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Abstract 

 Fast-food restaurants are preferred by both male and female consumers for different reasons. Therefore this 

research aims to compare the perceptions and attitudes of males and females about fast-food restaurants in 

greater Cairo. 

A self-administered survey questionnaire was used to collect data; 300 participants of 11yrs old or above 

(150 females and 150 males) were asked to complete the questionnaires.  

The findings revealed that males regard the superiority of the menu as follows: menu variety, innovative 

food, fresh ingredients, appropriate temperature, pleasing appearance and flavor of meals but the size of 

portion is of no importance. On the other hand females considered that size of portion and freshness of food 

ingredients as good; menu variety, meals flavor and pleasing appearance as average; innovative food as poor, 

and appropriateness of the temperature as very poor. The study gives relevant recommends. 
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INTRODUCTION 

People life is changing dramatically, time is running out and they want to achieve more in less time (de 

Rezende& de Avelar, 2011). This rapid life caused a dramatic increase in consuming food away from home 

especially in fast food outlets which is responsible for 72.8% of whole food industry revenue (Periraet al., 

2005). Eating out also has become a fashion as customers are not only eating, but also enjoying the 

environment and celebrating special occasions (Warde and Martens 2000). In a similar context, Freeman 

(2011) found that 78% of adults agreed that going out to a restaurant allowed them an opportunity to 

socialize, and 40% felt that visiting restaurants makes them more productive in their day-to-day 

lives.Customers may eat out for convenience, enjoyment, cheaper price and speedy service. 

There are external and internal factors affecting customer perceptions and attitudes towards fast food 

restaurants. These factors include culture and social class, family or group, environment (Bhuyan`s, 2011; 

Mikkelsen, 2011), attractive décor and atmosphere (Alonso and O`neill, 2010), comfort and quality(Sulek 

and Hensley,2004), taste of food (Soriano, 2003), quality of service(Bhuyan,2011), persons’ life style, brand 

image (Fischer et al., 2010), quality of staff (Roberts et al, 2010), price(Reyes, 2011), menu variety, gender 

(Beardsworth et al., 2002), Age (Siudzinski,2001), parking spaces(Bojanic,2007), cleanliness(Henson et al., 

2006). 

Although the subject of fast food operations gained high consideration of both academics and professionals, 

it seems that the effect of gender on the perception and attitude gained limited attention particularly true in 

Egypt .Therefore this research paper aimed to study the influence of gender on the customer's perception and 

attitudes of fast food operations in greater Cairo. 

MATERIALS AND METHODS 

The sample of this study consisted of 300 customers at fast food restaurant aged ≥11 yrs old (150 males and 

150 females). The participants were recruited from fast food operations namely of international chain 

restaurants -KFC and MacDonald- and national chain restaurant MO 'men in Greater Cairo. 

The study used  four- group administered questionnaire that covers demographic data, reasons of eating out, 

perception and attitude of eating out and opinions suggestions and of the participants. The questionnaire also 

included a group of questions concerning fast food restaurant visiting frequency and preferences.   

The data were analyzed by using the SPSS (version 16) 
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RESULTS AND DISCUSSION 

Table (1) Demography analysis 

Factors  Percentages  

Gender Males  50 % 

Females  50 % 

Age  11-18 years old 29 % 

19-40 years old 64 % 

40 and more  15 % 

Education level  Primary  9 % 

Secondary  17 % 

Occupational  8 % 

University graduate  62 % 

Post graduate  4 % 

The study sample of the current research includes 50 % female and 50% male. The higher number of the 

female reflects the fact that women in Egypt have become a remarkable portion of the workforce and have 

limited time to cook at home. This result agreed with Atkins and Bouler (2001) and French et al (2001) in 

that great changes have occurred in our society. Women being a part of Egyptian work force  have no time to 

cook, smaller size of family and population growth. This in turn led to the change in teenage culture and 

what they have been raised on in terms of eating habits 

The Education level considerably influenced the perception and attitude of eating out home,  In this context, 

the results of the current study (Table 1) show that 59% of the fast food customers were university graduates. 

Similar results were reported by Allen et al (2007). 

Table (2) with whom you go to eat out. 

Gender Alone With friends With family With your 

Children 

Male  2.9% 19.3% 18% 3.5% 

Female  3.2% 20.6% 24.12% 7.1% 

 It is clear from Table (2) that 19.3% of females prefer to eat with friends and 2.9% always desire to eat 

alone. Regarding males, 24.12% eat with their families, but only 3.2% prefer to eat alone. It could be 

concluded that males and females vary in their preferences.  
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Table (3) Service type 

Gender at restaurant  Take away Both   

Male  20.9%       3.5% 16.7% 

Female  20.8% 7.72% 23.9% 

Regarding seating versus “take away”, 20.9% of female prefer eating at the resturant and 3.5% prefer “take 

away”; 23.9% of males prefer dining room as eating place and the same percentage like “take away” eating 

style, and 7.72% like take away only (table 3). 

