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Abstract

Fast food has been extensively criticised foririk to health and environments problems
and for its tendency to undermine traditional fandtures. Notwithstanding these aspects,
this study questioned the assumption that fast topdefinition has negative impact on
health, environment and traditional food cultures three main reasons. Firstly, fast-food
restaurants are spreading quickly in the Accra bfmilitan Area (AMA) of Ghana and
have become an important source of urban food. i8¢0 fast food in Ghana is
undergoing various changes, such as the introduaifohealthier food options, use of
environmentally friendly packaging and the incogimn of local cultural features.
Thirdly, there has been ambiguity in the definitmfifast food in existing literature, which
is often exclusively built upon practices in Westemodernised countries and hence has
determined how fast food is normatively evaluatddreover, evidence shows that some of
the characteristics of fast food used in thesendi&fns are changing, as well as being
perceived differently in various regions or socitutal settings. Against this background,
this thesis sought to clarify what constitutes flagtd in Ghanaian restaurants, assess its
prevalence and explore its characteristics andaeke for urban food provisioning, health
improvement and tourism development. An interdisegsy and a combination of
qualitative and quantitative approaches were useghther data for a restaurant study to
assess the availability and characteristics offtasd in the AMA using the cuisine concept
as an analytical framework. The same approaches wsxd to gather data for a consumer
study to explain how (i) convenience influencest-fasd consumption, (ii) identity
influences fast-food consumption and (iii) persomesponsibility influences fast-food
purchase, consumption and waste disposal decistangdings indicated that the core food
items present in fast-food restaurants are memsituch as foods generally recognised as
fast food (FGRAFF), including fried rice, fried ckin, burgers, pizzas and French fries, as
well as common Ghanaian foods suchhaskuandkelewele Interestingly, the FGRAFFs
have been transformed in several ways mainly byimicerporation of aspects of the
Ghanaian food culture. Most people eat fast foodabse of their desire to save time,
mental and physical effort, as well as becaus@é®irtherent convenience attributes of fast
food. Findings also showed that people consumefdasgt because of its role in identity
formation and expression whereby eating in a fagttfrestaurant is a way to be connected
with what is new and unique, pleasurable and agsstiwith social interaction and sensory
and health values. Strikingly, findings showed flaat-food consumers do not only eat fast
food for convenience and identity expression, Imatt they are also reflective about the
health and environmental anxieties that might cateng with the social practice of
consumption. Therefore, consumers may adopt loyailtyexit strategies as a way of
reducing the effects of the health and environmeanaieties on themselves and society as
a whole. This study has shown that some consumerddwprefer to adopt loyalty
strategies, implying that fast food provides somajam material, social, cultural and
behavioural benefits for these consumers and spriteey not choose to curtail their fast-
food consumption. Therefore, for nutrition and Heahtervention programmes to be
effective, there is a clear need to adopt morestiolapproaches by incorporating material,
social, cultural and behavioural aspects of fodd formal programmes.
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General Introduction



Chapter 1

Introduction

Urbanisation, rapid economic development, incomprawements and increasing numbers
of time-constrained consumers have created a talvifairds out-of-home and convenience
foods among urban dwellers (Kennedy et al., 2084)imilar trend is observable in Ghana
as the metropolitan, municipal and urban centresvgn population and economic activity.
In urban Ghana, ready-to-eat, out-of-home food @niy obtained from informal street
food vendors and traditional eaterieshdp bar$, along with formal outlets, such as
restaurants. Ghana's informal ready-to-eat footosd@ms been extensively researched (e.g.
Tomlins et al., 2002; Maxwell et al., 2000; Obengie&lu, 2000) but the same cannot be
said of the formal sector, the restaurants. Theeefm this thesis | specifically focus on
formal restaurants that offer fast food. Drawingpination from the study of material
culture, this study examine both fast food and-fagtl restaurants as material-cultural
objects to which people assign various socio-caltareanings as they use them. The study
differs therefore from others by earlier researsherg. Albala, 2012; Miller & Deutsch,
2009; Belasco, 2008) who considered food as a pteadtitself with little attention to the
non-food aspects such as the restaurant. This stistyexamines the social practices of
fast-food consumption, which include buying andrepbut in fast food restaurants — an
area which has often been overlooked in materiti@l studies (De Solier, 2013).

Restaurants are becoming increasingly prevalenirlian centres, and they undoubtedly
contribute a great deal to the provisioning of setmeat food. Unfortunately, limited
empirical data has been documented on these eisegpn terms of the characteristics and
relevancy of the various kinds of food they offdnwever, over the past two decades, any
visitor who entered some of these restaurants ceedfood items such as fried chicken,
French fries, burgers and fried rice, which areegalty recognised as fast food, being
offered. Asiedu et al. (1998), who evaluated thiitienal value of food sold in restaurants
in Accra, also sampled these food items for thealyses.

Over the years, fast food has been extensiveligisad for its link to health problems (such
as obesity, cardiovascular disease and diabe@g)ntironmental pollution (due to the
large usage of fast-food companies on plastic ahytheene materials), and for its tendency
to undermine traditional food cultures. Notwithstary these aspects, this study questions
the assumption that fast food by definition hasatieg impact on health, environment and
traditional food cultures for three main reasorisstly, fast-food restaurants are spreading
quickly in the Accra Metropolitan Area (AMA) and Y& become an important source of
urban food. Secondly, fast food in Ghana is undaegywarious changes, such as the
introduction of healthier food options, use of eowimentally friendly packaging and the
incorporation of local cultural features (Suter,080 Schroder & McEachern, 2005;
Rodriguez, 2004; Schlosser, 2001; Asiedu et aB819Thirdly, there has been ambiguity
in the definition of fast food in existing literay which is often exclusively built upon
practices in Western, modernised countries and éhéras determined how fast food is
normatively evaluated. Moreover, evidence shows shane of the characteristics of fast
food used in these definitions are changing, as aggbeing perceived differently in various
regions or sociocultural settings (e.g. Olutayo RaAle, 2009; Goyal & Singh, 2007; Yan,
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General introduction

2005; Traphagan & Brown, 2002; Ohnuki-Tierney, 1Q9herefore, this thesis seeks to
clarify what constitutes fast food in Ghanaian aasants and assess its prevalence,
characteristics (highlighting any changes takingcp) and relevance for urban food
provisioning, health improvement and tourism depaient.

