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Abstract 

This study examines how cultural factors and dietary preferences influence the adoption of branded fast-food chains in 

Kerala, India. Through surveys and interviews with 500 residents across urban and rural areas of Kerala, the research 

explores attitudes toward fast food, frequency of consumption, and factors affecting food choices. Results indicate that 

while awareness of global fast food brands is high, actual consumption remains relatively low compared to other Indian 

states. Key barriers to adoption include strong preferences for traditional Kerala cuisine, concerns about health impacts, 

and perceptions that fast food does not align with local food culture. However, younger demographics show greater 

openness to fast food options. The study provides insights for fast food companies seeking to enter or expand in the Kerala 

market, highlighting the need for localization strategies that account for distinct regional preferences. 
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1. Introduction 

The global fast food business has undergone rapid rise and expansion into emerging markets over the past few decades. 

With its vast and rapidly urbanizing population, India has emerged as a prime target for multinational fast-food companies 

(Goyal & Singh, 2007). However, the adoption of Western-style fast food has differed immensely across India's various 

regions owing to the different cultural, religious, and culinary practices (Anand, 2011). 

Kerala, a southern Indian state, is an interesting case study that examines the dynamics between local food cultures and 

global fast food trends. With its unique rice, coconut, and seafood cuisine, Kerala boasts a strong culinary identity 

forged by its history, geography, and cultural influences (Osella & Osella, 2008). Concurrently, Kerala has higher 

education, literacy, and exposure to global trends compared to many other Indian states (Zachariah & Rajan, 2015). 

This study explores how cultural forces and food choices in Kerala affect attitudes towards and uptake of branded fast food 

chains. Through the analysis of tensions between local cuisine and global food trends, the research attempts to give insights 

into consumer trends in a fast-evolving food environment. Knowledge of these dynamics can inform strategies for fast food 

companies entering new markets, as well as broader discussions on the cultural effects of food globalization. 

The primary research questions guiding this study are: 

 

1. What are the current attitudes toward and consumption patterns of branded fast food among Kerala 

residents? 

2. How do cultural factors and dietary preferences specific to Kerala influence the adoption of fast 

food? 

3. What are the key barriers and drivers affecting fast food consumption in Kerala? 

4. How do attitudes and consumption patterns vary across different demographic segments? 

By addressing these questions, the research aims to contribute to the article on food globalization, customer 

experience, and global brand localization in culturally distinct markets. 
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2. Literature Review 

2.1 Global Expansion of Fast Food Business 

The rapid expansion of the fast food business into developing markets has been a significant trend in recent decades. 

Scholars have examined various factors driving this growth, including urbanization, rising disposable incomes, and 

changing lifestyles (Pingali, 2007). Ritzer's (2011) concept of "McDonaldization" highlights how the principles of 

efficiency and standardization in fast food have influenced broader cultural and economic patterns globally. 

However, the success of fast food chains in new markets is not guaranteed. Choi et al. (2011) found that cultural distance 

can significantly impact the performance of fast-food franchises in foreign markets. This underscores the need for 

companies to adapt their strategies to local contexts. 

2.2 Fast Food Adoption in India 

India's fast food market has grown substantially since economic liberalization in the 1990s, but adoption patterns have 

varied across regions and demographic groups. Goyal and Singh (2007) identified that urban youth consumers in India 

were more likely to make regular visits to fast food outlets due to drivers' convenience and the need to adopt a lifestyle 

that is considered modern. Still, Anand (2011) reported enormous regional differences in fast food use in India to be 

explained by varying cooking traditions and attitudinal dispositions towards food. This is indicative of the need to consider 

fast food adoption at a finer level within India. 

2.3 Kerala's Food Culture and Dietary Habits 

Kerala's cuisine is famous for its unique flavours and ingredients, largely drawn from its coastal location and historic spice 

trade (Osella & Osella, 2008). Traditional Kerala meals usually include rice, vegetables, fish or meat curries, and coconut-

based foods (Kannan, 2014). 

There have been demonstrated strong bonds to conventional eating habits in Kerala. Daivadanam et al. (2015) established 

that despite shifting lifestyles, most people of Kerala had fundamental components of the traditional diet, especially in 

meals prepared at home. This indicates possible resistance to adoption of non-traditional forms of food such as fast food. 