 

Table (4) Favorite meal 

 

Gender Breakfast  Lunch  Dinner  

Male  2.6% 21.5% 19.6% 

Female  5.18% 25.4% 24.8% 

 

Table (4) indicates no differences between males and females regarding favorite meal as both of them prefer 

lunch meal in fast food restaurants. 

 

Table (5) Visiting frequency 

 

Gender Once a week  Twice  

a week 

More  

Male  26.4%       9.03% 8.6% 

Female  28.9% 16.1% 10.9% 

 

Regarding the frequency of weekly visits, no remarkable differences were found between both males 

(26.4%) and females (28.9%) (Table5). 
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Table (6) Reasons of eating out ranked in a descending order 

 

Males Females 

1-travelling.  1-close to your home. 

2-it is fast and ready. 2-price. 

3-like the taste of food. 3-no time to cook. 

4-famous. 4-it is fast and ready. 

5-energetic atmosphere. 5-like the taste of food. 

6-no time to cook. 6-It is close to shopping areas. 

7-price. 7-it is a habit. 

8-it is close to shopping areas. 8-famous. 

9-close to your home. 9-entertainment. 

10-entertainment. 10-Travelling. 

11-it is a habit. 11-energetic atmosphere. 

While males perceive travelling as their main or the 1
st
reason for eating out, it is number 10for females; 

closeness to home is the principle reason for eating out by female. Eating out as a habit is number, 11 for 

males and number 7 for female. Price is considered the 2
nd

 reason by females and the 7
th
 by males. It is clear 

from the results presented in table (6) that there is no any similarity between males and females in the first 

five reasons of eating out. Energetic atmosphere of the dining out is relatively preferable by males since it 

appeared in the 5
th
 rank, but at the bottom of the list for females. 

Table (7) Factors affecting the food quality in order. 

Males females 

1. Freshness. 1. Size of portion. 

2. Appropriate temperature. 2. Fresh ingredients. 

3. Menu variety. 3. Pleasing appearance. 

4. Innovative food. 4. Menu variety. 

5. Pleasing appearance. 5. Flavor of food. 

6. Flavor of food. 6. Innovative food. 

7. Size of portion. 7. Appropriate temperature. 

 

Table (7) shows that the Size of the meal portion is considered as the first priority by females, but it is listed 

at the bottom of priorities by males. On the other hand freshness, menu variety and flavor of food ranked 

closely but not identical for males and females. 
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Table (8) Factors affecting the quality of service 

 

Males Females 

1. Employees' appearance.  1. Courtesy of employees.  

2. Equipment. 2. Open 24 hours. 

3. Open 24 hours.  3. Equipment.  

4. Courtesy of employees. 4. Employee appearance. 

5. Speed of service. 5. Speed of service. 

 

The results of Table (8) clearly indicate that the speed of service was identically perceived by males and 

females at the bottom of the list of the quality of service. Equipment and 24 hour opening occupy nearly the 

same category. Courtesy of employees was ranked first by females and fourth by males. 

Regarding the menu price, it was seen reasonable by male but expensive by females. This is in accordance 

with the results reported by Zhu (2005), and Ozfer etal(2007).who mentioned that the quality/price ratio is a 

dominant factor for their experience.  

The importance of different elements of fast food operation place is shown in table (9).  

 

 

Table (9) Place 

Males Females 

1. Location. 1. Location. 

2. Attractiveness of dining room 

decoration 

2. Cleanliness. 

3. Parking service. 3.  attractiveness of dining room 

decoration 

4. Cleanliness. 4.  Parking spaces. 

 

Table (9) indicates that while location is ranked first by both males and females cleanliness came at the 

bottom of the list of males and parking spaces at the bottom of the females list. 

The results of the current study indicated differences among customers perception and attitudes towards fast 

food restaurants according to gender, as the Standard Deviation and Standard Error of Mean values are  = 

0.01 for male and 0.03 for female and 0.01 for male and .01 for female respectively. This means that most 

participants responded differently to the questionnaire questions.  Additionally, the results revealed that there 

is a significant difference between customers attitudes and perception according to gender (significance level 

for chi-Square = 0.000).  
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Recommendations 

1. Restaurants have to emphasize on providing fresh ingredients for their customers. .  

2. It is essential to handle customer complaints and respond instantly to their problems.    

3. More attention should be given to the atmosphere and cleanness of the fast food outlets.  

4. Fast food customers look for quicker service.  

5. The temperature of food during its servicing should be improved to meet the customers' desire.  

6. The authority of the fast food outlets must consider improving the appearance of the employees to 

motivate customers for repeating visits.  

7. There is a need for clear and announced pricing policy for different items.  

8. It is important to consider that fast food restaurants are dominated by females and their desire should 

be fulfilled. 

9.  Customers of fast food operations are highly educated, and this should be considered by managers 

in charge.  

10. Fast food operations have to take into their consideration that their customers prefer eating in groups 

and for socializing purposes. 