This research is scientifically of interest for tmeravelling of the fast-food concept and its
recontextualisation in Ghanaian restaurants. Atoeietal level, the research delivers
insights relevant particularly for the health andrism sectors in Ghana. Specifically, the
study provides input for the Regenerative Healtth ldntrition (RHN) programme currently
being implemented in Ghana, which aims at promotieglthy dietary practices and
personal and environmental hygiene to reduce ttidence of preventable diseases such as
diabetes and obesity — the same problems for wlaishfood has been criticised. Some
studies (e.g. Lang et al., 2009; Caraher & Land@@@6; Lupton, 1995) have shown that
most health promotion programmes that have targeistdfood have not been successful
because they have only targeted its negative asp@tierefore, to contribute to the
effectiveness of the RHN and other similar prograsrnm Ghana, this study seeks to find
the reasons behind fast-food consumption in ordedentify possible strategies that will
enhance the implementation and effectiveness of RRN programme and tourism
development.

In relation to tourism development, studies havewshthat tourists often have the desire
for new food and dining experiences (Kivela & Cspt2006) but will do so only under
hygienic conditions (Amuquandoh, 2004; Cohen & Ayi2004). However, many tourists
also need a certain degree of familiarity, andefoge their ‘core’ food preference may still
be dominant (Chang et al., 2010; Cohen & AvieliD20 On this basis, the study also seeks
to assess the appropriateness of formal fast-festhurants in meeting the needs of both
domestic and international tourists in terms of thed (whether it is local [traditional],
global or a blend of the two), culture and hygiefitis can be achieved when we
understand what constitutes fast food in Ghanagataurants and what its characteristics
are, particularly in terms of the changes it isengading due to the influence of Ghanaian
food culture and how consumers perceive its relezan

1. Resear ch background

1.1. Definition of fast food

In the existing literature, most authors have dafirfast food based on some of its
characteristics. For example, in relation to itavamience characteristics, Davidson (2006)
defined fast food as a phenomenon characteriseldebgotion of going into a public eating
place and ordering something that will come quickigl can be eaten quickly. Based on its
convenience, place of food preparation, purchaseonsumption, fast food has also been
defined as a convenience food or food purchaseelfrservice or take-away eating places
without waiter service (Rosenheck, 2008; Pereiralgt2005; Jekanowski, 1999; Biing-
Hwan & Frazao, 1997). This characteristic confotmthe original aim of fast food, which
is to provide cheap, filling food to people on theve (Belasco, 2008).

Fast food in Ghana’s restaurants



Chapter 1

Today, however, in developing countries in par@culthis original fast-food concept of
providing cheap food for people on the move is fpaicontextualisedsuch that, for
example, other communicative functions and idenfiymation processes are being
associated with it. Consequently, the fast-foodargsint in most developing countries has
become a place where people sit, relax, and chite edéting. In other words: a place where
people socialise (Yan, 2005; Traphagan & Brown, Z20@hnuki-Tierney, 1997).
Furthermore, in relation to style of food preparatipresentation and ‘perception of value’,
fast food is defined as relatively cheap food fisaprepared and served quickly in the
Western style (Seubsman et al., 2009; Rodriguep4;20raphagan & Brown, 2002;
Fantasia, 1995). In developing countries, howefast, food is usually more expensive than
other foods (Olutayo & Akanle, 2009; Goyal & Sin@907). This is partly due to the huge
investment and overhead costs borne by fast-fosthueateurs and the high level of
prestige associated with it.

Western fast foods have spread worldwide, maintpugh franchise operations, but are
also undergoing several changes through the prafasixing Western (global) and local
phenomena in a process of hybridisation (Yamaskit&ades, 2002) leading to the
acquisition of new characteristics. In some devielpgountries, fast food is also changing
due to an emerging trend whereby it is tricklingvdofrom the restaurant to street level,
where fast food is sold as street food. Pingali khdiaja (2003) describe this phenomenon
ascopycat street foad

Another characteristic that has been used to défisefood is its nutritional value. Fast
food has been perceived as a nutritionally imbadnfood, which, when excessively
consumed, could adversely affect health (Mahnd.e2@04). Nowadays, however, some
fast-food restaurants are responding to publictheabncerns and introducing healthier
options, such as fruits, salads and low-fat icarend plain, broiled or grilled chicken
(Schroder & McEachern, 2005; Rodriguez, 2004; Sddo, 2001). Asiedu et al. (1998)
found that fast food in Ghana has some propettiasrhake them nutritionally beneficial
and at the same time still contain properties phatides health anxieties for consumers.

Evidently, some characteristics of fast food arecgieed differently in different social
contexts (e.g. its convenience characteristicspgmdeption of value) and are dynamic with
the passage of time (e.g. its nutritional value aadvenience characteristics). However,
over the years, fast food has been primarily evatlidbased on one or more of the
characteristics mentioned above and focusing manlyhe negative issues without taking
cognisance of the changes it has been undergoirtgmim and space. Therefore, it is
appropriate to explore the unique characteristfcast food in Ghanaian restaurants and
thereby become more able to evaluate it fairly.

1.2. Global prevalence of fast food

Globalisation has produced a mobile society du¢hw flow of people, ideas, finance,
technology and culture (Urry, 2003; Featherstonalgt1995; Appadurai, 1990). These
flows increase the availability of products, syntha@nd meanings in the consumer's
everyday life such that what is available in orgcplalso tends to be available in any other
place (Waters, 1995). Fast food is a typical fooltucal product that has spread worldwide
partly due to globalisation. One of the oldest-fasid restaurant chains, Yoshinoya, which
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started its operations in Japan in 1899, had by 2#rome a global corporation with 92
franchises in California alone (Traphagan & Bro@@02). In the USA, fast-food restaurant
services began in the 1920s and since then Amérdsabeen highly instrumental in
proliferating fast food across the globe (Belas2608). McDonald's opened its first
international fast-food outlet in 1967, and abolylO®0 McDonald’s restaurants can now be
found in 119 countries around the world (McDondluternational, 2011). Kentucky Fried
Chicken (KFC) currently has nearly 38,000 restaisgram 110 countries. This global fast-
food giant recently launched its first restauranGhana, and it plans to open over twenty
more across the country by 2016. In addition tchsgiobal brands, there are also African
and local fast-food brands in Ghana that are patiegr both the formal and the informal
ready-to-eat food sectors.

