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B. Restatement of problem researched, creative work, or professional enhancement 

opportunity 

The purpose of our research was to add to the existing body of marketing literature concerning 

consumer behavior within the fast food industry. More specifically, the research examined 

whether males and females differ in terms of the healthiness of their food choices. We also 

looked at how important various criteria are in choice of Fast Food Restaurants (FFR). 

 

C. Brief review of the professional enhancement opportunity, creative work, or research 

procedure 

I presented research work written by myself, Dr. Stephen Jones and Dr. Kevin Mason at the 

International Academy of Business and Economics Conference in March of 2019. The 

conference was hosted by Keiser University. The research presented was over gender differences 

in food choices. We also discuss how this can impact marketing decisions for Fast Food 

Restaurants (FFR). 

The conference gave me the opportunity to present our research and listen to business research 

from around the world. Presenters were not just from the U.S., and I was privileged with the 

opportunity to meet with some of these researchers.  

 

D. Summary of findings, outcomes, or experiences 

I presented our research in a session on Sunday March, 3, and our paper was published in 

Volume 19 of Review of Business Research. Please see the appendix. 

Study Results: 



Males and female consumers were similar in their ratings of how important various criteria were 

in their choice of a FFR. However, some differences were observed. Table 1 presents the subjects’ 

rankings and means for FFR choice criteria. As shown in Table 1, FFR price, portion size and 

cleanliness were the top three criteria for both genders. However, price seems to be more important 

to males than females, and portion size (or quantity of food) was ranked higher by females in the 

study.  

 

TABLE 1: FAST FOOD RESTAURANT CHOICE CRITERIA RANKINGS 

Males Choice 

Criteria 

Importance 

Ranking for Males 

(mean) 

Females Choice 

Criteria 

Importance 

Ranking for 

Females 

Price 1 (3.06) Portion Size 1 (2.72) 

Portion Size 2 (2.73) Price 2 (2.66) 

Cleanliness 3 (1.59) Cleanliness 3 (2.60) 

 

Speed of service was also ranked by both males and females in the top five criteria, but while 

males also chose food quality as important, females ranked it nearer the bottom. It appears that 

females did not consider that the food that they were about to purchase from a FFR and the concept 

of food quality were compatible. Support for hypothesis 1 was mixed but the level of difference 

between these consumer types does not appear to be large enough to warrant significantly different 

marketing campaigns.  

 

Analysis of Variance (ANOVA) was used to test for gender effects on healthy food choices. More 

specifically, gender, as defined as male and female, served as the independent variable. The 

dependent variables included consumers’ ratings consumption of certain foods designated as 

healthy foods (such as salads and vegetables) and less healthy foods (such as hamburgers and deep 

fried foods). 

 

TABLE 2: ANOVA: GENDER EFFECTS ON HEALTHY FOOD CHOICES 

Food Choices 
Male 

(mean) 

Female 

(mean) 
F-Value P-Value 

Frequency of Eating Deep-fried foods (L) 3.51 3.38 1.576 NS 

Frequency of Eating Chicken (H) 4.17 4.11 0.456 NS 

Frequency of Eating Beef (L) 4.17 3.87 9.089 **0.003 

Frequency of Eating Pork (L) 3.35 2.86 21.407 ***0.000 

Frequency of Eating Vegetables (H) 4.05 4.47 12.706 ***0.000 

Frequency of Eating Meat (L) 4.68 4.48 3.255 *0.072 

Frequency of Eating Carbohydrates (L) 4.33 4.42 0.694 NS 

Frequency of Eating Fats (L) 3.61 3.85 3.279 *0.071 

Frequency of Eating Bread (L) 4.41 4.47 0.358 NS 

Frequency of Eating Salads (H) 3.36 3.75 9.868 **0.002 

Frequency of Eating Dessert (L) 3.58 3.65 0.409 NS 

Frequency of Eating Fish (H) 2.94 2.72 3.601 *0.059 

Frequency of Eating Pizza (L) 3.65 3.46 6.120 *0.014 



Frequency of Eating Hamburgers (L) 3.73 3.34 16.329 ***0.000 

Frequency of Eating Mexican food 3.40 3.31 0.905 NS 

Frequency of Eating Italian food 2.99 3.01 0.026 NS 

Frequency of Eating Chinese food 3.10 2.95 2.353 NS 

Frequency of Eating Buffets (L) 3.00 2.86 2.716 *0.100 

 

* p<0.10 ** p<0.01 *** p<0.001 H: Healthier choice L: Less-healthy choice 

 

The results on healthier FFR food consumption choices by gender were mixed, although the results 

did generally conform to expectations. As shown in Table 2, females reported higher frequencies 

of consumption of salads and vegetables, but they also responded with higher levels of fat intake. 

Males admitted to eating more beef, pork and meat in general along with hamburgers and pizza. 

They admitted to eating more at buffets as well, but they also responded with higher levels of fish 

intake than females. While males did report fewer healthy food choice behaviors and more 

unhealthy food choice behaviors than females, there were several shared “bad” food choices (deep-

fried foods, carbs, breads, and desserts) that conventional dietary wisdom would caution against. 

Mean scores of 3.5 or higher indicate that respondents admitted to weekly or more frequent 

selections, and scores above 4.0 suggest daily consumption. Support for hypotheses 2 and 3 is 

generally found, although the differences in frequency on several items is much smaller than 

expected. 

 

E. Conclusions and recommendations 

FFRs have used research for decades to increase sales by improving product and promotion 

offerings targeting the salient attributes looked at in this research. This research makes 

meaningful contributions to the understanding of the role of gender on FFR choice and dining 

satisfaction levels. The data gathered suggests that offering healthier food options can provide 

strategic advantage to fast food restaurants targeting a higher percent of female consumers. 

Implications are that FFR management will be able to use this research to offer better products 

and more effective promotions to consumers and to increase overall FFR sales. 

 

 

I would like to thank the Professional Development Committee for providing me with the 

opportunity to attend and present at this conference. I am very grateful for the experience. 

 

 



Appendix: 

Page from conference program showing our presentation: 

 

 

 

 



The published journal article: 

 



 

 



 



 



 



 



 



 



 



 