11. Lunch meals are the most preferable by fast food customers` and the operation must consider it their 

rush hours.  

12. –Fast food restaurant managers should consider the size of portion as one of the limiting factors of 

repeating visit.  
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 الملخص العربي

 

اَزششد فٗ انؼقٕد انضلاصخ الأخيشح يطبػى انٕعجبد انسشيؼخ فٗ دٔل انؼبنى انُبيٗ ٔانًزقذو ػهٗ ؽذ سٕاء، ٔأصجؾذ رُزشش فٗ عًيغ سثٕع 

انسٕق انًصشىخ يُز أكضش يٍ ػقذيٍ ؽيش رضايذ ػذد يؤسسبد ٔسلاسم يصش، إر غضد يطبػى انٕعجبد انسشيؼخ )راد انطبثغ الأيشيكٗ( 

 يطبػى انٕعجبد انسشيؼخ ٔرضايذ انطهت ػهيٓب خبصخ يٍ قبطُٗ انًذٌ ٔانزيٍ ثذأٔا فٗ رقجم ْزا انًُٕرط انغشثٗ يٍ انٕعجبد انسشيؼخ ٔانزٖ

انسشيغ ،ٔانقٕائى انًؾذٔدح ٔانزٗ غبنجب يبرٕعذ يؼهقخ ػهٗ أصجؼ أسهٕة ؽيبح فٗ ْزا انؼصش. رزًيض يطبػى انٕعجبد انسشيؼخ ثًُظ انخذيخ 

كُزبكٗ سججب فٗ ظٕٓس سلاسم يؾهيّ ػهٗ  ٔ انؾبئظ ، يؼذلاد انذٔساٌ انًشرفؼخ، انذيكٕساد انجسيطخ. ٔقذ كبٌ نُغبػ سلاسم  يضم يبكذَٔبنذ

ٓذف ْزِ انذساسخ إنٗ رقذيش انفشٔق فٗ الآساء ٔالارغبْبد غشاس رهك انسلاسم  يضم يؤيٍ، عبد ٔغيشْب  انزٗ ربخز َفس انطبثغ انغشثٗ. نزنك ر

يٍ ػًلاء يطبػى انٕعجبد انسشيؼخ  133ثيٍ ػًلاء يطبػى انٕعجبد انسشيؼخ طجقب نهُٕع ٔرنك فٗ انقبْشِ انكجشٖ. رضًُذ  انذساسخ انًيذاَيخ

بَبد ْٗ الاسزجيبٌ . رى رٕصيغ الاسزجيبٌ ػهٗ انؼًلاء ػبيب . ٔكبَذ أداح انجؾش انًسزخذيخ نهؾصٕل ػهٗ انجي 22ٔانزيٍ رجذا  أػًبسْى يٍ 

 انزيٍ يفضهٌٕ رُبٔل انطؼبو فٗ يطبػى  انٕعجبد انسشيؼخ.أٔضؾذ َزبئظ انذساسخ انًيذاَيخ ٔعٕد اخزلافبد فٗ آساء ٔارغبْبد انؼًلاء رجؼب

يفضهٍ رُبٔل انطؼبو يغ انؼبئهخ ْٕٔ يبيشيش إنٗ  %11.21أيب الإَبس فُسجخ ،%  يٍ انزكٕس  يفضهٌٕ رُبٔل انطؼبو يغ الأصذقبء29.1نهُٕع 

أٌ رُبٔل انطؼبو فٗ يطبػى انٕعجبد انسشيؼخ يًكٍ أٌ يكٌٕ ًَطب نلاسزًزبع أٔ الاؽزفبل أٔ الإَذيبط فٗ انًغزًغ.نزنك ػهٗ يذساء يطبػى 

انؼًلاء ٔرقهيم ػذد انشكبٖٔ.نزنك يٕصٗ  اؽزيبعبد َبس( نكٗ يكَٕٕا قبدسيٍ ػهٗ رهجيخإ-)ركٕس ٔيشاػبح اخزلاف انغُسخ انٕعجبد انسشيؼ

ْزًبو ثبلأرٗ:الاْزًبو ثغٕدح انطؼبو يٍ ؽيش رقذيى انًكَٕبد انطبصعخ ٔدسعخ ؽشاسح انطؼبو ػُذ انزقذيى ٔكًيخ انطؼبو انًقذيخ فٗ انٕعجخ، الا

ٍ . ضشٔسح ٔضغ سيبسخ سؼشيخ يؼهُخ رزُبست يغ ثُظبفخ صبنخ انطؼبو ٔدٔساد انًيبِ، انسشػخ فٗ رقذيى انطؼبو. الاْزًبو ثبنشكم انؼبو نهؼبيهي

 . خيًكُ خعًيغ انفئبد؛ انزؼبيم انسشيغ يغ عًيغ انشكبٖٔ ثأقصٗ سشػ

 

  

 

 

 


