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Abstract: QSR mean restaurants that offer quick, effective, take-

out prepared foods at sensible costs. The size of the coordinated 

Indian QSR market is $ 167 bn. In light of the high populace and 

enormous extent of youth in India for QSR are flourish but it may, 

having openings isn't sufficient; they need to change over them into 

a beneficial business. Keeping in view the Indian propensities and 

changing inclinations towards food utilization, the principal reason 

for this research is to comprehend the business, recognize the basic 

factors that can influence the recurrence of client's visits to QSRs. As 

indicated by the research for the majority of the respondent's quality 

food is one of the key variables which first rings a bell when they 

think about their most favored QSR. Neatness, food assortment, 

quality, administration, seating space, healthy benefit, and 

scrumptious food are significant components that assume a 

significant part in building client insight about the QSR. The greater 

part of the respondents visits QSR for reward and investing energy 

with family and furthermore for unwinding. The primary goal of the 

examination is to contemplate the shopper's discernment towards 

Quick Service Restaurants (QSR) which empowers us to comprehend 

buyer's conduct. The utilization example of shoppers causes us to 

comprehend their inclinations. This examination is exploratory in 

nature and has utilized a cross-segment time skyline since it 

comprises of meetings completed in a limited ability to focus time 

through a survey having 20 closed questions from the example 

populace of 200 individuals picked by irregular inspecting strategy. 

The information gathered is investigated utilizing pie diagrams, rate 

examination, and chi-square. The investigation helps in giving 

significant ramifications to QSR arranging and tasks. This 

examination depends on information gathered through surveys and 

investigation. This research will help the key QSRs how they should 

deal with get more clients and to improve client faithfulness.  

Keywords: Quick Service restaurants, Fast food, Eat out, Service 

and Quality 

I. INTRODUCTION

When the economy is encountering a stoppage and

numerous areas are attempting to grow, one area that has 

developed quickly is QSR. The whole Indian food market 

can be ordered into two sections: Organized and 

Unorganized Restaurant market. The sloppy eatery market 

incorporates side of the road merchants, Dhabas, vans, and 

so on the QSR, Pubs, Bars, Clubs and Lounges, and the food 

courts and kiosks. The QSR market will twofold to around 

Rs 167 billion in 2019 from Rs 49 billion out of 2016, 

driven generally by new store increases. 
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In a particularly deft climate, how many advantages a 

specific QSR can benefit; depends upon their own 

advertising procedures, the amount they get clients, and 

their taste and inclinations. Fast administration eateries are 

additionally named drive-through joints. Inexpensive food 

implies sensibly evaluated and promptly accessible food that 

is by and large high in calories, fat, salt, and sugar [8]. Also, 

one of the key variables bringing about eatery development 

is experimentation with new arrangements, subjects, and 

menus by inventive and innovative endeavors as per the 

affiliation. QSR industry is one of the vital portions of the 

Indian food administration market and is becoming 

extremely quick [9]. Significant reasons for its development 

are: More youthful labor force, changing way of life, 

desiring in Indians for worldwide food, New Themes and 

menus by inventive and enterprising endeavors, Expanded 

working ladies [10]. Its business comes from principal 

metros and smaller than normal metros on account of 

shopper's mindfulness about them changed life style [11]. 

Despite the fact that it has begun creating a business from 

the country market in view of the improved street network, 

urbanization. Once a reclusive, home-driven customer, the 

liberal Indian is today awakening to a beginning yet 

impressive "Eating Out" culture, making food 

administrations quite possibly the most encouraging 

business areas in India [12]. Indeed, even with a 

commitment of only 2.3% to India's GDP, the Food Services 

market is worth INR 247,680 crore (USD 48 billion). 

Further, the market is projected to develop to INR 408,040 

crore (USD 78 billion) in the following 5 years, i.e., by 

2020. When the economy is encountering a log jam and 

numerous areas are attempting to grow, one area that has 

developed quickly is coordinated cheap food outlets (speedy 

assistance eateries) [13]. The idea of fast help eateries was 

first presented in the US. These cafés are progressively 

turning out to be helpful spots for youngsters, families, and 

youthful working experts to mingle. Brisk Service 

Restaurants are unique sorts of cafés and structure a vital 

piece of the Indian Food Service Industry. QSRs have both 

cheap food cooking styles and negligible table 

administrations to oblige the requirements of different 

young people and working experts. The separating element 

of these eateries is the speedy conveyances of food things 

which are a fundamental part for the working populace of an 

agricultural nation like India.  

