1.1 INTRODUCTION 

A Fast Food Restaurant, also known as a Quick Service Restaurant (QSR) within the industry, is a specific type of restaurant characterized both by its fast food cuisine and by minimal table service. Food served in fast food restaurants typically caters to a "meat-sweet diet" and is offered from a limited menu; is cooked in bulk in advance and kept hot; is finished and packaged to order; and is usually available ready to take away, though seating may be provided. Indian fast food market is estimated to double from the current Rs.3,400crore in the next three years, largely driven by demand from smaller cities, says a report by Crisil. ―The QSR market will more than double to around Rs 7,000 crore by 2015-16 from Rs 3,400 in 2012-13, driven largely by new store additions,‖ the report said, adding most of the new stores will come up in the tier smaller cities. ―Over the next three years, new store additions will increase by 16-18 per cent annually, propelled by the rapid expansion of global players into smaller cities,‖ Crisil said. ―McDonald's and Domino's Pizza have shown over the years that consumers are comfortable with Western fast food. To provide more value offerings to the consumers, restaurants have been coming up with low price point products or increased discounts and promotions. Dominos, the pizza chain, is giving buy-one-get-one free offer, combo offers, complementary items, free gifts and many more which is drawing more and more customers for the food store. The report also finds that the amount spent by the middle income households on QSR is likely to be higher in smaller cities compared to the metropolitan cities. 

The fast food industry, originally conceived in Southern California during the 1940s, not only altered the eating habits of Americans, but also those in many other countries around the world, including Asian countries (Schlosser, 2001).Fast food chains had been, innovative and forceful at inviting customers out of their kitchens up to fast food centres. (Cullen, 1994)stated in his work, titled ―Time, tastes and technology: the economic evolution of eating out‖ interpreted that the rising Americanization of eating out had tracked a culture of fast food and provided more importance to convenience and eating out behaviour due to such certain reasons, dramatic changes occurred in fast food consumption of Asian countries (Shetty, 2002).Structural changes in the demand 

for food in Asia have projected that Asian countries had been undergoing transformations in their economies supported by rapid urbanization and this trend would continue in the years to come (Huang and Howarth, 1996) 
1.2 SIGNIFICANCE OF THE STUDY 

The significance of studying youth addiction to fast food lies in its potential impact on the health and well-being of young individuals. Fast food consumption among youth has been a growing concern due to its association with various health issues. Here are some key points highlighting the significance of studying youth addiction to fast food.
1.3 STATEMENT OF THE PROBLEM 

Rapid urbanization coupled with busy lifestyle and advancement in technology has greatly changed the way of life of many people including people in the developing countries. The effects of these changes have altered the tradition of cooking and eating at home. People are now more reliant on ready-to-eat meals offered by businesses for their daily sustenance and popular among them are fast foods. 
1.4 OBJECTIVES OF THE STUDY 

· To study the consumers habit relates to fast food consumption

· To examine the consumers choice of fast food in regards with taste and preference

· To identify the factors attracting consumers towards fast food

· To study the price rate difference among fast food and other big food centers.

· To analyse consumers expectation from the manufacturer

1.5 SCOPE OF THE STUDY 
This research is based on a large sample group in prime locations in Kannur are and therefore this study will help us closely understand the consumption attitude and behavior of the majority of fast food consumers in Kannur . This study would enable various concerned to derive conclusions and analysis based on actual consumption habits. Findings will enable to understand the current scenarios of Kannur food industry and help in identifying the various factors to be concentrated on to improve the overall experience of the food consumers. 

1.6 METHODOLOGY OF THE STUDY 
The study is a case study conducted based on fast food restaurants in Kannur area. Data for the study were collected from both Primary and Secondary sources  

1.6.1 Source of Data 
Primary Data 
Questionnaire is prepared and personal interview was conducted. The structured interview method was undertaken. 

Secondary Data 
It was collected from reports and articles from newspapers and magazines as well as from the internet. 

1.6.2 Population

The population of the study is fast food restaurants in Kannur area
1.6.3 Sample 

Sample Size 
50 samples were taken for the study 

1.6.4 Sampling Technique 
Simple random sampling method is used in this project 

1.6.5 Tools of data Analysis 
The various statistical tools used to conduct the study can be pointed out as follows 

1. Percentage method 

2. Bar diagram 

1.7 LIMITATIONS OF THE STUDY 
· Time constraint was a major limitation of the study. 

· Some of the respondents were non co-operative to fill the questionnaire. 

· In spite of cross verification cent percent accuracy cannot be ensured. 

· Due to the dispersed nature of the respondent’s data collection was difficult. 

2.1 REVIEW OF LITERATURE

Li, X., & Wang, Y. (2021) conduct a cross-sectional study on the dietary patterns of adolescents in China, particularly focusing on the rising consumption of fast food and its addictive tendencies. The study highlights how adolescents' preference for fast food is shaped by factors such as taste, convenience, and affordability. The authors argue that the availability of fast food in school canteens and around residential areas has made it a daily choice for many youth. Li and Wang also explore the role of fast food in contributing to unhealthy eating habits and its connection to obesity. They found that adolescents who consumed fast food more than three times a week exhibited higher body mass index (BMI) scores and were more likely to develop metabolic disorders. The study emphasizes the need for public health campaigns aimed at educating adolescents and their families about the long-term health risks associated with fast food consumption.

