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Perspectives of Young Adults in The United Kingdom on
Fast Food

Birlesik Krallik’taki Geng Yetiskinlerin Fast Food’a Bakig A¢ilar:

Abstract

Sorumlu Yazar
Meliha ER (;ON With globalisation, consumer food preferences are shifting
ermelihaa@gmail.com from home-cooked meals to ready-to-eat foods, leading to various
0009-0007-6106-0428 health issues, including obesity. This study aims to examine the
attitudes of young adults living in the United Kingdom towards
Yazar fast food products (particularly a prominent international fast
Richard BENNETT food chain) and their views on the health effects of these foods.
r.m.benn readin k Although manystudies have been conducted on fast food products,

.m.bennett@reading.ac.u g y p

0000-0003-3226-8370 relatively few have specifically focused on an international fast

food chain. Additionally, there is a lack of sufficient research in
the literature regarding fast food-related waste. This research will
also explore young adults attitudes towards food waste resulting
from fast food consumption. An online survey was conducted
with a total of 104 young adult participants, aged 18 to 36, who
met the study criteria and were selected using a ‘convenience
sampling’ method. The study revealed that an international
fast food chain is the most preferred fast food restaurant brand
among young adults compared to other fast food restaurants.
While the majority of young adult participants believe that fast
food has harmful effects on health, they still prefer these foods
for reasons such as fast service, affordability, and widespread
availabilicy. When investigating food waste, more than half of
the male and female participants indicated that they take home

Génderilme Tarihi - 05 Haziran 2024 food they could not finish at restaurants and consume it later.

Kabul Tarihi : 07 Aralik 2024 Although many alternatives are available for managing food
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waste, some participants expressed the belief that such food

should be thrown away.

Keywords: Fast food, Globalization, United Kingdom,

Food waste, Health issues

Ozet

Kiiresellesmeyle birlikte tiiketicilerin gida tercihleri ev
yapimu yemeklerden hazir gidalara dogru kaymakta ve bu
durum obezite gibi ¢esitli saglik sorunlarini beraberinde
getirmekeedir. Bu ¢alisma, Birlesik Krallik’ta yasayan geng
yetiskinlerin fast food iiriinlerine (6zellikle taninmis bir
uluslararasi fast food zinciri) yonelik tutumlarint ve bu
gidalarin saglik Gzerindeki etkilerine iligkin goriislerini
incelemeyiamaglamaktadir. Fast food tiriinleri tizerine bir¢ok
calisma yapilmis olmasina ragmen, zellikle bu uluslararas
fast food zinciri tirtinleri {izerine nispeten az sayida calisma
bulunmaktadir. Ayrica, fast food kaynakli auklarla ilgili
literatiirde yeterli aragtirma bulunmamakrtadir. Bu arastirma,
geng yetiskinlerin fast food titketiminden kaynaklanan gida
israfina yonelik tutumlarini da inceleyecektir. Caligma
kriterlerini kargilayan ve kolayda orneklemer yontemiyle
segilen, yaslar1 18 ile 36 arasinda degisen toplam 104 geng
yetigkin katilimcryla ¢evrimici bir anket gereklestirilmistir.
Arastirma, bu uluslararasi fast food zincirinin diger fast
food restoranlarina kiyasla geng yetiskinler arasinda en ¢ok
tercih edilen fast food restoran markast oldugunu ortaya
koymustur. Geng yetiskin katulimcilarin ¢ogunlugu fast
food’un sagliga zararli etkileri oldugunu diisiinse de, hizl
servis, uygun fiyat ve yaygin erisilebilirlik gibi nedenlerle bu
yiyecekleri tercih etmektedirler. Gida israfini arasturirken,
erkek ve kadin katilimcilarin yarisindan fazlasi restoranlarda
bitiremedikleri yiyecekleri evlerine gotiirdiiklerini ve daha
sonra tiikettiklerini belirtmistir. Gida atiklarinin yonetimi
icin bircok alternatif mevcut olmasina ragmen, baz
kaulimeilar bu tiir yiyeceklerin ¢ope atlmast gerektigine

inandiklarini ifade etmislerdir.