2.4 Cultural Factors in Food Choice 

Several studies have also explored how cultural elements determine food selection and consumption patterns. Kittler et 

al. (2012) posit that food is a prime indicator of cultural identity, and dietary practices are frequently resistant to 

modification, even with migration or foreign influences. During globalization, other researchers have noted that there exists 

a tension between the homogenizing influences of global food cultures and the resilience of local culinary traditions. Inglis 

and Gimlin (2009) term this process "glocalization," in which global trends are adapted and reinterpreted through local 

cultural perspectives. 

2.5 Localization Strategies of Fast Food Chains 

Realizing the significance of cultural influences, most fast-food restaurants have embraced localization strategies in new 

markets. Choi et al. (2011) established that such adaptations substantially enhance the performance of fast food chains 

in culturally remote markets. In India, fast food restaurants have added menu items that are suited to local tastes, like 

vegetarian options and spicy flavours (Gupta, 2018). However, the effectiveness of these strategies may differ from region 

to region in India due to cultural variation. 

2.6 Research Gap 

Although there exists a growing body of literature regarding the adoption of fast food in India, scant research has targeted 

Kerala specifically. Due to the state's unique culinary culture and socioeconomic status, it offers a valuable case study 

with which to consider the interaction between global food patterns and local culture. This research aims to contribute to 

this gap by offering a detailed examination of fast food uptake trends in Kerala, helping towards our appreciation of how 

dietary habits and cultural predispositions influence responses to food trends emanating from elsewhere globally in 

particular local contexts. 
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3. Methodology 

3.1 Research Design 

This study employed a mixed-methods design, with quantitative surveys supplemented by qualitative interviews to 

develop an in-depth understanding of Kerala fast food endorsement trends. 

The study was divided into two stages: 

 

1. A quantitative survey among 500 Kerala residents 

2. In-depth qualitative interviews with a sample of 50 participants 

 

3.2 Sampling 

The sample for the survey was selected using a stratified random sampling method to ensure representation of different 

demographic groups and geographic areas in Kerala. The 

the sample was stratified according to the following criteria: 

 

● Age group (18-25, 26-40, 41-60, 60+) 

 

● Gender 

 

● Urban/rural residence 

 

● Income levels 

 

Participants for the qualitative interviews were selected from the survey respondents through purposive sampling to ensure 

a variety of viewpoints and experiences. 

3.3 Data Collection 

 

3.3.1 Quantitative Survey 

The survey was administered online and through in-person interviews for participants without internet access. The 

questionnaire covered the following key areas: 

● Demographic information 

● Awareness and perceptions of fast food brands 

● Frequency of fast food consumption 

● Factors influencing food choices 

● Attitudes toward traditional Kerala cuisine 

 

● Health and nutrition considerations 

 

3.3.2 Qualitative Interviews 

Partially structured interviews were handled with 50 participants to gain deeper insights into their attitudes toward fast 

food and the cultural factors influencing their food choices. Interview topics included: 
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● Personal food preferences and dietary habits 

 

● Perceptions of fast food in relation to traditional Kerala cuisine 

 

● Cultural significance of food in daily life and social contexts 

 

● Experiences with and attitudes toward global fast-food chains 

 

● Perceived barriers to or drivers of fast food consumption 

 

3.4 Data Analysis 

 

3.4.1 Quantitative Analysis 

Survey results were analyzed through descriptive and inferential statistical methods. Chi- square tests were used to analyze 

connections between demographic variables and fast food consumption patterns. Multiple regression analysis was 

employed to ascertain factors predicting fast food adoption. 

3.4.2 Qualitative Analysis 

Thematic analysis was used to evaluate the interview transcripts to identify major themes and patterns in participants' 

responses. The coding process involved both deductive codes derived from the research inquiries and inductive codes 

arising from the data. 

3.5 Ethical Considerations 

The institutional ethics committee authorized the research. All subjects were granted informed consent, and their 

anonymity was maintained throughout the research process. Data were stored securely and used solely for research 

purposes. 

4. Results 

 

4.1 Demographic Profile of Respondents 

The survey sample consisted of 500 participants from across Kerala. Table 1 displays the demographic breakdown 

of the sample. 