Smith, A., & Taylor, C. (2020) focus on the addictive nature of fast food consumption and its impact on youth behavior in the United States. Their research emphasizes that fast food consumption is not just a dietary choice but a behavior driven by emotional and psychological factors. The study identifies stress, anxiety, and low self-esteem as significant predictors of fast food addiction among adolescents. The authors argue that the fast food industry has effectively capitalized on these emotional triggers, using advertisements and promotions to target vulnerable youth. Smith and Taylor also point out the addictive properties of fast food due to its high sugar and fat content, which can activate reward centers in the brain, leading to repeated consumption. The study concludes with recommendations for stricter regulations on fast food marketing and the promotion of healthier dietary alternatives for youth.

Gupta, R., & Singh, M. (2021) explore the psychological and behavioral patterns associated with fast food addiction among teenagers in urban India. Their study shows that a significant number of adolescents report feeling unable to control their fast food consumption despite understanding its negative health effects. The authors suggest that fast food's high palatability and the social acceptance of its consumption make it particularly addictive for young people. The study also highlights the role of family dynamics in shaping dietary habits, noting that children from families with less nutritional awareness are more likely to consume fast food frequently. 

Brown, J., & Harris, D. (2020) conducted a longitudinal study on the patterns of fast food consumption and its addictive effects on the cognitive and physical health of teenagers in the UK. Their study found that adolescents who consumed fast food more than once a week exhibited impaired cognitive functions, such as difficulty concentrating and reduced memory performance. The researchers attribute this cognitive decline to the excessive intake of processed foods, which lack the necessary nutrients to support brain health. The authors argue that the addictive properties of fast food stem from its ability to induce feelings of satisfaction and pleasure, which reinforce the desire to consume more.

Almeida, A., & Lima, R. (2021) explore the social and cultural factors contributing to fast food addiction among Brazilian youth. They argue that the widespread availability of fast food outlets and aggressive marketing strategies targeting young people have made it a preferred food choice for many adolescents. The study suggests that peer influence and the desire for social acceptance play significant roles in shaping dietary preferences, with fast food often seen as a symbol of modernity and social status. The study also discusses the long-term health risks associated with fast food addiction, including the rising incidence of obesity and other metabolic diseases in Brazilian youth. 

Martinez, E., & Silva, F. (2021) analyze the relationship between fast food consumption and addictive behaviors among adolescents in Mexico. Their study emphasizes how the high-fat and high-sugar content of fast food creates a dependency similar to other addictive substances. The authors argue that the combination of biological, psychological, and environmental factors makes adolescents particularly vulnerable to fast food addiction. The researchers suggest that fast food consumption among youth is often driven by emotional needs, such as the desire for comfort or to cope with stress. The study also points to the influence of family dynamics and peer pressure as contributing factors to the prevalence of fast food addiction. In conclusion, the authors recommend implementing healthier alternatives in schools and greater 
3.1 THEORETICAL FRAMEWORK

Fast Food plays an important role in everyone's day-to-day life. The Indian fast food market has been witnessing rapid growth on the backbone of positive developments and presence of massive investments of people. The term fast food is use for the food which can be prepared and served quickly than any other meal, minimum preparation of time is considered for fast food, generally this term refers to food sale in restaurants and stores with low time preparation and served to customers in form of packaged for take away.The eating habits of people are changing the style of cooking and the ingredients used increased the popularity of Indian food. Indian fast food had experienced tremendous changes, with growing middle class population and changing lifestyle. India is blessed with one of the fastest growing fast food markets in the world. People started the different cooking style and adopted eating habit. Unlike the olden days where man used to have his food lavishly and slowly, the present trend changed the habits of food which are simple and easy to digest. Hence, the existence of these foods fulfilled all the needs of modern human being. Fast food concepts developed rapidly in last few years in Tamil Nadu. The trend is radically changing the way people eat in India. . Currently, market growth is increasing by the rising young population, working women, hectic schedules and increasing disposable income of the middle-class households. India is in the midst of the restaurant revolution. Fast food is one of the world‘s largest growing food type.
It's important to note that the term "addiction" in the context of fast food may not strictly adhere to the clinical definition of addiction associated with substances like drugs or alcohol. However, the term is often used colloquially to describe patterns of excessive and unhealthy consumption of fast food. While there may not be inherent advantages to such behavior, there are certain perceived benefits that may contribute to its prevalence among young people. It's crucial to approach this discussion with an understanding of the potential negative health consequences associated with excessive fast food consumption. Here are some perceived advantages:
HISTORY

The concept of ready-cooked food for sale is closely connected with urban developments. Homes in emerging cities often lacked adequate space or proper food preparation accouterments. Additionally, procuring cooking fuel could cost as much as purchased produce. Frying foods in vats of searing oil proved as dangerous as it was expensive, and homeowners feared that a rogue cooking fire "might easily conflagrate an entire neighborhood". Thus, urbanites were encouraged to purchase pre-prepared meats or starches, such as bread or noodles, whenever possible. In Ancient Rome, cities had street stands – a large counter with a receptacle in the middle from which food or drink would have been served. It was during post-WWII

 American economic boom that Americans began to spend more and buy more as the economy boomed and a culture of consumerism bloomed. As a result of this new desire to have it all, coupled with the strides made by women while the men were away, both members of the household began to work outside the home. Eating out, which had previously been considered a luxury, became a common occurrence, and then a necessity. Workers, and working families, needed quick service and inexpensive food for both lunch and dinner.