Ghana is currently experiencing rapid urbanisatiecpnomic development and income
improvement with the resultant increase of a middidess population. Food businesses and
the tourism sector are likely to experience moghn, implying that fast-food production
and consumption will increase. There is therefoneed to examine fast-food restaurants in
the central district of the country’s capital, thecra Metropolitan Area (AMA), to
understand the prevalence, characteristics andamte of their products to consumers and
their health and their relation to the emergingigm sector.

1.3. Criticisms and development challenges associated with fast
food

The societal effects of fast food have been extehsidebated, with most of the debates
centred on its negative consequences on healtH, (B)06; Mahna et al., 2004),
environment (Kweon et al., 2004), and culture (Ya005; Miele & Murdoch, 2003;
Ohnuki-Tierney, 1997). These negative consequeritafiould be noted, also constitute
important development challenges in urban Ghanta wlilh be addressed in this thesis.
Ghana is currently dealing with increasing incidesh@f non-communicable diseases,
environmental pollution largely from plastic wastasd the decline in cultural values,
which are all associated with the processes obnatkidevelopment, including urbanisation
and industrialisation.

The first aspect of fast food that has been inteMgi debated and criticised is the
assumption that fast food can enhance the vulrdyald degenerative diseases and is
perceived as a risk factor for obesity, cardiovimcdisease and diabetes (Seubsman et al.,
2009; Rosenheck, 2008; Duffey et al., 2007; Musadg®'Souza, 2007; Ulizaszek, 2007,
Gill, 2006; Jeffery et al., 2006; Pereira et abp3; Mahna et al., 2004; Prentice & Jebb,
2003; Ebbeling et al., 2002; Guthrie et al., 208@sulwat, 2002; Popkin et al., 2002).
Some factors inherent in fast food that increasle fior obesity and diabetes are said to be
high energy density, high glycaemic load and paita with emphasis on primordial taste
preferences for sugar, salt, and fat, which arepmamded by excessive portion size and
single large meals often approaching or exceedidividual daily energy requirements
(Prentice & Jebb, 2003; Ebbeling et al., 2002).ebd} studies have shown that diverse
urban populations throughout Africa, Asia and Laiimerica are now experiencing sharp
increases in obesity, cardiovascular disease apé Pydiabetes due to the promotion and
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spread of diets rich in calories, saturated fdt,aad sugar by corporate chain restaurants
(e.g. Ulizaszek, 2007; Gill, 2006; Popkin et ab02).

In fact, non-communicable diseases including diedekidney problems, cardiovascular
disease and obesity constitute major developmeditectyes that Ghana’s health sector is
currently grappling with. Studies have shown thagré is a gradual shift from eating

typical Ghanaian foods with abundant unrefined chydrate, high fibre and low fat to

westernised diets, with highly refined, oily, enedgnse and sugar-based foods (Ministry
of Health, 2013). As a result, overweight and odiyesind other non-communicable

diseases, which were previously considered problentg in high-income countries, are

now increasing in Ghana. The Ghana Health Send0@7) has reported hypertension, a
major risk factor for many cardiovascular diseasesthe number-one killer in Ghana,
accounting for about 70% of all deaths at the agtsteading teaching-hospital, Korle-Bu,

in Accra. Cases of kidney diseases are also inaigasspecially among the youth, such
that between January 2006 and July 2008, 558 ¢ad&sfemales and 415 males) were
reported at Korle-Bu. A recent study reveals tha®8% of women in the AMA are either

overweight or obese (Benkeser at al., 2012).

A second aspect of criticism is the linkage of fastd production and consumption to
environmental concerns, such as littering publiacggs with plastic and polythene
materials. Recently, the use of large volumes a$tpts in the fast-food industry became an
issue of public attention because of the potentiallge environmental accumulation and
pollution problem (Kweon et al., 2004). Essentialfast food poses a threat to the
environment through the extensive use of plastich sas polystyrene (plates, cups and
cutlery), polyurethane (containers, plastic cupd tableware), polyethylene terephthalate
(PET) (bottles) and polythene (bags), among othei@ny of the items made of these
materials are not properly disposed of. In the wimistances, they are merely thrown on the
ground and end up in drains and water bodies, #ggsavating problems of floods and
sanitation-related diseases, such as malaria avidreh Even if the non-degradable plastic
materials are properly disposed of, current pdicéand practices mean that they still
significantly impact on the rate of depletion afidill sites.

Now, in urban Ghana in particular, plastic wastenawe constitutes an important
development challenge that municipal and city atiies are grappling with. In the past
two decades, plastics have become the most favomairials for food and water
packaging, contributing to the large rise in th@ioportions in the waste streams in Ghana
(Fobil, 2000). The situation is aggravated becaoks&onsumers’ irresponsible plastic
disposal culture and government’s weak disposa&nientions, which fail to address the
plastic load in waste streams (Agyenim-Boateng,8198ankson, 1998; Archer et al.,
1997). As a result, plastic wastes are scattereahdrthe cities, choking drains, threatening
small animals, damaging the soil and polluting beac Open-drains and waterways have
become choked with these plastics, forcing urbamstwater to overflow the banks of the
drains and thereby causing destructive floods éncities and serving as a breeding ground
for mosquitoes and pathogens.

Thirdly, fast-food production and consumption hagm regarded as a threat to traditional
food cultures — the main reason why its introductio some countries such as Italy was
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stiffy opposed (Seubsman et al., 2009; Yan 200%léM& Murdoch, 2003; Ohnuki-
Tierney, 1997). The immediate motivation for esthbhg the Slow Food movement in
Italy, in 1986, was the growing concern about theeptial impact of McDonald’s on food
cultures there. Via Campesina, which developedftioel sovereignty concept, has also
criticised the globalisation of fast food (Ayres Rosia, 2011). According to their 2007
Declaration of Nyeleni, food sovereignty is thehtigpf peoples to healthy and culturally
appropriate food produced through ecologically sband sustainable methods. In relation
to the cultural issue, for example, it has beerddhat in Japan fast-food restaurants have
been viewed as fostering table manners that areghesite totraditional Japanese food
etiquette (Traphagan & Brown, 2002; Ohnuki-Tiernég97; 1999). This is because
according to the traditional Japanese table manoees must not touch food with one’s
bare hands when eating or eat while standing — thi¢harrival of McDonalds, ‘finger
foods’, such as hamburgers and French fries, waned with neither cutlery set nor tables
and chairs provided.