QSRs for the most part target individuals in the age 

section of 16-35 years, as this is the age section keen on 

tasting new cooking styles and having quick nourishments 

consistently. These eateries can work everywhere on an area 

as a piece of chain cafés or can be under establishment 

activities, which arrangements normalized fixings and 

additionally part of the way arranged 

food sources and supplies to every 

eatery through controlled 

inventory channels.  
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The QSR section however is a huge portion of the Indian 

Fast-food benefits yet is nearly incipient and has a ton of 

extension for development in India. In India, an enormous 

number of global QSRs have set up their outlets with the 

establishment privileges of different organizations. Indian 

QSRs are additionally coming up and growing however 

unfamiliar brands keep up their predominance. McDonald 

was the first QSR in Quite a while followed by different 

others like KFC and Dominos. 

II. REVIEW OF LITERATURE 

Ali et al. (2020) found that improving client relationships 

could give an edge to cheap food retailers in India if they 

can oversee and detail new promoting apparatuses and 

practices to encourage more prominent client fulfillment and 

better general insight [1]. Goyal and Singh (2017) have 

finished that youthful clients visit inexpensive food channels 

for no particular reason and change. In information screen's 

(2015) study cheap food market is characterized as the offer 

of food and beverages for sure-fire utilization either on the 

premises or on assigned regions imparted to other 

foodservice administrators or for utilization somewhere else. 

Gupta (2013) found that client discernment, taste, and 

fulfillment grow more ideal shopper conduct towards a 

specific brand than some other factor. Joined country 

monetary and social commission for Asia anticipated that by 

2020 half of the absolute populace would be metropolitan; 

half of that populace would be from Asia. So inexpensive 

food organizations have been accepting it as an open door to 

serve Asian nations like India, Pakistan [2].  

Ragavan (2013): "Food in a globalized world" has presumed 

that food is a method forever yet it has become important 

speculation for business Kotler (2009) Stated that the center 

reason for any cheap food retailer should be identified with 

offering some benefit for cash to its clients and utilize 

progressed promoting and correspondence channels to 

reinforce the general advertising crusade [3].  

III. OBJECTIVES OF THE STUDY 

1. To know the factors influencing consumer perception 

towards QSR. 

2. To understand the behavioral patterns of consumers 

towards QSR. 

3. To study the purchase pattern of customers towards 

QSRs from the view point of gender, marital status and 

occupation of customers and number of times they visit 

the QSRs 

The purpose of this project is to “investigate consumer 

behavior and perception towards Quick Service Restaurant 

(QSR). The project also explores the most influential factor 

through consumer demographic which includes age, gender, 

income and level of education [4].  

IV. RESEARCH PROBLEM 

The study aims to know, what is the driving force or the 

reason behind the fast-food consumption of the Indian 

consumer in QSRs? 

V. METHODOLOGY 

This exploration is both illustrative and descriptive in nature 

utilizing both primary and secondary information. Essential 

information is gathered utilizing an organized poll 

comprising of 20 close-ended questions and one open-

finished inquiry. Optional information sources incorporate 

books, diaries, and sites [5]. This investigation tried to 

contemplate and break down shopper conduct and insight as 

to QSRs in twin urban areas Hyderabad and Secunderabad 

[6]. The sample size is restricted to 200. The Primary 

information has been gathered utilizing a poll from the 

example populace of 200 individuals predominantly from 

the geological territory of Hyderabad and Secunderabad 

chose through the Convenient Sampling strategy. The 

information of the examination is investigated with Pie 

Charts, Percentage investigation, and Chi-square [7]. 

VI. RESULTS AND DISCUSSION 

Testing of the Hypotheses 

I. Gender of the consumer and frequency of visiting 

QSR. 

Ho (1) = There is no relationship between gender of a 

consumer and the frequency of visiting     QSR.  

Ha (1) = There is a significant relationship between gender 

of a consumer and the frequency of visiting QSR.

