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INTRODUCTION

The fast-food phenomenon in Lebaneon iz not a wery recent
one and dates back to the pre-war era whers many small- fto

medium-sized restaurants and swnack-outlets provided fast—food

b,

ot all ages. And in the esighties,

m
n

services to customer
the market witnessed the advent of American-style fast-food
restaurantz. However, in the last few vears, the restaurant
industry in general, and the fast-food industry in specifin,
have been experisncing dramatiec developments:

On one hand, more and more poople (especially  young
consumers) have been esting Ame2rican fast food out and in an
increasingly frequent fashion, hence developing sophisticated
and very demanding tastes and prefsrences for such kinds of
food. On the other hand, sspecially with the ending of the
war, saveral fimerican fast-{food chains opened branches in
Lebanon while loczcal American-ztyle fast-food chains tried to
expand their operations and improve their performance, and
aill of them embarksd in competing campaigns, ranaging from
strategic moves like geographic expansion, to tactical tools
like advertisements,

Meanwhile, industry ewperts were continuously Iooking outward
for potential and powerful new entrants, and a question of
concern-seemed always arocund: " Who will be next?

In the realm of this race for consumer attraction and

satisfaction, which appears to be but in its early stagess and

promises to get very heated in the few yzars +to come, the

— -




scientific study that would

nezd emarges for a rveliable,

highlight ecritical aspects of the American fast—-food market

and hence draw a clzarer picture of this markset’s future

prospects.

Research Objective: This research, the first that

comprehensively deals with this sensitive and very
interesting business topic, will attempt to provide the
interested ordinary reader with a general overview of the
characteristics of major players and consumers in the
Lebanese American—fast-food market; but it shouid also
constitute a3 bottom-line for the professional buzinessman +o
understand and appreciate the various intricacies inherent in
This very lucrative market,

Research Methodology: Ths resesarcher has sought to

accocmplish these two objectives fthrough the following:

irst, by interviewing the managers of seven major American-

T

ot
1]
-+
U]
4]
i~
1
~t
0
o]
T
Jw}
[
il
ot
i
+
[N
4]
o
ol
\]]
n
=
[ 8
o
|
+
o
i1]
-
=
[}
o
-
jos}
T e
0
o
]
v}
]
'_i.
T -
[p]

ty

L

market trends, but also and more importantly, by inguiring
about their companies: their operations, their management

structures, and their marketing activities,

hoice of the

I

(For details on the factors underlying the
specific seven chains, the complete set of questionnaire, and

the limitations of these intervisws, refer to pp. 4,133,585 B3,

econd, by interviewing a sample of 220 consumers about their

tn

attitudes, preferences, decision-making and purchasing
behaviors, and their percepticons and assessment of various

aspacts of the American fast-food market in general, and nf




the =even maljor chains in specific.

{For details on the sample design, the complete set of

questionnaire, and the limitations of these interviews, refer

to pp. &, &7, & 7%,

Third, by establishing meaningful relationships between and
among sewveral wvariables taken from both setz of
questionnairess; thes researcher could thus bring to light
s=olid—grounded facts and assumptions.about tHe current and
future conditions under which the American~style fast—food
industry i= and will be operating. (Rdditional and d4different
relationships and interpretations could be extracted from +the
data gathesred but the researcher has chosen the most
purposaful and consistent ones taking into consideration the
main theme and objectives of this stody )

The study i= divided into five chapters, including this one
{the Introduction). The newt chapter presents 3 litersture
review of the fast-food business in gesneral (especiall? in
the United States) and how it relates to the fast-food
business in Lebanon. The ong which follows (Chapter III:
deals with the American~stvle fast-Ffood outlets and the
American-fast-food consumer markset from different
perspectives, Chapter IV will describe the research

methodology and will provide an analysis of the findings,

for Chapter V¥, it will conzsiszt of a general averview and a

I
i}

conslusion,

Limitations: Every study has some limitations, and this study

iz no exaosption:



A major limitation in this study has been nonresponse, not by

consumers who for the big majority have been very interested
and cooperative, but by one major-outlet manager, In fact,
Kentucky Fried Chicken had been chosen to be among the major

its association

i

autlets to be assessed in this study, given
with the US KFC chain and its fmerican fast-food style,
Howewver, after =several attempts to have an appointment with
the gensral managesr, Mr., Mounir Wehbeh, he {ﬂr. Uehbehs
finally expressed his abstention from delivering any

information whatsosver. Even after assuring him that the

purpose of the work was purely academiz and giving him the
freedom to turn down any guestion he judged too confidential,
Mr. Wehbeh didn'ft change hizs mind, Strangely enough, he even
refused to express his opinion on the current frend of ths
Amarican~fast-food market., This wa=z the only instance during

the whole study uwhere the interviewsr faced such difficulty

in communicating with somebody, Fortunately, the negative

2ffects of this limitation on the overall study was minimized

smant which, of course, comprised

i
n

through consumers’ assso
KFC; what consumers have to say about someons of course
counts more and has more weight than what this somescnz has fo
say about himseld,

The second limitation 2lso has to do with nonresponse but

this time by 2ll the managers interwviewed; in fact, no on= of

them agreed to give sven the slightest indication of his

s

business annual sales’ volume, Despite ssveral attempts at

explaining to them the importance of such information to the

—tp— '



study but also to s2ach and every one of them since they can

t

all have acecess to it and benefit from its completsnsss

guestion concerning the outlets’ annual sales volume had o
rEmain uﬁanSMEFEd. Here it is worth to ewuplain the initial
purpose of this question and the way in which it was raised:
first, the main purpose hehind the quest for such information
was to sstimate the gross amount consumers were spending Dﬁ
Amevican fast food; in other words, to =2stimate ths Dollar
size of the Lzbanese American-fast-food market., This would
have revealed how this market developed through thes last few
YEars aﬁd hence, highlighted its potential future trend,
something whizch would have proven sxtremsly usseful o any

businessman in general, and to fast-food-restaurant managers

in particular. In parallel, such information would have

provided the interested reader with 2 means for obisctive

1

ne=

b

comparison and evaluation of the effectiv of each and

2very major outlets’ performances (probably what managers

n the other hand, the way in which

L]

didn’t liks about it..). ¢
the guestion was raised was intended o be the least

embarrassing to interviswees,; hence, managers were repeatedly

urged to give mere approwimations (which are always better

than nothing at all), and they were given nultiple choices

-k
]
4]
—
1]
in

with sach choice repressnting fairly wide ranges o
volumes, In the =ame respect, only two out of the seven

Hut and Juicy Burger) aaresd to give the

]

managers (at Pizz

interviewsar information about their company’s promotional

budgets,




What will be read in the wnext chapters are real and

objective descriptions of the Labaneses American—style fast-
food market, Some of these "market realities" would seem
favorable for some (plavers), and less favorable for others.,
However, the intelligent reader would reach fa#ﬂbeyond such
direct, apparently decisive results; rather, he would attewmpt
to read between the lines to try to detect the different

factors that combine and make out of 2 fast—food business a

sucecessful and supsrior one,



LITERATURE REVIEW

THE FAST-FOOD BUSINESS

Fast-food restaurants are characterized by simplified
and limited menus, and a high level of standardization wifh
regard te service, training of personnel, and decor, in
addition to delivering what their name suggests,'i.e., quick
customer turn-around, fthey compete with each other for

customers on the basis of guality, service, cleanliness, and

convenlience offered,

The conok houses and coffee shops of Europs were the
forerunners of the Amsrican restaurants of today., These coolk
housa2s and ceffee shops were popular in colonial fmeriea,

However, during the nineteenth cantury, these cook houss and

coffes shops slowly yislded the place for the pradecessors of
the restaurants of today. Delmonico’s iz generally creditsd

asz being the Ffirst trus restaurant in +he 0.5, It was

b=

eztablished in New York City in 1827 and offered high cuiszine

at high prices. Nineteenth-century fmerica could not support

high cuisine and prices like Delmonice’s sxcept in 2 few
large cities. This gave ri=ze to what may be termed “American

stvle" restaurants, These restaurants catered to a much

ot the population and displayved wvarvying

+

larger zegmen

were The coffee shops, cafeterias,

m

=

1

characteristics., Th
economical but good table-service restaurants that met the

customers’ needs. The public restaurant business grew



rapidly along with growing customer demands for more

convenience . Thus began a whole new industry: the fast-food

industry. Howewver, increasing customer demand for more
conwvenience was not the one and only reason (though mavbe the

principal one) behind the fast and huge growth of the fast-

food industry in the United States; franchising was another

ons .
i franchize is an agresment between two parties, whereby the

franchisor grants the franzhisess rights to market goods and

garvices with certain constraints on operations and
territory. Through franchising, the small business acguires
an instant image and a higher preobability of success, while
the franchisor is offered an esasy and usually successful way
of =xupanding operstions, both in terms of sales-revenus
growth and geographical expanszion., Growth of what is now
called the "chain® industey was 2 direet result of intsnsive
franchising activities,

the

The fimerican fast~food restaurant market iz segmented on

uch "concept" or

]

basis of "coneept" or “product". Ten
"product® segments can be identified: (1 hamburgers/franks/
roast besf; (2 ﬁhicken; t2) pizza; (4 Mewican; (9) seafood;
(4} sandwich; (7Y pancakes/waffles; (8 ice cream; (9

douahnuts, and (10) eother (e.g,, steak houses, ete.),

The following tables present the top—ranked chains by fast-

fond segment:



CHATIN # OF LNI

TS

MARKET SHARE

Top-ranked chains in the burger sagment

Steady growth during the 1%960s, 1770=

-

E

MeDonalds 2,700 47 .51%
Burger King 5,57% 18.8
‘Hardes's 3,013 1.2
Wendy' s 2,900 F.4
Grby' s 1,883 3,2
Jack in the Bowm 205 2.2
Roy Rogers e 2.0
Top-ranked chains in the chiscken ssgment
Kentucky Fried Chicken &, 908 49,47
Church’ = 1,423 i1.25
Fopeys='s 730 8. 44
Chizsk-Fil-f 70 2.80
Bojangle’s 235 .79
Grandy’ s 227 2;16
Top-ranked chains in the pizza segment
Pizza Hut &, a0 7.4
Domino' s -#,225 27 . 4
Little Caesars 1,844 11.7
Pizza Inn 770 &, 4
Godfather' s 700 4. &
Round Tabkle Pizza S0 4. 4
Showbiz/Chuck E. Cheesse 270 .3
and 198B0s enabled



the fagt-food industry to congquer an appreciable share of the

total fast food market in the United Ztates (around Z0¥ of
the total food service market in the late BO0s, accerding to
Restaurants and Institutions, January 2, 198Br. Over the
past few years, however, gvrowth of the fast-food segment has

fhat the

m

5

i

platesued, leading some industry analvysts to bheli

o

industry iz in the "mature" stage of its life cyecle,

fleccording to U. 5. government statistics, there wers 409,453
commercial sating sstablishments and 294, &%¢ noncommercial
gating places (e.g., military, day-care, ete,) in 1924, This
provided individuals with a wide choice of wheres and what to
2at, In an effort to attract customers, fast-food chains
therefore have to rely heavily on advertising and other
promotions to increasze their visibility, The variety of food
and the convenisnce offsred, associated with the size and
advertising Yeclout" of the chains, make thiz a very
competitive industry, Faced with such a situation, the hkig
chains {followed several strategies:

Fast-food chains have traditieonally catersd to and competed
tor the lunch s=gment, which has become very mature; in
recent years, they are puﬁsuing the take-out segment and have
also entered the breakfast segment in foree. As an example,
McDonalds has introduced breakfast sandwiches and has toyed
Wwith the idea of introducing piz=as.