Basically, fast food has received much politicé¢ation worldwide because it is perceived
as changing food practices and threatening natioolures and identities (Watson &
Caldwell, 2007). Whether fast food does or doestimaaten cultural identities, it is worth
noting that traditional food cultures are very imtaat in defining our identities and that the
relation between food and identity needs to beidensd. Incidentally, Anquandah (2006)
has noted that Ghana’s cultural food traditions aldes have been on the decline over the
past century due to national development processdsas urbanisation and modernisation.
He indicated that in relation to food culture, soimagigenous foods, such @amumspiced
maize/red plantain meal ardkonya Feflehill rice meal (known to the Guans, who are
believed to be the oldest ethnic group in Ghanayehvirtually ceased to be prepared. On
the other hand, it has also been observed that pomeicts have been introduced in which
traditional foods have been mixed with a ‘foreidodd culture to create a blend of ‘new’
products. Similarly, some of the introduced foodséalso been mixed with the Ghanaian
food culture to create another blend of ‘new’ pragu

1.4. Motivation for the study

As enshrined in the Human Development Report of Wmited Nations Development
Programme (1994), the government of Ghana has,theeyears, been confronted with the
challenge of ensuring human security, which inctudeod, health and environmental
security. One of the objectives of the Ghanaiaregoment is to develop the tourism sector
to portray the rich Ghanaian culture. A specifi@altie objective is to reduce the incidence
of preventable diseases such as cardiovasculaasgisetype |l diabetes and obesity, along
with cholera, for which Ghana’s Ministry of HealflOH) adopted and piloted the concept
of Regenerative Health and Nutrition (RHN), from0B0to 2010. Key interventions under
this programme are geared towards (1) healthy(@heteasing consumption of fruits and
vegetables, drinking more water, reducing the ataksugar, salt and saturated fats); (2)
exercise (increasing daily physical activity); &3) environmental sanitation (maintaining
personal and environmental cleanliness). In preigardor the second phase of the RHN
programme, training manuals on health and nutriierwell as guidelines for dietary and
physical activity were developed in 2013 (which éaget to be used).
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An assessment of the impact on people’s behaviduthe first (pilot) phase of the
programme showed that the prevalence of some reghféstyle and behaviours, like
smoking, has reduced, while others, like unheatflgtary practices, have continued to
increase (Tagoe & Dake, 2011). The researchersluaed that while it is important to
promote healthy lifestyles in urban areas, thera@de the need to target the barriers in the
urban environment that do not support the adoptibhealthy lifestyles. In other words,
there is a need to identify factors that will sugipbehaviour change and adoption of
healthier lifestyles.

The European Commission (2012) note that identifghre main determinants behind food

consumption is essential, because it allows usettebdefine the most effective tools with

which to influence behaviours and policies. Considgthe fact that fast food contributes

to the health and environmental problems whichREEN programme aims to address, it is

imperative to conduct this study to assess thegbeeee, characteristics and relevance of
fast food and to explain the social, cultural arehdvioural determinants behind its

consumption in the AMA so as to come up with pdss#itrategies that can be incorporated
into the RHN and other nutrition, health and envin@ntal programme to enhance their
effectiveness.

In relation to tourism development and promotiorilef Ghanaian culture, the government
has shown its commitment by realigning the MinisifyT ourism and Ministry Chieftaincy
and Culture, with the latter being integrated itite former. Thus, in 2013, the Ministry of
Tourism was renamed the ‘Ministry of Tourism, Cudtiand Creative Arts’. This ministry
has two major implementing agencies, the Ghana iSmuAuthority (GTA) and the
National Commission on Culture (NCC), which plagsigus roles in executing its policies
and programmes. Considering the importance of wesstds to the tourism sector, the GTA
regards restaurants as tourism enterprises andfdherlicenses, regulates, inspects and
monitors their operations in collaboration with tingions such the Food and Drug
Authority, Ghana Standards Authority, MetropolitBublic Health Department and the
National Commission on Culture.

The National Commission on Culture, as part okiferts to preserve the Ghanaian food
culture, collaborates with the Ghana Tourism Autlyailo organise regular meetings with
restaurant and other foodservice operators aimethphasising the need for restaurants to
serve Ghanaian dishes and use decor made with @hanzterials. This is done in
accordance with Section 10.4.2 of the Cultural &plivhich states that Ghanaian dishes
shall be a predominant feature of menus at statetifins, public catering institutions and
foodservice enterprises. However, the implemematiothe cultural policy is facing some
drawbacks due to the absence of backing legislati@mforce it.

The major motivations for international touristsgarticular to visit a specific destination
are the desire to seek new food and dining expegie(Kivela & Crotts, 2006). However,
many tourists also need a certain degree of fartyljaand therefore their ‘core’ food
preference may still be dominant, especially in tase of Western tourists visiting
destinations in developing countries such as Ghahare some foods and codes of
etiquette are unfamiliar to them (Chang et al.,®00ohen & Avieli, 2004). Furthermore,
studies have shown that most tourists are likelgdabtraditional foods during their visits
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but would want to do so under hygienic conditioAsm(iquandoh, 2004; Cohen & Avieli,
2004). However, the safety of most traditional fegdcluding street foods, has been found
to be substandard, mainly because the eaterigsoaréy regulated and the key actors have
inadequate education in food safety and hygienia foandling practices (Rheinlander et
al., 2008; Addo et al., 2007; Feglo et al., 2004nsah et al., 2002).

In contrast, restaurants in Ghana are formal engepthat are licensed and issued with a
Food Hygiene Permit only after the authorities emavinced that they have satisfied the
food safety and hygiene requirements. Thereforgt;ftaod restaurants in Ghana may be
better placed to provide the desired newness, i@yl and a blend of the two (global-
local) as well as hygienic foods that most touriisire. On that basis, this study also seeks
to examine the relevance of formal fast-food restais in meeting the needs of both
domestic and international tourists in terms ofdfoculture and hygiene.

1.5. Theoretical and conceptual framework

1.5.1 Analysis of material-cultural objects

The theoretical inspiration for this thesis wasvahhdrom the studies ofmaterial culture
where the primary concern of researchers is theuahutelations between people and
objects. Essentially, material culture emphasiseg dbjects within the environment act on
people, and are acted upon by people, for the gespof carrying out social functions,
regulating social relations and giving symbolic mieg to human activity (Woodward,
2007). The term ‘material culture’ is often useddonjunction with ‘things’, ‘material
objects’, cultural objects, material-cultural olgc‘objects’, ‘artefacts’, ‘goods’, and
‘commodities’.