Table 1: Demographic Profile of Survey Participants 

 

Characteristic Category Percentage 

Age 18-25 30% 

 26-40 35% 

 41-60 25% 

 60+ 10% 
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Gender Male 52% 

 Female 48% 

Residence Urban 60% 

 Rural 40% 

Monthly Income 

(INR) 

<20,000 25% 

 20,000-50,000 45% 

 >50,000 30% 

 

4.2 Awareness and Perceptions of Fast Food Brands 

The survey revealed high levels of awareness of global fast-food brands among Kerala residents. 95% of respondents were 

familiar with at least one international fast food chain, with McDonald's (92%), KFC (88%), and Domino's Pizza (85%) 

being the most recognized brands. However, perceptions of these brands varied. While 60% of respondents associated 

fast food with convenience and modernity, 70% also expressed concerns about the health implications of regular fast 

food consumption. Additionally, 65% of participants felt that fast food did not align well with traditional Kerala cuisine. 

4.3 Fast Food Consumption Patterns 

Despite high brand awareness, actual consumption of fast food was relatively low compared to other Indian states. Figure 

1 illustrates the frequency of fast food consumption among survey respondents. 

Figure 1: Frequency of Fast Food Consumption in Kerala 
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The data show that while 85% of respondents consume fast food at least occasionally, only 15% do so on a regular or 

frequent basis. This suggests that while some people have adopted fast food, it has not become a staple of most Kerala 

residents' diets. 

4.4 Factors Influencing Food Choices 

Participants were requested to evaluate the significance of several variables in their food choices on a scale of 1 (not 

important) to 5 (very important). Table 2 presents the mean scores for each factor. 

Table 2: Importance of Factors in Food Choices 

 

Factor Mean Score 

Taste 4.6 

Health/Nutrition 4.3 

Cultural familiarity 4.1 

Convenience 3.8 

Price 3.7 

Novelty/Variety 3.2 

Brand reputation 2.9 

 

The results indicate that taste, health considerations, and cultural familiarity are the most important factors influencing 

food choices among Kerala residents. Convenience and price, while significant, are relatively less important than these 

core factors. 

4.5 Attitudes Toward Traditional Kerala Cuisine 

The survey revealed a strong attachment to traditional Kerala cuisine among respondents. 85% agreed or strongly agreed 

with the statement, "Traditional Kerala food is an important part of my cultural identity." Additionally, 78% reported 

consuming traditional Kerala dishes at least once a day. 

When asked about their preferences between traditional Kerala food and fast food, 70% of respondents stated a strong 

preference for traditional cuisine, while only 10% preferred fast food. The remaining 20% expressed no strong preference 

either way. 

4.6 Barriers to Fast Food Adoption 

Qualitative interviews yielded profound insights about the barriers to fast food adoption in Kerala. The most frequently 

cited reasons for limited fast food consumption included: 

1. Perceived lack of nutritional value (mentioned by 80% of interviewees) 

 

2. Mismatch with traditional flavour preferences (75%) 

 

3. Concerns about food safety and hygiene (60%) 
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4. Perception of fast food as "foreign" or culturally inauthentic (55%) 

 

5. Higher cost compared to local food options (50%) One interviewee, a 45-

year-old male from Kochi, stated: 

"I appreciate the convenience of fast food, but it just doesn't satisfy me the same way our traditional Kerala dishes do. 

The flavours are different, and I always feel like I'm missing out on the nutritional benefits of our local ingredients." 

4.7 Demographic Variations in Fast Food Adoption 

Chi-square tests revealed significant associations between demographic factors and fast food consumption patterns. Key 

findings include: 

● Age: Younger respondents (18-25) were significantly more likely to consume fast food regularly or 

frequently (χ2 = 42.3, p < 0.001). 

● Urban/Rural: Urban residents reported higher fast food consumption compared to rural residents (χ2 = 

28.7, p < 0.001). 

● Income: Higher income levels were associated with increased fast food consumption (χ2 = 35.9, p < 

0.001). 

No significant gender differences were observed in fast food consumption patterns. 

 

4.8 Attitudes Toward Localization of Fast Food 

When presented with the concept of fast food chains offering localized menu items incorporating Kerala flavours and 

ingredients, 65% of survey respondents expressed interest in trying such options. However, 55% also indicated that they 

would still prefer traditional local restaurants over localized fast food chains. 