EATING HABITS

Dining In.

The per capita expenditure by Indian consumers on food and non-alcoholic beverages between 2006 and 2011 has grown by 3.6Percentage. Indian households follow the traditional dining culture which places great value on freshly prepared meals. They eat traditional foods and cook fresh at home for every meal. Vegetables and meats are bought fresh. Meals are prepared fresh every time. A large number of Indian consumers still prefer vegetarian dishes though the demand for non-vegetarian food is on the rise in India, even among conservative households. Indian cuisine is wide- ranging and diverse. Different regions have clearly differentiated tastes and preferences. In recent years consumption of processed and packaged foods has grown strongly in urban areas more affluent households with working women. The number of such households is large but consumption is still very low. Indian consumers often celebrate at home over home cooked meals. This is especially true during religious festivals. The main meals as well as the desserts and special celebratory food items are still typically cooked at home. Ordering in is also on the rise. Among the SEC A, B and C households in large cities, more than 25Percentage ordered in for more than 5 times in a month, 20Percentage once a week and 22Percentage once a month.

Snacking Habits

Snacking is very popular in India. There is a preference for salty, sweet and savoury snacks rather than chocolate, confectionery and ice cream. Popular sweet/savory snacks include potato chips/crisps, extruded snacks and traditional snacks such as crisp Bikaneribhujia string-like fried sev and chivda. Although most traditional sweet/savory snacks consumed in India are unpackaged or homemade, the share of packaged traditional snacks has seen a significant increase in demand. In recent years, there has been a broadening of the range of snacks flavoured with popular Indian flavours. Instant noodles have become a very popular snack for kids. There is an increase in the proportion of bakery products, especially cakes and pastries. Snacks also are high on the choice of customers when ordering in at home or office.
Drinking

According to a study by the World Health Organisation (WHO), a smaller proportion of Indians consume alcohol compared to consumers in Western countries. Approximately 67Percentage of males and 92Percentage of females in India are lifetime abstainers. Consumption of alcohol in India is increasing as opposed the trend in many Western countries. This has been driven by rising disposable incomes and greater acceptance of consuming alcoholic beverages by the society. The per capita consumption of alcohol in India increased from 3.3 litres in 2006 to 5.4 litres in 2011. Times of India said ―Indians love their whisky, vodka and rum but are yet to develop a taste for wine. An average Indian adult (15 years and over) drank 2.6 litres of ‗pure alcohol‘ between 2003 and 2005. This was higher than the per capita consumption in the south-east Asia region which stood at 2.2 litres. For every six men, one woman drinks alcohol in India.‖
Dining Out

Dining out has seen explosive growth in recent years as urban consumers seem to have found more occasions to celebrate and more opportunities to dine outside the home. Birthdays, wedding anniversaries, graduation parties, Valentine‘s Day celebrations, reunion parties and many more occasions are celebrated by dining out, at least by affluent consumers. According to the India Leisure and Entertainment Report by the Knowledge Tree company, dining out is now one of the three most popular recreational activities among Indian consumers. This is also due to lack of space in most urban dwellings. According to a 2011 study on Indian consumers‘ attitudes toward  dining  out  conducted  by  the  US  Department  of  Agriculture  (USDA), traditional eating habits in India are changing and consumers who traditionally always ate at home are now increasingly dining out. Busy urban workers often pick up a quick breakfast from street stalls located close to office; lunch (and often dinner, too) is often purchased from stalls close to office. But while the vast majority of dining out consists of purchases at street stalls, restaurants have nevertheless accounted for a rapidly growing share.

Going Out

One of the most common activities in both urban and rural areas is going to the cinema. It is also one of the more affordable entertainment options. Another common (and affordable) activity is going on picnics at nearby parks, beaches or other locations of interest. An article on leisure trends in the Times of India mentioned that the increasingly busy pace of urban living in India is driving a greater appreciation of down time‘ in the country and consumers are becoming more and more willing to spend money on relieving their stress.

Café Revolution

Although, tea shops serving fresh and affordable tea are in large numbers and are located very conveniently, in recent years the number of cafés has grown significantly catering to urban affluent consumers. These consumers are younger consumers influenced by western dining and drinking trends. These cafés are considered as joints or adds to relax and to escape from the stress of urban living. The posh Western interiors, good music and attractive lighting make cafés very interesting places for young consumers to spend their time. They also offer food and other beverages such as tea and juices. Increasing base of credit/debit card holders is also fuelling growth in eating out market. It is estimated that 25 million people were using cards for money transactions in 2008 and the growth is poised 20-25 per cent year-onyear. Travel, hotel and dining category accounts for 35 per cent of credit card usage.
Competitive Landscape

