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ABSTRACT 

 

Defects in strategy application could be the reason why 56% of Small and Micro-

Enterprises in Nairobi are either deteriorating or failing because of increased 

competition. This study was carried out to evaluate the characteristics of fast food 

restaurants in Nairobi, explore the growth and competitive strategies being pursued by 

fast food restaurants to attract and retain out-of-home food consumers and finally to 

assess the effectiveness of growth and competitive strategies in enhancing 

performance of fast food restaurants.From the target population of 1,200 fast food 

restaurants, a stratified random sample of 89 restaurants was selected for data 

collection and analysis. The study established that 52.7% of the fast food restaurants 

in Nairobi have been in business for less than three years with 92.8%operating for 

between 18 - 24 hours daily, the busiest period being 11am – 2pm. The study further 

found out that 56.4% of fast food restaurants advertized their businesses. Promotions 

are run by 58.2% of restaurants in Nairobi at least once every month. The age of the 

business, beta (0.476), t (1.939) and Sig. (0.07) was established to be the highest 

positive contributor to food pricing.It was also determined that the number of food 

items on the menu, beta (0.528), t (2.096) and Sig. (0.051) and the number of hours a 

business operated per day (beta 0.631), t (2.601)and Sig. (0.019) are the highest 

contributors to the revenues a business can generate daily. Product differentiation 

strategy through menu diversification, service differentiation strategy through outside 

catering and office deliveries, strategic positioning through locations offering high 

proximity to consuming public, customer relationship management strategy through 

advertizing and promotions and expansion through opening new outlets/franchising 

are the five strategies fast food restaurants in Nairobi should pursue in order to fairly 

price food items, increase customer base and increase revenues. 
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CHAPTER ONE 
 
 

 

INTRODUCTION AND BACKGROUND TO THE STUDY 
 

 

Introduction 

 

The business need of getting positioned from a strategic perspective with the intention 

of winning new opportunities in the market place is the compelling driver of strategy 

formulators in any industry (Weston et al., 2011). The basic motivation in such 

ventures is the acquisition of more customers who will essentially generate more 

revenues for the business entity. The out-of-home food consumption, as a sub-sector 

of the food industry, is an increasingly attractive business opportunity which has seen 

fast food companies employing growth and competitive strategies to recruit and retain 

consumers (Jekanowsky, 1999).A fast food restaurant is a specific type of restaurant 

characterized both by its fast food menu and by minimal table service. Food served in 

fast food restaurants typically is offered from a limited menu. 

 
Kara, Kaynak and Kucukemiroglu (1995) observed that more people are eating more 

meals outside their homes. According to Maumbe (2010), as a consequence of this 

expected rise in consumer demand for fast food, coupled with the changing 

consumption patterns and competition in the food service industry, it is essential to 

identify strategies being crafted to respond to the diverse consumer preferences and 

industry rivalry .An assessment of industry characteristics and the strategies being 

pursued is therefore necessary in order to establish their effectiveness in realization of 

the business objectives and long term goals for fast food companies. 
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Strategy can be defined as the top management's plans to accomplish results 

consistent with the organization's missions and goals (Wright et al., 1992). Mintzberg 

(1998) says strategy can be a pattern, plan, position, perspective and ploy. Strategy 

implies future oriented plans for interacting with the competitive environment to 

achieve company objectives. Generic strategies, according to Pearce and Robinson 

(2009), provides the core idea about how a business enterprise can best contend in the 

market place. The scheme, attributed to Michael Porter, identifies three generic 

strategies pursued in an effort to gain competitive advantage. Low cost leadership, 

differentiation and focus are strategies that provide options that can enable a business 

produce above average returns in a given industry. 

 

Growth strategies provide advantage to firms participating in rapidly growing 

industries and markets (Pearce & Robinson, 2009). Growth can be achieved through 

establishment of brands, developing new channels, finding niche markets and through 

the ability to provide product variants in response to emerging consumer preferences. 

All this is mostly aimed at increased sales, acquisition of consumer loyalty and 

increased market share. There is empirical evidence that top-line growth is vital for 

survival in any business venture (Frost & Sullivan, 2011). Further, application of 

deliberate strategies has been proven to provide businesses with strong growth in 

revenues, enabling them to outperform competitors and succeed in the long term. An 

assessment of growth linked to strategies in food industry in USA by Weston et al. 

(2011) attributes growth to four key elements namely high rate of new product 

introductions, promotion methods to reinforce brand strengths, spreading out into 

international markets, and acquisitions and divestitures. The study was able to 

establish that there was a relationship between performance and acquisition and 

divestiture strategies in the food industry. 
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Business strategy is designed in order to position the company within a given industry 

so that over a long period of time, it can earn higher rate of return on its investments 

(Bateman & Zeithaml, 1993). One way of achieving such strategic objectives is to 

formulate and implement business strategies that develop and sustains advantage over 

competitors through pursuit of either differentiation or low cost strategies. Equally 

important, as posited by Reginald Jones, the former CEO of General Electric, who is 

considered a pioneer in strategic planning, business strategy must consider prevailing 

political, economic and social factors which are critical to success. These are 

sometimes referred to as strategic issues, and their neglect is likely to result in failure 

of the adopted strategies in the market place.The careful and thorough handling of the 

critical processes in strategy formulation, strategy implementation and strategy 

evaluation becomes the only viable means for the realization of business strategies. 

 

Combination of several social and economic factors in the lives of Nairobi city 

residents is transforming consumer tastes and the choices they make (Wesangula, 

2011). In response, companies that sell fast food are employing diverse growth and 

competitive strategies to offer new experiences based on the emerging urban 

consumer trends. According to Fiona Cameron, Director (Research & Development) 

with the ACNielsen group, “Out of home eating and drinking is an essential part of 

modern life and usage is likely to increase with time” (Life Choices, 2005). In the Life 

choices publication of 2005, research firm predicted that there were opportunities for 

out of home food retailers, manufacturers and organisations responsible for health 

communications to engage with the emerging trend among consumers. However, as 

businesses compete for the consumer, changes in population lifestyle, typified by the 

out-of-home food consumption, present several challenges to societies. 
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According to Wesangula (2011), over the past 20 years, fast food has been accepted as 

a major part of the Kenyan urban diet. From the original fish and chips outlets spread 

in urban centers, fast food has slowly become lodged in household and school menus 

across the economic classes. A packet of chips has become part and parcel of the diet 

for those who need a quick, sometimes cheap, meal. Fast food is now served in 

airports, parks, restaurants, school canteens and university cafeterias. 

 

Increase in lifestyle diseases, such as cancers and diabetes are on the rise in East and 

Central Africa (Jamison et al., 2006). According to a July 2008 Medical Market 

Research posting, a large number of the middle class in Kenya will be spending 

heavily on healthcare over the next five years as they live with the complications from 

lifestyle diseases such a hypertension, obesity, and diabetes. According to Young and 

Nestle (2002) and a 1998 WHO report on obesity, studies shows that there is strong 

positive correlation between out-of-home food consumption and prevalence of 

overweight, obesity and other non-communicable chronic diseases in the populations 

considered. In the assessment of Kant and Graubard (2006), this is because most 

foods consumed out-of-home is recognizably less healthy than those consumed at 

home. They have higher energy density, higher sugar, salt and fat content, especially 

saturated fat, and they are in general poor on fibres, calcium and iron (Macintyre, 

2005). 

 

Social and Economic Drivers of the Fast Food Industry 

 

Population growth is a major driver and predictor of growth in the food industry 

(Weston et al., 2011). As tabulated in table 1.1, the population of Nairobi has 

increased by over 40% in the last 10 years. This may have provided a strong growth 

momentum for the fast food industry. 
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Table 1.1: Nairobi population size and growth  
 

 

Population size and growth rate for Nairobi 1985 - 2015 

           Share in Country's urban 

Estimates and Projections (Thousands)  Annual Growth rate %  Population %  

1985 1990 1995 2000 2005 2010 2015 1985 - 95 1995 - 2005 2005 - 15 1985  2000  2015 
                

1100 1403 1810 2310 2841 3346 3773 5  4.5 2.8 28  23.2  22.5 
                

 

 

Source: UNCHS, 2001 
 

 

There is an evolution of roles especially in the modern Kenyan home. With more 

women working outside of the home, demand for convenient, on-the-go family food is 

rising. In the June 2011 AC Nielsen report titled “Women of Tomorrow: A study of 

women around the world”, it is noted that “women control the majority of purchasing 

decisions in a household and their influence is growing” (Women of Tomorrow, 

2011) 

 

There is an increased awareness of risk associated with food in the society. In an 

uncertain society, where greed has seen unsuspecting city residents buy donkey meat 

from butcheries (Ombati, 2011), people are turning to brands they can trust and they 

are becoming increasingly aware of the corporate behaviour of the companies they 

buy from. Across 95% of countries, quality is the number one driver of brand 

loyalty.Consumers are consequently associating with time tested brands that offer 

quality solutions to their out-of- home eating needs. 

 

A fluid life, according to Life Choices publication of December 2005, is a 

preponderant theme in the lifestyle of people living in urban centres. The eight-to-

five, three-square-meals-a-day routine is becoming a thing of the past. People want to 

be able to shop, eat and drink on their own terms, wherever and whenever they feel 

 

5 

Daystar University Repository

Library Archives Copy



 

 

 
like. Choice drivers of habitual out-of- home food and drink choices are convenience 

and availability, cost and value, social drivers and communication and taste. 

 

Consumers feel like they have less leisure time due to work commitments and patterns 

of commuting. They seek products and services that give them time and social 

interaction. Breakfast is a key out-of-home occasion as the number of skipped 

breakfast continues to rise in Europe and US. Consumers can achieve many benefits 

from regular breakfasts but only recently have products become focused in their 

conception and targeting. Light meals are an important trend to follow as core meals 

are becoming more fragmented due to lack of available time and snacking 

compensates by becoming more substantial and nutritious (Data Monitor, 2006). 

 

Background to the Study 

 

According to Rumore et al. (1999), the fast food industry is characterized by very low 

entry points with little capital investment needed for new entrants. The barriers to 

entry are therefore very few. In his empirical study of the fast food industry in Saudi 

Arabia, Bhuian (2000) examined the key attributes that influence the consumer 

preference. The study revealed that factors such as nutrition, price, taste, speed, 

delivery service, variety, seating capacity, location, novelties, friendliness and 

cleanliness played a huge role in attracting and retaining customers and therefore were 

essential in helping the businesses achieve their objectives. 

 

Understanding what customers want, according to Rumoreet al. (1999) is 

fundamentally important in order for a fast food restaurant to effectively implement 

their marketing strategies. Nezakati, Kuan, and Asgari (2011) in their study of factors 

influencing customer loyalty towards fast food restaurants in Malaysia, pinpoints that 

product quality, customer satisfaction and brand trust were the major drivers. This 
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implies that innovative changes and value addition efforts through strategic focus 

should target these pertinent variables to attract and increase chances of repeat 

purchase by the customers. This is because customer loyalty plays a key role in 

enhancing competitiveness and by inference future success in the fast food industry. 

 

In underscoring the crucial role of quality as a fundamental competitive strategy in the 

service industry, Akdag and Dogan (2001) assert that fast food restaurants should be 

designed to provide customers with efficient and responsive services. This is because 

the food service industry has become exceedingly competitive, with revenues dipping 

and operational costs going up. A study of Small and Micro Enterprises (SMEs) in 

Nairobi byBowen, Morara, and Mureithi (2009) reveals that more than 89% of the 

businesses considered increased competition as their most pressing challenge. Given 

that 56% of the SMEs were either failing or deteriorating, the study recommended fair 

pricing, discounts and special offers, offering variety of services and products, 

superior customer service and continuously improving quality of service delivery as 

the strategies which can be adopted. The challenge for restaurant owners hence shifts 

to adopting suitable strategies to remain profitable in a shrinking market while at the 

same moment keeping the increasingly sophisticated consumers satisfied through 

quality and efficient services. According to Akdag and Dogan (2001), service quality 

and operational efficiency are twin objectives which must be addressed by strategy 

formulators in this industry. 

 

The interaction and the relationship of variables at play in the industry is a tested way 

of determining industry attributes, the strategies being adopted and their effectiveness. 

Studies by Akdag and Dogan (2001), Nezakati, Kuan, and Asgari (2011) and Bhuian 

(2000) converge at this method of data generation and analysis. Correlation and 
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regression analysis provide inferences which can be used to predict the nature and 

strength of the relationships between the variables. 

 

Statement of the Problem 
 

 

The consumption of food out of the home is on the rise in Nairobi given the increase 

in number of business permits issued to fast food restaurants by the Nairobi City 

Council in the last five years (NCC, 2011). This growth has beendriven by 40% 

population growth over the same period (KDHS, 2008-09). In the assessment of 

Macharia (2003), the rural Kenya to Nairobi city migration will continue to increase, 

driven by the combination of both “push” and “pull” forces he outlined as founded on 

the desire to improve people’s socio-economic welfare. Fast food companies focusing 

on this market segment are employing growth and competitive strategies to recruit and 

retain consumers and to be profitable. A study of SMEs within the Nairobi CBD 

revealed that 56% of businesses are either deteriorating or failing (Bowen, Morara,& 

Mureithi, 2009) because of increased competition. This could be indicative of defects 

in strategy application hence the need for an assessment of growth and competitive 

strategies in order to establish their effectiveness in realization of the business 

objectives and goals for fast food restaurants. 

 

Purpose of the Study 

 

The purpose of this study was to assess the growth and competitive strategies that 

were being pursued by fast food restaurants in Nairobi to be profitable, and to win and 

retain consumers in the attractive out-of-home food consumption market segment. 
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Objectives of the Study 
 

1. Evaluate the characteristics of fast food restaurants in Nairobi. 

 
2. Explore the growth and competitive strategies being pursued by fast food 

restaurants to attract and retain out-of-home food consumers. 

 
3. Assess the effectiveness of the growth and competitive strategies in enhancing 

performance of fast food restaurants. 

 

Research Questions 
 

1. What were the key characteristics of fast food restaurants in Nairobi? 

 
2. What were the deliberate growth and competitive strategies being explored by 

fast food restaurants to tap into this market? 

 
3. What was the impact of the strategies on the performance of the companies in 

terms of price per meal, increase in customers and increase in revenues? 