Product changes and innowvations, supportsd by heawy

advertising expenditures, have also become common in the big

chains’ marketing practices; Burger Bundles by Burger King

13-



is one example and Wendy’'s Classie is another., Prepacked

salads rather fThan salad bars have also been introduced by
several fast-{food operators.

Moreover, «hzins have been consolidating sither through

horizontal integration (i.e.,, inecreasing the number of

conventional stores through mergers andAor acquisitions of
similar chains) or through concentric diversification {(i.e.,
contracts/mergers with firms having product lines that atford
synerdgy in the marketplace) . For sxampls, Wendy's and
-Baskin-Robbins were emuperimenting with a contract ftoc opera
dual units under a single roof.

In brief, then, the fast food market in the United States has
reached such a high lewvel of competitivity that the chains
resortad to all kinds of activities (especially product and
service innovationd in order to attract customers and hence
sustain their survival in the market place.

Although Amsrican—style fast-food restaurants havé made
thair way strongly into the Lebanese market, azpecially
during the past few years, the Lebaness fast food market is
still very moderate in terms of size and intensity as
compared to the fast food market in the United States, The

ams times, and

5]

reagon for this is simple and complex at the
can be found mainly in the cultural differences between the
Western or Ocecidental society on one hand, and the Eastern or
Crientsl society on the other. In fact, the =socio-economic
conditions that lead to new consumption and lifestyle

patterns, in this instance, the habit of eating out and the

-1 4=



need for more convenience, these socio-economiec conditions

have ewisted in the Western or Occidental world much earlier
than they have in the Eastern or Oriental world in general.
The American~fast-food industry in Lebanon is still in
its early stages, and the heat of competition is slowly
beginning to mount. In fzct, large Bmerican chains have
already opened branches while several others seem at the
door; for example, Pizza Hut in just sewven mﬁnths has started
a5 many as five units with plans to open severzl more in the
months fto come2. Pizza Insn also started operating two months
age with 2 single branch but with plans to swpand into
several regions of Lebanon. On the other hand, giants like
McDonalds, Burger King, and Hardee’z will not be late to
gnter the market, as industry experts eupect.
Theze current and anticipated developments, in addition to
the new socio-economie realitiss {(sspecially the increasing

numbar of women in the work foreed), will pull-the Lebaness

]

consumer still closer to restaurants providing conveniencs

f

and quick service at moderate prices. The chaptsrs that
follow will attempt fto draw a reslistic dezcription and
antiscipation of the current and future characteristics of the

American~-fast—food market in Lebanon,



CHARACTERISTICS OF THE AMERICAN-STYLE FAST-FOOD CQUTLETS

AMD OF THE AMERICAN-FAST-FOOD CONMSUMER HMARKET

A AMERICAN-STYLE FOS5T-FOGOD CGUTLETS AND THEIR

CHARACTERISTICS:

Making the difficult decision on how many and which
outlets to include in this study was one of the bazic and
initial steps to take because of the great bearing
it would have on the overall direction of this work, After
thoughtful consideration of the nature and characteristiscs of

g2 fast-food chains, it was decided to choose

ot

fmerican-sty

those outlets that satizfied at least two of the following

three conditions:

i- The outlet is a franchise or a branch of a major AQmerican
tast-food chain,

2~ The outlet has three or more branches on the Lebanese
ferritory, wWith more-or-less standsardizsd 6peration5.

3= The outlet’s decor, menu, and services conform to American
fast-{food chains.

To the best of our knowlsdge, the seven outlets chosen wers,

at thes time= this study was being conducted, the only ones

that genuinely satisfied the pre-mentioned requirements.

Here it is necessary o stress the fact that by no means

did the researcher m=an that the outletzs included in this

study are superior in sny respect to any of the nany outlets

not included in it




As for the methodology, fthis research work will begin by

presenting general information available about esach
individual outlet; next, tables will bes formed to present and
compare all =seven outlets according to certain
characteristics and eriteria; finally, =2 presentation is
shown reflecting 2 consumer assessment of those outlets,
assembled and assorted from the consumer questionnaires,

The seven fast—food outlets beloﬁg to fhree major fast-
tood segments @ the Hamburger seament, the Pizza zegment,
and the {(Broasted) Chicken segment. However, 21l of thenm
serve ather on-the-meny kinds 0f food besids thsir main
specialtiss, like Fish, Hot Dogs, and Spaghetti., The outlets

arz pressnted below, sach under its main food zegment:

! HEME LI GER [ 12 CHICKEN

Faniuoky Fri-

Wi e s Showls s Fdzes

S INEA eacd Chd o ley

dniany Begee Fi

1l —meran 5 Foiwmea Do
(M.B. The names Showbiz and PFizra Place will be used
interchangsskly throughout the whole study)

...14....



I- GENFRAL INFORMATION

S5tarted in

Foreign fissociation
Owner (=)

General Manager

Departments :

Branches

Direct Competitors

Started in

Foreign fissaociation -
Owner (s}

General Manager

Departments

Branches

Birect Competitors

WINNERS
1981
Mone
INTERAL TMENTS Sab
Fadi Hayesk My,
Furchasing - Reccounting — Sales -
Warehousing
Jounieh - Ashratieh - Chitaura

Juicy Burger & Al-Dewan

JUTCY BURGER

1984

Mone

COREMAM SAL

Ramez Haddad (Me)

Sales Marketing - Qpératians -
Warehousing ~ fcoounting -
FPurchasing

Jal £1 Dib -~ Zouk — Sin E1 Fil -
Broumana -—Jbeil

Winners & Rl-Dewan

o i




Started in

Foreign stnciation
Owner (=)

General Hanager

Pepartments

Branches

Direct Competitors

Started in

Foreign fissaciation
Cuner (s}

General Hanager

Departments

Branches

Birect Competitors

AL-DEWAN

NMovember 1292

Al-Dewan / Saudi fArabiaz

AL-DEWAN FAST FOOL LTD.

Fayvsal HNsouli (My.)

Marketing - Personnel ~ Purchasing -
Accounting - Finance - Qperations -
R&D - Warehousing - MIS

Verdun ~ Raouchet - Sidon -

Winners & Juicy Burger

PIZZA HUT
Jdanuary 1294

Pizza Hut / U. 5.8

SaM S LEBANESE FOOD QG. SARL

Sami Chaker (Mr, )

Dperations - Training - Finance -
Marketing - warehausing”— Personnel
Jounieh - Raoucheh - Bliss — Verdun-
Ehden

Showbiz Pizzs Place & Pizza Inn

.



Started in
Foreign fissociation

Cuner (s}

General Manager
pepartments
BEranches

Direct Competitors

Started in

Foreign Association
Guwner (s)

General Manager

Departments

Branches

Birect Competitors

Started in

Foreign Association
Ouner (s}

General HManager
erértmentﬂ
Branches

Direct Competitors

KENTUCKY FRIED CHICKEM

M/A

Kentucky Fried Chicken 7 U,S5. A

LEBANESE INTERMATIGHAL TOURISTIC

PROJECTS QO, SARL
Mournir Wehbeh (Mr0)
NAA

Raoucheh - Broumana

Hones

SHOWRIZ PIZ7Zfr PLACE

Hovember 1991

Showbiz Fizza Flace /7 U.S5.A

RABIH KARAM (My .,

Rabih Karam Mr, 3

Sales/Marketinag — Furchasing -
Accounting

Zouk — Hamra - Broumana - Hkalless

Pizrza Hut & Pizra Inn

PIZZA INM

June 1994

Fizza Inn / U, %A
Hanwna Razzouk Mr.
Hamnna Razzouk (Mr.)
NAA

Jal El Dib

Pizza Hut & Showbiz

Pizza Place



I1- COMPARISONS

A—- CPERATIONS

#OOF EMPLOYEES

WEMNERS

110

JUTSY BURGER

AT BRI A I

FIEzA HUT

170

KFL

MR

SHOWBTZ PLZZE PLAOE

LA

FIZER TN

L

& OF BRANCHES

WIMMERS

JUTCY BLIRGER

5

FIL T A

FLEEO HUT

5

¥

SHOMBITE PIZZ0 PLACE

4

PELED TN

Total = 2%
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BRAMCHES S MODES

OF OFERATION

SRME GUNERSHITER

FRAMEHTSES

WL RN E e &

y
N

1

JUTCY BLURGER
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SL-DEWON
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FIZZ0 HUT
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A PLACE
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ER R EA N A E %

DEGREE OF
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HEMLE

BECGR
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WINMNERS

YES

M

Y

JUTCY BURGER
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YES
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PLEZA HUT
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YED
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M

N

SHOWETE PLIZHA PLACE

YES
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E
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E— MANAGEMENT

MENAGEMENT S CLATMER  aWERENESS
OF COMPETETION

b FPEE

(RN ELOTATEN

WTHME RS

SUTCN BURGER

fl. - b e

FLEES HUT

KEa
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FLACKE

FIEZHR IMH
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FLE G

FREF AR

DalSe? 7 PREFPORE

W MR E RS

JUEECY BURGER

Pl DEWEN

FEZROMT

KFQ
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MENGGEMENT ' 9 QLATMED TIME RONGE

OF FoRMAL.,

FLAMNS (IR MOMNTEHS

B RN

AROVE 30

JUTOY PLRGER
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A

PP AGEMENT &
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JUECY BLURGER
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X
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M
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£
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C- MARKETING

MAMAGEMENT 5
TRVGLUVEMENT I

CL LTI
PROMOTION

IHVOLVETD

MOT TNYOLVELD

WINMERS

EARISERTENH
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MAMAGEMEMT ' % CLATHMED PREPARSTION
OF  FORMAL PROMOTIONAL PLANS
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MENRGEM
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III- CONSUMER ASSESSMENT

The numbsrs and percentages of consumers that hawve wisited
gach of the outletsz at least once:
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The reasons why consumers stopped going to esach outlet after

the last visit,

{more than one answer per respondent possible)

with numbers and percentages for ezach reason:
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The numbers and percentages of consumers who recalled a

promotion by any of the putlets:

per respondent possiblel

tmore than 1 answer
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The numbers and percentages of consumers who responded /
would have responded to a promotion by any af the outlets:

F %

P

WERMERS : 14 Bb

JUTEY BURGER o Lf

X 47 %

FiL - Db

3
o
]
i
£

FIZZA HUT 3

i
=35

FIZZA PLACE B4 .

