like to have home-cooked meals i.e. a concept supported religiously as well as individually. However, with times due increasing awareness, busy work schedules and influence of western culture, there is a visible shift in food consumption patterns among urban Indian families. It started with eating outside and moved on to accepting a wide variety of native delicacies and from world-over. 
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INTRODUCTION
Food diversity in India is an implicit characteristic of India’s diversified culture consisting of different states and union territories. Traditionally, Indians preferred home cooked meals i.e. a concept supported religiously as well as individually. However, with times due to increasing awareness and influence of western culture, there is a slight shift in food consumption patterns among urban Indian families. It started with eating outside and moved on to accepting a wide variety of delicacies from world-over. Liberalization of the Indian economy in the early 1990s and the subsequent entry of new players set a significant change in lifestyles and the food tastes of Indians. 

Objective of this Study
· To identify the factors affecting the choice of fast food among consumers of Delhi NCR youth.
· To study the consumption pattern of fast foods particularly with respect to the frequency of visits and choice of McDonald’s outlets in Delhi NCR in comparison to other brands.
· To identify the impact of nutritional value of McDonald’s foods on consumer purchase decision making.
Hypothesis
H0There is no influence of friends in fast food buying decision making
H1 There is influence of friends in buying decision making of fast food

LITERATURE REVIEW
Fast Food Industry in India
India’s fast-food industry is growing by 40% a year and supposed to generate over a billion dollars in sales in 2005 as per their estimates [1. By 2006 Mc Donald’s had 100 [2]. McDonald’s, Domino’s, Pizza Hut and Nirula’s are the most popular and frequently visited fast food outlets. KFC has limited outlets and has faced number of problems since entry in India. Besides these, there are Pizza expresses and Pizza corners which are not so popular. With changing life style and aggressive marketing by fast food outlets, fast food is also becoming popular in small towns; therefore, success of existing fast food outlets and entry of more is inevitable [3]. India’s quick service restaurant (QSR) was floundering after demonetization and GST in 2017. The QSR market shall be 5 lakh crore in 2021 and 24,665 crore by 2021. As per west life Development which operates Mc Donald in western and southern India saw strong Store sales growth SSG at 8.4% from 1.7% of Q2 2016. The QSR market is expected to grow by at CAGR 20% by 2019–20 with a worth of USD 27.57 billion. Vegetarian fast food is 45% in India. Ethnic fast food is expected to grow by CAGR of31.95% by 2019–20.

Fast Food and Consumption Patterns
India is at the seventh place, is among the top ten markets for weekly fast food consumption among the countries of Asia-Pacific region [4-5]. Over 70% of urban Indians consume food from take-away restaurants once a month or more frequently. McDonald’s is the most preferred fast food outlet in India. Identifying the drivers for preference of one-brand over another, the survey results indicate that Indians (66%) are amongst the consumers who consider hygiene and cleanliness their most important criterion for selection. A total of 24% of Indians use the quality of in addition to the factors considered for choosing a fast food outlet, there are research studies towards the nutritional value of fast food. More than 9,000 consumers nationwide in US has shown that about 25% of those who eat fast foods and drink sugary, carbonated soft drinks generally consume more calories, fats, carbohydrates, added sugars and proteins than those who do not [6].

Fast food industry is responsible for obesity as articulated in litigation against fast food chains in US [7]. In Indian context, there is high concern towards health in twenty-first century. There are health related articles in daily newspapers, and health shows on television. There are special health related magazines that are now very popular. Consume more fruits, vegetables, water and to consume less or nil of junk food including fast food being high on fat and calories is being advocated. Indians are facing the problem of obesity and among kinds of food – fast food is one of the reasons for the same. However, there is gap of a particular research in Indian context to have a link between the health problems and fast food consumption. In future, genetically modified food may take the place of fast food of today [8].

Effect of Changing Tastes on McDonald’s
More than 75% of McDonald's restaurants worldwide are owned and operated by independent locals. McDonald‘s product line in India is almost similar to other burger chains with a dominant Indian flavor. Perhaps, it would be correct to say that their only similarity with their foreign outlets is that they have french fries and still use buns. Examining the immense indignation they have attempted in their menu here it wouldn‘t be surprising to see Indian Chapattis in place of buns. Their current offerings reflect the same.