 

Justification of the Study 

 

The out-of-home food consumption has been widely studied in the developed nations 

but not much information about the trend and assessment of strategies employed by 

fast food companies has been done for developing economies like Kenya. The 

contribution of this study is vital in consolidation and analysis of the significant 

business fundamentals as further guide and input to strategy makers and scholars.This 

study assessed the strategies employed in the fast food restaurants in order to gain 

considerable appreciation and insight with a view to determining effectiveness of 

growth and competitive strategies on profitability and increase in customer numbers. 

 

Significance of the Study 

 

Fast food restaurants in Nairobi and Kenya in general can benefit from this study 

since it attempted to establish the winning strategies to capture and consolidate 
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positions in the out-of-home food consumption market. The study has resulted in 

increased knowledge about out-of-home food consumption in Kenya and researchers 

can benefit from the synthesized information to make informed references. The 

government and the City Council of Nairobi, as the regulators of the food service 

industry, can benefit from the study by appreciating the perception of the industry 

players. 

 

Assumptions of the Study 

 

The study assumed congruency between strategic management theories advanced and 

the methods used to gather and analyze data so as to validate the research findings. 

 

The characteristics of fast food restaurants and the applicable strategies as have been 

determined from other studies would provide suitable means of comparison. 

 

A study of fast food restaurants in Nairobi has relevance for scholars and business 

investors in the food industry. 

 

Scope of the Study 

 

This research considered the growth and competitive strategies being rolled out by 

fast food restaurants in Nairobi Central Business District. Nairobi City Council is the 

licensing authority of all fast food restaurants within Nairobi. By focusing on the fast 

food outlets where food was prepared and consumed out-of-home, the intention was 

to facilitate focused interaction with the targeted respondents. The restaurants 

managers or their assistants were the respondents for the questionnaires because of 

their intimacy with operational business components desired for this study. 

 
 
 
 
 
 
 

 

10 

Daystar University Repository

Library Archives Copy



 

 

Limitations and Delimitations of the Study 

 

Accurate information on current strategies and related business performance data from 

fast food restaurants were difficult to obtain since such were considered trade secrets. 

Respondents were assured of confidentiality of information and data they provided for 

this research. 

 

The universe of the out-of-home food consumption in terms of physical outlets in 

Nairobi City was hard to completely analyze via the census method. This study 

therefore focused on the Nairobi CBD and results obtained generalized for the rest of 

Nairobi since the restaurants operate under similar business environment. 

 

Definition of Terms 
 

Out-of-home food consumption 
 

 

Out-of-home food consumption is the purchase of at least one type of food for 

consumption out of the home during seven days (Bizerra & Sichieri, 2010). Out-of-

home food consumption also includes foods prepared outside the home regardless of 

where they are consumed (Lachat et al., 2009). 

 

In this study, out-of-home food consumption means food items purchased with the 

intention of consumption either at home or at the fast food restaurants. 

 

Consumer 
 

 

The end user of a product is usually the person who prepares or ingests the food. A 

consumer can also be a purchaser of a good or service in retail. The consumer can also 

be an end user and not necessarily a purchaser, in the distribution chain of a good or 

service (Maumbe, 2010). 
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For this study, the consumer is the person who pays for the fast food purchased in or 

from a fast food restaurant. 

 

Fast food restaurant 
 

 

Also known as a Quick Service Restaurant (QSR) within the food industry is a 

specific type of restaurant characterized both by its fast food menu and by minimal 

table service. Food served in fast food restaurants typically is offered from a limited 

menu. The food is cooked in bulk in advance and kept hot and is usually finished and 

packaged to order. The food can easily be packed for those consumers willing to take 

away, though seating may be provided (Maumbe, 2010). 

 
In this study, fast food restaurant means any business licensed by CCN to conduct the 

core business of preparing and selling food within the city. 

 
Strategy 

 
 

Strategy can be defined as the top management's plans to accomplish results 

consistent with the organization's missions and goals (Wright et al., 1992). Mintzberg 

(1998) says strategy can be a pattern, plan, position, perspective and ploy. In this 

study, strategy mean deliberate plan executed by a fast food restaurant to grow and 

remain competitive. 

 
Summary 

 
This chapter provides an introduction and background to out-of-home food 

consumption as a sub-sector of the wider food industry. The key drivers of the trend 

of eating out-of-home are introduced including the characteristics and dynamics of the 

components constituting the fast food business industry. The problem statement, 

purpose, research objectives and research questions, justification, significance, 
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assumptions, scope, limitations and delimitations of this study are outlined. The 

chapter concludes by giving definitions of the key terms used in this study. The next 

chapter presents the literature review which considers relevant articles and documents 

which informed this study. 
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CHAPTER TWO 
 
 

 

LITERATURE REVIEW 
 

 

Introduction 

 

This literature review considers five key components relevant to this study. A brief 

look into the recent developments in Africa with respect to business environment, 

followed by reflections on the studies which have been carried out in the out-of-home 

food sector in different parts of the world and the methods applied to arrive at the 

findings and conclusions. Studies carried out on growth and competitive strategies in 

the fast food industry were also evaluated and the major driver of growth in the out-

of-home market segment was looked at through an evaluation of the relevant 

demographics of Nairobi city. 

 

Business Environment in Africa 

 

In an article in the Harvard Business Review of May 2011, Chironga et al. (2001) 

showed that in the year 2008, Africans spent $860 billion on goods and services 

which was 35% more than Indians spent. The article challenges business entities to 

consider the fact that the continent of Africa is home to many of the world’s biggest 

opportunities. The authors further assert that the trick is in the strategic decision on 

where and how to seize such attractive prospects. Companies which engage in 

consumer facing strategies in Africa are projected to have bright business futures and 

commend the smartness of companies like Nokia and Coca Cola which already 

possess well established distribution networks in most of African economies. 

Companies which enter Africa now can help in shaping industry structures, segment 

the markets and establish brands. 
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In the McKinsey & Company June 2010 article titled Lions on the move: The progress 

and potential of African economies, Roxburgh et al. (2010) deduce that the rise of the 

African urban consumer will propel long-term growth because currently, 40 percent of 

Africans live in urban areas, a proportion nearing China's and continuing to enlarge. 

The number of households with discretionary income is projected to rise by 50 

percent over the next 10 years, reaching 128 million. By 2030, the continent’s top 18 

cities could have a combined spending power of $1.3 trillion. This in effect should 

allay any apprehensions linked to the staying power of Africa's increased economic 

momentum, in as much as the growth is currently enjoying wide recognition. While 

noting that Africa’s future growth will equally be boosted by its interaction and ties 

with the global economy, the economic growth is increasingly creating substantial 

new business opportunities that are often overlooked by global companies. 

 
 

 

Africa offers the highest return on investment in comparison to any other emerging 

markets according to the McKinsey & Company article (2010). This is mainly 

because of minimal intensity of competition coupled with the fact that few foreign 

companies have a presence in the economy characterized by strong pent-up consumer 

demand. The article hence seems to subtly suggest that companies which seek to grow 

their revenues and profit only ignores Africa at their own peril. The study outlines 

three main reasons for the positive economic growth trend. Cessation of politically 

motivated hostilities in countries like Angola and Mozambique has resulted in 

stability needed for growth. Economically, governments have shrunk budget deficits, 

trimmed foreign debt and brought down inflation. The study affirms that since the 

year 2000, African countries have reduced their combined foreign debt from 82% of 

GDP to 59% and reduced budget deficits from 4.6% to 1.8% which sent inflation rates 
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crashing down from 22% to 8%. Adoption of market friendly policies including 

privatization of state-owned enterprises, reduction of trade barriers and the 

strengthening of regulatory and legal systems has made business to thrive. 

 

There are therefore rays of hope signifying that Africa is slowly but steadily rising out 

of its predicament as has been written by authors like Tokunbo Adeyemo. In his 

discussion about the many ills facing Africa, Adeyemo (1997) quoted the perspective 

of President Yoweri Museveni of Uganda, who in his book What is Africa’s problem, 

cites five root causes. The two problems which are relevant, in an economic sense, are 

lack of aggressive competition in business and foreign domination of the African 

economies. In the perspective of Soludo (1998) competitiveness succeeds or fails at 

the enterprise rather than national level. The approach being adopted by African 

governments is increasingly leaning in the direction of creation of enabling 

environment for business and investments. The choices of what to make and sell, and 

how and where to do it, is left to the discretion of the entrepreneurs. 

 

Studies in Out-of-Home Food Sub-Sector 

 

The assessment of out-of-home food intake among school children in rural Kenya by 

an article in the Journal of Nutrition by Gewa et al. (2007) remarks that the 

phenomenon has been documented for various population groups in developed 

nations, but few studies have assessed out-of-home food consumption for similar 

groupings in developing countries. The study, which had the main objective of 

describing the types and compositions of the out-of-home foods among the school-

aged children in rural Kenya, succeeded in establishing that children often consume 

food out of the home, some of which are either unknown or cannot be recalled by 

their parents. In recommending the importance of including children in dietary 

assessment of their food intakes because of omissions by mothers and care givers, the 

16 

Daystar University Repository

Library Archives Copy



 

 

 
study comes forth as a research tool in enhancing and strengthening dietary recall 

methodology. The lack of business inclination in this significant study is an indication 

and a pointer that little has been done with respect to the assessment of strategies 

employed by stakeholders to analyze and capture this market segment in developing 

African countries like Kenya. 

 

In the pursuit of the objective of analyzing the characteristics and spending in out-of-

home eating in Brazil, Bizerra, and Sichieri (2010) were able to determine through 

scientific research that the phenomenon was prevalent in all Brazilian regions and 

recommended that it was incumbent on public policy formulators to incorporate the 

dimension while proposing healthy eating strategies. Through the choice of a complex 

sample of 48,470 Brazilian households selected from a previous 2002-2003 

Household Budget Survey, the frequencies of eating out-of-home were estimated 

according to the monthly per capita household income, location of the household 

(urban/rural) amongst other demographics. Out-of-home eating was defined as the 

purchase of at least one type of food for consumption out of the home during seven 

days. 

 

The study cites the importance of Household Budgets Surveys (HBS) as sources of 

data on food spending and the increasing reliability of their use in estimation of family 

food consumption, and more significantly, the information about the purchase of 

foods consumed in out of the home environments. In the United States of America 

(USA) for instance, a 2004 HBS revealed a 46% of spending on food was related to 

out-of-home eating as compared to 24% obtained in a 2002-2003 HBS in Brazil. The 

relevant data about out-of-home eating experience was captured using a questionnaire 

of individual expenses indicating a seven day expense record which also detailed the 

category of and venue where the food item was purchased plus the amount paid. 
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The study revealed that the prevalence of out-of-home eating had risen by 11.1% to 

35.1% by 2010. That was a significant increase in less than a decade. The age group 

category of 20-to-40 recorded the highest frequency with level of education and 

monthly income of household being strong influences. The urban dwellers ate out-of-

home more than their rural counterparts with smaller families exhibiting higher 

frequency of eating outside the home compared to larger families. These findings 

corroborated the findings of Beydoun et al. (2008), who carried out similar studies on 

the spending on the out-of-home eating in the Unites States of America. The linear 

association between spending on meals outside the home and per capita household 

income pervaded both the studies. 

 

According to the European Commission statistics arm Eurostat, the Household Budget 

Survey (HBS) is a national survey which focuses on households' expenditure on 

goods and services, giving a picture of living conditions in the European Union. It is 

carried out by each Member State and is used to compile weightings for important 

macroeconomic indicators, such as consumer price indices and national accounts. 

Two-thirds of the Member States carry out annual surveys, while the rest have five-

year or even longer intervals between surveys. Probability sampling was used in the 

large majority of surveys in the EU. The high incidence of non-responses is a 

common and major problem. A household is taken to mean a person or group of 

people living in the same compound, answerable to the same household head and 

sharing a common source of food and/or income. Domestic servants and other 

workers residing with the family members are included as household members 

(KIHBS, 2005/06). This aspect of the study seems to fall in line with the absolute 

income hypothesis. In its basic form, the proposition states that a family’s propensity 

to consume (the money spent on consumption of goods or services) depends on its 
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level of income which in essence is the absolute amount available for spending 

(Spencer, 2003) 

 

In discussing food security, nutrition and sustainability, Lawrence et al. (2009) 

indicate that analysis of household expenditure data from the high income country 

such as the Republic of Ireland identifies an explosion of foods consumed out of 

home. The study reveals that between 1951 and the year 2000, household expenditure 

on meals prepared away from home increased by more than 15% across all social 

classes. In clear congruence with other studies, among those with highest incomes in 

the same society, the data indicated that 30 per cent of total food expenditure was on 

out of home meals. The conclusion of the study points to the fact that the situation in 

Ireland could be a reflection of household food expenditure transitions experienced in 

other middle and high-income countries currently undergoing major economic and 

social changes. Interestingly, more recent trends show that this nutrition transition is 

now taking place at a much faster rate in middle and low-income countries like South 

Africa, Nigeria and India (Lawrence et al., 2009) 

 

The study of out-of-home food consumption among the Vietnamese adolescents by 

Lachat et al. (2009) published in the American Journal of Clinical Nutrition sought to 

determine the nutritional contribution of out-of-home food consumption and the 

linked socioeconomic determinants. In this study, out-of-home foods are defined as 

foods prepared outside the home regardless of where they are consumed. The place of 

preparation is used as the criterion based on the premise that the composition of food 

consumed is primarily determined by the place of preparation and not the place of 

consumption. Using a 24-h recall method to gather food intake data, the multilevel 

analysis compared the mean daily intakes of seven nutrient categories in low, middle 

and high consumers of out-of-home food because the study sought to establish if the 
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phenomenon could be associated with suboptimal dietary intake as had been realized 

in developed countries. The results shows that there was a negative correlation 

between out-of-home eating and total energy intake as opposed to the positive 

correlation observed in the relationship with consumption of fats and sugar products. 

 

The Vietnam study point out that urbanization is a major impeller of the consumption 

of out-of-home foods which can be attributed to the presence of street foods. From a 

nutritional perspective, the study equally decries the apparent lack of documented 

studies in low and medium income countries (LMICs) which assess this dietary value 

and significance of food consumed away from the home. In studying the food intake 

habits among the adolescents in Vietnam, coupled with the awareness that such habits 

are a predictor of future adult nutritional status, an exploration of preventive measures 

could be pursued at policy making level. This seemed to resonate well with 

Vietnamese national concerns emerging from recent studies which indicated rise in 

diet-related chronic diseases, particularly in urban areas of the country. 