Consumers’ direct ass
numbers and percentag
namzly, their opinions or perceptions of the outlat’s prices,
their opinions or perceptions of the outlet’s gensral
quality, and their willingness to visit {or re-vizit) the
putlet sometime in the near futors.
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257 in terms of three major criteria;
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B) CHARACTERISTICS OF THE AMERICAN-FAST-FQOD CONSUHMER HMARKET

Marketforiented thinking is a must in the competitive
world we live in. There are more and more goods- and
services-producing companies competing with one snother for
inersasingly-volatile and ~demanding consumers, In this
never-snding battle for conzumer’s pocket money, the winning
Buszinesses are gensrally those that truly appreciate the
importance of understanding the consumer, analyze his/her
needs and wants, and creatively design their goods and/or

services in 3 way that will satisfy such needs and wants and,

il

at the same tiwme, out-balance rcompetitors’ offers.
This chapter deals with the American—fast—food consumsr:

his attitudes, preferences, perceptions, and decision—making
behaviors, in addition to some of his demographic
characteristics, It 21s0 throws light on that chunk of
consumers that never e2at Amsrican fasit—food dut; mainly,
their ages, their reasons for not eating fmarican fast—food
ouUt, and what would make them eat such food out,

The description will be, like in chapter two, in the form of
convenisnes tabkles that pqrtray numbers and percentages, with
short comments following each tabulation.

Before proceeding with the desceription, it will prove useful

to start with a2 brief review of the conditiesns and factors

=0 ol

n

that preceded and, in some way, diresctly or indirently,
the stage for, the American—fast-food growth,

Ouring the last decade, the lLebanese society has




undergone probably the most radical upheaval in its history

relative to a very short period of time; the upheaval, in
grosso-modo terms, could be labsled “the Westernization of
Society", The causzes could be many, but the interest iz in
thrae: first, large and increasing numbers of cosmopolitan
Lebanese people and ?amilies have become an integral pavrt of
the zoeial structure, in turn dus to the previgus state of
war; second, new fast-paced sconomic conditions have amerged,
sharply marking and sometimes even completely zhaping
peaople’s social norms, values, attitudes, and
correspondingly, their ways of life; third, and in 2 more
universal wave that is sweeping mers fthan one continent at a
time, new communication and fransportation technologies have
created consumsrs who are aware of the world’s best
(especially American and Europsan) producte and servieces and
gager to have them in their own local markets, This
particularly holds true for young consumers who are
fascinated by branded products like Harley biges; Hobonald' s
hamburgers, and BMW cars.

In short, people have started (and are =till) eating
fast-tood out more frequently than ever (sspecially as
working wives have grown larger in numbsrs?; young consumers
have become more and more attracted to American lifestyles
which, in addition to the sense of originality and prestige
that they inspire, offer practicality and conveniencs; and
last but not least, consumers who for ths madjority have Lived

in a cosmopolitan environment {(either directly by living



abroad for szome time or indirectly through velatives and

o

friends) have already developed sophisticated taztes and

preferences for goods and/or services (like American fast-—

foody s+%ill regarded by some as novelties,

GROUP-T COMSUMERS

(THOSE WHO EAT AMERICAN FAST FeOD oUT)

Group-1 consumers constituted 21X of the total sample; below

are their characteristics:

The different age groups of American-fast-food consumers, in
numbers and percentages:
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The number of times consumersz eat Gmerican fast food =
tfood ocutlets per month, with percentages:
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The tvype of American fast food consumers

numbers and percentages:
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The main reasons why consumers sat at certain Rlacezs more

than ather places,
ong answeyr per respondent

possible)d

with numbers and p2rcentages: (more than
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The most important criteria according to which consumers
would evaluate good-quality fast-food outlets, with numbers

and percentages:

(2 answers per respondent)
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The importance of differant
outlet according to cons

charactegristics of a fast—-food
(1 iz most important:
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The prices of MAJOR fast-food outlets In
consumers, in numbers and percentages:
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The general guality of fhe various MAJOR fast—-food outlets as
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Consumers’ suggestions
in, or =2dded to,
or conditions,
numbers and percentages:
each respondent?

represented by the MAJOR fast-food ocutlets,
{mors than one answer possible per
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the current American-fast—Ffood-market status
in

The consumers who recsll / do not rscall any promotion by any

MAJOR fast-food ecutlet(s), in numbers and percentagss:
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The kinds of promotion that consumers remember most,

numb=rs and percentages:

in

1y

n

QEVERTISEMEMNT

SRECTAL EVENT

29X

SREQIAL OFFER

153

e

n

TOTHL

a7

(SEE CHART #337

The kKinds of promotion that. consumers respond

numbers and percentages:

in

F “
SAOVERTESEMENT 3 L7 A
SRECTAL EVEMNT e 13 A
SPECIAL GFFER i A5 R
TOTaEL I

The consumers
Europe,

in numbers

who have
and

been

v

havae never bheen

percentages:

o

- th

MRV BEEN 24 FE A
MEAVE NEVER BEEM LRe L

The conzumers
outlet abroad,

who hawve

been

ANt RALN]

L DHIE

F

K

haven' t been fo

in numkers and percentages:

a tast—Ffood

HEVE

RN

i

NEWVER

Y NN




The general guality or weight attributed to Lebanese fast-—

foud outlets when compared to those

percentages:
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GROUP—-IT CONSUMERS

{(THOSE WHO DO NGT EAT AMERICAM FAST FOOD OUT)

Group-II consumers constituted ?% of the fotal sample; below

are their characteristics:

The different age groups of consumers who do not

fAmerican fast food out,

in numbers and percentage

eat any
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What would make

Group—II1 consumers who eat American fast food
at home willing to =at such food out, in numbers and
Fercentages:
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RESEARCH METHOROLOGY fAND ANALYSIS OF FINDINGS

A} RESEARCH HMETHODOLOGY

I, Ressarch Design:

The survey research method was the hasic research
dasign, Respondents included major-outlet managers and
conNsSUmers, Cutlet managers wers interviewed at their

business locations, and =ach such interview lasted bhetweesn

20 and 20 minutes, although this largely depended on the
interviewass’' dJdeagree of positive interaction with the
interviewer; wh2never possible, discussions were left to flow
at the interviewees’ convenience thus allowing deeper probing
later.

Consumers were interviewsd at random places: on the streets,
in universities, at their business locations, etec. .. and
gach such interview lasted betwsen 5 and 8 minutes, Despite
the relative length for such kind of intervieus, ths topic

seemed interesting for most of our respondents, something

which greatly facilitated our task.

ITI. Sample design:
A survey of the managers of seven major American-style
fast-food outlefs and of 220 consumers provided the database

for this study. The seven outlets were carefully chosen to

in

satisfy pre-set conditionz or reqguirements, for them +o be 2

representative as possible of the American—-fast~food-market

in Lebanon; the details of those conditions or requirements

__((_6....



are found in Chapter 2, page 13,

fs for the sample of consumers, it was not chosen in a
completsly random fashion, Individuals were of course
Pandmmly selected on the streets, in stores, and in
universities; however, tha total sample was originally
designed to meset the fo0llowing ﬁwa criteria:

first, the sample should include reasonably close numbers of

individuals from both East and West Beirput, This eriteria

s

was important becauze the study invelved the assessment o
certain outlets which opesrated sxelusively iﬁ ane oy the
other part of the capital; besides, consumers from each

region (Ezast or MHest) were assumed to be mors {reqguent qoers

{(to least) to the outlets that operated exclusively

i

b

ay fTh

region where thesy lived than fo those which did not,

o
1]

in %
thus holding widely differing opinions or perceptions of eacsh
and the other outlet, (In Ffact, this assumption proved t5 bhe
solid-grounded in latesyr stages of the study as ths reader gan
infer from the findings.: Interviswing closs numbers of
consumers from both regions insured a balanced overall
azsessment of each and every outlet,

zecond, the sample should mainly consist of individuals
belonging to well-determined age growups, specifically in the
ranges of 14 to 27 and 24 to 24, becauss these ags ranges
Wware sszsumed fo constitute the bulk of tThe American—ftast-food
market in Lebanon. A small part of The sample (20 out of

22

220) econsisted of more-aged consumers {in their {forties and

fifties) to test and prowve thiz assumption, something which

__[1_7_.



and also to attempt to highlight the main

has besn achieved,
rezsons why fAmerican—fast-food did not appeal to these
claszes of consumers and correspondingly, why did it appeal

to the yvounger classes of consumers,

I111. Pata Gathering:

Experienced and skilled field-workers conducted the
intervisws with consumers. Such sxperience and skill were
indesd crucial to raise and retain respondents’ interest and .
attention for more than 5 minutes in = public place, the
success of which played the greatest role in the success of
the entire study., Horesover, certain behaviors and measures
before and during the interviews were necessary to obtain the
maximum oDhjsctive and reliable answers from consumers,

For example, potential respondents were approached
individually and away {from their friends whenever possible to
avoid interruptions and resulting biased answers, Pesides,
whenaver researchers encountersd groups of people, they only
and randomly approached ons indiwvidual from the entire group
in order to avoid similar viewpoints, which friends or peers
are uUsually assumed to shafe given Their possible common
outings, and which could erroneously impact the study in a
given direction. HMoreover, some intervisws were
automatically discontinued whenever the concernad respondent

d to lack interest in or seriouensess towards the

M

SEem

Aquestions; some questionnaires were also excluded from the

study whenever rated negatively (regarding respondents’

....48._



seriousness) by the researchers, a rating which appears at

the end of each questionnaire,

As for outlets’ managers, they were initially approached
through their secretaries to have appointments, which would
allow the interviewer to conduct his interview comfortablye,
with minimum time pressurs, and with maximum interviewss’' s
attention and cooperation. In ogne instance, the interviewer
returned twice to the manager’s office despite the
éppointments in each previous visit because the pre-mentioned
manager did not seem fres and ready to devote some serious
time fo the interviewer; in fact, the third vizit did the Job
and the respondent’'s answers appeared reasonably serious.
Howsvear, failure to condust an interview with one of +he
major-outlets’'managers has marked one of the biggest and most
important limitations of this study,; the details will be

provided in the ssction entitled “Limitations',

B} fAnalysis OFf Findings

The data that were gathersd about American—-style fast-
tood cutlets and American—fast-food consumers and that wers
prasented in Chapterzs III into convenience tablez still
carried a wealth of hidden but very meaningful and useful
information, In this chapter, the writer tried to manipulate
these data in order to bring such meaningful and useful
information to light, using mainly two approaches:

first, by establishing relationships between critical

variables taken from both sets of guestionnaires;

— &P —



second, by interpreting certain information, previously

assorted into tables, in light of the current market
conditions. HAs had been mentioned earlier in the study,
additional and different relationships and interpretations
could be extracted from the information presented in the
preczeding chapters, but the writer chose the ones he thought
wers consistent with the main theme and objectives of this
study. Fortunately, the information was so conveniently
presented that any interested reader could sasily establish

his own sets of relationships and interpretations,

RELATIONSHIPS

# AGE V5. EATING/NOT EATING AMERICAM FAST FOOD OUT

BT DONT EaY TS T s L
= A B % F e
LIMDER 18 i 106y & [N L A A
I8 A UMDER 2% 13 100 % i3 D%l 11tse 100 %
2% & LNDER 35 S R ! pa R4 57 100 i
A% & UMDER 4% L L 5 ig X% L 100 %
&% & MORE 0 % 14 100 % T4 R0 ¥
TET ML AR - 20 - S