Basically, material culture involves studying oltfeto understand the beliefs, values, ideas,
attitudes and assumptions of a particular commuaitysociety at a given time (Dant,
1999). Authors such as Miller and Deutsch (2009) Be Solier (2013) have proposed
studying food as a material object, since througé we can learn a good deal about both
people and the cultures they live in. In her recgntly, De Solier (2013) indicates that
essentially, the material culture of food includes only the food itself but also the cultural
products that construct the food. According to Hbeese cultural products include food
media, such as television cooking shows, food blgs$ cookery books. In this thesis, |
focus on fast foodhnd fast-food restaurants (where people obtain andtteatfood) as
objects and places to which people assign varioamlsand cultural meanings and derive
several benefits as they use and visit them. Irgarésted in analysing fast food and fast-
food restaurants in Ghana to understand their f@eea, characteristics and functions in
the lives of the people who use them.

The first step in a material cultural study isderntify the primary functions of an object for
which it was originally made and used, and secotaligentify which additional uses may
have been evolved over time. Indeed, Miller and tBeu (2009) explained that the
characteristics and meaning of an object are metfin time and space, because societies,
cultures, social networks and individuals are cam$y reclassifying them. Thus, an item
that is utilitarian today (in a particular regiozgn become a status object another time (in
another region), and vice versa. From the overdéwdefinitions presented earlier, it is
evident that fast food is a typical example of aeral object whose characteristics keep
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changing and are perceived differently in space aim#. In Ghana, fast food is an
introduced material object that has been changddaélhprobably continue to change in a
variety of ways, including in respect of its curtreélevelopment in becoming part of the
urban diet and lifestyle. There is, therefore, @th¢o analyse fast food and fast-food
restaurants in the context of Ghana to understdredr tprevalence, characteristics
(highlighting any changes taking place) and releeato urban food provision, as well as
their impacts on the health and tourism sectors.

Analysis of objects need to be done carefully tdarstand both the primary functions for
which the object was created, additional functithva its users might have evolveddthe
various social and cultural meanings and perceptipaople have about the objects
(Waugh, 2004). Often, we try to establish functionscharacteristics of objects based on
our own experiences and often such analogies anerate. However, these experiences
may also be misleading, especially when the olgjeates from a culture far removed in
place and time from our own or was found in an emment far removed from its place of
origin (Waugh, 2004). Therefore, it is importantiar the voice of the user for clarity and
certainty to develop multiple interpretations, pi@es and manipulations of the object
(Woodward, 2007). This thesis does not only focughe objects(fast food and fast-food
restaurants) but also on thpeople producing the object¢restaurateurs or their
representatives) armbnsumers of the objedffast-food consumers and fast-food restaurant
users). An analytical framework that is used tolys®fast food and fast-food restaurants
as material objects is thoaisine conceptwhich focuses on the material, social and cultural
aspects of food. The concept is discussed briafthé next section as analytical approach
to the analysis of objects.

1.5.2 Analytical framework for analysis of objects. the cuisine

concept

The evaluation of fast food has generally beendaseone or two specific characteristics
of the food, such as its nutritional value or stgliefood preparation and presentation.
However, this approach does not present a compseferpicture of the fast-food
phenomenon. An analytical framework that could beduto analyse fast food and fast-food
restaurants as material-cultural objects isdhisine conceptThe cuisine concept proposes
that a cuisings often used to indicate material and culturalea$p of food in a specific
cultural context. It usually has material aspedach as the types of ingredients,
combinations of ingredients and preparation methadd refers to a diet or nutrition that
belongs to a certain country, region or ethnic grfMacLennan & Zhang, 2004; Messer,
1989). In other words, a cuisine indicates the $yped quantities of food and drink and
their contribution to human nutrition — this ma#traspect of food is relevant for body
image and physical, social and psychological wéeldpe- but cuisine has also sociocultural
aspects, such as the social context of eatingrayasty (the art and science of good
eating) and rules dealing with those foods thatcanesidered as acceptable (Fieldhouse,
1986).

Farb and Armelagos (1980) and Rozin (1982) idesttifiour characteristics of a cuisine,
namely, (1) the prioritisation of cuisine into ‘i@good’ or primary ‘edibles’, based on
factors such as availability, ease of productiantritional costs and benefits, culture and
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customs, palatability, and religious or social $i@m; (2) the distinct techniques of
preparing food, which often vary widely dependimgtbe energy, time, skill, personnel and
technologies available; (3) the distinct ‘flavouringiple’, which varies from culture to
culture; (4) a set of manners and codes of etiqubtt determines the way food should be
eaten.

The cuisine concept can be used to understandxgiressive and normative functions of
food (Belasco, 2008) and to allow for a side-byesamparison of fast food and typical
Ghanaian food culture. Therefore, in Chapter twos thesis explores the prevalence,
characteristics, and relevance of fast-food in AMA using the cuisine concept as an
analytical framework. Theoretically, it is expectbdt this study will expand on the cuisine
concept by identifying additional cuisine charaistiers and specifying new and important
research questions relevant to the field of foodists.

1.5.3 Factors that deter mine the consumption of material-cultural

objects. the culinary triangle of contradictions

Fundamentally, material objects function at twoelsv (1) the utilitarian or primary
function, through which food provides, for examphetrition, and (2) the communicative
or representational function through which an obfecexample is used to send a message
or signal aspirations (Miller & Deutsch, 2009). @tas and Isherwood (1996) propose that
people use objects based on the social objectpaspnal meanings they have for them
and messages that they send to others. They eraphhait it is our worldview that causes
us to make the selections and consumption choieedav Gronow (2004) identified two
social worlds of food, the culinary and the diefampich influence the way people assess
and evaluate food. The culinary world values copland etiquette, whereas the dietary
world emphasises health and fitness.

A noteworthy argument in this respect is that thare usuallycompeting factorghat
influence people’s social worlds of food and thalject choices. Hence, the consumer is
often in a conflict situation between the matedaltural benefits and costs associated with
objects (Belasco, 2008; Ozcarglar-Toulouse, 2008ptBe et al., 1995). In relation to food
consumption, Ozcarglar-Toulouse (2007) identifiedspnal pleasures and responsibility as
sources of conflict, while Steptoe et al. (19953 aekanowski et al. (2001) identified a
number of socioeconomic factors, such as conveajehat may be in conflict with health
considerations. Fast food is also a paradoxicakri@tobject insofar as it may both give
pleasure and invoke anxieties (Coveney, 2006). 98elg2008) also notes that for every
food product, there are three competing considaratinamelyconvenienceidentity and
responsibility which influence a consumer’s decision to eat or Befasco conceptualises
the consumer as entangled in thginary triangle of contradictionsarguing that the
position he/she assumes in the triangle dependth@rdegree of influence each of the
elements has on him/her (Figure 1).