Concept of Marketing for McDonald’s
· Product Concept: According to the management orientation, if you make a quality product and you have set a reasonable price, you will need to put a considerably little marketing effort. For example, McDonald’s serves a good quality of food and its prices are also affordable [9]. 
· Selling Concept: The selling concept explains that the customers will not buy a product unless it is promoted to them with aggression.
· Marketing Concept: The marketing concept explains that the needs of the consumers must be first identified as it will satisfy their needs more effectively and efficiently.
· Societal Concept: The societal concept focuses on satisfying the needs of the consumers in a long run so as to achieve the objectives of the company and for the welfare of the society [10]. 

Concepts of Marketing for Making a Brand McDonald’s in India
Use Integrated Concept which is a Mix of Marketing and Social Concept
Use integrated concept which is a mix of marketing and social concept: McDonald’s being a brand which has a global presence and the field of operation being hospitality and leisure thus; McDonald’s have to use an integrated concept of marketing. By integrated concept it is meant that equal importance is given to society of the consumer and business as to the consumer needs and business performance.

Proper Segmentation and Targeting
McDonald’s have to also undertake the two important concepts of marketing very carefully as segmenting marketing and then prospecting the right customer and then targeting them with the tools of marketing so that the whole business grows.
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Fig. 1. Menu of McDonald’s 
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Fig. 2. Corporate strategy of McDonald’s.


Business Model
The business model of McDonald‘s is a franchise-based model coupled with strong corporate branding. The focus is on the branding of McDonald‘s as a globally accepted service provider with strong customer perception about:

Marketing Strategy for McDonald’s
Important marketing strategies undertaken by McDonald ‘includes the following:
· Global Thinking Backed by Local Acts: McDonald's opened its doors in India, the 95th country, in 1996. The first McDonald's restaurant opened on Oct. 13, 1996 at Basant Look, Vasant Vihar in New Delhi. It was also the first McDonald's restaurant in the world not serving beef on its menu. They have over 500 outlets in the country.
· Forms of Expansion: McDonald’s has also used different forms of expansion like opening newer stores throughout the length and breadth of the country, also the organization has also resorted to various other forms like giving franchisee etc. so that the organization can further grow its brand however the whole franchisee is more or less standardized with McDonald’s principles and working style as a whole [11]. 
· These are the two main marketing strategies McDonald’s has used in UK along with an effective marketing mix, which is their other important marketing strategy to manage its business in UK. 

However, the marketing strategies are nothing without the applicability of them on the business environment of an organization, in order to address the business environment of McDonald’s lets us use SWOT analysis so as to find out how compatible is the organization and what does it look for the organization in the future. Through SWOT analysis we would be able to find out the strength, weakness, opportunities and threats for McDonald’s going forward.

SWOT Analysis	Comment by sai-computer: Author please describe
Strengths
· Innovation: McDonald’s due to its effective product planning and marketing mix has evolved as an Innovative organization which strongly justifies the idea to come up with newer food articles so as to give consumers newer reasons to visit it time and again [12].
· Brand Image and Strong Presence: McDonald’s is a strong brand in itself also the brand image which McDonald’s as a brand has evolved over many years is also very positive and impactful.
· Densely Present: McDonald’s has a presence which is very dense and easily located by a consumer its wide presence makes it a popular brand globally.
Weakness
· Monotonous: McDonald’s has now for a long time had the same brand appeal and product offering for the consumers there by making it the whole appeal of the store monotonous thus in search of something new consumers tend to drift from it.
· Lower Emphasis on Healthy Food: McDonald’s gives more emphasis on fast food however the emphasis on healthy food is very low. 

Threats
· Increase in Level of Awareness: The world's population is gaining wide awareness as according to a research around 20% of all the food sold in the world will be organic food and healthy food by 2020. Thus, McDonald’s needs to understand the social drift and cater the need of consumers as well. 
· Increase in Competition: Competition has been increasing in the space where McDonald’s operates.

Opportunity
· Have a healthy food product offering and through this McDonald’s can also charge premium for its products as they can enjoy the first mover advantage.
· Also have tie ups with offices and government bodies lie railways so as to serve food to a newer target market.
· There is tremendous scope in ethnic food market.