 

In discussing the importance of out-of-home foods in the diet of Vietnamese 

adolescents, Lachat et al. (2009) express their surprise that higher intake of vitamin A 

and iron and additional food groups was achieved from substantial intake of such 

foods in the rural areas. In establishing that increased consumption of these foods 

result in increased intake of fats and sugar, there is clear congruence with similar 

findings by other researchers (Young & Nestle, 2002; Kant & Graubard, 2004). 

Socioeconomic status of the adolescents, in terms of sex, income levels of parents and 

location was found to be of little consequence on the results of the study, the only key 

factor being the amount of money the adolescent had as pocket money. 
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Lachat et al. (2009) conclude that out-of-home eating not only added a number of 

desirable nutrients and food categories among the adolescents in Vietnam but also was 

associated with higher intake of energy from sugar and fat products. The virtues of 

traditional foods prepared out of home in promoting healthy diets are commended and 

is suggested as a strategic policy worth pursuing having proved effective in South 

Korea. In introducing a shift in definition of out-of-home foods, this study provides 

valuable insight to future studies in classification and analysis of data. 

 

Growth and Competitive Strategies in Food Industry 

 

Business strategy is designed in order to position the company within a given industry 

so that over a long period of time, it can earn higher rate of return on its investments 

(Bateman & Zeithaml, 1993). One way of achieving such strategic objectives is to 

formulate and implement business strategies that develop and sustain advantage over 

competitors through pursuit of either differentiation or low cost strategies. Equally 

important, as posited by Reginald Jones, the former CEO of General Electric, who is 

considered a pioneer in strategic planning, business strategy must consider prevailing 

political, economic and social factors which are critical to success. These are 

sometimes referred to as strategic issues, and their neglect is likely to result in failure 

of the adopted strategies in the market place.The careful and thorough handling of the 

critical processes in strategy formulation, strategy implementation and strategy 

evaluation becomes the only viable means for the realization of business strategies. 

 

In seeking to identify and describe the competitive strategies being used by Quick 

Service Restaurant (QSR) managers in South Africa to respond to the growing 

demand for fast food, industry rivalry and globalization, Maumbe (2009) uses Porter’s 

five strategy model to evaluate the market forces. His study identified franchising, 
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market coordination (vertical and horizontal), co-branding, product differentiation, 

service differentiation, customer relationship management and corporate social 

responsibility as the main strategies being adopted by the restaurant. 

 

In their assessment of growth linked to strategies in food industry in USA, Weston et 

al. (2011) attribute growth to four key elements, namely high rate of new product 

introductions, promotion methods to reinforce brand strengths, spreading out into 

international markets and, acquisitions and divestitures. Their central aim, however, 

was to establish if there was a relationship between performance and acquisition and 

divestiture strategies in the food industry. Their study identified the main strategic 

issue for the food industry as one percent per annum population growth in USA, 

which, as the underlying growth determinant (in terms of food consumers), made the 

industry less competitive both in attraction of high quality managerial capabilities but 

other critical resources as well. 

 

In underscoring the negative impact of declining household size, the study remarks 

that the pressures on real income has made the American consumer so price sensitive 

such that there has been a shift in consumer spending patterns resulting in a 5% drop 

in Personal Consumption Expenditure (PCE) between 1982 and 1993 on food and 

beverages. The only exception to this is the situation of affairs in the out-of-home 

food consumption segment. 

 

Consumer eating habits which continue to evolve away from three core meals 

per day consumed within traditional windows. In 2005, the out-of-home food 

and drink market was worth US$706 billion in Europe and US$515 billion in 

the US. Time constraints are universal across all out-of-home occasions, but 
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marketers must understand that health, taste and variety are becoming equally 

important (Euromonitor, 2011, p. 91) 

 

The resultant rapid rate of new product introductions, fuelled by consumer demand 

for variety, dictates that promotions and advertising initiatives are applied to enhance 

awareness in the market place. Equally significant is the international scope food 

industry has taken which has led to increasing exports of value-added products. 

 

The study traced the history of 15 well known food companies, including Del Monte 

Corp and Kraft Inc., which were either acquired or went through a merger. The results 

point to the fact that mergers and acquisitions (M&A) have been an integral part of 

the food industry in the recent years. In seeking to grow, the food industry has ensured 

new industry segments have continued to emerge including healthy foods for the 

fitness oriented, low-fat for the dieters and quick snacks for those who “want to buy 

time more than the nourishment” (Weston et al., 2011, p. 103). Strategic adjustments 

that have been made by food companies include both forward vertical integration and 

backward integration through engaging in supply chain controlling activities such as 

growing crops through manufacturing up to the distribution and selling of end 

products in amusement parks, stadiums and restaurants. Relative lower capital 

investments mostly indicate that food companies can be cash cows, an element which 

makes them highly attractive and hence potential candidates for take-overs, the main 

driver for such moves being the desire to augment product lines and extension of 

geographical spheres of influence and presence. 

 

In his study of causes and consequences of fast food sales growth, Jekanowsky (1999) 

reiterates the reality that with the current hectic lifestyles, fast food is an example of 

time-saving products which are increasingly on demand. In establishing the 
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connection that demands for convenience is the engine that drives expenditure in the 

out-of-home food sub-sector, the author is able to explain why food providers 

strategically come up with new ways of marketing food solutions which save the 

consumers’ time. Allowing customers to make food purchases as they “drive-through” 

a food selling place on their way to/from work or the ability of food companies to 

make home or office deliveries are some of the strategy linked activities aimed at 

stimulating growth in revenue. The success of such ventures is reflected in the 

increasing contribution of off-premise sales of major food companies as summarized 

in table 2. 

 

Table 2: Off-premise dining at major fast food restaurants in USA 
 

 

Firm Sales for dining off-premise 

 (Percent) 

  

Burger King 75 
KFC 71 
Wendy’s 65 
Pizza Hut 60 
Taco Bell 59 
McDonalds 60  

Source: Jekanowsky, (2009) 
 
 

 

The study further introduces the “home-cooked” food image employed by some firms 

like Boston Market, Koo Koo Roo, and Kenny Rodger’s Roasters which are 

expanding menus to include fully prepared multi-course meals. In USA, a country 

where the micro-wave oven is in more than 90% of the homes, the convenience 

offered by such food offerings ensures widespread acceptability and adoptability. 
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In his discussion focussing on the consumer, Jekanowsky (2001) says that even 

though dieticians, nutritionists and economists continue to debate on the impact of fast 

food on the health of the population, the same consumers are rarely willing to 

sacrifice their preference for certain tastes in exchange for healthier options 

introduced by food companies sometimes under duress from government agencies. 

Low sales usually imply the healthier food options are terminated. In his sarcastic 

evaluation of fast food consumption pattern in USA, Lambert (2004) suggests that the 

rationale is usually the consumers’ perception of such meals as “treats” which are not 

only consumed as rewards but are also meant to provide a means of escape from the 

harsh realities of life. 

 

The study concludes that from a growth perspective, the fast food industry has great 

potential and will only experience an upward tendency and this is best captured in the 

quote below: 

 

The value of consumer time, as well as the demand for consistent, high-quality 

food products, will continue to shape the food industry. Fast food, once 

considered a novelty, has become an increasingly significant part of the 

American diet. The role of convenience in this dietary shift cannot be over-

emphasized, and the future growth of the rest of the foodservice industry will 

be driven in large part by its ability to find new ways to save consumers' time 

(Jekanowsky, 1999, p. 17) 

 

According to the innovation theory of profit, Spencer (1983) argues that profits 

stimulate innovation by inducing business managers to undertake new ventures and to 

improve production methods. To the extent that markets are free and competitive, the 
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desire for profits induces business executives to allocate business resources efficiently 

in accordance with consumer preferences. 

 

Nairobi Demographics 

 

This study sought to establish the effectiveness of strategies used by food companies 

in the out-of-home sector in Nairobi. A critical overview of the relevant demographics 

of Nairobi is essential because such an endeavour would give subtle pointers as to the 

prevalence of the trend of eating out of the home which this research sought to find 

out. 

 

The Kenya population census of 2009 put the population of Nairobi Province at 

3,138,369 (Republic of Kenya, Central Bureau of Statistics). The city has been 

enjoying an average growth rate of 4% p.a. since the year 2000 against a world 

average of 1.2% p.a. It is estimated that 44-50% of Nairobi’s population lives under 

indigent circumstances (Kasozi, 2009), operating below a dollar a day (UNEP & UN-

Habitat, 2007). The maxim “an optimist sees an opportunity in every problem” is, 

however, made alive in a report by African Development Bank which considers the 

opposite face of this poverty coin by revealing a more positive outlook of the 

changing economic status of the emerging “middle class” in sub-Saharan countries 

like Kenya (The Economist, 2011). By asserting that the true test of progress is 

whether new riches trickle down from the elite to create a new segment of consumer 

market large enough to sustain large economic spurts in the service and 

manufacturing sectors, the report validates a prosperity case for Kenya where 

currently more than half the population earns more than $2 per day. 

 

This wealth is, however, concentrated in the urban areas with 79% of the urban 

population falling in the highest wealth quintile. The most current Kenya 
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Demographic and Health Survey discovered that Nairobi Province, which is entirely 

urban, has 96% of its population in the highest quintile (KDHS, 2008-09, p.26). This 

is indicative of the relative higher purchasing power of residents of Nairobi as 

compared to the rest of the population in other parts of urban and rural Kenya. 

 

Interestingly, Nairobi Province has the lowest fertility rate at 2.8%. This can closely 

be linked to the level of education among the women allowing them to make more 

informed choices and increased bargaining power in sexual and family decisions. 

Smaller families imply more disposable income for such families (KDHS, 2008-09). 

Even though in emerging economies, like Kenya, men are still viewed as the major 

decision making stakeholders in purchase of electronics, cars or real estate, women 

predominate in health and beauty, food and grocery departments and on majority of 

purchase decisions linked to children both within and outside the home (Women of 

Tomorrow, 2011). This ties in well with the perception that in Kenya’s urban centers 

like Nairobi, consumption of food out-of-the home is mostly initiated by or authorized 

by the female members of the family. 

 

Theoretical Framework 

 

A theoretical framework is a collection of interrelated ideas based on theories which 

seek to explain a given phenomenon (Kombo & Tromp, 2006). It can be seen as a 

reasoned set of propositions, derived from and supported by data or evidence. It 

provides a way of explaining why things are the way they are based on theories. 

 

Strategic Management Theories 

 

An examination of definitions from various business experts of strategies are looked 

at to see how these different schools of strategies are being pursued by business 

entities. Some of the approaches of strategies are particularly applicable to businesses 
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operating in special segments like the out-of-home food sector. The choice of the 

strategy which should be deployed in order to be more agile, responsive, flexible and 

inventive requires considerable practice in the art of balancing in an ever changing 

business environment. In a broad sense, according to Wright et al., (1992), strategy 

can be defined as the top management's plans to accomplish results consistent with the 

organization's missions and goals. Chaffee (1985) posits that strategy has to be 

concerned with both the organization and environment, and emphasizes the 

inseparability of organization and environment. The organization uses strategy to deal 

with changing environments. Mintzberg (1998), on the other hand, posits that strategy 

demands a number of definitions, and suggested strategy can be a pattern, plan, 

position, perspective and ploy, also known as the 5 Ps of strategy. 

 

Deliberate strategies, as seen in the forms of design, planning and positioning 

approaches have been playing a key role in the strategy formulation process. Strategic 

management, as a discipline, puts heavy emphasis on the significance of the prudence 

and the prescriptive side of the planning process. SWOT analysis was one of the most 

influential models used for decades in the design approach. It seeks to establish the fit 

between internal capabilities (strengths and weaknesses) and external possibilities 

(opportunities and threats). The limitation of the design approach is that it is deficient 

in flexibility and ignores the learning process because SWOT analyses detach thought 

processes from action processes. However, design school has contributed profoundly 

to the strategic planning process through the provision of the central concept that 

strategy represents a fundamental fit between external opportunity and internal 

capability. 

 

The position strategies approach seeks to create and perfect a set of analytical tools 

dedicated to matching the right strategy to specific conditions through laying of 
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emphasis on external appraisals on the industry and competitive analysis 

(Porter,1980), and how the industry structure drives the strategic position and hence 

the structure of an organization. Katz (1970) argues that the basic tenets guiding this 

approach are to always lead from position of strength and that the foundation of 

strategy for all companies should be to concentrate resources where the company has 

a meaningful competitive advantage. The four strategies he proposes for the small 

company are to attack when the enemy retreats; do not take full advantage of all 

opportunities; be as inconspicuous as possible; respond quickly. 

 

Porter's Generic Strategy 

 

Porter (1985) posits that there are but two fundamental forms of competitive 

advantage a firm can possess namely low cost or differentiation. Firms must therefore 

make a choice between the two types in order to gain competitive advantage and 

avoid remaining in the middle based on focus, which is strongly dependent on 

company objectives and resources. The limitation to this approach, according to 

Miller (1992), is that it is too restrictive and narrows the vision of an organization. 

Some of the tools derived from the positioning approach are not applicable to small 

companies by virtue of the nature and size of the business they focus on. Porter's five 

forces model does not address the needs of the small players since it primarily focuses 

on how the industry structure affects the key player(s) in the market. 

 

Ansoff Model 

 

The relationship between product and market was illustrated by Ansoff (1985) to 

articulate the different strategies that can be taken up by a company, which he 

identified as market penetration, market development, product development and 

diversification. The choice by a company to develop a new product for the current 

market or a new market must be based on the available resources and the nature of the 
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firm. Through the application of the Ansoff Matrix, Perry (1987) concluded that small 

companies should focus on product development and market development in order to 

better differentiate. A study by Small bone, Leig & North (1995) affirms Perry’s 

conclusion that successful small companies constantly develop new products for 

current users and/or develop new markets using existing product. These assumptions, 

however, are only applicable in well established markets. For emerging markets, 

where there is no dominant player as in the out-of-home segment, a market 

penetration strategy may also be considered. 

 

Emerging Strategic Management Approaches in Food Industry 

 

Strategic management thought has not been static. The National Association for 

Business Economists is a forum in America which provides strategic analysis of 

emerging complexities of food and drinks market in order to determine winning 

growth and competitive strategies. Through provision of information on trends and 

related business insight, it is able to support the businesses in the fast food industry. 

Providing facts and figures as quoted below enables decision makers to direct 

investment in the right direction. 

 

Consumer eating habits continue to evolve away from three core meals per day 

consumed within traditional windows. In 2005, the Out-Of-Home food and drink 

market was worth US$706 billion in Europe and US$515 billion in the US. “Time 

constraints are universal across all OOH occasions, but marketers must understand 

that health, taste and variety are becoming equally important” (Weston et al., 2011, p. 