11
Fast food in Ghana’s restaurants



Chapter 1

Responsibility

Identit Convenience

Figure 1.1 The culinary triangle of contradictions (Belasc608)

Convenience is indicative of price, availabilityndaease of preparation, which includes
energy, time, labour, and skill. It is influencey the economy, environment, and social

structure of where one lives. Identity representoasumer’s personal preference, taste,
pleasure, and cultural and ethnic background. loed in tradition and encompasses
what, where, and how people eat. Finally, respdlitgibepresents a consumer’s awareness
of the personal and social consequences of ongtnacPeople’s consumption behaviours
thus depend on their awareness of the negativeeqaesces of consumption and their

ability to take actions to protect themselves agfdimese negative consequences. According
to Belasco, the triangle is not equilateral becdtmethe most part, people decide what to

eat based on a rough negotiation — a pushing agdiny — between the dictates of

convenience and identity, with somewhat lesser apgd from the considerations of

responsibility”. Although responsibility may be ¢$esregarded among the general

population, encouraging this awareness is a precucs the success of most nutrition,

health and environmental sustainability programmes.

Notably, just as people keep reclassifying objecis assigning new meanings to them, the
factors that influence the choice of objects suetlt@venience, identity or responsibility,

as well as the strength of their influence, ar® alsienable to change in time and space.
For example, the original concept of fast food wesgen by the quest for convenience, so
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fast-food companies tailored their products andvises to provide the required
convenience. With the passage of time and the dpreéast food worldwide, the aims of
eating it in developing countries in particular baextended beyond convenience;
communicative functions have thus become associaigiul it. Over recent years, in
contrast, due to the increasing flow of informatiespecially the ‘pooling of knowledge’
via internet and social media (Giddens, 1990), soress have become increasingly aware
of the much publicised negative consequences tfdasl consumption. Consequently, the
choice of fast food today is determined by the etsi satisfy the need for convenience and
identity formation,and the desire to minimise one’s exposure to its riegatffects by
choosing it responsibly.

Earlier researchers who considered food as a mbktairtural object (e.g. De Solier, 2013;
Miller, 2001) have examined anxieties associateth ast-food consumption and how
morality of the self can shape people’s consumptide Solier (2013), conducting her
studies in Australia, considered anxieties suchowsrspending when dining-out in
expensive restaurants and indicated that her irdotsareconcile this anxiety with their
taste for such expensive restaurants by restridtirg frequency of their consumption.
Miller (2001, 1998) conducted his studies in the WKere he paid attention to shopping in
a supermarket. He argued that his informants’ simgppvas governed by a morality of
thrift in which saving money rather than spendimgsi the right way to shop. Miller
indicated that his informants exercised their migrddy, for example, looking for items on
sale at reduced prices. This study focuses on twetalspractices by which fast food is
consumed - buying and eating — in Ghanaian fast-feestaurants, where the
socioeconomic and cultural contexts are quite difiefrom those in the West.

This study also examines two types of anxieties@ated with fast-food consumption: (1)
health anxiety caused by the material propertieh@ffood and (2) environmental anxiety
caused by the non-food materials that are usediyinb, transporting and eating fast food
(packaging materials, eating utensils, carrier patgs). What is also particular to this work
is that earlier studies used a morality approachresbnciling anxieties with benefits
(reducing frequency of consumption in expensivetawgsints, saving money during
shopping). This study applies a personal respditgibpproach that specifically examines
the anxieties accompanying the social practicedasf-food consumption in Ghanaian
restaurants and the strategies the (reflectiveumiers adopt to deal with these. Thus, one
of the tasks in this study is to explain how constsireconcile health and environmental
anxieties with their quest for convenience and aadentity formation as they consume
fast food.

Ideally, it might be aimed to examine the simultauee effects of the three elements of the
culinary triangle of contradictions (conveniencdgritity, responsibility) on fast-food
consumption in Ghanaian restaurants. However, @idhese elements is complex and
must first be examined independently and even fdiffierent theoretical and conceptual
perspectives. Basically, operationalising the aryn triangle of contradictions as a
determinant of fast-food consumption requires iaterdisciplinary approachwhereby
concepts and approaches are borrowed from disegpléuch as sociology, anthropology,
marketing, behavioural sciences, psychology andigall science. Therefore, in the next
sections, | briefly consider how, using an intecghnary approach, each of these three
elements (convenience, identity, responsibilityy aonceptualised, in order to examine
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how they independently influence fast-food consuomptThis is further elaborated in the
empirical Chapters 3, 4 and 5 of this thesis. Therhe concluding chapter, | synthesise
the findings, present the interrelationships amading three elements and expose any
contradictions thereof, as well as strategies faat-food producers, government and
consumers can implement to enhance the relevarfestdbod for urban food provisioning
and the health and tourism sectors.

In the following paragraphs, | deal with convenienddentity and responsibility as
determining factors for fast-food consumption inaB&ian restaurants.

Convenience

The demand forconvenienceis fundamentally being driven by socioeconomic and
sociocultural factors, such as increased numbemwofien in the workforce, longer working
hours, changes in household compositions, increi@®edconstraint consumers with higher
disposable incomes, declining cooking skills anel lbineakdown of traditional mealtimes
(Buckley et al., 2007; Olsen et al.,, 2007; Groftd®95). Earlier researchers, such as
Scholderer and Grunert (2005) and Olsen et al. {gQfroposed that convenience should
be examined in relation to thperceived product conveniena product attribute) and the
convenience orientatiofa psychosocial attribute of an individual). Bp#érceived product
convenience and convenience orientation have akesn found to be influenced by
demographic and lifestyle variables, as well askoapskills (Furst, 1996; Gofton, 1995;
Candel, 2001), although few scientific studies htnlmwed this result in relation to fast-
food consumption. Therefore, in this study, | exaenihow (i) perceived product
convenience (i) convenience orientatioiiconsumers’ inclination to save time, mental
effort and physical effort), (iiflemographic variabléage, gender, marital status, education
level, employment status, working status and incdmeel), and (iv) cooking skills
influence fast-food consumption in Ghanaian restais in the AMA. Furthermore, |
examine convenience orientation not as one singigalble, but rather in relation to
consumers’ inclination to say@) time, (b) mental efforiand(c) physical efforin the social
practices of food consumption, in order to be dblassess their relative importance. By
understanding the relationship between conveniemze fast-food consumption, it may
become possible to formulate more effective stiategfor influencing consumer
behaviours and implement a more effective Regeneratealth and Nutrition (RHN) and
similar programmes.