CONSUMER MARKET
Purchaser markets can be characterized as the business sectors where the items and administrations that are intended for the general buyer rule the market. There are essentially four classifications of buyer markets, which are shopper items, nourishment and refreshment items, retail items and transportation items.
Characteristics of Consumer Market
· Demographic Characteristics: The demographic characteristics comprise of differences in gender, age, income, education, ethnic background etc. Companies identify their customers by their demographic features and target their products and services accordingly. For example, the population of in present times depends mostly on the junk food and therefore they need brands which serve them good junk food.    
· Psychographic Characteristics: The psychographic characteristics of the consumer market can be classified as interests, values and beliefs, activities, opinions and attitudes of the consumers. McDonald’s serves its market after performing a research work on the psychographic characteristics of their consumers. These features help McDonald’s in serving its customers well  [13].
· Behavioral Characteristics: The behavioral characteristics of consumer market include brand loyalty, benefits to the consumer, rate of the usage of product, status of the user. McDonald’s distinguishes its customers based on their behavioral characteristics. By doing this, it can come to know the customers who visit McDonald’s most frequently and how much do they spend each time they visit.
· Geographic Characteristics: The geographic characteristics of the consumer market are based on the size of the market, region, density of the population and climate. For example, McDonald’s serves its market after knowing about the geographic features of its market. It will open its franchisee where there is a maximum crowd of students and children. The geographic characteristics will help McDonald’s in knowing the size of its market [14].
Importance of Consumer Market
The consumer market has various importance for its different market segments. For example, McDonald’s has four different types of customers and it has a different importance for all these groups of customers. The various types of customers of McDonald’s are as follows 
· A Parent with Two Children: McDonald’s has a great importance for the parents as they can give their children a treat here. Parents find McDonald’s the best place for giving their children a fun filled treat.
· Children: For children, McDonald’s carries a great importance as well because the children feel very happy here in McDonald’s. They enjoy their food as McDonald’s give happy meals to the children.
· A Business Customer: A business customer finds McDonald’s a convenient place to eat as it has a fast service and the food can be eaten in the car as well.
· Teenagers: Teenagers get attracted to McDonald’s as it has affordable prices plus there is also the Wi-Fi facility available in the restaurants. 

Thus, McDonald’s needs to understand the characteristics and research on the eating habits of each of the above mentioned four target classes of the local society and in addition define the business activities whether of small or drastic nature only in accordance with the needs and demands of the targeted and segmented consumer market.

METHODOLOGY AND SAMPLE DESIGN
Sampling unit Samples for the study consisted of youth segment (indicated as consumer in this study) in the age group of 20–27 years. Convenience samples are drawn from NCR region among the college students. Our definition of convenience samples includes only one dimension that is easy access to the sample units otherwise it was random selection of individuals from a large number of customers at the fast food outlets. This segment of population was selected due to their adoption of modern lifestyle pattern inclined towards eating outside and socializing with friends. The data were collected using a structured questionnaire. 

LIMITATIONS OF THE STUDY
This exploratory study has some limitations that however do not liquidate the purpose of the study. Data for the study are collected from National Capital Region (NCR) that includes the capital of India with four surrounding cities well connected with the capital only. Sampling units are primarily of young unmarried consumers.

RESULTS AND DISCUSSIONS	Comment by sai-computer: Author please provide text under this heading and related headings. 
Table 1. Age analysis of respondents.	Comment by sai-computer: Author please provide in-text citation of Tables 1–21
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20–21
	32
	32.0
	32.0
	32.0

	
	21–23
	48
	48.0
	48.0
	80.0

	
	25–27
	20
	20.0
	20.0
	100.0

	
	Total
	100
	100.0
	100.0
	



How often do you opt for home delivery from fast food outlets?

Table 2. Home delivery analysis. 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Not at All
	6
	6.0
	6.0
	6.0

	
	Once a month
	16
	16.0
	16.0
	22.0

	
	2–3 times a month
	23
	23.0
	23.0
	45.0

	
	Once a week
	41
	41.0
	41.0
	86.0

	
	More than once a week
	14
	14.0
	14.0
	100.0

	
	Total
	100
	100.0
	100.0
	



which individual plays an influencing factor in buying decision making in terms of outlet?
Table 3. Decision making influencers.
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Spouse
	1
	1.0
	1.0
	1.0

	
	Children
	7
	7.0
	7.0
	8.0

	
	Friends
	71
	71.0
	71.0
	79.0

	
	Relatives
	18
	18.0
	18.0
	97.0

	
	Neighbors’
	3
	3.0
	3.0
	100.0

	
	Total
	100
	100.0
	100.0
	



How is the variety in menu of McDonald’s?