Qualitative interviews revealed mixed opinions on the localization of fast food. Some participants viewed it positively as 

a way to enjoy convenient options while maintaining familiar flavours. Others were more sceptical, among them a 32-

year-old female respondent from Trivandrum saying: 

"Even if they do use local produce, it's not the same as our traditional Kerala food. It feels like an imitation rather than 

the real thing." 

5. Discussion 

The results of this research offer an insightful understanding of the intricate relationship between 

cultural influences, food habits, and the take-up of branded fast food in Kerala. Various key themes emerge from the 

findings: 

5.1 Limited Penetration of Fast Food Culture 

Even with very high exposure to global fast food chains, actual uptake is comparatively lower in Kerala than in other parts 

of India. This indicates that brand recall is not enough to propel adoption in a market with robust local food traditions. 

The results are consistent with past research emphasizing regional variations in fast food consumption across India (Anand, 

2011). 

5.2 Primacy of Traditional Cuisine 

The strong affinity towards traditional Kerala cuisine comes forth as a major obstacle to fast food adoption. Respondents 

consistently rated cultural familiarity as a crucial factor in food choices, and the vast majority expressed a preference for 

traditional dishes over fast food. This reinforces the profound cultural importance of food within Kerala society and 

validates Kittler et al. 's (2012) assertion that food choices are closely tied to cultural identity. 

5.3 Health Consciousness as a Limiting Factor 

Concerns about the nutritional value of fast food were prominently cited as a reason for limited consumption. This health-

conscious attitude likely reflects Kerala's relatively high levels of education and health awareness (Zachariah & Rajan, 

2015). The perceived mismatch between fast food and the nutritional qualities of traditional Kerala cuisine appears to be 
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a significant barrier to adoption. 

5.4 Demographic Divide in Fast Food Consumption 

The higher rates of fast food consumption among younger, urban, and higher-income demographics align with trends 

observed in other emerging markets (Goyal & Singh, 2007). This suggests that as Kerala continues to urbanize and 

younger generations gain more economic independence, there may be potential for growth in the fast food market. 

However, the strong cultural attachment to traditional cuisine may continue to moderate this trend. 

5.5 Challenges and Opportunities for Localization 

The mixed response to the concept of localized fast food menus highlights the complexities of adapting global brands to 

local tastes. Though there is a measure of interest in such possibilities, scepticism remains about their authenticity and ability 

to compete with traditional local cuisine. This mirrors the conflict between local food cultures and globalization, as 

elaborated by Inglis and Gimlin (2009) as "glocalization." 

5.6 Implications for Fast Food Companies 

For quick-service chains looking to enter the Kerala market, these results indicate the necessity of highly nuanced strategies 

that extend beyond mere menu localization. Firms might require: 

1. Highlighting the employment of local, known ingredients 

 

2. Health consideration through open nutritional information and more healthful menu items 

3. Positioning their products as complements to, not substitutes for, traditional Kerala food 

4. Concentrating marketing activity on young, urban consumers with an appreciation of local culinary 

customs 

5.7 Broader Implications for Food Globalization 

The Kerala example shows that the international spread of fast food is not a one-size-fits-all phenomenon but one that 

intersects with local cultural factors in complex ways. The persistence of strong local food traditions in the context of 

globalization challenges simplistic ideas of cultural homogenization and highlights the continued relevance of local 

identity in shaping consumption habits. 

6. Conclusion 

This study provides a nuanced understanding of how cultural and food choices affect the embrace of branded fast food in 

Kerala. The study finds that there is a high awareness of international brands alongside a firm commitment to local 

culinary culture, meaning that there is shallow penetration of fast food culture. 

Some key entry barriers to fast food in Kerala are the priority given to traditional food in terms of cultural identity, health 

issues, and perceived incompatibility with local taste preferences. Younger and more urban consumers, however, are 

more accepting of fast food, indicating future potential. 

To fast food operators, these findings point to the necessity for localization that transcends mere menu modification to 

accommodate deeper cultural tastes and health issues. More generally, the research informs us about the way global food 

trends converge with local culinary cultures in an age of rising globalization. 

Subsequent research might investigate how these dynamics could change over time as younger generations in Kerala 

become increasingly economically independent and are exposed to global trends. Comparative analysis with other parts of 

India might further shed light on the varied ways in which local cultures moderate the uptake of global fast food. 
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