(SEE CHART #Hal

This table shows the relationship between Age and the Habit
of Eating/Mot Eating American fast food out:

what is most striking in thig table is that ALL consumers
undey 2% years old eat American fast food out, while ALL
cOnNsumars 45 years old and over NEVER sat American fast food
out. The table also shows that 25% of consumers 2% and under
2% years old and B2X of consumers 25 and under 495 vesars old
BG zat American faszt food out,

_BD._



Chi—-Sauarae Test:

Calculated = 154

Tabulated = 2.488 (with dof=4 and los=,05)

The null hypothesis of dependeney at the .0% level of
significance is redected; that is, there is no statistical
relationship between fAge and the Habit of Eating AFF out,

#* AGE VS, FREGUENCY OF EATING GUT (PER HONTH)

FRER . LESYS THaM & O g4 iR
AGE - “ F A 3 4
UHDER 18 % 280K £ 3 ou %@ 2% 0K
PEO& UNDER 2% e 28 0% i 2 % U @ Le i
22 & UHNDER 35 N AF R 17 D -4 K 1?7 %
A5 & UNDER 45 & 4% % & PO ] [
T AL e = L - A
J FREG . I G ¥ OUVER 14 ToTAL
e F A F A F #
UINGER 18 1 & 1 &R EA TN N {4
Lt & UNDER 2% 7 & A 3 aod b Lle 100 X
S5 & UNDER Z% & w A 3 [ A L N W 4
AH & UNDER 495 0 n £l 0o a1 %
TOT A 13 - 7 o WL

(SEE CHART #5:

This table shows the relationship between fige and the
Frequency of Eating owt:

consumers who eat American fast food out the least often
tless than once per week) are those who fall in the 35-&—
under—45—years-old rangs (432% of them), and those who eat
such food the most often (more than 2 times per week) are
aged 25—&-under-35 years (15%% of them), who must be, in ths
majority, working people.

The table also shows that the maljority of consumers under 18
years old (75% of them) and in the 18-&-under-2S%-years—old
range (&84 of them) and who in the majority are students eat
American fast food out at least once per week.
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* AGE VS, LOYALTY/UNLOYALTY TO ANY OUTLETY

Loy MLTY LOviL, NOT L OYAL T 0T A

FGE ¥ A r % ¥ 1

18 E4 94 A% 7 Gl A 16 1830 X

LIMIER

TE & UNDER 23 71 &l A a5 LA 4 Ths 100 X

2% A& UNDER 325 A &3 X 26 A7 AR 1 B4

25 & UNDER 4% & A ) “% 7 BT A W 4

TOTHL I 8 - S0

(SEE CHARRT &)

This table shows the relationship between fge and the degres
of Lovalty (to any American—fast-food outlet):

although the majority of consumsrs, regardless of their ages,
ars loyval to one or more fimerican—fast-—food outlet, consumers
betwean 29 and 39 {excluded) vears old seem to be slightly
more loyal than other age groups,

Caleoylated = 2

Tabulated = 7,81% (with dof=3 and les=.05

The null hypothesis of depsndency at the 05 lewel of
significance is accepted; that is, there is a statistiecsl

relationship ketween fige and Loyalty,

# AGE Y5, RECALLING/NOCT RECALLING PROHOTIONS

RECALLED LI T RECALL T O T/ L

4 ,;;- v

st F “ 2

LINDER 18 14 ae X 2 12 % TS 1 R 4

18 & UNBER 2% R 8% % L7 i%h % L I I R T 4

IE I ST L T

ahOR UNDER 3% 3w dEOE 15 o8 7 Bg dnn ¥

A8 A UMDER 4% @ & K % B W ia 100 %

e - AN

(SEE CHART #Z)



This table showz the relationzhip between fAge and the
capacity to Recall any promotion by any mainr fast-food
outlet:

what is most sye catching in this table is the dirsect
relationship between the age of consumers and their capacity
ts recall promotions by Amevican~fast~food ocutlets; in other
words, the capacity of Recalling decreases as Age increases.
Hence, consumers under 18 vears old recall most (88X of them’
such promotions, while consumers in the range of 3% and ynder
45 years 0ld recall them least (44% of them) .

Chi-Sduusre Test:
Calculated = &6,%5

Tabulated = 7.81% (with dof=2Z and losz=,09%) _

The null hypothesis of dependency at the 05 level of
significance is sccespted; that is, there is a2 statistiecal
relationship between fAge and the Capacity fto Recall

promotions.

¥ AGE YS. RESPONDING/NOT RESPONDING TO PROMOTIONS

R T T ) DI T RESFOND T O 7T a8 L
sk & % F 4 F 4
UNGER 18 iz b 10 48 K R N W B+
18 & UNDER 2% At AT 4 10 A 4 A R T4
25 & URBER 3% A% 55 W o 4% K TR S 4 F
39 & UMNDER 4% i G 5 T4 T4 400 %
TGTAL 1ad - 153 - a7y

(SEE CHART #&

This table shows the relationship between fige and the act of
Responding fo promotions by major fast—food outlets:
surprisingly, those consumevs who are aged between 3% and 45
{(excludad}) years and who recalled at l=ast one promotion by a3
major fast-food outlet were the ones who responded the most
(&4%) to such promotions, while consumers hetwsen 18 and 25
(excluded) vears nld responded the least (39%) to these
promotions,

Chi—-Square Test.

Calculated = 7,91

Tabulated = 7,815 (with dof=2 and los=.05%)

The null hypothesis of dependency at the .05 level of
zignificance is rejected; that is, there is no statistical
relationship between Age and the Act of Responding to
pramotions,




*® FREQUENCY OF EATING

A.F.F. oUT VS, LOYALTY/UNLOYRLTY TO ANY

OUTLET
LOYALTY L.OM AL NOT LOYHL TOT N
FREGLIENCQY 3 - I A - A
LESS THEMN 4 oy 4% H A4 58 X JC R T ¢
eooowmd{ 8 S A% =y 2K 2 T 4 W 4
B =< 12 24 A% % 1 A1 FH o100 &
12 =g 14 10l P4 3 23 R 1 4
L& AaMb MORE & B W 1. i4 # VAR 1 4
TOTAL LEE fac: w30
(SEE CHART #%
Thi=s tabkle shows the relationship between the Frequency of
the degres of Lovalty fto

Eating American fast food aut and

any American—-fast-food outlet:
there seems to exist a2 direct and positive relationship

betwsan these twun variables
in fact,

direction;

gince
as the frequency of eating out increases,

they move in the same

loyalty to one or more outlet also increases.

For sxample,

hand,

or more per week have loyalty to specific outlets,

Ghizazduare Tesi,
11,14
12,28 (with dof=4 and lo=s=,01:

Calculated =
Tabulated =

The null hypothesis of dependency at the
significance is accepted;

Loyvaliy,

_54_

that is,

05 level of

On the other
such food 4 times

there is a statistical
relationship bhetwsen the Freguency of Eating AFF out and

only 4%% of consumers who eat American fast food
out less than & times per month are loyal to any outiet and

53% af them bhave no loyalty to any outlet,
as much as BSX of consumers who eat




® FREQUENCY OF ERTING A.F.F. OUT VS, PRICE PERCEPTION

PR B E BN T PEGULGR T4 T i L

| FREQUENCY ¥ 4 f “ B K
LESS THAOM 4 L7 PR 4 G f R4 sl 100 %
G =4 B 24 35 X 53 &% % g2 100 %
g o= 1R ig 51 X 17 &9 % 5 T W
12 =4 1é 2 &1 X % AT 4 RGN R T B4
& ANk MORE . P ﬁ A A X A LW 4

TOTAL s izl o ARERE -

(H.B. The total in this table amounts to 198 and not to 200
because two respondent=s were undecided on this specific
question; besides, fiwve respondents considered the general
prices to be VERY supensive and they were included with thoszs
who considered them to be expesnsive, thus amounting to 773

(5EE CHART H#10)

This table shows the relationship betwesn the Frequency of
Eating American fast food out and Conszumersz Perception of the
Prices of major American-fast—-food putlets —
Reqular:

what iz clear in this table iz that consumers’ perception in
ganeral of the prices of Amevrican fast food are directly and
positively tied to their frequency of gating such food out;

in other words, as frequsnecy of eating such food out
increases, the percentage of consumers who consider prices to
be expensive increases., Howsver, the interpretation for this
relationship eould follow more than one reascning. The
writer’s interpretstion is that those consumers who do not
eat American fast food frequently don’t really care fov its
price as long as fast food is net a3 commodity for them, so
they consider the price to be REGULAR, while those who eat it
fraquently do care about its price and want to see lower

prices,

Expensive oy

Chi-%duares Tecst:

Calculated = 11.14

Tabulated = 13,28 (with dof=4 and los=.01}

The null hypothesis of dependancy at the .01 level of
significance iz accepted; that is, there is a statistical
relationship batwesn the Frequensy of Eating AFF out and
Lovalty.
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¥ FREQUENCY OF EARTIHG A.F.F. QGUT V5. LOWER-PRICES SUGGESTIONS

GLUEGEESTIONG | LOWER PRICES GTHER TOT @ L
FREGUENCY 3 % B v 3 y
LESS THAM 4 & 13 % e BY % 71100 %
4 =l 0§ 14 19 % 5 81 % 7E 100 %
Boomd 4R % 14 % 26 B4 % 1100 %
12 ={ 1é 5 4% % & 55y 11 100 %
16 AND HORE i B0 % e 50 % G 400 %
TOTAL 24 - 154 - 190

(IN.B. The ftotal in this table amounts to 190 respondents
bacause soms respondentz didn’t give any suggestions while
others gave mors than one suggestion each, and they were all
aceounted ford

(SEE CHART #i1)

This table shows the relationship between the Fregquency of
Eating out and Lewer-Prices Suggestions of consumers:

like the preceding table though somewhat less plainly, those
consumers who zat Amnevican tast food out less fregqusntly are
less interested in prieces and more interested in other
factors, and vice versa,; that is, consumers whe eat such food
more frequently are more interested about lower prices versus
other factors. Hence, consumers who eat American fast food
less than 3 times per week are more interested in factors
like atmosphsrs and entertainment than in lowsr prices (from
13X to 19¥% for lower prices against Bl¥% to 87% for others),
while conzumers who =at such food 3 fimes or more per wesk
ars much more interested in lower prices than in other
factors (from 45% to 30% for lower prices against 50% to %5%
for others) ., '

Chi=Squars Test.