Table 4. Mc Donald’s Variety in Menu.
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Poor
	6
	6.0
	6.0
	6.0

	
	Fair
	12
	12.0
	12.0
	18.0

	
	Average
	24
	24.0
	24.0
	42.0

	
	Good
	36
	36.0
	36.0
	78.0

	
	Excellent
	22
	22.0
	22.0
	100.0

	
	Total
	100
	100.0
	100.0
	



How does food taste and its quality?

Table 5. Mc Donald’s food taste and quality.
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Poor
	1
	1.0
	1.0
	1.0

	
	Fair
	7
	7.0
	7.0
	8.0

	
	Average
	22
	22.0
	22.0
	30.0

	
	Good
	27
	27.0
	27.0
	57.0

	
	Excellent
	43
	43.0
	43.0
	100.0

	
	Total
	100
	100.0
	100.0
	



How is the hygiene and ambience?

Table 6. Hygiene and ambience at McDonald’s. 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Poor
	5
	5.0
	5.0
	5.0

	
	Fair
	7
	7.0
	7.0
	12.0

	
	Average
	22
	22.0
	22.0
	34.0

	
	Good
	37
	37.0
	37.0
	71.0

	
	Excellent
	29
	29.0
	29.0
	100.0

	
	Total
	100
	100.0
	100.0
	


How was the pricing at McDonald’s?

Table 7. Pricing at McDonald’s.
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Fair
	3
	3.0
	3.0
	3.0

	
	Average
	18
	18.0
	18.0
	21.0

	
	Good
	32
	32.0
	32.0
	53.0

	
	Excellent
	45
	45.0
	45.0
	98.0

	
	22.00
	1
	1.0
	1.0
	99.0

	
	44.00
	1
	1.0
	1.0
	100.0

	
	Total
	100
	100.0
	100.0
	



Table 8. Standard deviation.
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	How Often do your visit fast food outlets?
	100
	1
	5
	2.91
	1.016

	How does food taste and its quality?
	100
	1.00
	5.00
	4.0400
	1.01424

	How was the pricing at McDonald’s?
	100
	2.00
	44.00
	4.7900
	4.42284

	How was the location of McDonald’s outlet?
	100
	1.00
	5.00
	3.8900
	1.09078

	Valid N (list wise)
	100
	
	
	
	


Table 9. Case processing.
	
	Cases

	
	Included
	Excluded
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	How often do you opt for home delivery from fast food outlets?  * Which individual plays an influencing factor in buying decision making in terms of outlet?
	100
	100.0%
	0
	0.0%
	100
	100.0%



Table 10. Report on influencers.
How often do you opt for home delivery from fast food outlets?
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	N

	Spouse
	1

	Children
	7

	Friends
	71

	Relatives
	18

	Neighbors’
	3

	Total
	100



Table 11. T Test.
One-Sample Statistics
	
	N
	Mean
	Std. Deviation
	Std. Error Mean

	How Often do your visit fast food outlets?
	100
	2.91
	1.016
	.102



Table 12. One Sample Test One-way ANOVA.
One-Sample Test
	
	Test Value = 0

	
	T
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	How Often do your visit fast food outlets?
	28.642
	99
	.000
	2.910
	2.71
	3.11



Table 13. ANOVA.
How Often do your visit fast food outlets?
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	78.957
	4
	19.739
	80.712
	.000

	Within Groups
	23.233
	95
	.245
	
	

	Total
	102.190
	99
	
	
	




Table 14. Persons Correlations Nonparametric Correlations.
	
	How Often do your visit fast food outlets?
	How was the service and speed?
	How was the location of McDonald’s outlet?
	How was the pricing at McDonald’s?