Anahtar Kelimeler: Fast food, Kiiresellesme, Birlesik
Krallik, Gida israfi, Saglik sorunlart

Introduction

In research, fast food is defined as satisfying foods
that have high sugar and calorie content, low nutritional

value, can be prepared in a short time, and are offered
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to consumers at low prices (Morse and Driskell, 2009;
Tayfun and Tokmak, 2007). According to Dunn et al.
(2008), fast foods such as hamburgers, french fries and
pizza give individuals a feeling of satiety because their fat
and sugar content is high and their nutritional value is low.
In many developed countries, people’s eating habits have
moved away from home-made foods due to the change in
family structure, the female population taking a greater
role in business life, the increase in family income and the
prolongation of working hours (Nielsen and Popkin, 2003;
Whitton et al., 2014). Changes in the lives of individuals
have caused a shortening of the time devoted to cooking at
home, in response to this the food industry has developed

ready-made food products (Jekanowski, 1999).

According to a study conducted by Untaru and Ispas in
2013, young people tend to prefer fast food due to various
reasons such as the quick service, affordable prices, the
widespread availability of fast food restaurants, the ability to
socialize in these restaurants, and the convenience of home
delivery and takeaway options. In a study conducted by
Bayhan et al. (2015) at Pamukkale University, the reasons
why students prefer fast food restaurants were listed as
delicious and fresh food, cleanliness of the restaurant, and
fast service. Fast food products consumed by individuals of
all ages can lead to serious health problems, especially in
young consumers, such as obesity (Stevenson et al., 2007).
Research has shown that the number of obese individuals is
increasing worldwide, particularly in the United Kingdom
and the United States, where the incidence of obesity has
doubled (Stevenson et al., 2007). After analysing the studies
in the literature, it has been revealed that young people and
children residing in England have a high consumption
rate of fast food, despite being aware of the health issues
associated with it (Wills et al., 2009).

When we look at consumers’ food preferences in recent
years, fast food has replaced home cooking in the UK, as
in other countries. Fast food consumption plays a big role
in the UK, with people getting around 10% of their daily
energy from fast food (Remnant and Adams, 2015; Nielsen
et al., 2002). Compared to other European countries,
England is at the forefront of fast food consumption and

there has been an increase of around 35% in the sales of fast
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food products in the last decade (Schlosser, 2002; Maguire,
Burgoine and Monsivais, 2015).

When examining studies on food, the issue of food
waste emerges as a significant problem. Approximately one-
third of the food produced worldwide ends up as waste. If
this situation continues, it will not be possible to meet the
food demands of the world population, which is estimated
to reach nine billion by 2050 (Godfray et al., 20105 Parfitt
et al., 2010). Studies have shown that when food doesn’t
meet the consumer’s expectations in terms of colour, shape,
or taste, it often goes unconsumed and is wasted (Rohm et
al., 2017). Marais et al. (2017) stated that when consumers
do not like the taste of food, they tend to leave food on
their plates, which causes food waste. A lot of research has
been done to prevent food waste. As a result of the research,
methods such as varying portion sizes in restaurants and
labelling menus have been suggested to reduce food waste

(Betz et al., 2015; Filimonau et al., 2020).

Research Hypotheses:

Young adults prefer this international fast food chain

due to factors such as affordability and fast service.

This international fast food chain is the most preferred
fast-food brand among young adults due to its extensive

availability and widespread presence.

Food waste in fast food restaurants is of low concern

among young adults.

Material and Method

The study presented here examines the attitudes of
the young population living in the UK towards fast food
and this international fast food chain and the factors
influencing them when choosing fast food. The research
was carried out using an online platform (Qualtrics) in
July 2022, and a survey was conducted with participants
aged between 18 and 36 who have internet access, can use
a computer or phone, are not visually impaired, and speak

English. A total of 116 people participated in the survey

33—
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study, but after the elimination of 12 participants who
did not meet the survey criteria, analyses were undertaken
with the data of 104 participants in total. To enhance the
reliability of the survey, a validation process was conducted.
A preliminary focus group of five individuals, comprising
two master’s students and three doctoral candidates, was
held via Zoom. Feedback from this group was used to refine
the survey questions, ensuring clarity and relevance. The
survey was subsequently reviewed by two additional experts
in the field, who provided insights on the clarity, accuracy,
and cultural appropriateness of the questions. This process
aimed to minimize potential biases and improve the validity
of the responses collected. The questionnaire was created
within the Qualtrics platform, and then a link was sent to
participants. Participants were selected using a convenience
sampling method. This sampling approach was chosen to
facilitate timely data collection from young adults in the
UK. The questionnaire was composed of four sections in
total: Demographic Factors, Fast Food Consumption, An
international fast food chain and Healthy Foods, and Food
Waste. The survey questions included 5-point Likert Scale
Rating questions, open-ended, multiple choice, ranking
and preference questions. The survey results were analysed
using SPSS and Excel. The Multinomial Logistic Regression
test was employed to analyse the relationships between
age, education level, marital status, household income,
and the frequency of fast food consumption. This method
was chosen because the dependent variable—frequency of
eating at fast food restaurants—has multiple categories.
Previous studies have demonstrated that the multinomial
model is appropriate for analysing dependent variables with

more than two options (Yilmaz, 2018).