117) 

 

Table 3 is an example of a best practice toolkit aimed at successful pursuit of growth 

strategies. In order for a business to grow through expansion or entry into new market 
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segments, it needs to apply a marketing strategy and embrace new communications 

channel. The underlying market dynamics, trends and regulations must be overcome 

by investment in consumer insight information 

 

Table 3: Strategy best practice toolkit for growth in fast food industry  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Source: Weston et al., (2011) 
 

 

Conceptual Framework 

 

A conceptual framework is a set of broad ideas and principles taken from relevant 

fields of enquiry and applied to structure a subsequent presentation (Kombo & 

Tromp, 2006). The conceptual framework proposed below specifies the vital 

relationships among the study variables. 
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Table 4: Conceptual framework 
 

Industry factors  
 

 
Population Growth 

 
CCN By-laws 

 
Hotels&Restaurants Act  

 
 
 
 

 
Growth and Competitive Strategies 

 

Growth Strategies 
 

Product (Menu) Diffentiation 
 
 

 
Expansion through Franchizing 

 
 
 

Service Differentiation 
 

Competitive Strategies 

 
Customer Relationship Management (CRM) 

 
 
 
 
 
 
 
 

 

Performance Indicators 
 
 

 

Inrease in Revenue 
 

 
Increase in Number of Customers 

 
 

 

Price per meal 
 

 

Strategic Outlet Location 
 
 
 

 

Source: Author, 2012 
 

 

This framework is primarily based on the Ansoff model which proposesmarket 

penetration, market development, product development and diversification as 

strategies which can be used to grow and gain competitive advantage.The framework 

also applies the Porter’s five forces model as used by Maumbe (2009) to identify and 

describe the competitive strategies being used by Quick Service Restaurant (QSR) 

managers in South Africa to respond to the growing demand for fast food, industry 
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rivalry and globalization. The independent variables are represented by the growth 

and competitive strategies which can be applied in fast food restaurants. The 

dependent variables, which are the performance indicators, are the expected outcomes 

and facilitate assessment of the strategies. The intervening variables represented by 

population growth, the CCN by-laws, and the Hotels and Restaurants Act 

(1986)which play supporting roles in the success of applied strategies. 

 

Summary 

 

In this chapter, relevant literature on the out-of-home food consumption has been 

looked at. The attractiveness of Africa as a business frontier was outlined which 

suggest strong positive economic indicators. Studies conducted in the out-of-home 

food consumption situations were discussed in light of the significant findings and 

their relationships with theories posited by scholars in the relevant field of study. 

Strategies applied in the food industry and their outcomes were then reviewed to bring 

out the significance of strategic focus in business growth initiatives. Finally, the 

demographic composition in the city of Nairobi, being the location of the intended 

study is considered to reveal the presence of key drivers of the out-of-home food 

consumption. The theoretical framework informing relevant strategic management 

thoughts and ideas reviewed with the aim of validating the conceptual framework 

proposed. 
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CHAPTER THREE 
 
 

 

RESEARCH METHODOLOGY 
 

 

Introduction 

 

This study sought to carry out an assessment of strategies at play in the out-of-home 

food consumption market segment in Nairobi. In attempting to achieve the specific 

objectives, it was essential that systematic and proven methods be applied in order to 

obtain reliable results leading to the most lucid and credible deductions. As put forth 

by Zickmund (2003), a master plan for specifying procedures to be applied in 

collecting and analyzing the needed information was essential for success of any 

research undertaking. 

 

Research methodology has been defined as an operational framework within which 

facts are placed in order for their meaning to be visualized more clearly (Leedy, 

1993). In order to respect the demands of such propositions, the methodology in this 

study covered research design, target population, the sampling method, data collection 

and analysis and the ethical considerations. 

 

Research Design 

 

Research design provides the adhesive component that holds the different components 

together in a research project under consideration (Trochin, 2002). By asking the 

fundamental questions of what is happening and why is it happening, there is a clear 

demarcation of a boundary which leads to pinpoint focus on the problem or issue 

under scrutiny. The function of a research design is to ensure that the evidence 

obtained facilitate answering of the research questions in the most clear terms as 

possible. It helps minimize chances of drawing incorrect conclusions based on 
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evidence gathered. The three main approaches widely used are exploratory, 

descriptive and conclusive research designs. 

 

Descriptive research covers most of the government sponsored initiatives like 

population census, data on economic status like the house budget surveys, or even 

statistics on employment and crime. Descriptions can either be abstract (like social 

inequality levels) or concrete (like ratio of male to female in a population). Accurate 

descriptions of the level of unemployment or poverty have historically played a key 

role in social policy reform (Marsh, 1982). In order to steer the study away from 

trivial and unnecessary accumulation and reporting of facts, it was crucial that an 

accurate description of the real problem logically leads to an exploratory research. 

 

Exploratory research seeks to answer the “why” component of observed reality. A 

hunch, or sometimes an educated guess is necessary in order to answer the root cause 

of a phenomenon. Such theories, depending on the number of variables, will vary 

based on complexity, abstraction and scope. The research design hence has the 

purpose of developing and evaluating causal theories (Cook & Campbell, 1979). The 

causative relationships can be constructed to take the forms of direct, indirect or 

complex scenarios. At the end of the research, based on the data obtained and 

analyzed, the hypothesis can either be accepted or rejected. 

 

As the term suggests, conclusive research is meant to provide information that is 

useful in reaching conclusions or decision-making. It tends to be quantitative in 

nature, which is to say in the form of numbers that can be quantified and summarized 

(Rudestam & Newton, 1992). It relies on both secondary data, particularly existing 

databases that are reanalyzed to shed light on a different problem than the original one 

for which they were constituted, and primary research, or data specifically gathered 
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for the current study. The purpose of conclusive research was to provide a reliable or 

representative picture of the population through the use of a valid research instrument. 

In the case of formal research, it also test hypothesis. 

 

This study on the out-of-home food consumption, focusing on fast food restaurants in 

Nairobi amalgamated the descriptive, exploratory and conclusive research approaches 

in order to generate a more comprehensive outlook and to reduce the ambiguity in the 

research evidence. 

 

Population Studied 

 

Population in a field of study is defined as the total collection of elements about which 

the researcher wishes to make some inferences (Cooper &Schindler, 2000). The study 

focused on the fast food restaurants in Nairobi CBD. Nairobi City Council registers all 

such premises as per the Hotels and Restaurants Act 1986 (CAP 494). The City 

Council of Nairobi licensing department has 1,532 businesses registered as 

large/medium eating houses, snack bars and tea houses in the city. More than 80 per 

cent of these are fast food joints (Wesangula, 2011). The register containing all the 

registered fast food restaurants in Nairobi CBD as at November 2011, containing 

1,200 outlets provided the target population for this study. 

 

Sample Selected 

 

According to Cramer and Howitt (2004), the acid test for a sample is how well it 

represents the characteristics of the population it purports to be a reflection of. The 

aim of a sample design was to provide a balance between the required transition and 

the available resources. 
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The sampling frame was obtained from the data bases which are maintained by the 
 

City Council of Nairobi. Selection of outlets was made based on statistical 

 

consideration of the population. This study sampled 89outlets based on the premise 
 

below: 
 

 

Universe – 1,532 
 

 

Target population – 1200 
 

 

Confidence Level – 95% 
 

 

Confidence Interval – 5% 
 

 

Sample Size was calculated using the formula below 
 

Z
2
 * (p) * (1-p) 

Sample Size (ss) =  

c2 

 

Where: 
 

Z = Z value (e.g. 1.96 for 95% confidence level)  
p = percentage picking a choice, expressed as decimal 
(.5 used for sample size needed)  
c = confidence interval, expressed as decimal 
(e.g., .1 = ±10) 

 
 
 
 

Correction for Finite Population 

 

ss 
 

New ss =   
(ss -1) 

1+  
pop 

 
 

 

Where: pop = population 
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Sampling Methods 

 

The methods of sampling can either be probability or non-probability. Whereas in 

probability sampling, each population element has a known (non-zero) chance of 

being chosen, for the sample in non-probability sampling there is no knowledge of the 

probability that each population element will be chosen, and/or it cannot be 

ascertained that each population element has a non-zero chance of being chosen. The 

key benefit of probability sampling methods was that they guarantee that the sample 

chosen is representative of the population. This ensures that the statistical conclusions 

will be valid. Non-probability sampling methods offer two potential advantages - 

convenience and cost. The main disadvantage is that non-probability sampling 

methods do not allow for estimation of the extent to which sample statistics are likely 

to differ from population parameters, an analysis only possible in probability sampling 

methods. 

 

 

This study used probability sampling, and in particular, stratified sampling because 

the population of fast food restaurants can be stratified into homogenous groups. The 

outlets were separated into independent restaurants and fast food chains. This 

borrowed from the research carried out by Macintyre (2003) on out-of-home food 

outlets in Glasgow, UK. Based on the relative densities, proportions were worked out 

to ensure correct representation. Simple random probability sampling was used to pick 

a sample from each group. This ensured that units from each of the main groups were 

included and ensured the benefit of reduction in sampling errors. The complexities 

associated with this sampling method were lessened by the fact that the population of 

fast food outlets was accurate and mathematical tools were available to determine 

proportions. 
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Types of Data 

 

Primary data collection is necessary when a researcher cannot find the data needed in 

secondary sources. Collecting primary data allows for specific emphasis to be laid on 

the specific objectives of a study. In this study, since the researcher sought to 

determine effectiveness of strategies employed by food companies in a trade 

environment, primary data was essential in the specific food industry sub-sector under 

consideration including the linkages with other factors present in the market place. 

 
Secondary data may take the form of a report on the findings of the primary source. 

While not as authoritative as the primary source, the secondary source often provides 

a broad background and readily improves the learning curve. Most textbooks are 

secondary sources since they report and summarize the primary sources (Stacks, 

2002). The source of the data is not as important as its quality and its relevance for 

your particular purpose. The major advantages of using secondary data are economic: 

using secondary data is less costly and time-consuming than collecting primary data. 

Its disadvantages relate not only to the availability of sufficient secondary data but 

also to the quality of the data that is available (Ober, 2008). 

 
This research on out-of-home food consumption in fast food restaurants in Nairobi 

CBD used both primary and secondary data in order to achieve the objectives of the 

study. 

 

Data Collection Methods 

 

Primary data was collected by means of structured questionnaires. The questionnaires 

contained both closed and open ended questions and were circulated to the recipients 

through hand delivery using two research assistants. This was because the geographic 

composition of the population, in terms of locations of the outlets, made it the most 

appropriate and cost effective method. 
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Raw Data Collection and Recording 

 

Secondary data was gathered from publications and other sources by the researcher. 

Primary data was gathered through two research assistants from the fast food 

restaurants which were identified from the sample. The research assistants collected 

this data. The researcher was responsible for entering the collected information into a 

database. SPSS version 20 was used to transform the raw data into correct for 

analysis. 

 

Data Accuracy 

 

Questionnaires which were filled partially were rejected in cases where the 

respondent(s) did not answer any questions linked to the key research objectives. 

Consistency checks were performed to verify that the data was reasonable mostly in 

the case of conditional questions. Four suspect and/or blatantly erroneous 

questionnaires were rejected as null and void. 

 

Questionnaire Pre-testing 

 

Questionnaire pre-testing, according to Chandran (2003), helps in the determination of 

the extent to which a data collecting tool like a questionnaire communicates. Pre-

testing is a necessary step in research process to determine reliability and validity of 

the research tools. The pre-testing of instruments additionally helps in improvement of 

the wording, structure, format and organization of the research tools (Davis, 1997). In 

this study, a pre-testing was carried out on the initial questionnaire developed to 

reveal any ambiguities and confusion in questions which could impair the quality of 

information desired. The initial questionnaire was pre-tested on five fast food 

restaurants which were not part of the selected sample for this study. The final 

questionnaire was derived with the corrections impacted. 
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Data Analysis 

 

Data needs to be systematically organized, analyzed and treated in order to provide 

answers to the research questions (Mugenda & Mugenda, 2003). Further to this, 

Cooper and Schindler (2003) assert that it is an elaborate process that begins 

immediately after data collection and ends at the point of interpretation and processing 

of the data. For data in this study, SPSS Version 20 was used in analysis because it is 

efficient and reliable in sorting data including provision of relationships between 

variables. 

 

Ethical Considerations 

 

The main ethical consideration in this research was the economic risk presenting itself 

in the form of privileged and confidential business information reaching competition 

thereby jeopardizing attainment of business objectives. Business data like revenues, 

strategic business and marketing plans are highly sensitive and guarded company 

resources required the researcher to exercise utmost care not to betray any confidence 

and trust. It was critical to explicitly explain the reasons for the use of all data and 

decisions and/or approval sought on how best to utilize certain data or documents. 

 

Summary 

 

This chapter covers research methodology. The guiding principle behind formulation 

of a research design was discussed and proposals on the logical sequence applied for 

this study are laid out. The chapter identifies the population, the population 

framework, the sample size and the sampling method(s) to be applied in obtaining 

results for achievement of the objectives of the study. The methods of collecting and 

analyzing data are evaluated against the relevant ethical considerations applicable for 

the study of out-of-home food consumption business environment. 
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CHAPTER FOUR 
 
 

 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
 

 

Introduction 

 

This chapter presents findings from the research and provides analysis of the research 

outcomes. Cooper & Schindler (2006) assert that data analysis involves reduction of 

the accumulated data to a manageable size, developing summaries, looking for 

patterns through the application of statistical techniques. The researcher set out to 

evaluate the characteristics of fast food restaurants in Nairobi, explore the growth and 

competitive strategies being pursued by fast food restaurants to attract and retain out-

of-home food consumers and finally to assess the effectiveness of the growth and 

competitive strategies in enhancing performance of fast food restaurants. 