The industry has high potential. It is also showing high growth. However, it is also witnessing  high  competitive  intensity.  This  happens  because  the  entry  and  exit barriers are low in the industry. Even though there are failures, more and more new outlets are started as the market is witnessing growth.The reasons for entering into this business are several. It is found that a lot of enterprises are more out of the glamour. Many enter into this industry to give their children or spouse an employment. They treat the investment as a ‗gift‘ and are not expecting return. If it succeeds, the children are ‗settled‘; else they would find some other employment. The premises, if bought, is seen as a creation of asset, hence no risk. A large number of these outlets are started by chefs or those with hotel management background. While they have the culinary expertise and have worked in some establishment, they are entrepreneurs by nature. The focus on food and culinary expertise is more and limited on the business essentials and hence when faced with difficult time, they tend to go asunder. The other group consists of people from the real estate fraternity who have set up property and make foodcourts integral to the property. Their return expectations and revenue source is rent and not sales revenue. This makes the competitive landscape as complex as some of the Indian Dishes where despite knowing the recipe, once is not able to get a great dish.

Fast food

Fast food restaurants emphasize speed of service. Operations range from small-scale street vendors with carts to mega-corporations like McDonald's. Also known as a QSR or Quick Serve Restaurant.
Fast casual restaurants

Usually do not offer full table service, but may offer non-disposable plates and cutlery. The quality of food and prices tend to be higher than those of a conventional fast food restaurant but may be lower than casual dining.
Casual dining

A restaurant that serves moderately-priced food in a casual atmosphere. Except for buffet-style restaurants, casual dining restaurants typically provide table service. Casual dining comprises a market segment between fast food establishments and fine dining restaurants. Casual dining restaurants usually have a full bar with separate bar staff, a larger beer menu and a limited wine menu. They are frequently, but not necessarily, part of a wider chain, particularly in the United States

Family style

A type of casual dining restaurants where food is often served on platters and the diners serve themselves

Fine Dining

Full service restaurants with specific dedicated meal courses. Décor of such restaurants feature higher-quality materials, with an eye towards the "atmosphere" desired by the restauranteur, than restaurants featuring lower-quality materials and an eye away from the "atmosphere" desired by the restauranteur. The wait staff is usually highly trained and often wears more formal attire. Finedining restaurants are almost always small businesses and are generally either single-location operations or have just a few locations. Food portions are visually appealing. Fine dining restaurants have certain rules of dining which visitors are generally expected to follow.

Brasserie and Bistro

A brasserie has evolved from the original French brew-pub to a type of restaurant serving moderately priced hearty meals - French-inspired "comfort foods" - in an unpretentious setting; bistros usually have more refined decor, fewer tables, finer foods and higher prices. When used in English, the term bistro usually indicates a continental menu.

Buffet and Smorgasbord

Buffets and smorgasbord offer patrons a selection of food at a fixed price. Food is served on trays around bars, from which customers with plates serve themselves. The selection can be modest or very extensive, with the more elaborate menus divided into categories such as salad, soup, appetizers, hot entrées, cold entrées, and dessert and fruit. Often the range of cuisine can be eclectic, while other restaurants focus on a specific type, such as home-cooking, Chinese, Indian, or Swedish. The role of the waiter or waitress in this case is relegated to removal of finished plates, and sometimes the ordering and refill of drinks. Scatter buffet refers to the layout of separate food pavilions.
Cafe
Informal restaurants offering a range of hot meals and made-to-order sandwiches. Coffee shops, while similar to cafés, are not restaurants due to the fact that they primarily serve and derive the majority of their revenue from hot drinks. Many cafés are open for breakfast and serve full hot breakfasts. In some areas cafés offer outdoor seating.

Cafeteria

A restaurant serving ready-cooked food arranged behind a food-serving  counter. There is little or no table service. Typically, a patron takes a tray and pushes it along a track in front of the counter. Depending on the establishment, servings may be ordered from attendants, selected as ready-made portions already on plates, or self- serve their own portions.
Coffeehouse

Casual restaurants without table service that emphasize coffee and other beverages; typically a limited selection of cold foods such as pastries and perhaps sandwiches are offered as well. Their distinguishing feature is that they allow patrons to relax and socialize on their premises for long periods of time without pressure to leave promptly after eating, and are thus frequently chosen as sites for meetings.

Destination Restaurant

A restaurant that has a strong enough appeal to draw customers from beyond its community.
Tabletop Cooking

Customers are seated as in a casual dining setting. Food items are prepared by the establishments for cooking on embedded gas stoves, induction cookers, or charcoal grills; the customer has control over the heating power of the appliance

Pub

Mainly in the UK and other countries influenced by British culture, a pub (short for public house) is a bar that sometimes serves simple food fare. Traditionally, pubs were primarily drinking establishments with food in a secondary position, whereas many modern pubs rely on food as well, to the point where gastropubs are often essentially fine-dining establishments, known for their high-quality pub food and concomitantly high prices. A typical pub has a large selection of beers and ales on tap. Bar The counter at which drinks are served by a bartender is called "the bar". This term is applied, as a synecdoche to a bar as a business establishment that serves alcoholic drinks — beer, wine, liquor, and cocktails — for consumption on the premises. Bars provide stools or chairs that are placed at tables or counters for their patrons. Some bars have entertainment on a stage, such as a live band, comedians, go-go dancers, or strippers. Bars which offer entertainment or live music are often referred to as music bars or nightclubs.