Within the scope of this study, the University of
Reading Ethical Clearance Form (Reference Number:
1910C) was obtained.

Results and Discussion

3.1. Demographic Factors




Table 1. Demographic Characteristics of Survey Participants
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Frequency Percent
Age 18 - 24 24 23.1
25 -31 58 55.8
32-36 22 21.2
Gender Male 40 38.5
Female 61 58.7
Non-binary/third gender 1 1.0
Prefer not to say 2 1.9
Education Level Secondary to age 18 0
Some University but no degree 1.9
University - Bachelor’s Degree 35 33.7
Graduate or professional degree (MA, MS, MBA, PhD, Law Degree, 67 64.4
Medical Degree etc)
Marital Status Married / In a domestic partnership or civil union 29 27.9
Single /Divorced /Separated 75 72.1
Household <£15,000 46 44.2
Income £15,000 - 29,999 33 31.7
£30,000 - £49,999 10 9.6
>£50,000 15 14.4
Total 104 100.0

Source: Data collected by the author

Upon examining the demographic characteristics
of the participants, it was found that more than half of
them (almost 56%) were between the ages of 25-31. Out
of the total number of participants, 61 were women, one
identified themselves as the third gender, and two preferred
not to specify their gender. Additionally, 67 participants
held master’s or professional degrees such as MA, MS,

Table 2. Parameter Estimates for Age

MBA, PhD, Law Degree, or Medical Degree. The majority
of the respondents (nearly 67%) were students, while
approximately 72% of them were either single, divorced,
or separated. Moreover, 46 participants had a household
income of less than £15.000 per year, whereas 15

participants had an annual income of over £50,000 (Table

1).

How often do you eat fast food (as a takeaway, at a restaurant or Coefficient (B) Standard Error Significance
dine-in )2 ?
A few times a week constant 18.307 1.009 <.001

18-24 years old 599 4507.074 1.000

25-31 years old -16.228 762 <.001

32-36 years old 0¢
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A few times a month constant 19.319 927 <.001
18-24 years old -.295 4507.074 1.000
25-31 years old -16.578 .625 <.001
32-36 years old 0° . .

Less than a few times a month | constant 18.867 791 <.001
18-24 years old -.094 4507.074 1.000
25-31 years old -17.481 .000
32-36 years old 0¢ . .

Never constant -.693 6681.641 1.000
18-24 years old .000 10275.479 1.000
25-31 years old .000 6681.641 1.000
32-36 years old 0¢

Source: Data collected by the author

Note: a. The reference category is Every day.

In the analysis shown in Table 2, ‘every day’ was
chosen as the reference category, and the frequency
of fast food consumption was examined in relation
to different age groups. The first set of coefficients (B
represents the estimated regression coefficient obtained
from Multinomial Logistic Regression analysis, which
illustrates the relationship between independent variables
(e.g., age, education level) and the dependent variable (fast
food consumption frequency)) compares participants who
consume fast food ‘every day’ with those who consume
it ‘several times a week,” showing that only individuals
aged 25-31 demonstrate statistical significance (p<0.01).
This trend persists across additional comparisons, with

participants in the 25-31 age range consistently indicating

higher fast food consumption.

Further analysis reveals that among participants who
consume fast food several times a week, more than half
(53.85%) are aged 25-31, and an additional 15.38% are
aged 32-36. This finding aligns with previous research
indicating that younger adults, particularly those in their
twenties, tend to consume fast food more frequently than
older individuals (Agir and Akbay, 2021; Dunn et al,
2008). Similar studies confirm that while older individuals
may report “occasional” consumption, younger adults

often consume fast food “twice a week or more.”