Identity
Some researchers (e.g. Van Zyl et al., 2010; OtutayAkanle, 2009; Yan, 2005) have

associated fast-food consumption in a fast-foothteant with sociocultural factors such as
craving for newness and modern tastes and theedfesielegance and pride, all of which
indicate aspects adentity. Despite the awareness of the relevant role afetiseciocultural
aspects of identity, very few research projectsehexplicitly examined and phrased their
projects in terms of identity questions. This iméadn this study, in which it sought to
explicitly examine the interrelationship betwesocial identity expression and fast-food
consumption with the purpose of achieving concdptlarity in treating identity as a
variable that influences food consumption. Thisigtatarts with the analytical framework
of Abdelal et al. (2009), who have indicated thHa basis for a person to adopt, join or
express a particular identity depends ontl&) identitycontent(the meaning of a social
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identity, which includes a group’s norms and gods,views and beliefs about other
identities, and the group’s understandings of itdamal conditions and interestgnd (b)
the degree of its contestatiohhey further proposed that there are four typeleftity
content (1) constitutive normswhich refers to the formal and informal rulesttdafine
group membership; (2%ocial purposeswhich refers to the goals that are shared by
members of a group; (3klational comparisonswhich refers to defining a group by the
actor’s interaction and relationship with othersdg4) cognitive modelswhich refers to
the worldviews or understandings of political andtenial conditions and interests that are
shaped by a particular identity.

Abdelal et al. (2009) propose that their analytfcainework can be used to understand how
identity affects the behaviour of identity holdeFsom this premise, this study aims to
realise two objectives: (1) to describe the sadiocal meanings consumers ascribe to fast
food’'s social identity and how these meanings asptasted, and to explain how the
meanings and their contestations influence fast-fomnsumption (or maintenance of fast-
food social identity) in the AMA and (2) to operatalise the analytical framework of
Abdelal et al. (2009) and thereby reflect on anskas its applicability in food studies on
the basis of the gathered empirical data.

Responsibility

Most often, governments, civil society and othegamisations initiate and implement
interventions to minimise the health and environmakemnxieties associated with food
consumption. Fast-food companies are also respgrdipublic concerns and are therefore
modifying their products and services to reducehéalth (Schroder & McEachern, 2005;
Rodriguez, 2004) and environmental impacts (Su#®06). Empirical information is
limited, however, regarding the extent to which twmsumer exercises his/her personal
responsibility to minimise these negative societaisequences associated with fast food.
Specifically, researchers have not given much ttierio personal responsibility in relation
to fast-food consumption in restaurants.

Often, consumers are faced with the task of ch@ols@iween benefits and risks associated
with consumption and tend therefore to adopt certansumption behaviours or strategies
in response to that conflict. These behaviourswknasresponsible consumer behawis

or behavioural intentionscan be in the form oloyalty or exit strategies Examples of
loyalty strategies include purchasing products ba basis of ethical concerns, eating
healthy options of fast food, exercising regulaalyd recycling wastes. Examples of exit
strategies include situations where the consundirces or discontinues his/her frequency
of fast-food consumption for health or environméngasons.

A useful and commonly accepted theory explaining thehavioural intentions of
consumers is théheory of planned behavioyAjzen, 1991, 1985). Originally developed
with much input from the field of psychology, thieory posits that three factorattitude
toward behavioursubjective horms about behavioaind perceived behavioural contrel
jointly predict the intention to perform a partiaulbehaviour. The theory further proposes
that behavioural intentions and their predictospalct as precursors to a specific or actual
behaviour. Some studies have further shown thaalbpcesponsible consumer behaviour
can be influenced by amwarenessof the negative consequences associated with
15
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consumption (Roubanis, 2008; Ozcaglar-Toulousey20@nner & Kast, 2003; Schahn &
Holzer, 1990; Antil, 1984). Thus, in addition toetthree factors in the theory of planned
behaviour, a fourth factor awareness of negative consequeneess proposed as a
predictor of socially responsible consumer behavidawards fast-food purchase,
consumption and waste disposal decisions. In sumrtsis study examines the predictive
power of attitude toward behavioursubjective norms about behavipuperceived
behavioural controhndawareness of negative consequerarethe adoption dbyalty and
exit strategies towards healthy and environmentally friendly féstd purchase,
consumption and waste disposal in Ghanaian (AMAjagrants.

1.6 Problem statement and resear ch questions

Various theoretical frameworks are presented witt tommon objective to develop
insights into the practices of fast-food consumptibhis thesis emphasises that researchers
have tended to evaluate fast food on basis ofgstor two specific (static) characteristics,
mostly perceived from a Western point of view. Thigsis also assumes that practices
associated with fast food are constantly being meodualised and changed in time and
space. Therefore, it is argued, an empirical amaligsneeded to deliver insights into the
characteristics of fast food and the social prastiof its consumption in Ghana, to which
ends it has been decided to investigate partiguthe buying and eating of fast food in
Ghanaian fast-food restaurants, a domain whichnderinvestigated. This analysis has
been inspired by material culture studies that Hadgo an effort to analyse fast-food and
fast-food restaurants as material-cultural objeptsticularly by elaborating the cuisine
concept and searching for additional charactesistiwhich may illustrate the
recontextualisation of fast-food consumption irntaesants in the AMA. The assumption of
a recontextualisation is further investigated tigtoua profound analysis of the three
elements of the culinary triangle of contradictiqieenvenience, identity, responsibility)
from an interdisciplinary angle and also by refegrto the theory of planned behaviour in a
case study on responsible consumption behaviour.

Alongside this scientific motivation and positiogirthis research is also characterised by
its effort to make a contribution to the reductiminthe health, environmental and cultural
problems that are often attached to fast-food ocwmpsion but which — as this thesis
investigates — may also be changeable in a situatio fast-food recontextualisation.
Indeed, this thesis also aims to come up with sqmedest) recommendations for
interventions about a new (possible) role that fastd may play in the Ghanaian urban
context. In this sense, the thesis is also retatesd reflects on the goals of the government
of Ghana to ensure the food, health and environmhesgcurity of its citizens and to
develop the tourism sector. Therefore, restauraatraiions, which the Ghana Tourism
Authority regards as tourism enterprises, havengportant role to play in achieving these
goals.