Advantages of Fast Food

· Fast food gives you the option to eat something instead of skipping a meal.

· Eating fast food items helps you to manage a schedule more effectively.

· Fast food products make it easier to reduce hunger problems in the community.

· You can have an expectation of excellent service with every order.

· The fast food industry provides you with the nutritional information of each item.

· There are more healthy choices at fast food restaurants today than ever before.

· The   fast   food   industry   provides   a   significant   economic   boost   to   most communities.

· It is an affordable way to experience new or different food choices.

Disadvantages of Fast Food

· Fast food can have an adverse impact on the cardiovascular and digestive systems.

· You will eat more calories when consuming fast food frequently.

· People who eat at fast food restaurants underestimate their calorie intake.

· Eating fast food can lead to issues with edema, bloating, and swelling.

· Regular fast food consumption can lead to problems with obesity.

· There are adverse effects on the nervous and reproductive systems.
· Fast food chance change your hair, skin, and nails.

THATTUKADAS’ – Fast food restaurants of Common people 
STREET VENDORS THE ENTREPRENEURS OF THE STREET

In the era of globalization, the retail sector is the fast growing emerging sector, after agriculture, in India by providing employment. However, besides formal retail chain, small retailing including street vending has been one of the easiest ways to survive for working poor and is wide spread in the urban informal sector. Nonetheless, it is noticed that there has been a phenomenal increase in the number of street vendors leading to an increase in the number of workers in the informal sector in India and Mumbai has witnessed for containing highest street vendors among all major cities in India.

Street vendors have been defined in the National Policy of Urban Street vendors, 2004byGovernment of India as follows;

A street vendor is broadly defined as a person who offers goods for sale to the Public without having a permanent built up structure but with a temporary static structure or mobile stall (or head load). Street vendors may be stationary by occupying space on the pavements or other public/private areas, or may be mobile in the sense that they move from place to place carrying their wares on push carts or in cycles or baskets on their heads, or may sell their wares in moving trains, bus etc. In this policy document, the term urban vendor is inclusive of both traders and service providers, stationary as well as mobile vendors and incorporates all other local/region specific terms used to describe them, such as, hawker, pheriwalla, rehri-patriwalla, footpath dukandars, sidewalk traders etc.
The street vendors can be simply referred to as the entrepreneurs of the street. They are identified as the self-employed workers in the urban India. According to the level of income, National Commission for Enterprises in the Unorganised Sector (NCEUS) (2007) has categorized workers in the unorganized sector. Interestingly, NCEUS has found around 75 percent self-employed workers belong to poor and vulnerable group in the unorganized sector in India and only around 25 percent belong to high income group. On the other hand, NCEUS has also categorized different types of workers within self-employed workers based on income. Hence, according to NCEUS, street vendors are located in the lowincome self-employed group of workers those who are poor and vulnerable.

Besides the employment context, street vendors also support urban rich and urban poor. Street vendors prop up urban rich to provide daily requirements as available on their doorsteps because some street vendors built up their profession in front of housing complexes. Urban youth prefer to purchase clothes and other accessories from them because products sold by them are typically cheaper than those found in formal retail outlets. On the other side, lower income group people are also benefited and spend a higher portion of their income on purchase from street vendors because their goods are cheap and affordable. It was estimated around 30 percent of workforce have at least one meal a day from these vendors. Thus, they are in fact the solution to some of the problems of the urban woe-stricken people.

Street vendors have been in existence since ancient times. In all civilizations, ancient and medieval, one reads accounts of travelling merchants who not only sold their wares in the town by going from house to house but they also traded in neighboring countries. Perhaps ancient and medieval civilizations were tolerant to these wandering traders and that is why they flourished. In modern times we find that street vendors are rarely treated with the same measure of dignity and tolerance. They are targeted by municipalities and police in the urban areas as illegal traders, the urban middle class complains constantly on how these vendors make urban life a living hell as they block pavements, create traffic problem and also engage in anti-social activities (though more often than not, the same representatives of middle class prefer to buy from street vendors as the goods they sell are cheaper though the quality is as good as those in the overpriced departmental stores and shopping malls).

DATA ANALYSIS AND INTERPRETATION

Table 4.1

AGE

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	18-24 years
	20
	40

	25 -30years
	18
	36

	30-35years
	8
	16

	Above 35 years
	2
	4

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.1
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INTERPRETATION

Table no.4.1 shows that 40% of the respondents belonging to the age group of 18 to 24 years. 36% of the respondents belonging to the age group of 25 to 30 years. 16% of the respondents belonging to the age group of 30- 35 years. 4% of the respondents belonging to the age group of above 35 years.
Table 4.2

GENDER

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	MALE
	26
	52

	FEMALE
	24
	48

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.2
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INTERPRETATION

Table no.4.2 show that 52% of the respondents are male. 48% of the respondents are female.