 

Data Analysis 

 

The study considered a sample of 89 fast food restaurants. Fast food restaurants were 

selected through stratified sampling, separating the fast food chains from the 

independent players.120 questionnaires were distributed in fast food restaurants 

within the Nairobi Central Business District. Total responses received of 55 

questionnaires represented 62% of the targeted sample size. The researcher proceeded 

with analysis given that a return of 50%, according to Babbie (2004) is sufficient to 

draw valid statistical inferences. The research used frequency, distribution tables, 

percentages, bar graphs and pie charts to present the findings. Correlation and 

regression analyses were also used to establish the nature and strength of the vital 

relationships between the key variables. 
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Table 4.1 Multiple regression analysis of what predicts average cost per meal for a 
fast food 

Restaurant  

 

Descriptive Statistics  

 Mean Std. N 

  Deviation  

Average cost meal 2.29 .956 21 

Food items on menu 3.71 .644 21 

Hours of operation on 
3.29 .644 21 

daily basis    

Age of the business 2.19 .602 21 

Ln Advertisement 9.93 1.236 21 

Log revenue 10.60 .525 21 
 

 

Correlations 
 

  Average cost Food items  Daily Hours Age of the Ln  Ln 

  per meal  on Menu  of operation Business Advertisement revenue 

 Average cost meal 1  0.302  -0.221 0.422 0.021  -0.171 

 Food items on menu 0.302  1  -0.397 0.148 0.082  0.076 

Pearson Correlation 
Hours of operation on daily basis -0.221  -0.397  1 0.24 -0.365  0.458 

Age of the business 0.422 
 

0.148 
 

0.24 1 -0.322 
 

0.009     

 Ln Advertisement 0.021  0.082  -0.365 -0.322 1  -0.242 

 Ln Revenue -0.171  0.076  0.458 0.009 -0.242  1 

 Average cost meal .  0.092  0.168 0.028 0.464  0.229 

 Food items on menu 0.092 .   0.038 0.262 0.362  0.371 

Sig. (1-tailed) 
Hours of operation on daily basis 0.168  0.038 .  0.148 0.052  0.018 

Age of the business 0.028 
 

0.262 
 

0.148 . 0.078 
 

0.484     

 Ln Advertisement 0.464  0.362  0.052 0.078 .  0.145 

 Log revenue 0.229  0.371  0.018 0.484 0.145 .  

 Average cost meal 21  21  21 21 21  21 

 Food items on menu 21  21  21 21 21  21 

N 
Hours of operation on daily basis 21  21  21 21 21  21 

Age of the business 21 
 

21 
 

21 21 21 
 

21     

 Ln Advertisement 21  21  21 21 21  21 

 Log revenue 21  21  21 21 21  21 
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    Model summary     

   
Adjusted Std. Error 

 Change Statistics  
  R      

Model R R of the      

Square R     
 

Square Estimate F 
  

Sig. F 
1 

  
Square df1 df2     Change Change      Change   

         

 .553a 0.306 0.075 0.92 0.306 1.325 5 15a 0.306 
          

 

a. Predictors: (Constant), Ln revenue, Age of the business, Food items on menu, 

Ln Advertisement, Hours of operation on daily basis b. Dependent Variable: 

Average cost per meal 
 
 

 

   ANOVA
a 
    

Model  Sum of Df Mean Square F Sig.  

  Squares      

 Regression 5.601 5 1.120 1.325 .306
b 

 
1 Residual 12.684 15 .846    

 Total 18.286 20     

 

a. Dependent Variable: Average cost meal 
 

b. Predictors: (Constant), Log revenue, Age of the business, Food items on menu, 

Ln Advertisement, Hours of operation on daily basis 
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Coefficients

a 

 
  Unstandardized Standardized   95.0% Confidence 

Correlations   
Coefficients Coefficients 

  
Interval for B   t Sig.    

          

  
B 

Std. 
Beta 

  Lower Upper Zero- 
Partial Part   

Error 
  

Bound Bound order         

 (Constant) 1.765 5.278  0.334 0.74 -9.485 13.016    
            

 Food items on 
0.213 0.389 0.143 0.547 0.59 -0.616 1.041 0.302 0.14 0.118  

menu            

            

 Hours of           
 operation on -0.331 0.453 -0.223 -0.73 0.48 -1.297 0.635 -0.22 -0.19 -0.16 

Model 1 
daily basis           

           

 Age of the 
0.756 0.39 0.476 1.939 0.07 -0.075 1.587 0.422 0.448 0.417  

business            

            

 Ln 
0.049 0.187 0.064 0.265 0.8 -0.349 0.448 0.021 0.068 0.057  

Advertisement            

            

 Ln revenue -0.125 0.48 -0.069 -0.26 0.8 -1.149 0.898 -0.17 -0.07 -0.06 
             

 
 

 

  Residuals Statistics
a 

  
  Minimum Maximum Mean Std. N 

     Deviation  

 Predicted Value 1.11 3.11 2.29 .529 21 

 Residual -1.683 1.317 .000 .796 21 

 Std. Predicted 
-2.215 1.554 .000 1.000 21  

Value       

 Std. Residual -1.830 1.432 .000 .866 21 

 

a. Dependent Variable: Average cost meal 

 

Using the enter method, an insignificant model emerged (F5,  15=1.325), p=0.306. 

 

Adjusted R squared = 0.075). The other key results were summarized as follows:  
 
 
 

Predictor Variable Beta p 
   

Number of Food items on Menu 0.143 0.592 

Daily hours of operation -0.223 0.476 

Age of the Business 0.476 0.072 

Advertisement Expenditure 0.064 0.795 

Daily Revenues -0.069 0.797 
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In investigating what determined the average price that a fast food restaurant in 

Nairobi charged per meal, the researcher decided to look at the impact of five 

variables: food items on menu, daily hours of operation, age of the business, 

expenditure on advertisement and the daily revenues. The Pearson correlation 

coefficients gave the relationship between the pairs of variables in the model. The 

adjusted R squared value indicate the model accounts for only 7.5% of the variances 

in average price per meal in the fast food restaurants. The ANOVA values, as a test of 

the significance of the model, returned a value of 0.306 implying the model was 

insignificant. The standard Beta coefficients, the t value and the significance indicate 

the measure of the contribution of each variable to the model. The age of the business, 

beta (0.476), t (1.939) and Sig. (0.07) was the highest contributor implying an increase 

of one year in business had the strongest positive impact on the price business could 

charge per meal as compared to the other variables. 

 

 

Section A: Characteristics of Fast Food Restaurants in Nairobi 
 

Duration in Business 
 
 

 

Table 5: Restaurants’ duration in business 
 

 

 Frequency Percentage 

   

less than a year 7 13.0 

1 to 3 years 22 40.7 

4- 6 years 13 24.1 

More than 6 years 12 22.2 

Total 54 100.0 
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The study sought to determine the duration of time the sampled restaurants had been 

in operation. It was found that out of 54 respondents to the question, 7 (13%) 

restaurants had been in business for less than a year, 22 (40.7%) were in business for 1 

to 3 years, 13 (24.1%), and 12 for more than six years. From the data, majority of the 

sampled restaurants had been in business for 1 to 3 years. 

 

Correlation and Regression Analysis for Age of Business and Daily Revenue 

Correlation analysis of the age of a fast food restaurant and the daily revenue show 

that there was a weak positive relationship between the number of years in business 

and the volume of daily sales made by the sampled restaurants. Hence as years goes 

on, a fast food restaurant is likely to make more sales per day than before. However, 

the fact that the coefficient was just 1.4% reveals that variations in volumes of sales 

were caused by the number of years in business just by 1.4%. The remaining 98.6% of 

variations in sales volumes per day were caused by other factors. One may therefore 

conclude that the number of year in business was a minor determinant factor in 

incremental volumes of sales. The regression analysis of the data, with age of the 

business being the predictor and the daily revenue the predicted, indicated that the 

relationship can be expressed as below: 

( ) ( ) 

 

 

This implies the longer the fast food stayed in business, the higher was the daily sales. 
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Food Items on the Menu 
 

Table 6: Number of menu items offered sampled restaurants  
 

 

Food items on the menu  

 Frequency Valid Percent 
   

1-5 1 1.8 

6-10 13 23.6 

11-20 10 18.2 

more than 20 31 56.4 

Total 55 100.0 
   

 
 

 

Analysis of food items the sampled restaurants served revealed, out of 55 

respondents, only one (1.8%) offered 1 to 5 food items, 13 (23.6%) offered 6 to 10 

food items and 31 (56.4%) offered more than 20 food items. It appears therefore that 

majority of the sampled restaurants offered more than 20 food items as shown in the 

figure below: 

 
 

0-5  
1.8% 

 
6-10  

23.6% 
 

 

more than 20 

56.4% 11-20  
18.2% 

 
 
 
 
 
 
 
 
 
 

 

Figure 4.1: Food items on the menu 
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Correlation and Regression Analysis for Items on the Menu and Daily Revenue 

Correlation analysis of the items on the menu of a fast food restaurant and the daily 

revenue show that there was a positive relationship between the number of items on 

the menu and the volume of daily sales made by the sampled restaurants. This means 

the more items a restaurant had on the menu, the more likely it made more sales per 

day. The regression analysis of the data, with age of the menu items being the 

predictor and the daily revenue the predicted, indicated the relationship could be 

expressed as below: 

( ) ( ) 

 

 

A fast food restaurant could increase revenues by increasing the number of items on 

the menu. 

 
 
 
 

Average Time to Serve a Customer 
 

Table 7: Average time taken to serve a customer 
 

 

Average time Frequency Valid Percent 

   

Less than 5 mins 29 52.7 

5-10 mins 18 32.7 

11-15 mins 8 14.5 

Total 55 100.0 
   

 
 

 

The study sought to determine the amount of time it took in the sampled restaurants to 

serve a customer. It was found that out of 55 respondents, 29 (52.7%) took less than 5 

minutes to serve a customer, 18 (32.7%) took 5 to 10 minutes to serve a customer, and 

8 (14.5%) took more 11to 15 minutes to serve a customer. This finding implies that 
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majority of the sampled restaurants took less than five minutes to serve a customer. A 
 

greater  majority  47  (85.4%)  served  customers  in  accumulation  of  less  than  ten 
 

minutes. 
 

 

Daily Sales of the Sampled Restaurants 
 

Table 8: Daily sales ranges 
 

 

Suitable range for daily sales   

 Frequency Percent Valid 

   Percent 
    

10,000-50,000Kshs 33 60 67.3 

50,000-150,000Kshs 15 27.3 30.6 

150,000-250,000Kshs 1 1.8 2 

Total 49 89.1 100 

Missing values 6 10.9  

Total 55 100  
    

 
 

 

Respondents were asked to mention the daily sales range. Out of 49 respondents, 33 
 

(67.3%) sold between Kshs. 10,000 and 50,000 per day, 15 (30.6%) sold Kshs. 50,000 
 

to 150,000 and 1 (2%) sold Kshs. 150,000 to 250,000. 
 

 

Duration in Business Versus Daily Sales 
 

The study also sought to cross-analyze sampled restaurants duration in business and 
 

daily sales. The analysis was separate for each business age group. 
 

 

Table 9: Less than one year restaurants versus daily sales range  

 

  Suitable range for daily sales  
     

Total  

Duration in business 
10,000- 50,000- 150,000-   

 
50,000Kshs 150,000Kshs 250,000Kshs 

 

   

 less than 1 year 4 (57.1) 3 (42.9%) 0 7 (100%) 
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Out of seven sampled restaurant which were in business for less than one years, 4 

(57.1%) sold Kshs. 10,000 to 50,000 daily, 3 (42.9%) sold between Kshs. 50,000 to 

150,000 hence none of these restaurants made a daily turnover of more than Kshs. 

150,000. 

 

Table 10: 1 to 3 years restaurants versus daily sales ranges 
 
 

 

  Range of daily sales   
    

Total 
Duration in operation 

10,000- 50,000- 150,000- 

50,000Kshs 150,000Kshs 250,000Kshs 
 

  

1 to 3 years 16 (76.2%) 5 (23.8%) 0 21 (100%) 
     

 
 

 

Out of 21 restaurants which were in business for 1 to 3 years, 16 (72.2%) sold Kshs. 

10,000 to 50,000 daily, 5 (23.8%) sold Kshs. 50,000 to 150,000 daily. It appears that 

none of these restaurants made a daily sale of more than Kshs. 150,000 per day. 

 

Table 11: 4 to 6 year restaurants versus daily sales ranges 
 

  Range of daily sales  

     
Duration in 10,000- 50,000- 150,000-  

operation 50,000Kshs 150,000Kshs 250,000Kshs Total 

4 to 6 years 8 (72.7%) 3 (27.3%) 0 (0%) 11 (100%) 

     
 
 

 

Out of 11 restaurant which were in business for 4 to 6 years, 8 (72.7%) sold Kshs. 

10,000 to 50,000 daily, 3 (27.3%) sold Kshs. 50,000 to 150,000. None of these 

restaurants sold more than Kshs. 150,000 a day. 
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Table 12: More than 6 year restaurants versus daily sales range 
 
 

 

  Range of daily sales   

     

Duration in 10,000- 50,000- 150,000-  

operation 50,000Kshs 150,000Kshs 250,000Kshs Total 

More than 5 (55.6%) 3 (33.3%) 1 (11.1%) 9 

6 years     

     
 
 

 

Out of 9 restaurants which were in business for more than 6 years, 5 (55.6%) made a 

daily turnover of Kshs. 10,000 to 50,000, 3 (33.3%) sold Kshs. 50,000 to 150,000 

daily, and 1 (11.1%) sold Kshs. 150,000 to 250,000. It was apparent that only one 

restaurant made a sale of more that Kshs. 150,000 daily. 

 

Business Hours Per Day 
 

 

Table 13: Business hours per day 
 

 Hours of operation on daily basis  

 Frequency Percent Valid Percent 

    

12hrs 3 5.5 5.6 

18hrs 20 36.4 37.0 

24hrs 31 56.4 57.4 

Total 54 98.2 100.0 

Missing value 1 1.8  

Total 55 100.0  
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The survey sought to determine the business hours sampled restaurants worked for 

per day. It was discovered that out of 54 restaurants which responded, 3 (5.6%) 

worked for 12 hours, 20 (37%), 31 (57.4%) worked for 24 hrs. Majority of sampled 

restaurants operated for 24 hours daily. 

 

Correlation and Regression Analysis between Hours of Operation and Volumes of 
 

Sales 

 

The extent of business hours a fast food restaurant business operated affected the 

volume of sales yielded a coefficient of correlation of 0.137. This shows that there 

was a weak positive relationship between numbers of business hours per day and the 

volumes of sales indicating, the greater the business hours, the higher the sales. 

However, the 1.8% coefficient of determination shows the relationship between 

number of business hours and sales volumes is weak. In other words, variations in 

sales volume were caused by business hours only by 1.9%, while 98% are caused by 

other factors. 

