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EXECUTIVE SUMMARY

The thesis is an account of a research conducted for the Bachelor of Business
Administration (Honors) program. This research gives an account of influence of cultural
factors on consumers eating habits. Food carries religious, sexual, political and social
connotations. The contents of a consumers grocery cart, table setting, serving rituals, time
of consumer meal reveals the consumers political preferences, class, gender, religion and
nationality. The objective of this study was to find out the role of demographics and
psychographics cultural factors, also to study the transition of consumers taking place
from local to foreign food. To explore the reasons of consumers to eating out behavior
their taste preferences and changing trends in food consumption. To find out the impact
of cultural variables which have significantly affected the eating habits of Pakistani
consumers. The cultural adaptation used by the restaurants how efficiently it has been
done is all part of the research. It is a correlational study. Primary and secondary data
methods are used. These included questionnaires and past researches which help in
identifying the cultural factors, involved in for the consumers changing consumption
patterns. The sample included 103 respondents, which included children and students,
businessmen, salaried, housewives. Convenience and purposive sampling was used. The
tools used were multiple regression, ANOVA, correlation and frequency distribution.
They were applied and the data was analyzed and interpreted. The survey revealed the
findings that there is a significant relationship between age and income on food
preferences, Respondents’ in spite of opening up of foreign eateries prefer the food
offerings in their local outlets and opening up of new outlets, the greater the capacity of

consumers to eat out. These findings have implications for future prospective study such



as the food outlet that is all the restaurants and hotels must maintain high

cleanliness. As the consumers nowadays are hygiene conscious. Food products offe red |

the foreign eateries must have a blend of both local and foreign touch to increase their ‘
sales in the Local market .A good quality of food plus an entertaining environment by the ;

out must also be ‘provided.
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