Table 4.3

TIMES OF CONSUMING FAST FOOD IN A WEEK
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Rarely or never
	3
	6

	Once a week
	17
	34

	2-3 times a week
	18
	36

	4-5 times a week
	10
	20

	Every day
	2
	4

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.3
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INTERPRETATION

Table no. 4.3 shows that 36% of the respondents are consume fast food 2-3 times in a week. 34% of the respondents are consume fast food once in a week. 20% of the respondents are consume fast food 4-5 times in a week. 6% of the respondents are consume fast food rarely or never in a week. 4% of the respondents are consume fast food every day in a week.
Table 4.4

FACTORS INFLUENCE YOUR DECISION TO CHOOSE A PARTICULAR FAST FOOD RESTAURANT

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Price
	2
	4

	Taste
	24
	48

	Convenience
	10
	20

	Healthiness of options
	0
	0

	Brand reputation
	14
	28

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.4
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INTERPRETATION

Table no. 4.4 shows that 48% of the respondents are said that factors influence their decision to choose a particular fast food is taste. 28% of the respondents are said that factors influence their decision to choose a particular fast food is brand reputation. 20% of the respondents are said that factors influence their decision to choose a particular fast food is convenience. 4% of the respondents are said that factors influence their decision to choose a particular fast food is price.
TABLE 4.5

DO YOU GIVE PRIORITY TO FAST FOOD TO RESTAURANT

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	15
	30

	No
	35
	70

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.5
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INTERPRETATION

Table no. 4.5 shows that 70% of the respondents are not give priority to fast food and 30% of the respondents are give priority to fast food.

TABLE 4.6

BASIS YOU PREFER FAST FOODS

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Quality
	17
	34

	Taste
	20
	40

	Price
	10
	20

	Necessity
	0
	0

	Habit
	3
	6

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.6
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INTERPRETATION

Table no. 4.6 shows that 40% of the respondents are prefer fast food on the basis of taste. 34% of the respondents are prefer fast food on the basis of quality. 20% of the respondents are prefer fast food on the basis of price. 6% of the respondents are prefer fast food on the basis of habit.

TABLE 4.7

REGULARLY USE FAST FOODS

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	12
	24

	No
	38
	76

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.7
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INTERPRETATION

Table no. 4.7 shows that 76% of the respondents are use fast food not regularly and 24% of the respondents are use fast food regularly.

TABLE 4.8

HOW DO YOU PERCEIVE FAST FOODS

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Fair
	10
	20

	Good
	20
	40

	Very Good
	8
	16

	Bad
	10
	20

	Very bad
	2
	4

	TOTAL
	50
	100


Source: Primary data

Figure 4.8

HOW DO YOU PERCEIVE FAST FOODS
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INTERPRETATION

Table no. 4.8 shows that 40% of the respondent are perceive fast food good. 20% of the respondent are perceive fast food badly.20% of the respondent are perceive fast food fair. 16% of the respondent are perceive fast food very good and 4% of the respondent are perceive fast food very badly.

TABLE 4.9

PURCHASE FAST FOODS

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Daily
	13
	26

	Weekly
	37
	74

	Monthly
	10
	20

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.9

PURCHASE FAST FOODS
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INTERPRETATION

Table nno.4.9 shows that 74% of the respondents are purchase fast food weekly. 26% of the respondents are purchase fast food daily and 20% of the respondents are purchase fast food monthly.

TABLE 4.10

FREQUENTLY YOU PURCHASE THE SAME FOOD PRODUCT

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Daily
	15
	30

	2 times in a week
	17
	34

	3 times in a week
	10
	20

	More than 4 times
	8
	16

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.10

FREQUENTLY YOU PURCHASE THE SAME FOOD PRODUCT
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INTERPRETATION

Table no. 4.10 shows that 34% of the respondents are purchase the same product 2 times in a week. 30% of the respondents are purchase the same product daily. 20% of the respondents are purchase the same product 3 times in a week and 16% of the respondents are purchase the same product more than 4 times.

TABLE 4.11

USUALLY YOU PREFER TO SHOP FROM

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Small size shops
	15
	30

	Large shops
	2
	4

	Malls
	1
	2

	Thattukadas
	33
	66

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.11

USUALLY YOU PREFER TO SHOP FROM
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INTERPRETATION

Table no. 4.11 shows that 66% of the respondents prefer tattukkadas. 30% prefer small size shops. 4% prefer large shops and 2% prefer malls.

TABLE 4.12

PARTICULAR SHOP IN WHICH USUALLY BUY FAST FOODS

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	29
	58

	No
	21
	42

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.12

PARTICULAR SHOP IN WHICH USUALLY BUY FAST FOODS
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INTERPRETATION

Table no. 4.12 shows that 58% of the respondents are particular shop in which usually buy fast food. 42% of the respondents are not a particular shop in which usually buy fast food.

TABLE 4.13

RATE THE QUALITY OF FAST FOOD

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent
	9
	18

	Good
	21
	42

	Average
	18
	36

	Bad
	2
	4

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.13

RATE THE QUALITY OF FAST FOOD
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INTERPRETATION

Table no. 4.13 shows that 42% of the respondents are rated good to the quality of fast food. 36% of the respondents are rated average. 18% of the respondents are rated excellent and 4% rated bad.