35
30
25
20

[ Iy I e

Every day A few times a
week
mMale mFemale

31
16 16
15 12 1012
1
12 ¢g¢ 0 0 1—1 Iul 0 loo
_- A T

A few timesa
month

m Non-binary/third gender

Less than a few Never

times a month

Prefer not to say

Figure 1. The Relationship Between Gender and Fast Food Consumption Frequency

Source: Data collected by the author
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To understand whether there is a relationship between
gender and the frequency of fast food consumption, the
Chi-Square test was performed and it was found that
there was no significant relationship between them. When
Figure 1 is examined, it is seen that women prefer fast-food
restaurants more often than men. While 16 of the women

and 12 of the men state that they consume fast food

3.2. Young Adults and Fast Food Preferences
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several times a week, it is a woman who says that she does
not consume fast food at all (Figure 1). Contrary to this
research, according to many studies, men consume more
fast food than women. However, in a study conducted
by Ahlgren et al. (20006) in Switzerland, it was found that
female consumers tend to consume more fast food than

male consumers.

621 i 695
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53.1 522
472 I42-2 ! I
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&
m Mean

Figure 2. Factors That Attract Young Adults to This International Fast Food Chain (%)

Source: Data collected by the author

When young adults living in the UK were asked why
they prefer this international fast food chain, they listed
the most important criteria as fast service, affordable prices
and ubiquity (average 69%, 68%, and 64%, respectively).
The least effective factor in choosing this fast food chain
consumers was determined as “having healthy food on
the menu” with almost 33% (Figure 2). According to the
results of the study conducted by Sen et al. (2021), one of
the most important factors influenced by consumers when
choosing fast food in 2021 is the price factor, with a rate of

approximately 77%. According to the study by Paudel and

ZIRAAT MUHENDISLIGI

Shrestha (2021), with students, taste and easy accessibility
were associated with the reasons why young people prefer
fast food ata rate 0of 91% and 100% respectively. Among the
factors affecting the fast food consumption of consumers
are cheapness, easy accessibility, time-saving, and the desire
to be with friends. According to the results of the survey
conducted in Sivas province, the desire to be with friends
ranks first among the reasons why high school students
prefer fast food products, followed by factors such as the
atmosphere of fast food restaurants and the deliciousness
of fast food products (Ugur, 2018).

| Yil: 2024 | Say:i: 380
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3.3. The Relationship Between Health and Fast Food

57.8
48,9
! o 267
B 155? N . 122 133 156 156 144 =
— n N =R ulg
Strongly agree Somewhat agree  Neither agreenor Somewhat disagree  Strongly disagree

disagree
= Foods on McDonald's menus are generally high in calories

The calorie content mfluences my choice of meal
w ] like the low-calorie and low-fat meal options on McDonald's menu

Figure 3. Perspective on International Fast Food Chain Menus From Their Calorie Content (%)

Source: Data collected by the author

While the majority of young adults surveyed stated that
international fast food chain products have a high-calorie
content, about 6% stated that they did not agree with the
idea that this international fast food chain products have
a high-calorie content. In addition, over 43% (15,56%
strongly agree, 27,78% somewhat agree) of young adults

stated that they paid attention to the calorie content when

choosing a meal at this international fast food chain (Figure
3). Similarly, in a study conducted with participants who
prefer fast food restaurants such as McDonald’s, Burger
King, and Kentucky Fried Chicken (KFC) in New York
City, only 9% of the participants stated that they consider
calorie labels when choosing food (Elbel, Gyamfi and
Kersh, 2011).

857
G676 !
B 152 162 ' -
- .
Male Female
® Yes, it i3 definitely unhealthy

1.0 0,0 00

Non-banary/ third
gender

No, it 15 not unhealihy

1.0 00 00

Prefer not to say

= Not sure

Figure 4. Young Adults’ Perspectives on International Fast Food Chain Menus From a Health Perspective (%)

Source: Data collected by the author

When asked about the effects of fast food products on

health, almost 67% of men thought fast food products were

: —
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harmful, while early 86% of female consumers stated that

fast food products negatively affect human health. On the




other hand, almost 16% of male participants stated that
fast food products did not have a negative effect on health,
while approximately 7% of female participants stated that
fast food products did not harm health (Figure 4). In a
survey conducted in India by Goyal and Singh (2007), only
3% of young people defined fast food products as healthy.
In the survey conducted with high school students in Sivas
province, 44% of the youth stated that fast food products
are harmful to health, while 28% stated that they are
healthy. At the same time, most of the participants stated
that they are aware that fast food products are unhealthy,

but they continue to consume them (Ugur, 2018).
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3.4. Food Waste in the Fast Food Industry

To observe food waste in the fast food industry, the
study investigated whether participants paid attention to
portion sizes in their orders and how they used the leftovers.
While 25 (about 62%) of the young male participants stated
that they were careful to order the amount they could eat
when ordering fast food, 8 male participants stated that
they ordered more than they could eat, and 7 (almost 18%)
stated that they did not care about the portion size when
ordering. On the other hand, 34 of the female participants
stated that they pay attention to the portion size when
ordering, while 12 participants stated that the portion size

is unimportant.