 

The regression analysis of the data, with the daily hours the business operated being 

the independent variable and the daily revenue the dependent variable, revealed that 

the relationship can be expressed as below: 

( ) ( ) 

 

 

The longer the fast food restaurant operated per day, the more revenues it was able to 

generate. 
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Busiest Part of the Business Day 
 

 

Table 14: Busiest hours for sampled restaurants 
 

 Frequency Percent Valid Percent 

    
11am-2pm 40 72.7 74.1 

3pm-6pm 11 20.0 20.4 

7pm-9pm 3 5.5 5.6 

Total 54 98.2 100.0 

Missing value 1 1.8  

Total 55 100.0  

    
 
 

 

Analysis of sampled restaurants’ busiest business hours revealed that out of 54 

respondents, 40 (74.1%) said from 11am to 2pm, 11 (20.4%) said from 3 pm to 6 pm, 

and 3 (5.6%) said 7 pm to 9 pm. From the data, one may conclude that majority of the 

sampled restaurants were busy from 11 am to 2 pm. 

 

Average Cost Per Meal 
 

 

Table 15: Average cost per meal 
 

 Frequency Percent ValidPercent 

    
100-300 37 67.3 72.6 

301-500 13 23.6 25.5 

501-600 1 1.8 2.0 

Total 51 92.7 100.0 

Missing 4 7.3  

Total 55 100.0  
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The survey sought to determine the average cost per meal of the sampled restaurants. 

Out of 51 respondents, 37 (72.6%) had an average cost of Kshs. 100 to 300, 13 

(25.5%) had an average cost of Kshs. 301 to 500, and 8 (15.7%) had an average cost 

of Kshs. 501 to 600. These imply that majority of fast food restaurants sampled had an 

average cost range of Kshs.100 to 300. 

 

Correlation and Regression Analysis on what Affect Cost of Meals 

 

The question on what determined the average cost per meal in a fast food restaurant 

was explored at two levels. The cost per meal was correlated and regressed with the 

age of the business and the daily sales. The extent to which the age of a fast food 

restaurant affected the average cost per meal yielded a coefficient of correlation of 

0.1. This shows that there was a positive relationship between age of the business and 

the price the restaurant charge per meal. The regression analysis of the data, with the 

age of the business existed being the independent variable and the average cost per 

meal being dependent variable, showed that as the age of the restaurant advances, it 

could afford to lower the cost of the meals expressed below: 

( ) ( ) 

 

 

The extent to which the cost per meal in a fast food restaurant affects the daily sales 

yielded a coefficient of correlation of -0.117. This shows there was a negative 

relationship between cost per meal and the revenues generated per day.The regression 

analysis of the data, with the cost per meal existed being the predictor and the daily 

sales being the predicted variable. This shows, that the less cost per meal a restaurant 

charged, the more the revenue it generated as summarized in the equation below: 

( ) ( ) 
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This is characteristic of a price sensitive market which compels industry players to 

pursue low cost strategy in order to remain competitive in the market place. 

 

Service Differentiation Strategy 

Table 16: Other places for sale 
 
 
 

 Other places that you sell your food  

 Frequency  Percent Valid Percent 
     

 Outside catering 19 34.5 46.3 

 Office deliveries 19 34.5 46.3 

 Home deliveries 1 1.8 2.4 

 Others 2 3.6 4.9 

 Total 41 74.5 100.0 

Missing System 14 25.5  

Total  55 100.0  
     

 
 

 

The study also sought to find out other avenues where the sampled restaurants sold the 

food items. Out of 41 respondents, it was discovered that 19 (46.3%) sold outside 

catering, 19 (46.3%) sold through office delivery, 1 (2.4%) sold through home 

delivery, and 2 (4.9%) at other places. From the above data, it can be conclude that 

most fast food restaurants sampled gained additional revenues from outside catering 

and through office deliveries. 

 

This shows that fast food restaurants in Nairobi were increasingly and actively 

exploring other sales channels. Outside catering and office deliveries seemed to be 

preferred to home deliveries. 
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Proximity to Customers as a Strategy 
 

 

Table 17: Determinant factor of number of customer  
 

Is location a factor that affects number of customers served   

     Valid 

  Frequency  Percent Percent 
      

  Yes 47 85.5 92.2 

  No 4 7.3 7.8 

  Total 51 92.7 100.0 

 Missing System 4 7.3  

 Total  55 100.0  
      

 
 

 

Respondents were asked whether the outlet location was a factor in their customer 
 

base. Out of 51 respondents, 47 (92.2%) said yes while 4 (7.8%) said no. One may 
 

therefore conclude that the outlet location was a determinant factor in the number of 
 

restaurants’ customer base. 
 

 

Section B: Initiatives to Capture Business in Fast Food Restaurants 
 

Business Profitability 
 

 

Table 18: Profitability of the business  
 
 

  Frequency Percent Valid Percent 

 Yes 51 92.7 94.4 

 No 3 5.5 5.6 

 Total 54 98.2 100.0 

 Missing 1 1.8  

 Total 55 100.0  
     

 

 

The research also sought find out whether the sampled restaurants were profitable. It 
 

was discovered that out 54 respondents, 51 (94.4%) said yes while 3 (5.6%) said no. 
 

This shows that most of the sampled restaurants were profitable as shown in the 
 

following figure: 
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Figure 4.2: profitability of fast food restaurant  
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Impact of Advertising on Business Performance 
 

 

Table 19: Business advertisement  
 

   Valid 
 Frequency Percent Percent 

Yes 31 56.4 59.6 

No 21 38.2 40.4 

Total 52 94.5 100.0 

Missing 3 5.5  

Total 55 100.0  
    

 
 

 

Respondents were asked whether they advertised their business. It was discovered that 

 

out of 52 respondents, 31 (59.6%) said yes, while 21 (40.4%) said no. It is therefore 
 

apparent that majority of the sampled restaurants advertised their businesses. 
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Competitors Strategies 
 

 

Table 20: Knowledge of competitors' strategies  

 

  Valid 
Frequency  Percent 

Yes 51 92.7 

No 4 7.3 

Total 55 100.0 
   

 
 

 

The survey sought to determine whether the sampled restaurants were aware of their 

competitors’ strategies. Out of 55 respondents, it was found that 51 (92.7%) said yes, 

while 4 (7.4%) said no. This suggests fast food restaurants were sensitive to their 

competitor activities. Respondents were also asked to state why they thought it was 

important to know what the competitors’ strategies were. It was found that out of 39 

respondents, 26 (66.7%) mentioned benchmarking as the main reason, 13 (33.3%) 

mentioned gaining competitive edge as the driver in knowing what the competitors’ 

strategies were as depicted in figure 4.3. 

 
 
 
 

 

Competitive  
edge  
33% 

 
Benchmarking  

67% 
 
 
 
 
 
 
 
 

 

Figure 4.3: Reason of being aware of competitors' strategies 
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Mode of Advertisements 
 

 

Figure 2: Mode of advertisement  

 

  Frequency Percent Valid Percent 

 through the media 12 21.8 36.4 

 through internet 2 3.6 6.1 

 through billboards 5 9.1 15.2 

 through word of mouth 14 25.5 42.4 

 Total 33 60.0 100.0 
 Missing 22 40.0  
 Total 55 100.0  

 
 

 

The study sought to determine the means of communication that sampled restaurants 
 

used to advertise their business. It was found that out of 33 respondents, 12 (36.4%) 
 

advertised through media, 2 (6.1%) advertised through the internet. It can be conclude 
 

that most sampled restaurant respondents used bill boards, word of mouth and media 
 

as advertisement techniques. 
 

 

Expenditure on Advertisement the Previous Year 
 

 

Table 21: Amount spent in advertisement in the previous year 
 

 Frequency Percent Valid Percent 

No advertisement 12 21.8 34.3 

Kshs 0-Ksh 10,000 3 5.5 8.6 

Kshs 10,000-Ksh 50,000 19 34.5 54.3 

Above Kshs 250,000 1 1.8 2.9 

Total 35 63.6 100.0 
Missing 20 36.4  

Total 55 100.0  
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The research also sought to determine the approximate amount that the sampled 

restaurants spent in advertisement the previous year. It was discovered that out 35 

respondents, 12 (34.3%) made no advertisement, 3 (8.6%) spent from about Kshs. 

10,000, 19 (54.3%) spent between Kshs. 10,000 and Kshs. 50,000, and 1 (2.9%) spent 

above Kshs. 250,000. Majority of respondents spent between Kshs. 10,000 to 50,000 

for advertisement purposes in the last 12 months prior to the research. 

 
 

 

Impact of Advertisement on Sales 
 

 

Table 22: Impact of advertisement on sales of the sampled restaurants  
 

   Valid 
 Frequency Percent Percent 

Yes 30 54.5 90.9 

No 3 5.5 9.1 

Total 33 60.0 100.0 

Missing 22 40.0  

Total 55 100.0  
    

 
 

 

Respondents were also asked to state whether their sales increased after advertising 

the business. It was found that out of 33 respondents, 30 (90.9%) said yes, while 3 

(9.1%) said no. It is apparent that advertisement had a positive effect on the revenues 

of the sampled restaurants. 

 

Correlation and Regression Analysis for Advertisement and Daily Revenue 

Correlation analysis of the expenditure on advertisement for fast food restaurant and 

the daily revenue show that there was a weak negative relationship between the 

amount spent on advertisement and the volume of daily sales made by the sampled 

restaurants.  However,  the  fact  that  the  coefficient  of  determination  was  -0.03% 
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reveals that variations in the volumes of sales were affected by advertisement just by - 

0.03%.The regression analysis of the data, with advertisement expenditure being the 

predictor and the daily revenue the predicted, indicated that the relationship could be 

expressed as below: 

( ) ( ) 

 

 

This implied expenditure on advertizing had negative impact on the daily sales, hence 

of little value to certain fast food restaurants. Additionally, fast food restaurants 

generating sales of less than Kshs 39,238.55, the expenditure on advertizing should 

be kept as low as possible. 

 

Frequency of Running Promotions 
 

 

Table 23: Frequency of running promotions   
       

      Valid 
    Frequency Percent Percent 

  Never run 14 25.5 30.4 
  promotions     

  Daily 2 3.6 4.3 
  At least once 14 25.5 30.4 
  a week     

  At least once 16 29.1 34.8 
  a month     

  Total 46 83.6 100.0 
  Missing 9 16.4  
  Total 55 100.0  

 
 

 

Respondents were also asked to specify the frequency at which they ran promotions. It 

was found that out of 55 respondents, 14 (30.4%) never ran a promotion, 2 (4.6%) ran 

it daily, 14 (30.4%) ran it at least once a week, and 16 (34.8%) ran it at least once a 

month. The above data suggested that majority of the sampled restaurants ran a 

promotion at least once a month. 
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Kind of Promotions Run by Fast Food Restaurants 
 

 

Table 24: Types of promotions employed by sampled fast food restaurants 
 

    Valid 
  Frequency Percent Percent 

 Combined meals 19 34.5 54.3 
 Reduced prices on 5 9.1 14.3 
 selected menu items    

 Buy one get one free 10 18.2 28.6 

 Others 1 1.8 2.9 
 Total 35 63.6 100.0 
 Missing 20 36.4  
 Total 55 100.0  

 
 

 

Analysis of sampled restaurants revealed that out of 35 respondents, 19 (54.3%) used 
 

combined meals as promotional tool, 5 (14.3%) reduced prices on selected menu 

 

items, 10 (28.6%) did the “buy one get one free” as promotion and 1 (2.9%) employed 

 

other forms of promotions as shown in the figure below:  
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Figure 4.3: Kind of promotion offered by sampled restaurants 
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Impact of Promotion on Customer Numbers 
 

Table 25: Impact of promotion on customer base of the sampled restaurants  
 

 

    Valid 
  Frequency Percent Percent 

 Yes 34 61.8 97.1  

 No 1 1.8 2.9  

 Total 35 63.6 100.0  

 Missing 20 36.4   

 Total 55 100.0   
     

Respondents  were  asked  whether the  number of  their  customers  increased  after 
 

running promotion, 34 (97.1%) said yes while 1 (2.9%) said no. This leads to the 
 

conclusion that promotions run by sampled restaurants helped increase their customer 
 

base. 
 

 

Fast Food Restaurants Owned by the Sampled Restaurants 
 

Table 26: Number of outlets possessed by the sampled restaurants  
 

 

    Valid 
  Frequency Percent Percent 

 1-5 50 90.9 98.0 

 6-10 1 1.8 2.0 

 Total 51 92.7 100.0 

 Missing 4 7.3  

 Total 55 100.0  
     

 
 

 

Analysis of the number of outlets possessed by sampled restaurants revealed that 50 
 

(98%) had 1 to 5 outlets, 1 (2%) had 6 to 10 outlets.The above finding confirms that 
 

fast-food restaurant business is an example of a fragmented industry in which there 
 

are no dominant players (Pearce & Robinson, 2009). 
 
 
 
 
 

64 

Daystar University Repository

Library Archives Copy



 

 

Profitability of Additional Restaurants Owned by the Sampled Outlet 
 

 

Table 27: Profitability of other outlets  

 

   Valid 
Frequency  Percent Percent 

Yes 32 58.2 88.9 

No 4 7.3 11.1 

Total 36 65.5 100.0 

Missing 19 34.5  

Total 55 100.0  
    

 
 

 

The study also sought to determine whether all the other outlets owned by sampled 
 

restaurants  were profitable.  It  was  found that  out, 32 (88.9%) said  yes, while 4 
 

(11.1%) said no. It is apparent that majority of the sampled restaurants’ outlets were 
 

profitable. 
 

 

Section C: Other Key Factors in the Fast Food Restaurant Business 
 
 

 

Support from City Council of Nairobi 
 

 

Table 28: Support from the City Council Nairobi by-laws  
 
 
 

 

    Valid 
 Frequency  Percent Percent 

 Yes 15 27.3 32.6 

 No 31 56.4 67.4 

 Total 46 83.6 100.0 

 Missing 9 16.4  

 Total 55 100.0  
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Respondents were also asked whether they were supported by the City Council by- 
 

laws. Out of 46 respondents, 31 (67.4%) said no and 15 (32.6%) said yes. These 
 

finding indicated that City Council of Nairobi by-laws were perceived as unfriendly to 
 

business. 
 