TABLE 4.14

BASIS YOU SELECT THE SHOP

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Price
	12
	24

	Convenience
	20
	40

	Reputation of shop
	2
	4

	Collection of foods
	10
	20

	Recommendation by friends
	6
	12

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.14

BASIS YOU SELECT THE SHOP
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INTERPRETATION

Table no. 4.14 shows that 40% of the respondents are select the shop on the basis of convenience. 24% of the respondents are select the shop on the basis of price. 20% of the respondents are select the shop on the basis of collection of food. 12% of the respondents are select the shop on the basis of recommendation by friends and 4% of the respondents are select the shop on the basis of reputation of shop. 
TABLE 4.15

CELEBRITIES INFLUENCES YOUR PURCHASING DECISION

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	14
	28

	Sometimes
	30
	60

	No
	6
	12

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.15

CELEBRITIES INFLUENCES YOUR PURCHASING DECISION
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INTERPRETATION

Table no. 4.15 shows that 60% of the respondents said that sometimes celebrities influence their purchasing decision. 28% of the respondents said that celebrities influence their purchasing decision. 12% of the respondents said that celebrities are not influence their purchasing decision.
TABLE 4.16

FACTORS INFLUENCING THE CHOICE OF FAST FOOD

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Time
	17
	34

	Changing life styles
	3
	6

	Taste
	30
	60

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.16

FACTORS INFLUENCING THE CHOICE OF FAST FOOD
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INTERPRETATION

Table no.4.16 shows that 60% of the respondents said taste is the factor influence their choice of fast food. 34% of the respondents said time is the factor influence their choice of fast food. 6% of the respondents said changing life styles is the factor influence their choice of fast food.

TABLE 4.17

WHEN DO YOU TYPICALLY EAT FAST FOOD

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Break fast
	3
	6

	Lunch
	19
	38

	Dinner
	1
	2

	Snack
	17
	34

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.17

WHEN DO YOU TYPICALLY EAT FAST FOOD
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INTERPRETATION

Table no. 4.17 shows that 38% of the respondents eat fast food at their lunch time. 34% of the respondents eat fast food like snack item. 6% of the respondents eat fast food at their breakfast time and 2% of the respondents eat fast food at their dinner time.

TABLE 4.18

HOW MUCH DO YOU SPENT ON DAILY FOR FAST FOOD

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Less than 25
	10
	20

	26-50
	11
	22

	51-75
	20
	40

	More than Rs.75
	9
	18

	TOTAL
	50
	100


Source: Primary data

FIGURE4.18

HOW MUCH DO YOU SPENT ON DAILY FOR FAST FOOD
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INTERPRETATION

Table no.4.18 that shows 40% of the respondents are spent 51-75 rupees daily for fast food. 22% of the respondents are spent 26-50 rupees daily for fast food. 20% of the respondents are spent less than 25 rupees daily for fast food. 18% of the respondents are spent more than 75 rupees daily for fast food.

TABLE 4.19

BELIEVE THE QUALITY OF FOOD AT FAST FOOD RESTAURANTS JUSTIFIES THE PRICE YOU PAY

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	28
	56

	No
	22
	44

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.19

BELIEVE THE QUALITY OF FOOD AT FAST FOOD RESTAURANTS JUSTIFIES THE PRICE YOU PAY
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INTERPRETATION

Table no. 4.19 shows that 56% of the respondents are believe the quality of food at fast food restaurants justifies the price they pay and 44% of the respondents are not believe the quality of food at fast food restaurants justifies the price they pay.
TABLE 4.20

I SPENT MOST OF THE ABOVE QUOTED MONEY FOR

	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Morning breakfast
	15
	30

	Afternoon snack
	10
	20

	Evening tea and snacks
	25
	50

	TOTAL
	50
	100


Source: Primary data

FIGURE 4.20

I SPENT MOST OF THE ABOVE QUOTED MONEY FOR
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INTERPRETATION

 Table no. 4.20 shows that 50% of the respondents are spent most of the money for evening tea and snacks. 30% of the respondents are spent most of the money for morning snacks and 20% of the respondents are spent most of the money for afternoon snacks.
5.1 FINDINGS
· 40% of the respondents belonging to the age group of 18 to 24 years. 
· 52% of the respondents are male. 
· 36% of the respondents are consume fast food 2-3 times in a week. 
· 48% of the respondents are said that factors influence their decision to choose a particular fast food is taste. 
· 70% of the respondents are not give priority to fast food 
· 40% of the respondents are prefer fast food on the basis of taste. 34% of the respondents are prefer fast food on the basis of quality. 
· 76% of the respondents are use fast food not regularly 
· 40% of the respondent are perceive fast food good. 20% of the respondent are perceive fast food badly.
· 74% of the respondents are purchase fast food weekly
· 34% of the respondents are purchase the same product 2 times in a week. 
· 66% of the respondents prefer tattukkadas. 
· 58% of the respondents are particular shop in which usually buy fast food. 
· 42% of the respondents are rated good to the quality of fast food. 
· 40% of the respondents are select the shop on the basis of convenience. 
· 60% of the respondents said that sometimes celebrities influence their purchasing decision. 
· 60% of the respondents said taste is the factor influence their choice of fast food. 
· 38% of the respondents eat fast food at their lunch time. 
· 40% of the respondents are spent 51-75 rupees daily for fast food. 
· 56% of the respondents are believe the quality of food at fast food restaurants justifies the price they pay 
· 50% of the respondents are spent most of the money for evening tea and snacks. 
5.2 SUGGESTIONS
· Proper accounting of the transactions will make fast food restaurants more scientific at least for the ascertainment of actual profit or loss.