Caleoculated = 11.82

Tabulated = 1Z.28 (with dof=4 and los=.01)}

The null hypothesizs of depsndency at the .01 level of
significance is accepted; that is, there iz 3 statistical
relationship between the Frequency of Eating AFF out and

Lovalty.
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¥ LOCATION OF OUTLETS V5. COMSUMERS® PLACE OF RESIDENCE
(OHLY CONSUMERS WHO HAVE BEEN TO THESE OUTLETS ARE INCLUDRED)

RESTDENQE ERGT BETRLT WEST REIRLT TG T m L
OUTLET | F 4 ¥ p A 3 “
LTI 28 AT 4 20 1% wEoo Lo o#
HEo S xR 4 H57 A R B 1k I 4
PrZEe HUT a1y &7 % &5 5% 4 A 1 1 A
PLZEMn THM 1@ PR 11 E27O% A0 100 X

(N.E, Three major ocutlets -- Winners, Showbiz, and Juisy

Burger -- have been omitted {freom the table on purpose because
they started their operations many vears in the past and
hence stand an advantage over all thes remaining major scutlets
which, by the way, started operating in the 1990s)

(SEE CHART #12)

This %tzble zhows the relationship between an nutlet’s
Location and the FPlaces of Residence of thosze consumers who
have been at lsgast onece to this outlet:

there seems to be a definifte relationship betwesn these fuwo
variables; in fact, the great majority of consumers (71i%) who
have visited Al-Dewan {which operates solely in West Beirut
and in Sidon? at lsast onee live in the Western part of
Beirut, On the other hand, the majority of consumers (&3%)
who have wvisited Pizza Inn {(which operates sol=zly in East
E2iruty at l=sast onee live in the Eastern part of Beirut,

Hs for Pizza Hut which operates in both East and West Beirut,
it has received consumers living in both regions and in VErY
claze proporfions (47X from the East against S3% from the
West)y, KFC iz an exception in this table: although like
Pizza Hut, it operates in both East and West Beirut, it
received much more people living in the West (47%) than
people living in the East (33X,

At any rate, the two tables that follow deal consistently
with thes same iszue but from different perspsctives,

_5?_



* LOCATION OF OUTLETS V5. CONSUMERS’ PLACE OF RESIDENCE
(ONLY CONSUMERS WHO STILL GO TO THESE OUTLETS ARE INCLUDED)

RESTDENCE EAST BETRUT WEST BELRUT T0 7T 8 L
GUTLET F % F % F A
WINMERS & g X 11 g % &0 100 %
JUTCY BURGER ik FE K S ad A 81100 %
ST R 03 2T 10 200 39 R SR @9 R0 X
FIZZa HUY 4 & &% X &7 B A A 10D X
KF ¢ 17 i I a4 FEOK &0 100 %
PIZZ0 FLACE 4 B4 A% af 4 75 100 ¥
FIZZA TN 17 Tl A & ad 4 23 R00

{(fis the reader can notice, the threes outlets that wers
omitted in the preceding table are now included because the
nature of the wariskls has now changed: it is no more the
consumers that have been at least once to the outlet that are
of interest; rather, it is th=2 consumers who are still going

thera)

(SEE CHART #13:

This tabkle shows the relationship betwesn the Location of the
major American-fast-food outlet and the Place of Residénce of
consum=ers who ares still going to esach of these outlets:

from this table, it becomes obvious that indeed thers is 2
direct reslstionship between these two variables,

Starting with Al-Dewan which, as we said prewviously, operates
exclusively in West Beirut and Sidon: 80X of those consumers
that still went to Al-Dewan live in West Beirut, while only
20Z of these same consumers live in East Beirut.

As for the outlets operating exclusively in East Beirut, we
can observe the following:

82X of the consumers. that still went %o Winners live in the
East, while only 18% of them live in the HYest;

734 ot the consumers that still went to Juicy Burger also
live in the East, while only 27% of them live in the HWest;
similarly, 74X of the consumers that still went to Pizza Inn
live in the East, with only 28X of them living in the West,
Coming Yo the outlets which operate in both East and West
Bzirut, we alsoc notice the following:

those consumers who still go to Pizrza Hut and Showbiz Pizza
Place are approximately evenly divided between East and West
Beirut, with 494(E)-31% (W) for Pizza Hut and %&6X%(E) -44X (W)
for Showbiz Pizza Place.
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Finally, what was observed for KFC in the preceding table rcan
be re-observed in this table: although this outlet operate

in both parts of Beirut, only 28% of the consumers that still
went there live in the East with as much as 72X of them
tiving in the West; the most valid emuplanation seems to be
that the East-Beirut branch for KFC is not working as well as
that of West Beirut,

* LOCATION OF OUTLETS VS, CONSUMERS' PLACE OF RESIDEMNCE
(ONLY CONSUMERS WHO STOPPED GOING TO THESE OQUTLETS BECAUSE
THEY THCUGHT THEY WERE T00 FAR ARE INCLUDED]

g RESEIEMCE BT BELROT WEST BEIRET T O T 5 L
QUTLET F A F % F “
MINNQH% 7 ae A i) 78K KGN R 614 4
SUITOY BLIRGER A 25 A & 75 ERC RN 4
fil D E WA o 0o 0% B £ % A R 1%
FIZZ0 HUT i 811 % 1 R I 4 2 100 E
K F % 108 X {1 I 4 5 10MY X
FIZE0 PLACE 2] 25X 15 PRt &1 100 %
FOEE R T 0 {14 & 1o % R 15 4

(SEE CHART #14)

This table shows the relationship between the Location of the
American-fast~food outlets and the Place of Residence of
those consumers who stopped going to sach of these outlets
because they thought it was too far;

the facts and assumptions drawn from the analysis of the twn
precading tables still hold true given the figures in the
present table; hence, the consumers that stopped going to
those outlets that operated sxeclusively in East Beirut
because they thought they were too far, those consumers in
their majority live in West Beivrut, and vice versa,

That iz, the majority of consumers that stopped going to the
outlets operating exclusively in West Beirut because they
thought fthey were too far live in East Beirut,

To illustrate, 78% of the consumers who stoppsd.going to
Winners, and 754 of the consumers who stopped going to Juiecy
Burger, and 100X (ftwo consumers out of two) of those who
stopped going to Pizza Inn because they thought they were too
far live in West Beirut; in contrast, 100% of those consumers
who stopped going to Al-Dewan because they thought it was ton
far live in East Beirut,.
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ot the other hand, the result=s zbout the three major
American-style fast—-food outlets that operated in both
ragions of Beirut have reinforced the results obtzined from
the preceding tables., To illustrates:

consumers who stopped going to Pizza Hut because it was oo
far were evenly divided (%0-50) as to their place of
residence between the East and the Hest,

As for Showbiz Pizza Place, the difference between the
paroentages of "Eastern” and "Western"™ consumers who still
went there (546-44) and that was observed in the preceding
table widened in this table; hence, only 28% of consumers wheo
stopped going to Showbhiz because it was too far live in the
East, while as much as 72% of them living in the West, :
A possible and wvalid sxplanation for such a2 result is that
Zhowbiz Pizza Flace operates I branches in the East and only
1 in the UWest,

Finally, 9 cut of 5 consumers {1800¥) who stopped going to KFC
hecause 1t was too far live in the East, which could be
gxplained by the fact that the Eastern branch of KFC is
somewhat far from the city coast (in Broumanal, while the
Western branch liss in the heart of the city coast (in

Raouchshl

INTERPRETATIONS

¥ IHMPORTANCE OF PRICE V5. QUALITY TO THE CONSUMER

FrLRET SR COMD THIRE ToTal. CE

{ FR T O A 1% s e 23 0%
)
130 A8 21 L&Y ST

l G X TY

(H.8. These percentages are calculated given the total number
of consumers that have responded to this guestion, which
amounts to 200; the total is not equal to 200 or 40B0, First
b2cause each respondent had two choose the most important two
criteria, and second because there were factors other than

Just Price and Buality b=ing weighted

(SEE CHART #15)

This takle measures the numberzs and percentages of consumers
whis have ranked either or both Price-8uzality factors among
the three most impovrtant variables:

The reader can clearly observe how much more weight is given
to fQuality than to Price; in fact, B4X of consumers ranked
Buality among the three most important variables, with as
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much as %8%X (110,200 giving this variable the first
position. fAs for the Price variable, only 23% of all 200
consumers ranked it among the first three, with 2 mere 2%

giving it the first position.

* MOST IMPORTANT CHARACTERISTICS OF AMERICAN-FAST-FOOD
OUTLETS ACCORDING TO CONSUMERS

TABLE f: The Criteria That Count Most For Consumers When
Evaluating fAmerican-Fast-Food Outlets

CRLTERTS F A

MEAL 7 g
TEnTE 1354 &7 4
SERVICE 5. S W
RECORSBTHOSPHERE i et 4
ERTERTOENMENT 10 8§ %

P S

SANTTY AHESLTH L RNE S S 14l

GHLEESLEE M i = i A

PR T W [

Tl 4010

i
W o ..

(N,B. The total in table & amounts to 400 becavsse each
respondent was asked to give two answers)

(SEE CHART #23X

Thiz table shows how many points (or votes! =ach criteria
got. Before interpreting the results, it iz worth to mention
that nons of fthe respondents were shown which critsria were
included in the interwviewer’s guestionnaire draft; rather,
respondents were left to raflect on their own to provide
unbiased criteria they thought wers most important to them,
and 2ll answers in fact were fit in the pre-set criteria
options in the guestieonnaire drafts;

Quality/Healthiness and Taste both got the biggest chunks of
consumers’ preferences in American—fast-food restaurants,
with 7174 and 47% respectively. Decor/ftmosphere and Servies
cam2 third and fourth with 28% and 24% respectively,



TAELE B: The Main Reasons Why Consumers o To Certain
Outlets Hore Than Any Others

REMSGONS F “

FLACE CORNVEMNTENCE i b N I
GUALETY ACLEANLTRESYS ) g X
OF FERAF DO K AGE R LA 5
PRTCE CONMUENTEMCE % A 4 i
BT MG HERE L35 19 %
USED TOAAERET i I 4
THSTE 10& 8% A
OTHER & 4
TOTAL )

(H.B. The total in thiz takle amounts to 224 because =somne

rican-faszst~-food

LOoNsumers Were loyval to mors than one fAmed
autlet while others were loval to none)

{SEE CHART #1A4J

This table shows the most important criteris that made
consumers go to cerfain ocutlets more than to others; this was
achieved through allewing each respondent o only one answer
per ocutlet, the one hesshe thought was most important:

53X of consumers were loyal to one or more outlets because of
the taste of its (their) food, while only 8% were =o hecause
of thes general guality of the outletis); this iz mavbe
becauss people who are loyal to one or more outlets taks its
quality (food quality, sanity and healthiness) for granted,
On the other hand, 23X of consumers said Place Convenisnce
was the main reasen why they went more frequently to certain
outlets than to others, and 19%Z said Rtmosphere was the main
reasaon. Priece was most important to only 2% of consumers,



TABLE €: The Criteria That Consumers Would Like To Ses
Changed Or Added

SHGLRESTIONS & “
LOWER PRICES 34 17 %
&ETTEH TASTE 1% 1y &
RUICKER SERV e 1 & X
REITETER @TMOSPHERE 15 WK
FMORE EMTERTHINMENT o R
BETTER SANITY R L&
MORE BRANCHES W 5 OE
BolaaER MENL UARTETY 1 8%
RIGGER PORTIONS £ A
FETTER SERVICE 2E R4
ToTadl 1% -

(H.B., The total in Table C dossn’t amournt to 200 because
FOme consumars gave more Than one sugasstion while others
Jave none:?