	How Often do your visit fast food outlets?
	Pearson Correlation
	1
	.801**
	.875**
	.092

	
	Sig. (2-tailed)
	
	.000
	.000
	.360

	
	N
	100
	100
	100
	100

	How was the service and speed?
	Pearson Correlation
	.801**
	1
	.898**
	.029

	
	Sig. (2-tailed)
	.000
	
	.000
	.773

	
	N
	100
	100
	100
	100

	How was the location of McDonald’s outlet?
	Pearson Correlation
	.875**
	.898**
	1
	.073

	
	Sig. (2-tailed)
	.000
	.000
	
	.473

	
	N
	100
	100
	100
	100

	How was the pricing at McDonald’s?
	Pearson Correlation
	.092
	.029
	.073
	1

	
	Sig. (2-tailed)
	.360
	.773
	.473
	

	
	N
	100
	100
	100
	100

	**. Correlation is significant at the 0.01 level (2-tailed).



Table 15. Correlation coefficients.
	
	How Often do your visit fast food outlets?
	How was the service and speed?
	How was the location of McDonald’s outlet?
	How was the pricing at McDonald’s?

	Kendall's tau_b
	How Often do your visit fast food outlets?
	Correlation Coefficient
	1.000
	.768**
	.856**
	.595**

	
	
	Sig. (2-tailed)
	.
	.000
	.000
	.000

	
	
	N
	100
	100
	100
	100

	
	How was the service and speed?
	Correlation Coefficient
	.768**
	1.000
	.871**
	.619**

	
	
	Sig. (2-tailed)
	.000
	.
	.000
	.000

	
	
	N
	100
	100
	100
	100

	
	How was the location of McDonald’s outlet?
	Correlation Coefficient
	.856**
	.871**
	1.000
	.686**

	
	
	Sig. (2-tailed)
	.000
	.000
	.
	.000

	
	
	N
	100
	100
	100
	100

	
	How was the pricing at McDonald’s?
	Correlation Coefficient
	.595**
	.619**
	.686**
	1.000

	
	
	Sig. (2-tailed)
	.000
	.000
	.000
	.

	
	
	N
	100
	100
	100
	100

	**Correlation is significant at the 0.01 level (2-tailed).



Table 16. Influencing factor.
	
	Observed N
	Expected N
	Residual

	Spouse
	1
	20.0
	-19.0

	Children
	7
	20.0
	-13.0

	Friends
	71
	20.0
	51.0

	Relatives
	18
	20.0
	-2.0

	Neighbors’
	3
	20.0
	-17.0

	Total
	100
	
	



Table 17. Frequency of visit.
How Often do your visit fast food outlets?
	
	Observed N
	Expected N
	Residual

	Not at All
	8
	20.0
	-12.0

	Once a month
	25
	20.0
	5.0

	2-3 times a month
	42
	20.0
	22.0

	Once a Week
	18
	20.0
	-2.0

	More than once a week
	7
	20.0
	-13.0

	Total
	100
	
	



Table 18. Chi square test.
Test Statistics
	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	How Often do your visit fast food outlets?

	Chi-Square
	171.200a
	41.300a

	df
	4
	4

	Asymp. Sig.
	.000
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 20.0.



Table 19. Mixed model analysis.
	Between-Subjects Factors

	
	Value Label
	N

	AGE
	1
	20-21
	32

	
	2
	21-23
	48

	
	3
	25-27
	20

	MARITALSTATUS
	1.00
	MARRIED
	8

	
	2.00
	UNMARRIED
	92



The tabulated value of chi square with df 4 is 0.711 is less than calculated value of  171.200 we reject null hypothesis and accept alternate hypothesis that friends influence buying decision in buying fast food.
Table 20. Multivariate analysis.
Multivariate Testsa
	Effect
	Value
	F
	Hypothesis df
	Error df
	Sig.