 

Cost of Doing Fast Food Restaurant Business 
 

 

Table 29: Majors cost components in the fast-food restaurants  

 

 Frequency Percent Valid Percent 
    

Labor 3 5.5 5.8 

Utilities 42 76.4 80.8 

Cost of raw 
7 12.7 13.5 

food items    

Total 52 94.5 100.0 

Missing 3 5.5  

Total 55 100.0  
    

 
 

 

Respondents were asked what the major components of cost they incurred were; 3 
 

(5.8%) mentioned labor, 42 (80.8%) mentioned utilities and 7 (13.5%) mentioned 
 

costs of raw food items. This can be conclude that utilities were the major cost 
 

components in running a fast-food restaurant. 
 

 

Major Consideration in Business 
 

 

Figure 4: Major consideration in fast-food restaurant business  
 

  Frequency Percent 

 Profitability 32 58.2 
 Long term business existence 10 18.2 

 Good reputation in the market 9 16.4 

 Others 1 1.8 
 Total 52 94.5 
 Missing 3 5.5 
 Total 55 100.0 
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Respondents were asked to state what they considered to be the biggest consideration 

in their business. Out of 52 respondents, 32 (61.5%) mentioned profitability, 10 

(19.2%) mentioned long-term existence, 9 (17.3%) mentioned good reputation, and 1 

(1.9%) said other factors. This shows it may be implied that profitability was the 

major consideration in running fast-food restaurants. 

 

Increasing Revenue and Profits 
 

 

Table 30: Increasing revenue and profits of the fast-food restaurants  
 

  Frequency Percent 
    

 Advertize more 12 21.8 

 Run more promotions 8 14.5 

 Change menu to what   
 customers like to 14 25.5 
 increase variety   

 Open more outlets 12 21.8 

 Invest more in knowing 
9 16.4  what customers like    

 Total 55 100.0 
 
 

 

Respondents were asked to state what they thought could increase their revenues and 

profits; 12 (21.8%) said advertize more, 8 (14.5%) said run more promotions, 14 

(25.5%) change menu to what customers like to increase variety, 12 (21.8%) said 

open more outlet and 9 (16.4%) said investment more in knowing what customers 

like. 
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Summary of Findings 
 

 

Characteristics of Fast Food Restaurants in Nairobi 
 

 

1. The study established that majority of the fast food restaurants in Nairobi had 

been in business for less than three years. There was positive correlation 

between the duration of time in business and the daily revenue generated. The 

daily sales for restaurants which had been in operation for less than 3 years 

were between Kshs 10,000 – 50,000. This is almost half of the revenues 

generated by restaurants which had been in business for more than 6 years. 

The longer the duration a fast business stays in business, the higher the 

revenues it was able to generate per day, summarized by the equation below: 

( ) ( ) 

 

2. The research determined that most restaurants in Nairobi took less than 10 

minutes to serve a customer. Half of the restaurants were able to serve their 

clients in less than 5 minutes. 

 
3. A large portion of fast food restaurants in Nairobi operated for between 18 - 24 

hours daily with the busiest part of their day being 11am – 2pm. 

( ) ( ) 

 

The longer the fast food restaurant operated per day, the more revenues it was 

able to generate. 

 

 

4. The average cost per meal in a typical fast food restaurant in Nairobi costed 

between Kshs 100 – 300, the mean cost per meal being Kshs 238. Factors 

affecting the average cost per meal were linked using the relationships shown 

below. 
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( ) 
 
( 

 
) 

( ) ( ) 
 

 

Sales volumes and the age of the business were the major factors affecting the 

price fast food restaurants could charge per food item. 

 
5. Most fast food restaurants advertized their businesses through the media, word 

of mouth and billboards. The annual expenditure on advertisement for most 

restaurants was between Kshs 10,000 – 50,000 in the previous year. Majority 

reported an increase in sales after advertizing. The link between daily revenue 

and expenditure on advertisement was found to respond to the equation below: 

( ) ( ) 

 

This implied that restaurants generating sales of less than Kshs 39,238.55, the 

expenditure on advertizing could be kept as low as possible. 

 
6. Promotions were run by most restaurants in Nairobi at least once every month 

with a good cross-section running theirs weekly. The promotions were in the 

nature of combined meals, reduced prices on selected menu items and “buy 

one get one free” initiatives. There was a positive impact on the number of 

customers visiting the restaurants and taking part in the promotions. 

 
7. Utilities (electricity, water and gas) were identified as the major input cost of 

doing fast food business in Nairobi. 

 
8. Majority of fast food restaurants in Nairobi thought that the City Council of 

Nairobi by-laws were not business friendly hence not supportive of their 

enterprise. 

 

Strategies Adopted by Fast Food Restaurants in Nairobi 
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Product differentiation competitive strategy was increasingly being applied by most 

fast food restaurants in Nairobi. The items on the menu for most restaurants were 

more than 20 with the aim of capturing emerging consumer preferences. The 

willingness of the restaurants to change and/or add menu items to increase variety 

based on what customers liked was a clear indicator that menu differentiation was a 

strategy pursued by fast food restaurants in Nairobi. 

 

Service differentiation was a growth strategy pursued via the additional avenues fast 

food restaurants in Nairobi were aggressively beginning to explore. Instead of only 

waiting for walk in customers, majority of fast food restaurants were doing office and 

home deliveries. A good portion was involved in outside catering as an extra revenue 

generator. 

 

Strategic positioning in terms of location was a clear competitive strategy by majority 

of fast food restaurants in Nairobi. Proximity to eating population provided a clear 

competitive advantage. Majority of restaurant managers considered location a key 

success factor in the fast food restaurant business. 

 

Customer relationship management (CRM) strategy was validated by the sales and 

marketing initiatives of advertizing and running of promotions. Most fast food 

restaurants in Nairobi engaged in advertizing campaigns and ran promotions at least 

once a month. This was aimed at attracting new customers while at the same time 

keeping the customers engaged resulting in the increase in revenues as determined 

from the study. 

 

Expansion through opening additional outlets was the dominant growth strategy 

pursued by fast food restaurant business in Nairobi. A good cross section of profitable 
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restaurants had at least one additional branch and expressed the intention of opening 

others to expand revenues and profits for the business. 

 

Impact of Strategies on Business Performance 
 
 
 

1. The age of the business, beta (0.476), t (1.939) and Sig. (0.07) was established 

to be the highest positive contributor to the food pricing for a fast food 

restaurant implying the longer the restaurant stayed in business the higher it 

could charge per meal as compared to the other variables. This resulted from 

brand strength and consumer loyalty that was built over time. Higher prices 

meant higher profitability for the business, other factors remaining constant. 

 
2. It was also determined that the number of food items on the menu, beta 

(0.528), t (2.096) and Sig. (0.051) and the number of hours business operated 

per day (beta 0.631), t (2.601) and Sig. (0.019) were the highest contributors to 

the revenues a business could generate daily. This implied an increase of 

additional item on the menu and increase in an additional hour of operation 

had strongest positive impact on the daily revenues generated by a fast food 

restaurant as compared to the other variables. 

 
3. Profitability was the strongest motivation in business enterprise for majority of 

fast food restaurant operators in Nairobi implying most strategies were 

pursued with this focus in mind of business owners. The secondary 

considerations were long-term existence and good reputation in the fast food 

industry. 

 
4. There was a strong link between the fast food restaurants pursuing service 

differentiation growth strategy and profitability. Restaurants doing business in 
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diverse avenues generated more profits than those depending on only single or 

fewer channels. 

 
5. Product differentiation, with the additional sales and marketing catalysts of 

advertisement and promotion resulted in increased revenues and customer 

base. 

 
6. Majority of outlets which had additional outlets also realized profits in the 

additional outlets. It seemed expansion through opening of new outlets was a 

viable means of growth for fast food restaurants. 

 
7. Most fast food restaurants in Nairobi invested in finding out what their 

competitors were doing majorly to benchmark but equally significant was the 

desire to gain competitive advantage. 

 

Summary 
 

 

This chapter presents the findings of the researcher based on the objectives of the 

study. The characteristics of fast food restaurants in Nairobi are analyzed followed by 

an exploration and determination of the effectiveness of the growth and competitive 

strategies on the performance of the businesses. A summary of the key findings forms 

the final part of this chapter. The next chapter focuses on the summary of findings 

through the lens of literature review, conclusions and recommendations. 
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CHAPTER FIVE 
 
 

 

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS 
 

 

Introduction 

 

This study was carried out to evaluate the characteristics of fast food restaurants in 

Nairobi, explore the growth and competitive strategies being pursued by fast food 

restaurants to attract and retain out-of-home food consumers and finally to assess the 

effectiveness of the growth and competitive strategies in enhancing performance of 

fast food restaurants. This chapter focuses its discussion on the inferences from key 

findings in view of objectives of the study. Conclusions were drawn based on the 

results obtained from the analysis of data and results from similar studies as contained 

in the literature review. 

 

Discussions on the Research Findings 

 

The characteristics of the fast food restaurants in Nairobi pointed to the fact that it was 

a fragmented industry. According to Pearce & Robinson (2009), a fragmented 

industry is one in which no single player has significant market share to be able to 

influence industry outcomes. With the cost per meal being between Kshs 100-300, 

low cost strategy seemed to be a taken for granted aspect in the fast food restaurant 

business. Competitive advantage and growth can only be achieved through other 

strategic approaches. 

 

This study established that product differentiation was a competitive strategy being 

applied by most fast food restaurants in Nairobi. The items on the menu for most 

restaurants were more than 20 with the aim of capturing emerging consumer 

preferences. A study by Small bone, Leig,& North (1995) affirms the conclusion that 
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successful small businesses constantly develop new products for current users and/or 

develop new markets using existing products. With most restaurant management 

sensitive to the emerging needs of their clients, menu diversification was hence a 

mainstay in gaining competitive edge. 

 

Service differentiation was a growth strategy pursued via the additional avenues fast 

food restaurants in Nairobi were aggressively beginning to explore. Instead of only 

waiting for walk in customers, majority of fast food restaurants were engaging in 

outside catering, office and home deliveries. This confirms the findings that with the 

current hectic lifestyles, fast food is an example of time-saving products which are 

increasingly on demand. In establishing the connection that demands for convenience 

is the engine that drives expenditure in the out-of-home food sub-sector, it is possible 

to explain why food providers strategically come up with new ways of marketing food 

solutions which save the consumers’ time. The ability of fast food restaurants to make 

home or office deliveries and to engage in outside catering are strategy linked 

activities aimed at stimulating growth in revenue (Jekanowsky, 1999). The success of 

such ventures is reflected in the increasing contribution of off-premise sales as is 

confirmed by the findings in this study. 

 

Opportunities for growth and consolidation of competitive advantage for fast food 

restaurants in Nairobi was found to lie in sustained sales and marketing initiatives, 

product differentiation, expansion through opening of new outlets at strategic 

locations. Comparing this with the assessment of growth linked to strategies in food 

industry in USA, Weston et al. (2011) attribute growth to four key elements namely 

high rate of new product introductions, promotion methods to reinforce brand 

strengths, spreading out into international markets and, acquisitions and divestitures. 

The business environments for the fast food industry in USA and Kenya seem to 
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converge in the similarities of drive to realize growth, the difference being the 

inclination towards mergers and acquisitions and expansion into international markets 

which is present in USA but was not covered in this study. 

 

Customer relationship management strategy is usually achieved through sales and 

marketing initiatives such as advertizing and running of promotions (Maumbe, 2010). 

Most fast food restaurants in Nairobi engaged in advertizing campaigns and running 

of promotions at least once a month. This was aimed at attracting new customers 

while at the same time keeping the customers engaged resulting in the increase in 

revenues as determined from the study. This confirms the assertion by Weston et al. 

(2011) that the resultant rapid rate of new product introductions, fuelled by consumer 

demand for variety, dictated that promotions and advertising initiatives are applied to 

enhance awareness in the market place. 

 

The laws governing the fast food industry as contained in theHotels & Restaurants 

Act 1986 (CAP 494) and the applicable City Council of Nairobi by-laws were seen by 

industry players as less supportive in pursuit of business objectives. There is need to 

review the Act with a view to make it relevant and possibly earn the support of the 

major stakeholders in the industry. This is because the business environment in Kenya 

in 1986 when the Act came into force is very different in content situation in 2012. 

 

According to the innovation theory of profit, Spencer (1983) argues that profits 

stimulate innovation by inducing business managers to undertake new ventures and to 

improve production methods. To the extent that markets are free and competitive, the 

desire for profits induces business executives to allocate business resources efficiently 

in accordance with consumer preferences. This study was able to provide relationship 

between the strategies being pursued and the performance of the fast food restaurants. 
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There was strong relationship between customer relationship strategies and 

simultaneous increase in revenues and the number of customers. Similarly, product 

differentiation and service differentiation strategies were shown to have a strong 

bearing on the profitability of the fast food restaurant. 

 

This study discovered that most fast food restaurants in Nairobi operated 18 – 24 hour 

shifts. This implies there was sufficient demand for their products and services and 

confirms that consumption of food out-of-home was on the rise in Nairobi. The 

growth in demand was driven by 40% population growth over the same period 

(KDHS, 2008-09). The data analysis emanating from the study of fast food restaurants 

focusing on this market segment revealed that the restaurants were employing growth 

and competitive strategies to recruit and retain consumers and to be profitable. A 

study of SMEs within the Nairobi CBD revealed that 56% of businesses were either 

deteriorating or failing (Bowen, Morara, & Mureithi, 2009). This was thought to be 

indicative of defects in strategy application. However, the assessment of growth and 

competitive strategies from this study has established that the strategies applied by 

fast food restaurants in Nairobi were effective in realization of the main business 

objectives. 

 

Summary, Conclusions and Recommendations 

 

1) Fast food restaurants in Nairobi should pursue the following strategies in order to 

increase revenues, increase customer base and to be profitable: 

 
i) Product differentiation strategy through menu diversification 

 
ii) Service differentiation strategy through outside catering and office 

deliveries 

 
 
 

 

76 

Daystar University Repository

Library Archives Copy



 

 

 
iii) Strategic positioning through locations offering high proximity to 

consuming public 

 
iv) Customer relationship management strategy through advertizing and 

promotions 

 
v) Expansion through opening new outlets/franchising 

 
2) The high cost of utilities (electricity, water and gas) is a major cost element in the 

running of fast food restaurants in Nairobi. The restaurant operators need to adopt 

energy saving methods of food preparation. Investment in training staff on energy 

use best practices may result in reduction of this major cost leading to increased 

profit margins. The government can additionally support these businesses by 

offering subsidies on one or more of the utilities. 

 
3) The consumer preferences are always fluid. The extent to which restaurants 

diversify their menu in response to this trend could end up being an endless 

exercise. It is crucial for fast food restaurants to carry out product/service 

rationalization to determine which ones add value and profitability to their 

business and which ones are burdens. This can form an interesting area for further 

research in this industry. 