· Proper measures should be taken by the concerned authorities to ensure that these units comply with guidelines issued in this regard. Awareness should be given to those who are completely ignorant of these guidelines.

· The Thatttukada owners should ensure that they are duly registered with the concerned authorities. They should also ensure the timely renewal of the same. This will make its existence more legal and real.

· Instead of discouraging them and trying to throw them out, the government should try to organize the functions of fast food restaurants, as is reasonable to the society by giving proper assistance and incentives.

· Constant menu, if good enough, provides more regular customers. Therefore the units should try to maintain a good and tasty menu with certain special items.

· The units should ensure that the sources, from which they draw water, are tested at regular intervals. Because most of the epidemics spread through water.

· Thattukadas or street food vendors lack proper business knowledge. They should be given awareness in this regard, so that they are able to carry on their business in a better way.

5.3 CONCLUSION
Youth addiction towards fast food is a complex and pressing issue with far-reaching implications for public health. This study has delved into various factors contributing to this phenomenon, including convenience, marketing, peer influence, taste, affordability, lack of nutritional education, busy lifestyles, and emotional comfort.

The future scope of interventions requires a multifaceted and innovative approach. Leveraging technology, enhancing social media campaigns, strengthening school-based initiatives, advocating for supportive policies, fostering community engagement, encouraging corporate responsibility, investing in research and innovation, promoting cultural sensitivity, involving parents, and fostering global collaboration are key components of a comprehensive strategy.By embracing these strategies, society can work towards breaking the cycle of youth addiction to fast food and promote healthier dietary habits. The collective effort of educators, policymakers, healthcare professionals, communities, and the food industry is crucial for creating an environment that supports informed and positive choices among the youth. It is through these collaborative efforts that we can envision a future where the prevalence of fast food addiction decreases, and the well-being of the younger generation is prioritized.
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QUESTIONNAIRE

Name

Age

Gender 

1. How often do you consume fast food in a week?

a) Rarely or never

b) Once a week

c) 2-3 times a week

d) 4-5 times a week

e) Every day

2. What factors influence your decision to choose a particular fast0 food restaurant?

a) Price

b) Taste

c) Convenience

d) Healthiness of options

e) Brand reputation

3.
Do you give priority to fast food to restaurant

a) Yes

b) No

4.
On what basis you prefer fast foods:

a) Quality

b) Taste

c) Price

d) Necessity

e) Habit

5.
Do you regularly use fast foods:

a) Yes

b) No

6.
How do you perceive fast foods:

a) Fair

b) Good

c) Very Good

d) Bad

e) Very bad

7.
How often you purchase fast foods:

a. Daily

b. Weekly

c. Monthly

6.
How frequently you purchase the same food product:

a. Daily

b. 2 times in a week

c. 3 times in a week

d. More than 4 times

7.
Usually you prefer to shop from:

a. Small size shops

b. Large shops

c. Malls

d. Thattukadas

8.
Do you have a particular shop in which usually buy fast foods:

a. Yes

b. No

9.
How do you rate the quality of fast food?

a. Excellent

b. Good

c. Average

d. Bad

10.
On what basis you select the shop:

a. Price

b. Convenience

c. Reputation of shop

d. Collection of foods

e. Recommendation by friends

11.
Do celebrities influences your purchasing decision:

a. Yes

b. Sometimes

c. No

12.
What are the factors influencing the choice of fast food?

a. Time

b. Changing life styles

c. Taste

13.
When do you typically eat fast food?

a. Break fast

b. Lunch

c. Dinner

d. Snack

14.
How much do you spent on daily for fast food? 

a. 10-25

b. 26-50

c. 51-75

d. More than Rs.75

15.
What factors influence your choice between fast food and other big food centers?

a) Price

b) Quality of food

c) Variety of options

d) Ambiance/atmosphere

e) Brand reputation

16.
Do you believe the quality of food at fast food restaurants justifies the price you pay?

a) Yes

b) No

17.
I spent most of the above quoted money for………

a) Morning breakfast

b) Afternoon snack

c) Evening tea and snacks

18.
Do you think your fast food consumption habit have increased after you left home?

a) Yes

b) No

19. 
Do you think consuming fast food regularly is bad to health?

a) Strongly agree

b) Agree

c) Neutral

d) Disagree

20.
What is your usual drink of choice when at a fast food restaurant

a) Still water

b) CoCocola

c) Sparking water

d) Others

21.
Your emotion factors have any influence on choice of food items

a) Yes

b) No

22.
How would you rate the overall quality of the manufacturer's products?

a) Excellent

b) Very Good

c) Good

d) Fair

e) Poor

23.
How satisfied are you with the manufacturer's customer service?

a) Very Satisfied

b) Satisfied

c) Neutral

d) Dissatisfied

e) Very Dissatisfied
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