	Intercept
	Pillai's Trace
	.390
	29.670b
	2.000
	93.000
	.000

	
	Wilks' Lambda
	.610
	29.670b
	2.000
	93.000
	.000

	
	Hotelling's Trace
	.638
	29.670b
	2.000
	93.000
	.000

	
	Roy's Largest Root
	.638
	29.670b
	2.000
	93.000
	.000

	Price
	Pillai's Trace
	.002
	.077b
	2.000
	93.000
	.926

	
	Wilks' Lambda
	.998
	.077b
	2.000
	93.000
	.926

	
	Hotelling's Trace
	.002
	.077b
	2.000
	93.000
	.926

	
	Roy's Largest Root
	.002
	.077b
	2.000
	93.000
	.926

	Location of Outlet
	Pillai's Trace
	.385
	29.153b
	2.000
	93.000
	.000

	
	Wilks' Lambda
	.615
	29.153b
	2.000
	93.000
	.000

	
	Hotelling's Trace
	.627
	29.153b
	2.000
	93.000
	.000

	
	Roy's Largest Root
	.627
	29.153b
	2.000
	93.000
	.000

	Age
	Pillai's Trace
	.653
	22.789
	4.000
	188.000
	.000

	
	Wilks' Lambda
	.376
	29.364b
	4.000
	186.000
	.000

	
	Hotelling's Trace
	1.585
	36.458
	4.000
	184.000
	.000

	
	Roy's Largest Root
	1.535
	72.157c
	2.000
	94.000
	.000

	Marital Status
	Pillai's Trace
	.346
	24.648b
	2.000
	93.000
	.000

	
	Wilks' Lambda
	.654
	24.648b
	2.000
	93.000
	.000

	
	Hotelling's Trace
	.530
	24.648b
	2.000
	93.000
	.000

	
	Roy's Largest Root
	.530
	24.648b
	2.000
	93.000
	.000

	Age * Marital Status
	Pillai's Trace
	.000
	.b
	.000
	.000
	.

	
	Wilks' Lambda
	1.000
	.b
	.000
	93.500
	.

	
	Hotelling's Trace
	.000
	.b
	.000
	2.000
	.

	
	Roy's Largest Root
	.000
	.000b
	2.000
	92.000
	1.000


a. Design: Intercept + PRICE + LOCATION OF OUTLET + AGE + MARITAL STATUS + AGE * MARITAL STATUS
b. Exact statistic
c. The statistic is an upper bound on F that yields a lower bound on the significance level.

Table 21. Test between subject and effect.
Tests of Between-Subjects Effects
	Source
	Dependent Variable
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Corrected Model
	How Often do your visit fast food outlets?
	93.067a
	5
	18.613
	191.795
	.000

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	23.064b
	5
	4.613
	27.643
	.000

	Intercept
	How Often do your visit fast food outlets?
	4.673
	1
	4.673
	48.153
	.000

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	.912
	1
	.912
	5.463
	.022

	Price
	How Often do your visit fast food outlets?
	.007
	1
	.007
	.077
	.782

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	.009
	1
	.009
	.055
	.815

	Location Of Outlet
	How Often do your visit fast food outlets?
	1.094
	1
	1.094
	11.274
	.001

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	6.642
	1
	6.642
	39.803
	.000

	Age
	How Often do your visit fast food outlets?
	13.849
	2
	6.925
	71.351
	.000

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	2.335
	2
	1.168
	6.998
	.001

	Marital Status
	How Often do your visit fast food outlets?
	3.077
	1
	3.077
	31.701
	.000

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	1.869
	1
	1.869
	11.198
	.001

	Age * Marital Status
	How Often do your visit fast food outlets?
	.000
	0
	.
	.
	.

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	.000
	0
	.
	.
	.

	Error
	How Often do your visit fast food outlets?
	9.123
	94
	.097
	
	

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	15.686
	94
	.167
	
	

	Total
	How Often do your visit fast food outlets?
	949.000
	100
	
	
	

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	1031.000
	100
	
	
	

	Corrected Total
	How Often do your visit fast food outlets?
	102.190
	99
	
	
	

	
	Which individual plays an influencing factor in buying decision making in terms of outlet?
	38.750
	99
	
	
	


a. R Squared = .911 (Adjusted R Squared = .906)
b. R Squared = .595 (Adjusted R Squared = .574)


CONCLUSIONS
Consumer acceptance of food served by fast food outlets is critically important for the future growth of fast food outlets in any economy. Though the rating of fast food outlets’ attributes under study based on mean score is very high, but still consumer’s visit fast food outlets for fun, change or entertaining their friends but certainly not as a substitute of homemade food.

Consumers demand more and more information related to nutritional values of the products of fast food outlets. Based on the analysis and results, one can say that with more and more acceptability of fast food outlets and change in life style, competition among fast food outlets with respect to quality of food and customer service will be more prominent in the days to come.
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