This table shows consumers’ suggestions as to what criteria
they would like to see changed in or added to the current
status—quo of American-fast-food outlet=. EBefore
interpreting the results, one should bhe careful to the real
significance of such suggestions:; that is, if ecriteris A
appears more fraquently than criterias £ among the suggestions
this doesn’t have to mean thait criterim A is=s important o
more consumers Than criterias B iz, It may be that criteria B
iz more satisfactorily present in the current status~quo than
criteria & is:

17X of consumers said they would like to se= Lawer Prices,
164X said More/Better Sanity was necessary, 12% said thers
should be Better Serviece, and 10% said they wanted Better
Taste of American fast food,



# KINDS OF PROMOTIONS CONSUMERS RECALL AND RESPOMD TO MOST

TEELE O: The Kinds OFf Promotions Consumers Rercall Mozt

TOTAL.

FROMOT L OM i %
ADVERTTSEMENT &9 ye
GRECTAL EVENT 57 ng

f SFECTAL OFFER 15 77
f D

(H.B, The total in this table doesn’t amount to 200 because
some consumers recallesd more than one promotion while others

didn't recall any?
{SEE CHART H3)

This table shows the Kinds of Fromotions by major American-—
fast-food cutlets that people Recall Mozt

The great maijority of consumers (77%) recall Spacial Qffers
more than any other kind of promotion; Advertisements are far
behind with only 35% and Special Ewvents third with 22X only.

TARELE B: The ¥Kinds Of Promotions Consumers Respond To Mast

PR OMOeT T OMN F #
AEVERTTSEMENT A 17 OE
GRECTAL EUENT oy iR
SPEQEAL OFFER i i AE A
TOTEL 122

(N.B. The total in this table doesn’t amount to 200 bhecauss
of the same reason ecited in Table A3

{(SEE CHART #3:

This table shows the Kinds of Promotion by major American-—
fast-food outlets that consumers Respond To Most:

33X of consumers respond to Special ¢ffers by major American—
fast-food outlets, 17X respond to Advertisements, and 13%
respond to Special Events. Howsver, put in another way, only
434 of those consumers who recalled one or mors Special
Offers by one or more outlets actually responded o these
offers, while about half of those consumers who recalled
Advertisements actuslly responded to them, and 44% of
consumers responded to Special Events that they did recall,

..._.64_..'..




* REASONS WHY SOME CONSUMERS HAVE NEVER BEEN TO ANY MAJOR
AMERICAN-FAST-FOCGD QUTLET

REASGNS r o
FLACE THCONVENTENCE 2 5y %
PRICE TNCONVENTENCE 2 4
UNFLEASANT ATHOSFHERE 7 29 %
MO SPECTAL REASON 7 4z
TOTAL 10)

(.8, The total in this table doeszn’'t amount to 7, i.=2. the
number of consumers who have never bsen to any major outlet,
bercause some of these consumers gave more than one answer)

This %fable shows why some consumers have nesver been to any
major American-fast-food cutlet though they eat American fast

food out:

Price Inconvenience was the major reasen for not going to
major fAmerican-fast-food outlets to 43% of consumers, whils
Place Inconvenience and Unpleasant Atmosphere were the main
reasons for 22X {each) of consumers., 43¥% of consumers who
naver want to any mador outlet za3id there were no special
reason for this beshavior.

¥ HOST SUCCESSFUL MAJOR AMERICAN-FAST-FOOD CUTLETS ACCORDING
T0 CONSUMERS

TRELE A: CONSUMERE WHO STILL WENT TO THE MAJOR OUTLETS

£ #

WD RIME RS &1 A%
HUECY BLIRGER RN al
Pl - DE bk 3 2% X
BIEER WU QA A 4
8 f‘ TUORY ¥ OH, &[] A0
GHOWRTZ PIZEZa PLACE 5 8%
FUZEey T o R 4
TOTAL b,
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(N.B., The teotal in this table doesn’'t amount to 200 because
some consumers 5till g0 to more than one ocutlet while others

stopped going to anyd

(SEE CHART #17)

Table A shows the psrcentage of consumers that still go to
each major outlet; the reader should however be careful about
the interpretation because this tabkle tells nothing about ths
frequency of each consumer's wvisits to one or ths other
outlet:

Pizza Hut is the most frequented of all other major outlets,
with 47X of consumsrs still visiting it; Jduicy Burger comes
second with 431X . Uorth to bear in mind that sach of FPizza
Hut and Juicy Burger operate 5 branches.

Showbiz Pizza Place which operates 4 branchez comes third
with 38% of consumers still wvisiting it

Each of Wipners (3 branches) and Kentucky Fried Chicken (2
branches? still receives 30Z of consumers and share the

fourth position.
fl-Deawan (2 branchesz)
consumers still going there,

last with only 12% |
REMARK : Pizza Hut and Pizza Inn have been the most recent

entrants and started opesrations in January 94 and Juns 94
respectively, while Winners and Juicy Burger were the
earliest entrants and started operations in the years 21 and

24 respecetively.

occupies the fifth position with 25X of
and Pizza Inn (1 branch) comes

TABLE B: CONSUMERS WHC CONSIDERED THE MAJOR OUTLETS!
GENERAL QUALITY TO BE SATISFACTORY

§ #

WL MR RS ERNAS 0 B
JLTOY BURGER 131 Ll A
Bl DL Fas) AR
FIZZ HUT 1a1 8 0 R
KEMTUOKEY 7. Q. L 4 E 4
SHOWETZ PIEEN FLACE 14 S N 4
FPIZZ6 T & 3 A1
TOTAL Fannt

(M.B. The toftal in Table B dossn’'t amount to 1400 (200%73
because consumers’ ansuwers were distributed among 3 possible
answers: Satisfactory, Unsatisfactory, and Undecided)

(SEE CHART B173
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This table shows the percentage of consumers that rated sach
outlet’s General Huality as Satisfactory; these include
consumers who have never been to some or all of the outlets
but who hold any perception of their general guality:

Pizza Hut (a2gain) and Showbiz Pizza Place share the first
place with (each) 70% of consumers holding that their General
uality is satisfactory; Juicy Burger comes second with &&% ,
Winners third with 55% , Al-Dewan fourth with 38% » Pizza Inn
fifth with 31% , and KFC last with 22% .

TRELE C: COMSUMERS WHG SAID THEY WOULD WISIT THE MGJOR
CUTLETS SOMETIME IN THE HEAR FUTURE

3 p

WINNERS 10 51

JUTOY BURGER 157 PR

(L~ D E W 148 Fhoou

BIZEG HUT 140 21 %

KEMTLCKY F. O, 13 EX-

SHOWRTY PEIZZE FLACE 144 e

i FIzze TN 168 Be %
TOTAL lers -

(N &. The fotsl in Table ¢ doesn’'t amount to 1400 (200%7)
because consumers’ answers wers distributed among 3 possible
answers: Ye2s (would god, No (wouldn’t go), and Undecided)

(SEE CHART #17)

This table shows the percsntage of consumers who said thay
would go to the major fmerican—fast~food sutlets sometime in
the n=ar future:

Fizza Inn comes in the first position with 24% of consumers
saving they would vizit it sometime soon; Pizrza Hut is not
far behind with 81X |, Al-Dewan third with 74% , Pizza Place
fourth with 72% | followed by KFC with &9% , Juiey Burger
with 44% , and Winners with Si%

_é?;



TABELE D: THE PRCMOTIONS BY MAJGR OUTLETS THAT WERE
REMEMBERED MOST BY CONSUMERS

! FA
WIMNERS a8 G 4
JUTCY BLRGER A e A
AL - DE WA 4.9 i7 A
FIZEO HUT &L 22 A
KEMNTHCRY F. OH. i L4
SHOWERTZ PIZZA FLACK 130 EI
PEZZR LTHM i o X
{ TOTEL Gy 10

{(N.B. The total in this table doesn’'t amount teo 200 because
some consumers recalled more than one promotion while others

didn’t recall any’

(SEE CHART #i

Table U shows the percentage of promotions by the maldor
fAmerican-fast-food outlets which wars remembered by

CONSUNETS

promotions launched by Showbiz Pizza Place were the most
remembered of all, constituting around 40% of the ftotal
promotions pegmembered by all consumers, _ '

the promotions launched by Pizza Hut -ame second and
constituted 22X of the teotal, followed by Al-Dewan’s with 17%
of the total, Juicy Burger's with 12% , and Winners’ with
only 2X . Mo consumer recalled any promotion by any of KFO

or Pizza Inn,

—&8-—



TABLE E: THE PROMOTIONS BY MAJOR OUTLETS THAT WERE
RESPONDED TO MOST BY CONSUHERS

¥ A
WENMNERS 14 i %
JUTCY RURGER o =
L - DR W AN a2aE [R5 B
PLZZM HUT | Al 5 T4
SHOWRTZ PLIEA PLACE 34 28 W
FOTAL 125 BRI

(MH.B, The total in this table doesn't amount to 200 because
of the =z=ame reason cited in Table D)

(SEE CHART #1881

Table E shows the percentage of promotions by the major
American-fast-{food outlets which wers responded to by
CONSURETS

Showbiz Pizza Place is still in the first pogition with its
promotions constituting 28% of the total promotions thsat
consumers responded to; Pizza Hut also occupies its position
atter Showbiz with 2%% of the total; Al-Dewan and Juicy
Burger share the third position with 18% of the total each,
and Winners follow with 11X of the ftotsl,

5P =



GENERAL OVERVIEW AND CONCLUSIOCH

The relationships and interpretations in Chapter IV
constitute thes heart of the whole study because they
highlight many s=semingly simple details, especially about
consumers’ paroeptilons and purchasing habits, but which in
reality can succeszfully shape the Management and Marketing
activities of Amsrican-fast—food chaing if decision makers
and executives in such businessss know how fo inceorporate
them into their plans and strategiss, Before concluding this
research work, the ressarcher will attempt to give a bried
and general overvisw of the most critical resulis in a way te
make them eazily applicable in potential future strategies,

On2 of the most direct resulfts was to classity American-—
tast-food consumers into age groups and define or desaribe
important features of their decision-making and purchasing
habits: consumers 45 years gsnd older in generél said they
didn’t eat any American~fast-food out, mainly because they
contended it was not healthy or nutritious and becauss they
s=aid they didn't enjoy the atmosphere of the restaurants
which se2rved suah food,

Most consumers under 4% years of age said they ate American
tast food, but in warying degrees of fregquency. Consumers in
the range of 25 and under 25, and who for the maljority should
ke working peaple, constituted the group which ate Amervicsn
fast food most frequently and were uszually the most loval to

one or more fast-food outlets of all ather age groups,

-7



Younger consumers, specifically under 2% years old (and of

course over 15) seemed to be more volatile, always searching
for novelties and giving much attention te factors like
decor, and entertainment, but still constituted a

atmosphere,
lucrative market and ate American fast food at least onece per
weslk,

finother direct result was that the majority of consumers,
regardless of their ages, gave more weight tﬁ tfactors like
RBuality of Food, Sanity, and Taste than to Price, although
the interest in Price ssemed to grow with fhe frequency of
2ating out; hence, tactical tools like specizal offers and
higger portions should be tarageted especially Towsrds the
"eaters", but continuous efforts s=hould be made to

freqguent
give an image of consistency in quality and_taste. Besides,
Service also seemsd to have an important standing in
consumers’ declision—making mechanisms,; howsver, very fey
consumsrs spoke about FAST service while the majority spoke
abowt "Hore Smiling Faces®, .. In addition, ecomplaints about
the Childish Atmosphere of several maldor outlets and requests
for a nicer atmospheres with "Some Husic" wevre also heard many
times over during ths intervisws,