32,0
204§
26.5
24.0 235
. 20,0 20,0
c 11.8 |
8.8 .
. 4.0
10 10
rE 0,000 0,000 0,00,0 0.00,0
Always Most of the time About half the time Sometimes Never
mMale Female wNon-binary/third gender mPrefer notto say

Figure 5. Willingness to Take Leftover Food Home (%)

Source: Data collected by the author

When the participants were asked whether they took
the leftover food home if the food they ate at fast food
restaurants was too much for them, approximately 29%
of the young male participants said they always and 26%
most of the time wanted to take the leftover food as a
takeaway. In comparison, approximately 23% stated that
they did not want to take the leftover food home. When
the willingness of young female participants to take leftover

food as a takeaway was examined, it was determined that

ZIRAAT MUHENDISLIGI | Yil: 2024 | Say1: 380

32% of the women always wanted to take leftover food,
20% of them most of the time wanted to take leftover food
as a takeaway, while 20% did not feel such a need (Figure
5). According to a study conducted by Giorgi in England
in 2013, more than 50% of the participants took home the
excess food they could not eat, while approximately 40% of
them were hesitant to ask for a container to take the food

they could not eat home as a takeaway.

p—— 3



_ -
BZIRAAT
6\ 'MUHENDISLIG!

254 254
214
= - 12.7 ! -
- =
=
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staff meals
m Food Waste Management

Figure 6. Food Waste and Excess Management at International Fast Food Chain (%)

Source: Data collected by the author

When asked about how food waste and excess food
at international fast food chain should be utilized,
approximately 15% of the participants suggested that
surplus food should be distributed to employees, 21%
recommended donating to charitable organisations,
around 13% indicated that surplus food should be used
for further meals, 25% suggested composting and about
25% suggested disposal (Figure 6). Many studies have been
conducted on the evaluation of food waste. One of these
studies is the study conducted by Billore et al. in Japan
in 2021. In the study, some campaigns and slogans were
organized for the participants to take home the food they
could not eat. The slogans that attracted the most attention
from the participants were “If you don’t eat it, bring it

<

home “ and “Taste your food twice “.

The findings of this study provide insight into the
fast food consumption behaviours of young adults in
the UK, validating initial hypotheses regarding their
preferences. The international fast food chain is confirmed
as the most preferred fast food chain among participants,
supporting the hypothesis that its affordability, fast service,
and extensive availability make it appealing to young
consumers. Additionally, the observed trend of frequent
fast food consumption within the 25-31 age group aligns
with the hypothesis that younger adults are more inclined

toward fast food due to lifestyle factors and convenience.

The data also highlight participants’ awareness of the

: —
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health risks associated with fast food, with a majority
acknowledging its potential negative impact on health.
Despite this awareness, fast food remains popular,
reflecting a cognitive dissonance where convenience and
cost may outweigh health concerns—a finding echoed
in the literature. Furthermore, while some young adults
demonstrated concern about food waste by opting to
take leftovers home, others displayed minimal interest in
managing waste. This aligns with the hypothesis that food
waste is a low-priority issue for a segment of the young

adult population.

Conclusion

With globalization, factors such as changes in family
structures, increases in income, increase in the female
population in business life, and long working hours
cause individuals’ eating habits to shift towards fast food
products. With the increase in fast food consumption,
various health problems such as obesity, heart failure and
diabetes emerge. In this study, the thoughts and attitudes of
the young population living in England towards fast food
products and an international fast food chain, which is
widespread around the world, were examined. The subjects
of this research are the reasons why fast food products are
preferred, young people’s thoughts about the food in these
fast food restaurants and the health effects of fast food

products, and food waste in the fast food industry.




According to the results of the research, The international
fast food chain is the most preferred fast food restaurant
among young adults residing in the UK, and most of the
participants are aware that over-consumption of these foods
can be harmful to health, but continue to consume them.
When the reasons why fast food products are preferred by
young adults are examined, factors such as being served
quickly, affordable prices and being accessible everywhere
take the first place. When the participants’ awareness of
food waste was examined, it was determined that more
than half of the participants were conscious of food waste
and tended to take home the food left on their plates after
eating at restaurants. They expressed their opinions that
food waste and excess food generated in restaurants can be
managed by composting, distributing to employees, and

donating to charities.
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