 

Table-1: Showing calculation of Chi-square P (Level of significance) = 0.05 
DAILY WEEKLY MONTHLY VERY RARE IN A YEAR observed expected O-E O-E ^2 O-E^/E

male 7 43 71 11 132 7 7.26 -0.26 0.0676 0.009311

female 4 20 37 7 68 43 41.58 1.42 2.0164 0.048494

11 63 108 18 200 71 71.28 -0.28 0.0784 0.0011

11 11.88 -0.88 0.7744 0.065185

4 3.74 0.26 0.0676 0.018075

20 21.42 -1.42 2.0164 0.094136

37 36.72 0.28 0.0784 0.002135

7 6.12 0.88 0.7744 0.126536

chi square 0.364973

degree of freedom 3

level of significance 0.05

tabular value 7.815  
 

From the table 1 it is interpreted that: - 

Pearson Chi Square – 0.3649, Degrees of freedom – 3, Tabular Value – 7.815. 
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Since, chi-square value (0.364973) is less then tabular value (7.815). Thus, it can be inferred that there is no significant 

relationship between gender and the frequency of visiting QSR. 

II. Marital status and Frequency of visiting QSR 

Ho (2) = There exists no relationship between marital status of a person and the frequency of visiting QSR. Ha (2) = There 

exists a significant relationship between marital status of a person and the frequency of visiting QSR. 

Table-2: Showing calculation of Chi-square P (Level of significance) = 0.05 

daily weekly monthly very rare in a year OBSERVEDEXPECTED O-E O-E^2 O-E^2/E

married 3 10 19 2 34 3 1.803030303 1.19697 1.432736455 0.794627

unmarried 4 33 52 9 98 10 11.07575758 -1.07576 1.157254362 0.104485

7 43 71 11 132 19 18.28787879 0.712121 0.507116621 0.02773

2 2.833333333 -0.83333 0.694444444 0.245098

4 5.196969697 -1.19697 1.432736455 0.275687

33 31.92424242 1.075758 1.157254362 0.03625

52 52.71212121 -0.71212 0.507116621 0.00962

9 8.166666667 0.833333 0.694444444 0.085034

chisquare 1.578531

DEGREE OF FREEDOM 3

LEVEL OF SIGNIFICANCE 0.05

TABULAR VALUE 7.815

 
From the table 2 it is interpreted that: - 

• Pearson Chi Square – 1.5785 

• Degrees of freedom – 3 

• Tabular Value – 7.815 

The chi-square value (1.57) is less than tabular value (7.815). So, there is no significant relationship between marital status 

and frequent visit to QSRs. 

III. Occupation and Frequency of visiting QSR 

Ho (3) = There exists no association between occupation of a person and the frequency of visiting QSR. Ha (3) = There 

exists an association between occupation of a person and the frequency of visiting QSR. 

Table-3: Showing calculation of Chi-Square P (Level of significance) = 0.05 

From the table 3 it is interpreted that: - 

• Pearson Chi Square – 17.16598 

• Degrees of freedom – 12 

• Tabular value – 21.026 

As Chi-Square value (17.16598) is less then tabular value (21.026), there exists no association between occupation of a 

person and the frequency of visiting QSR. 

 

 
Fig.1 showing reason for making a particular QSR as 

customer’s favorite. 

 
Fig.2 showing main reasons for visiting to QSRs by 

customers. 
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Fig.3 showing most preferred which meal in QSRs 

 

 
Fig.4 expectations of the customers from the QSRs. 

 

 
Fig.5 showing the reasons for trying new QSRs 

 
Fig.6 showing the preferred distance to visit QSRs 

 
Fig.7 showing reasons for satisfaction with QSRs 

VII. CONCLUSION 

According to the survey QSR should offer more food 

varieties as only 36.5% of the respondents find food offered 

by QSR different. It is also suggested that QSR should 

maintain food quality as only 30% of the sample population 

feel that food quality is good at QSRs. And these restaurants 

should work on their review systems as only 39% of the 

sample population are influenced while making the decision 

to visit QSR or not. QSRs should make effort to open more 

franchise restaurants as 70% of the sample population prefer 

QSRs within 2-5Kms of their distance range and also should 

improve its seating capacity as customers (64%) prefer to 

wait only 5-10 minutes. The study can't be summed up as 

the information has been gathered uniquely from the 

geological region of Hyderabad and Secunderabad. Singular 

reactions might be one-sided here and there. As indicated by 

the review directed McDonald's is the most favored QSR 

followed by KFC and Paradise is the most visited QSR 

followed by Bawarchi so the QSRs should offer more food 

assortments and ought to likewise deal with the quality by 

furnishing them food with more dietary benefit.  

It is additionally seen from the investigation that the food 

needs of the clients during breakfast are dismissed and ought 

to be dealt with by all QSRs. They should likewise offer 

food reasonable to all age bunches as the majority of the 

clients visiting QSRs fall in the age gathering of 20-35. the 

food needs of the children and elderly folks’ individuals are 

dismissed. 
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