Place Convenience also emerged as an important factor; in
fact, it was one of the two most important reasons (beside
taste) why consumers ate American fast food at certailn places
mare than cthers., Besides, a2 strong and direct relationship

was revealed betwesn the outlets’ locations (especially those

that operated exclusively in the East or the West of Beirut)

_?1;



and the place of residence of consumers; hence, a3 POSITIVE

direct relationship appeared to exist between the West-
Beirut-located outlets (like Al-Dewan) and consumers liwving
in West Beirult and STILL GOING there, and also betweesen the
East-Beirut-located outlets (like Winners and Juicy Burger)
and consumsrs living in Easzt Beirut and still GOING THERE,
In contrast, a MEGATIVE direct relationship existed beotween
those outlets operating seolsly in West Beirut and those
consumers who lived in East Beirut and who STOPPED GOING
thers, and slso bstween Those outlets operating solely in
East Beirut and those consumers who lived in West Beirut and
who STOPPED GOIMG there., On the othsr hand, those consumers
who still went or stopped going to ouilets opsrating in both
East and West Beirut were usually evenly divided between the
two ragions, sueoept few ewxceptions., Like was said before,
then, outlets operating in one region and net the other
should bs careful in their future plans if they wanted to
remain competitive and retain or increase their market

2 putlets should balance theivr performance

1]

shares,; the
against the performance of outlets operating in both regions
to get an idea of the situation,

In parallel, and regardisess of The areas of opevatieons, those

cutlats operating few branches (zay less than 4} should alsoe

bBalance their performance against that of those outlets

m

operating 4 or more branches, because Place Convenlience and

More Branches are 2 closely related concepts.

As for promotions, it was revealed that the kind of promotion

PR



the fAmerican—fast-food trend in Leabanan

In conclusion,
is a very promising one, and the big American chains are
aware of that, it seems. The local ones, however, do not
seem to appreciste the seriousness of the future developments
that their industry will potentially witness, and the sffectz
these developments willl have on their operations, not to say
on their survival, Thea threats that large new entrantz could
present, along with their huge %inancial capabilitiezs and
their international reputation and know-how , cannot b=
overestimated, In fact, the phenomenal and wide-spresad
growth that Fizza Hut has achieved in little fTime is but a
simple indigator of the way things could run in the nesar
future. That is not to say that thes approach Pizza Hut is
currehtly pursling is the right ene on the long run; rather,
it means that internationally-reputablie and financially-
strong chaing like McbDonalds, Wendy’'s, and Round Table Pizza
{to mention Just a few) could at any time entgr the Lebanese
fazst food markset "mercilesslivyY and expand their operations
aquickly at the s2upense of the loecal, poorly-run chains whose
execytives are st1ill thinking small and on within—district
basis. What this study has suggested is that, despite the
great importance of a chain’s financial standing, this factor
doss not stand for the "“name of the qgame® as much as customer
service and satisfaction do. Fasctors like ftaste, sanity,
atmosphere, ... etc., can constitute cheap though very

powerful weapons through which local outlets eould create

some barriers to entry, or st least, could build up 3 niche



for themsslves wher=zby their market shares would not ke hurt

as badly as the case mavbe in the compl=te absence of any
strategic management that takes into account all the
possibilities (and they ars many) and that builds contingency
plans and strategiss for each. What the researzher has said
at fthe beginning of this research work he says it again:

the intzlligent readers (especizslly fazt-food opesrators:
would make use of this research’s findings to enhance their
understanding of thz Lebangese American—-fast-food consumer
hi=s attitudes, parceptions, preferences, and decision-
making and purchasing habits -- and sventually, to improve
their front-end offerings for this wvery valuable rconsumer
whose opinions and behaviors determine o a large ewtent the

sucerzs and survival of plavers in the a3zt food domain,

-7l



APPENDIX

I, QUESTIOMNAIRE DRAFTS
£ Preliminary HQuestionnaire Draft: Consumers
tbelow is the preliminary draft of the guestionnaivre which

was pre-tested on five consumers., This hegliped formulate the

final questionnasire draft which better served our

IS

N jectives, ?

GUESTIGHHNAIRE TO CONSUMERS

Bo wou eat any American fast food at fast-food outlets?
¢} YES € ) NGO

If YES, go to Group I questions
I+ NG, go to Group I1 guestions

GROUP I SUESTIONS

1. How many times do vou eat at fast-food cutlets?

Par week () 1-4% { ¥y 5-9 ¢ ) 10 & more

Fer month ¢ {1l ) 1-4 {3 52 ¢ ) 10 & more
2. What type of fast food do vou usually e23t7

{ 3 Hamburger (3 Pizza { 3 Chicken { » Mined
21, I¥ mixed, how often do you eat sach?

tRank by order of importance’

{ ) Hamburger { ) Piz=za ¢ ¥ Chicken

z. Do vou esat at ons {(or move) fast~food outleti(s) morse
than any other(s)7?
(Y YES { 3 WO

-75~



Gi.

$ii =,

o

I+ YES, which one(=27
1‘ [ L S I R e B R I A R I ] {"! LI R 2L D R T R R R 2 R R T B R R B |
El 11 8 1 ot Y 1 F 3 F F ¥ T ) b F 5 31 F E K 5| 4 e 11 1 1 1 4y %y ¢ E 1 L E 3 B 7 3 F 1 1
e e e .
Why?
{ } Place convenience { } Price convenience
( ) RQuality {cleany { } Atmoszphers
{ P Gffer / Package { } Used to 7 Habif
¢ PoOther Lo c e
Have vwou ever bzen to one (or mored MAJOR fast—food
outlets? (Lizt them: Winners, Jduicy Burger, Al-Dewan,
Pizgza Huft, Showbiz/Piz=a Place, Pizza Inn:
€ 3 YES ( 3 HO
If Mo, |l"1|h':1) not’? [ I R D I D D A S D T R L T B B B ) L LI N T S B 4
I¥f YES, UWhich ones?
1! £ Lo 1 F 1t 1 01 1 F P P E vV T 1o 1 1t ‘{rl LI A | LR A LI T N S T R R |
2; Y o1 o8 ot % 5 1% 31 1 1 ¢t § %t 1 1L % & b b L 51 L O I L e e B R T B ) L IR I B S |
3! N I I T e D D R B L R S B R B B 1 l:‘-“‘:‘I T T 1 %5 1 ¥ 1T 3 ot ot 7 LI A [}
Pid vwou return there often?
1. ¢ YES {3 NO 4, { ¥ YES {3 NG
2, () YES C 3 MO 5. by OYES { ) MO
3. (¥ YES ¢y RO &, (% YES £ 3 MG
I¥ HO, why not?
‘-E-I $ 4 oz £ 1 1 1 3 1 o3y 0 E B OV OE 1 % OV 3o A ‘{i‘l t ¢ 4 o 4 LN 2 DL T R R B Y N ST}
2‘ L] ] LI D R D O L D S R R U DN S B B 53 LI R I | LI D R D S 2 R T S Y T T SN BT RS
T B e e e s s
How would you evaluate good-guality fast-food outlets?
{ ¥ Menu { ¥ Decor / Atmosphsre { 3 Queuing
{ 1 Taste { ) Entertainment { } FParking
{ ) Tervice { ) Sanity 7/ Healthiness
Rank the {ollowing charzcteristics of a fast-{food outlet

by order of importance to you:

{ 3+ Hanu
{ ) Taste
( ¥ Service

L

{ Price
{

~74-
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y Quality / Sanity
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103,

104,

How do you see In General the prices of MAJOR fast~-food
outlets?

(3 Very Expensive ( ¥} Expsnzive { 3 Reqular

{ 3 Undecided

How do wou rank In General the various MAJOR fast—-food

outlets?
¢ ¥ Very Good { ¥ Good () Satizsfactory
{ ) Unsatisfactory () Undecided

What would you like, if anything, to be changed?

Lo v - e e e . P T N \
< I T T T I T T T L T T S T T T S T A R S T T S S S S B R S S S PR PR S LI N

[ 2 P T S T R T B S S R R R S A R

4l L e L L T S L B B T N L I L B R B S B N N N A L ]
Do your recall any promotion by any Major fazt-food
outlet?

{ ) YES ¢ 3 MG

I+ YES, what was it 7

{ } Advertisem=nt { 3 Special Event (3 Spocial offer

10ii.0id vou respond to it7? { ¥ YES €3 MO

11,

How do you svaluate the following fast-food outlets?

PoRoICE oW LT T Y [ {MOULD You o7
EXP . [REG, TLND ., SET . [UNSAT, [LUND YES | MO LMD,

WENNERS

JUESY B

L= B e

PIE FLACE

FLZZa HUT

LIS MM

KF

.....':?7._.




12, Have you ever been akroad (U.S5 or Europs)?

{ » YES

121, IF YES,
(.5 or

¢ » YES

12ii I+ YES,

¢ ) NO

have you sver been to a fast—-food outlet abroad
Europe’?

{ 3} HNO

how would you compare Lebanese fast-food ocutlets

to those abroad?

{ 3 Yery Good (3 Good ¢ ) Fair i 3 Bad

1. Why not?

GROUP TIT GQUESTIONS

{ } Expensive ( } Unhesalthy (3 Hot nutritious

{ 3 Not tasty { 3 Unpleasant Atmosphsere
2. Do vwou =at any fast food at home?
{ ¥} YES £ 3 MO

2i. If YES,

[ ]

What would make you eat at {fast-food ocutleis?

L S R T 2 T T T R T S T S R R T B}

2ii. IFf NG, Why not?

o, 06,

QCCUPATION

AREA

I T O A I T T I T B )

LI T T T S S S S R S S T TR S S S T B ST Y

L L T 2 A T T R T T S B B R |

More

[ and
L3
i
J
ol
~
Ao
™
4
i
[eX!
-+
]
52}
[
5~
By
Ln
]
@

LI T T T S T T S S O T I T T T T SR I |

(end of guestionnairs)
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B? Final Questigonnaire Draft: Consumers

QUESTIOHNAIRE TO CONSUMERS

Lo you eat any American fast food at fast-food outlets?

¢y YES { ¥ NO

If YES, go to Group I guestions
If MO, go to Group II guestions

GROUP I QUESTIONS

i, How many times do you eat at fast-food outlets?

Per week (3 1-4 { ) 5-9 ¢ 3y 10 % more

Per month ( ) {1 ) L-4 { 3 3~%9 ¢33 10 & more
2. What type af fast food do you usually =at?