 
4) Majority of businesses considered in this study had been in operation for less than 

3 years. It may be of great interest to do a follow up study in 2 or 3 years’ time to 

determine if the strategies pursued will provide sustainable results as depicted by 

this study. 

 
 
 
 
 
 
 
 
 
 
 

 

77 

Daystar University Repository

Library Archives Copy



 

 

References 

 

Adeyemo, T. (1997). Is Africa cursed? A vision for the radical transformation of 

an ailing continent. Nairobi: WordAlive Publishers Ltd. 

 
Babbie, E. (2004). The practice of social research (10th ed.). Wadson USA: 

 

Thompson Learning. 
 

Bateman, T. S., & Zeithaml, C. P. (1993). Management: Function and strategy. 
 

Boston: IRWIN, Homewood IL 60430. 

 

Bezerra, I. N., & Sichieri, R. (2010). Characteristics and spending on out-of-home 

eating in Brazil. Rev Saude Publica, 44 (2). 

 
Bhuian, S. N. (2000). Saudi consumer preference of fast food outlets: The influence 

of restaurant attributes. Journal of Food Products and Marketing, 6 (1), 39-52. 

 
Bowen, M., Morara, M., & Mureithi, S. (2009). Management of business challenges 

among small and micro enterprises in Nairobi-Kenya. KCA Journal of 

Business Management, 2 (1). 

 
Buscemi, S. et al., (2011). Characterization of street food consumption in Palermo: 

 

Possible effects on health. Nutrition Journal, 10 (119). 
 

Chandran, C. (2004). Research methods with illustrations from christian ministries. 
 

London: Starbright Services Ltd. 

 

Cooper, D. R., & Schindler, P. S. (2003). Business research methods (4th ed.). 

New Delhi:McGraw-Hill. 

 
Cook, T. D., & Campbell, D. T. (1979). Quasi experimentation: Design and 

 

analytical issues for field settings (1st ed.). Chicago: Rand McNally. 
 

Cramer, D., & Howitt, D. L. (2004). The sage dictionary of statistics: A practical 

 

resource for students in the social sciences. London: Sage. 
 
 
 
 

 

78 

Daystar University Repository

Library Archives Copy



 

 

 
Frost & Sullivan. (2011). Growth process toolkit: Competitive strategy – 

accelerating growth through principled and informed competitive decision 

making. Retrieved on January 16
th

 , 2012 from 

http://www.frost.com/prod/servlet/cpo/183327400 

 
Gewa, A. C., Murphy, S. P., & Neumann, C. G. (2007). Out-of-home food intake is 

often omitted from mother’ recalls of school children’s intake in rural Kenya. 

The Journal of Nutrition, Community and International Nutrition, 32(2), 12-17. 

 
Grant, R. M. (1998, Jul-Aug). Contemporary strategic analysis- concepts, techniques, 

applications. Harvard Business Review. 

 
House Hold Budget Survey. (2011). House hold budget survey. Retrieved on 

 

November 9, 2011 from 
 

http://epp.eurostat.ec.europa.eu/statistics_explained/index.php/Glossary:Househ 
 

old_budget_survey_(HBS) 
 

Integrated House Budget Survey (2010). Integrated house budget survey. Retrieved 
 

on November 14, 2011 from 
 

http://www.knbs.or.ke/pdf/Basic%20Report%20(Revised%20Edition).pdf 

 

Jamison, D. T. et al. (2006). Disease control priorities in developing countries (4th 

ed.). NewYork: Oxford University Press. 

 
Jekanowsky, M. D. (1999). Causes and consequences of fast food sales growth. 

 

Business Economics, 7 (2). 

 

Kant, A. K. & Graubard, B. I., (2004). Eating out in America 1987-2000: trends 

and Nutritional correlates. Prev Med, 38 (2),243-249. 

 
Kara, A., Kaynak, E. & Kucukemiroglu, C. (1995). Marketing strategies for fast food 

restaurants: a customer view. International Journal of Contemporary 

Hospitality Management, 7 (4), 16-22. 

 

79 

Daystar University Repository

Library Archives Copy

http://www.frost.com/prod/servlet/cpo/183327400
http://epp.eurostat.ec.europa.eu/statistics_explained/index.php/Glossary:Household_budget_survey_(HBS)
http://epp.eurostat.ec.europa.eu/statistics_explained/index.php/Glossary:Household_budget_survey_(HBS)
http://www.knbs.or.ke/pdf/Basic%20Report%20(Revised%20Edition).pdf


 

 

Kombo, D., & Tromp, D. (2006). Proposal and thesis writing: An introduction. 
 

Nairobi: Pauline Publications. 

 

Lachat, C. et al., (2009). Eating out of home in Vietnamese adolescents: 

socioeconomic factors and dietary associations. American Journal of 

Clinical Nutrition, 90 (2), 648-55. 

 
Lambert, C. A. (2004, May-June). The Way We Eat Now. The Harvard Magazine, 

 

(5). 

 

Lawrence, G., Lyons, K. & Wallington, T. (2009). Food security, nutrition and 

sustainability. London: Earthscan. 

 
Leedy, P. D. (1993). Practical research: Planning and design (5th ed.). New Jersey: 

 

Prentice Hall. 

 

Life Choices. (2005). Out-of-home consumption and the impact of weight gain on 

choice: a 21country Delta Qual Study. Retrieved on 12
th

 September, 2011 

from http://au.nielsen.com/site/documents/LifeChoicesReport.pdf 

Macharia, K., (2003). Migration in Kenya and its impact on the labor market. 
 

Johannesburg: American University. 

 

Macintyre, S. et al. (2005). Out-of-home food outlets and area deprivation: case study 

in Glasgow, UK. International Journal of Behavioral Nutrition and Physical 

Activity, 2 (16). 

 
Marsh, C. (1982). The survey method: The contribution of surveys to sociological 

 

explanation. London: Allen and Urwin. 

 

Maumbe, B. M. (2010). The quick service restaurant industry in South Africa: Market 

structure, competitive strategies and research directions. Morgan Town: West 

Virginia University press. 

 
 
 

 

80 

Daystar University Repository

Library Archives Copy

http://au.nielsen.com/site/documents/LifeChoicesReport.pdf


 

 

 
Mintzberg, H. (1987, Jul-Aug). Crafting Strategy. Harvard Business Review, 87, 

66-74 

 
Mintzberg, H. (1994, Jan-Feb). The fall and rise of strategic planning. Harvard 

Business Review, 94, 114-117. 

 
Mugenda, M. O., & Mugenda, G. A., (2003). Research methods, African centre 

for technology studies. Nairobi: Acts. 

 
Ober, S. (2008). Fundamentals of contemporary business communication. New York: 

 

Houghton Mifflin 
 

Ombati, C. (2011). You might be buying Donkey meat from your butchery. Retrieved 
 

on September 15, 2011 from 
 

http://www.standardmedia.co.ke/InsidePage.php?id=2000028556&cid=159 

 

Roxburgh, C, et al. (2011). Lions on the move: The progress and potential of African 

economies. Retrieved on September 27, 2011 from 

http://www.mckinsey.com/mgi/publications/progress_and_potential_of_african_ 

economies/index.asp 

 
Rudestam, K. E., & Newton, R. R. (1992). Surviving your dissertation: A 

 

comprehensive guide to content and process. Newbury Park, California: Sage. 

 

Rumore, N., Zhu, Z., Tanner, J., & Scheuermann, L. (1999). Effectiveness of 

competitive strategies in fast food markets: An analysis of customer preferences. 

Journal of Restaurant and Food Service Marketing, 3 (3/4), 39-47. 

 
Smallbone, G., Leig, R., & North, D. (1995). The characteristics and strategies of 

high growth SMEs. International Journal of Entrepreneurial Behavior and Research, 

 
1 (3). 

 

Pearce, J. A., & Robinson, R. B. (2009). Strategic Management (11th ed.). 

Chicago, IL: Richard D. Irwin, Inc. 

 

81 

Daystar University Repository

Library Archives Copy

http://www.standardmedia.co.ke/InsidePage.php?id=2000028556&cid=159
http://www.mckinsey.com/mgi/publications/progress_and_potential_of_african_economies/index.asp
http://www.mckinsey.com/mgi/publications/progress_and_potential_of_african_economies/index.asp


 

 

 
Spencer, M. H. (1983). Contemporary economics (4th ed.). New York: Worth 

Publishers, Inc. 

 
Soludo, C. (1998). Africa: Industrialization Strategy in the context of globalization 

in: Iqbal Z,Khan, MS, eds. Trade reform and regional integration in Africa. 

International Monetary Fund, (7), 278-324. 

 
Stacks, D. W. (2002). Primer of public relations research (2nd ed.). London: Guilford 

Press. 

 
The Economist. (2011, May-June). Africa’s Middle Class: Pleased to be bourgeois. 

 

The Economist (2). 

 

Wade, R. H. (2003). What strategies are viable for developing countries today? The 

World Trade Organization and the shrinking “development space”. London: 

DESTIN Publications. 

 
Wesangula, D. (2011). Kenya: Urban middle class lifestyle that fuels the appetite for 

fast foods. Retrieved on January 4, 2012 from 

http://allafrica.com/stories/201109261017.html 

 
World Health Organization. (1998). Obesity: Preventing and managing the 

global epidemic: Report of a WHO consultation on obesity. World Health 

Organization Publication, 98 (1). 

 
Young, L. R. & Nestle, M. (2002). The contribution of expanding portion sizes to the 

US. A Journal of Public Health, 92 (2) 246-249. 

 
Zickmund, W. G. (2003). Business research methods. Nairobi: Dryden Press. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

82 

Daystar University Repository

Library Archives Copy

http://allafrica.com/stories/201109261017.html


 

 

 
 
 
 
 

Appendices 

 

Appendix 1: Questionnaire – Fast food restaurants 
 

 

QUESTIONNAIRE 
 

Dear Sir/Madam, 
 

Thank you for taking time to fill in this questionnaire. I am carrying out research 

for my MBA thesis which seeks to assess the strategies adopted by fast food 

restaurants in Nairobi. The information you provide will be treated as confidential. 
 

FAST FOOD OUTLET QUESTIONNAIRE 

 

Name of outlet______________________________________________________ 

 

Location (Street and building) ______________________________________ 

 

SECTION A: Characteristics of the Fast Food Restaurant 

 

(Please Tick where appropriate) 
 

1. How long has this business been in operation? 

 

o Less than 1 

year o More 

than 3 years o 

o 
 
 

2. How many food items are on your Menu? 

 

o 0 – 5 

items o 6 

– 10 items o 

o 
 
 

3. What is the average time it takes to serve a customer? 
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o 0 – 5 

minutes o 6 

– 10 minutes o 

11- 15 minutes o 

o 
 
 
 

 

4. Choose the suitable range for your daily sales 
 

o Ksh 0 - Ksh 10,000 

o Ksh10,000- Ksh 50,000 

o Ksh50,000- Ksh 150,000 

o Ksh150,000- Ksh 250,000 

o Above Ksh 250, 000 

 

5. How many hours do you operate in a day? 

 

o 6 hours 

o 12 

hours o 

o 
 
 

6. Which is your busiest part of the day – peak hour? 

 

o 8 am – 

10 am o 11 

am - 2 pm o 

o 
 

o Other. Please specify…………………………………. 
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7. What is the average cost per meal in the outlet? 

Ksh ------------------------- 

 
8. Where else do you sell your fast food items/service? 

 

o Outside 

catering o 

o 
 

o Other …………..Please specify: ……………………………………………… 

 

9. Is the location of your outlet a factor in the number of customers you serve per day? 
 

o YES 

o NO 

 

SECTION B: Strategies to capture Business in Fast Food Restaurants 

(Please Tick where appropriate) 

 
10. Would you say that your business is profitable? 

 

o YES 

o NO 

 

Please explain…………………………………………………………………… 

 

11. Do you do advertising for your business? 

 

o YES 

o NO 

12. Do you find out what your competitors are doing? 

 

o YES 

o NO 
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If YES why do you think it’s important?......................................................................... 

 

………………………………………………………………………………………… 
 
 
 
 

13. How do you advertise? (You can tick more than 1) 

 

o Through the media (television, radio, 

newspapers) o Through the Internet 
 

o Through billboards 

o Through word of mouth 

 
14. How much did you spend on advertizing last year? 

 

o We did NOT advertize 

o Ksh 0 - Ksh 10,000 o 

Ksh10,000- Ksh 50,000 o 

Ksh50,000- Ksh 150,000 o 
Ksh150,000- Ksh 250,000 

o Above Ksh 250, 000 

 
15. Did your sales increase from the advertisement initiatives? 

 

o YES 

o NO 

 

If NO do you know why the advertisement did not yield the results 
expected?.................... 

 

………………………………………………………………………………………… 
 
 
 
 

16. How frequently do you run promotions? 
 

o We NEVER run Promotions 

o 
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o At least once a week 

o 
 
 
 

 

17. Which kind of promotions do you run? 

 

o Combined Meals at specific price (Combo 

meal) o Reduced prices on selected menu 

items o Buy one get (X) free 

o Other. Please state………………………………………………… 

 
 

 

18. Do your customers increase when you run promotions? 
 

o YES 

o NO 

 
If NO why do you think promotions don’t work for your business? 

 
………………………………………………… 

 
19. How many outlets do you have for your business? 

 
____________ (Provide a number) 

 
20. Are all outlets profitable? 

 

o YES 

o NO 

 

If NO, what are the main two reasons? 

 

1) __________________________________________ 
 
 
 
 

2)__________________________________________ 
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SECTION C: Other Key factors in the Fast Food Restaurant Business 

 

21. Do you think the Nairobi City Council BY-LAWS support your business? 
 

o YES 

o NO 
 

o Please explain briefly your answer__________________________________ 

 
22. What is the major cost component in this business? 

 

o Labor (Salaries and wages) 

o Utilities (Water, Electricity, Gas, 

etc) o Cost of raw food items 

 
23. What is your biggest consideration in this business? 

 

o Profitability 

o Long term business existence 

o Good reputation in the market 

o Others, please mention: 

_____________________________________________ 

 
24. What do you think you can do to increase your sales and profits? (You can select 

more than 1) 
 

o Advertize more 

o 
 

o Change menu to what customers like to increase 

variety o Open more outlets 

o Invest more in knowing what customers like 
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o Move to a location with more people 

 
 

 

THANK YOU 
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