{ ¥ Hamburger ¢ ) Pizza { ¥ Chicken ¢ ¥ Miwed
2i.  I¥ mixed, how often do vou sat each?

n

(Rank by order of pccurvence; 1 iz most often, I i
least often’

{ 3 Hamburger ¢ 1 Pizza { 3 Chicken

3 Do you eat at one {or more) fast-food outleti{s) more
than any otheris)?
{3 YES £ 1 MO

Ji. I¥ ¥YES, which oned(s)?

T T T By it e i e
El L e e e I D A R I TR TR T R S T T D S A ] 5Il|l=l|llllll|llll|lllr|
o L3N T R U N D T T T T T Y S S N T S S ST B S | '51 L LR T B R S TR R R R SR T R T TR B 1
3ii. Why?7 (Chooss only one answer?
¢ ; . 1 Place convenisnce ¢ ; ; % Price convenisnce
{ ;) Quality (clsan? ¢ ; ; ¥ Atmosphere
¢ 3 ; ) Offer / Package ¢ ; ; ) Used to / Habit
O ; Y Other .00 v v Uy Taste
4, Have you ever besen to one (or more) MAJOR fast food
outlets? (List them: Winnmers, Juicy Burger, Al-Dewan,

Pizza Hut, KFC, Pizza Place, Pizza Inn)

¢ )} YES {2 NO
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11

h |

0

If”c’, Uhynot'? L T T T T I T T T T T T O T S T L T T T S S T

a. I+ YES, Which ones?

1:-«:1::;|t||||lrsl|:|1: d"f‘||‘|:r:|||||:||n||n [
2 %

T T T R T T T T S S T T R S R R S B B I el T T T T T T T T T S T T S SO T S R
I T N I T R T TR T T & e s e ks

Do you still go there often?
i. ( » YES ©o MO ¢, { 3 YES £y MO
2. ( » YES C 3 NG 5., ¢ ) YES ¢ ¥ HO
3.  » YES € 3 MO 4, () YES { 3 NO
c. If HO, why not?
1 E F ® k1 1 1 1 31 08 T 31T 1 Fror L 3 % i %t B {{"l L L e T R R N R R N T T B B S S S
2: 1 1 1 F ¢ 3 5 v 5 P L ¥ b =T F ¥ T o1 41 1 % E’I LI D e O I T O D I 2 T T
3! LI B R 0 T T R A R B R D B R L I I A (5! LI B 2 L T e R B A R I R O O I T )

Recording to which criteris would you evaluate goond-
quality fast-food outlets? (Mawximum 2 answers)

£ ) Henu ¢ 3 Decor / fAtmosphers ¢ 3 Queging
(¥ Taste ¢ )y Entertainment { )3 Parking
{ ) Sarvice ¢ 1 Sanity / Healthiness

Rank the folleowing chavracteristics of a fast—food outlet
by order of importancs to yvou: (1 is most important)

{1 Menu t } Decor / Atmosphers
{3 Ta=zte { ) Price
{ } Service ¢ ) Buslity / Sanity

How do you see In General the prices of MEJOR fast—food

outlets?
L Very Expensive { } Expensive ¢ 1} KRegular

{ } Undecided

How do vou rank In G
outlets?

¢ ) Yery Good { } Good { ¥ Satiztactory
{ » Unsatisfactory ¢ ) Undecided

What would you like, if anything, to bes changed?

1-||--|‘;x||||||||s:e‘.||||n--n-.:nc..1.‘;a;n=c--n;x:x.
~

3 L e T I O L T e I T N I} LR I I | ¥ I
A e e T T .
ST T

_8(_']_



10, Do you recall any promotion by any Major fast-food

outletrs?
¢ ) YES C 3 MG

10i. If YES, what was it (were they)?

{a) fidvertisement (b) Special Event (o) Speciaml offer

L T T

L T T
10ii . Did/would you respond fto it7? tary YES (B NO

S T T T S S

L T T

11, How do you svaluate the following fast-food ocutlets?

BRI OR BHUAa LTy WOULD YOGl Go?

EPPREG . UMD, SOt UNSAT, UMD, YES | NG PN,

WERNNERS

HSUTOY B

P - DL AN

FIZ.PLACE

FrEEm HUT

FIZZEA T

K

12, Have you sver been abroad (4.5 or Europs)?
{ ¥ YES O Ny

12i. If YES, have you ever been to a fast-food outlst abroad
(.S or Europs)7?

() YES (3 MO
12ii . IFf YES, how would you compare Lebanese fast-food outlets
to those abroad?

{ ) Very Good { } Good ) Fair { ¥ Bad
{ )} Undecided

-8~




NAME

fAGE

GROUP II QUESTIONS

Why not? (Choose maximum 2 answers)

{ } Expensive ¢ ¥ Unhealthy { ) MNot nutritious
{ 3 Mot ftasty ( ¥ Unpleasant Atmosphers

Do you eat any fast food at home?

{ » YES L) MO

I+ ¥YES, UWhat would make you eat at fast-food outlets?

L L e e T I T T T T T T T S S S T T S T T T SO TR T SO S S S S S T T S

If NG, Why not?

1|l|lll!ull|llll!|lllllltlstlvwllllvzlllllllll‘l!tll!!!s

e e L R R T T O B L T T T O S S S T S S S T N T S SO S S S S S S S S S

I

LT T T S T T T T T T T T S S ST S T T S T T T
L T T T O O B S T T S T T S B T S

() 15-23 {2 24-34 { ) 35-4% () B30 & More

OCCUPATION & e s e e

AREAR

I T R T T S S R S R T T R T T T T S R T T |

DEGREE OF SERIQUSHESS: ¢ ¥ 0K ¢ ) NOT 0.

tend of questionnaire}
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¢) Questionnaire Draftt: Managers

WQUESTIONNAIRE TO MANAGERS

What do you think of the trend of American fast-food market
in bebanon?

L T e T I O e S T T T S T T T S T SR

GRrowilng v v v s e e a st 110t
Integrated culturally o e et e e

L L e e T L e e e e N I I T R e e e N A

L, Are vyou

¢} A loecal outlet ¢ 1 Franchisees

{ ) fAgents {3 Other
2. Uhat product seaments do yvou serve?

¢ ¥ Ham ¢ r Pizza { ) Chicken ¢ ) HMined
3. How many emplovees do vou have?

{3 5-15 ¢ L&-25 { )y 2&-50 o 50 & More
%, What iz your monthly sales wolume?

( 3y Less than $10,000 ¢y $10,000 - 219,000
(Y $20,000 ~ $29%,000 ( 3 30,000 - $3%,000
() $40,000 - $4%,000 { ) $%0,000 & More

b, How did sales grow over the years?

L T T e e O L T e T e T O T S T T T R T T T L T T T T T T R T T S S

L L T e T T T T B S R O T T T S T S R T J T S S T T T T I S T T T TR S S T T S S SR

Do you have any branches?

b

{3 YES 0 WO
&i, IFf YES, how many? ... ... i
= R
$ii. How do they operate?

{ } Franchisees ( y Same ownership
{3 Other ... ..... e e e i e



4iiil . Are the operations between (or among? them standardized?

( y Menu { ¥ Dbecor ( } Service ¢ ) Price
¢y ALl { )} HNone
7 Who are vour major competitors?
8. Oo they constitute any major threat for you?
() YES ¢ 3 NO
Bi. If ¥ES, What are these threats and what do vou do abouot
it7?
2. Do vou monitor the moves of existing or new competitors

in a formal &/or regular basis {(using marksting research

or marksfting intelligence, {for sxamplesld?

() ¥YES {3 NO

10, Did you come fo know about any peotential new entrant

recently?

{ ¥ YES ¢ ) NGO

lDia I'FYESJ HhD‘?....s..n;su..‘.,»-----.---n--qn-s:..x:..

10ii.0id you establizh any formal plans to meet such an

entry?
¢ ¥ YES £ 3 HNO

t1. o you usually establish any formal plans?
¢ ) YES {3 MO

11i. If YES, what is fthe time range for such plans?

0-% months ¢ 3 &-12 months £ 12—
H

{3
€} bove Z0 months

1iii.Who prepares them?

0 months

I T O O L T O S L T T R T T T SO T S T S R T S SO O S S T U S S T ST ST T T T SR S SR S SR S S|
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12. Do vou have any formal organizational charit?

¢} YES O 7 HO
13, Do you do any kind of promotions?
( » YES €3 NG

13i._If YES, What do thsy include?
{ } Special aoffer () Advertisements ( } Special events
1Zii.Do you have any formal promotional plans?
{ ¥ YES5 { ) HNO
1%Ziii 1§ YES, what i= the tims range?
{ } 0-4% months ¢ 3 &-12 months
1Ziv.Who prepares and executes promotional plans?

¥y Harketing Oepartment ¢} Advertising Rgesncy
POther o000 e

13v. Hhat percentage of the budget goes to promotion?

L T T e e T O L T T S S S S S R R T S T T S S T S S S S S A SN T R S S SR S

{end of guestionnaires)
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II.

TOTAL NUMBER OF COMSUMERS INTERWIEWED IS EQUAL YO 220,

0 Bo you =at any RAmerican fast {food at fast-food outlets?

TRBEULATION (COMSUMERS)

13

- %
YES 200 91 %
NG a 9 %
DR 100 %

If YES, go to Group I gquestions
If MG, go to Group II guestions

GROUP-T QUESTIGNS

{FOR CONMSUMERS WHO £AT AGMERICAN FAST FOOD OUT)

How many times do you =2at at fast-food outlets?

FER MORTH F A ‘
LESS THEAM & o JL 0%
4 R LESS THAN & B3 L4
g oanl LESS THAM 132 A8 17 %
18 AMNE LESS THﬁH 14 L3 & %
18 fBHD MeRE 7 G A
2 1600 %

-B&—



23

L

What type of fast food do

vou usually eat?

TYFE

s
n

HAMBURGER

FYEZA

&

PROGSTED CHICKEN

0

MIXED

13

Lo

i

I¥ minmed,

pe
©

0

100 X

(SEE CHORT #1)

how often do yvou eat each?

TYRE

MBI GER

FILEZR

BROASTED CHICKEEM

Xy

Oo wou sat at one
than any other(z:7?

{or

morel

fast—food

_8?-..



3iil

Why? {(choose only one answer}

REASONS

FEACE CONVEMTEMOE

g

A T 4

QUALTTY ACLEMNL INESS

1%

B %

OFFERAPACKAGE

FRICE COMVERTEMCE

ATHOGS P HERE

LRED TO/HARLT

o1
L
=Y

THEYTE

e
A

Fu

OTHER

4 %

43

Have yvou sver been fTo one (or more:
Juicy Burger,
KFC, Pizza Placs=, or Pizza Innd7

outleti=z) Minners,

Al-Dewan,

MAJOR fast-food
Pizza Hut,

S

MES

DéhX

e e it

N

: uy
7
158 fu

41

I¥ no, why not?

106 %

RE SN

FrloacE TNCORVERMNTERCE

PRICE INCONUENITENCE

UNPLEASONT ATHOSPHERE

NG SPEQIAL REABON




4iia)

It yes, which ones? (more than one answer posszible)
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