This research is carried out from within this jumet of scientific and developmental
perspectives to focus on the following problem:

How do determinants such as convenience, identity responsibility influence
fast-food consumption in the Accra Metropolitan &e.nd which strategies can be
identified that fast-food restaurateurs, governmsearid consumers may implement
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to enhance the relevance of fast food to urban foodision, health improvement
and tourism development?

To unravel this core problem, the thesis has foatewl four sub-questions of which the first
relates to the material and sociocultural aspefctash food in the Ghanaian context, while
the other three relate to the scientific objectbfedelivering additional insights into the
various determining factors of fast-food consumpti®hese questions, dealt with in four
chapters, are formulated as follows:

1. What is the prevalence and characteristics of fasid and fast-food
restaurants in the Accra Metropolitan Area (AMA) @hana, and what is
their relevancy to urban food provision, health ioy@ment, and tourism
development?

2. How do the components of convenience (perceivedymtoconvenience and
convenience orientation) together with demogragrd lifestyle variables,
such as age and cooking skill, influence fast-foodsumption in the AMA?

3.  What sociocultural meanings do fast-food consurascsibe to fast food, how
are the meanings contested and how do the meaaintgsheir contestations
influence fast-food social identity and consump®ion

4. Which factors determine the intentions of a congutmedopt a loyalty or an
exit strategy as a form of responsible consumeatiehr in order to reduce
the negative health and environmental consequefdast food?

In Chapters 2 to 5, these four questions are asiedeseparately from different disciplinary
angles, as outlined above. In the concluding Chaptethe complementariness and
contradictions among the various determining factof fast-food consumption in the

Ghanaian context are discussed leading to an fabatibn of new research lines in this

domain. Moreover, the various recommendations fregimental interventions on these
determinant factors — as formulated in the emgiigbapters — are also reflected on in the
concluding chapter, leading to some concrete adfaceesponsible fast-food purchase,
consumption and waste disposal decisions.

1.7 Description and justification of study area

This study has been carried out in the Accra Metlitan Area (AMA) of the Greater
Accra Region (GAR) of Ghana. Ghana is made up o&dministrative regions (Fig. 1.2)
with the GAR being the smallest of in terms of a@aupying a total land surface of 3,245
square kilometres or 1.4 per cent of the total lareh of Ghana. The GAR is also the most
densely populated region, however, with a densftymproximately 1,236 persons per
square kilometre. It is the second most populaggibn, after the Ashanti Region, with a
population of 4 million accounting for 16.3 per ter Ghana's total (Ghana Statistical
Service, 2012). It recorded a 38.0% increase irptpmilation over a 10-year period (2000-
10) and currently has a population growth-rate .4P@ The region has the highest urban
population proportion of 90.5%, followed by AshaR&gion (60.6%).
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The concentration of industries and commercialvaiEs in Greater Accra Region partly
account for its relatively high urban populatiomeTadministration of the GAR takes place
through the local government system, which deriviss authority from the 1992
Constitution of Ghana and the Local Government A893 (Act 462). Under this
administration, the region is divided into 16 mewtitan municipal districts. These include
the Accra Metropolitan Area, Tema Metropolitan Are&denta Municipal, Ashaiman
Municipal, and Dangbe West and East Districts (@Gh@ratistical Service, 2012).

Upper East

=

Brong-Ahafo
% Greater
Accra

Fig. 1.2 Map of Ghana showing the 10 administrative regions

The AMA has been chosen as the site for a studgstffood restaurants because, first, fast
food has been shown to be an urban phenomenon 2088) and recent statistics indicate
that the AMA, which constitutes 46% of the GAR plation, is entirely urban (Ghana
Statistical Service, 2012). Moreover, the AMA hartsthe administrative and commercial
capitals and the seat of government of Ghana.dtss a major centre for manufacturing,
marketing, finance, insurance, transportation aodri¢m. It has around 350 major
industrial establishments, numerous educationditimiens and the highest literacy rate of
85.1% in GAR (Ghana Statistical Services, 2012)h@ugh the poor and slum dwellers can
also be found, the AMA is mostly home to an elitel aniddle-class population working in
governmental, administrative and commercial cenvies might be interested in fast-food
restaurants.

The second reason for choosing the AMA as the ssitdystems from the fact that, at the
time of study, some 203 or 61% of all licensedaesints in the country were located in
the Greater Accra Region, with most of them inAlh¢A.

Thirdly, the 100% urban status of the AMA has pspdsed it to development challenges in
the form of communicable and non-communicable dissaenvironmental pollution and
decline in cultural values. For example, the drginaystem in the AMA is very poor,
resulting in annual flooding in spite of the lownaal rainfall. This is often aggravated by
the poor disposal practices of plastic wastes miquéar. As a result, open drains that are
supposed to serve as storm drains have becometaelespfor solid, liquid and human
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waste disposal. Due to the numerous health chakenthe Accra Metropolitan Public
Health Department was set up to promote and safdgublic health.

The activities this Department engages in includsesasing, connecting and preventing
those factors in the environment that can potdntadversely affect the health of present
and future generations. It has a Food, Water, Dr@gdety and Hygiene Unit, which
specifically deals with food-related issues, folample, by ertifying food-handlers by
examining them for pathogenic micro-organisms, suah paratyphii. The Accra
Metropolitan Public Health Department also playsoée in controlling food hygiene,
monitoring sanitation-related diseases and pestsrapecting premises for the control of
environmental health hazards.is involved in refuse collection and disposalbng with
supervision of drain cleaning and liquid and solichste disposal.Evidently, the
characteristics of the AMA as an urban and comrakand administrative centre coupled
with its prevalent health, environmental and catwhallenges — all of which have been
found to be associated with fast-food consumptiomake it a suitable location for this
study.

1.8 Methodological approach

An interdisciplinary approach was used in whichoties, concepts and methods were
borrowed from disciplines such as material cultw@giology, anthropology, behavioural
sciences, marketing, psychology and political smeenThose theories, concepts and
methods are outlined here and discussed in dattiki empirical chapters.

A combination of qualitative and quantitative apgrbes has been used to gather data for
this study. To answer the first research quest@ngcombination of qualitative and
quantitative methods (restaurant and consumer gsingre used to study the availability
and characteristics of fast food in the study aed assess how consumers evaluate it and
how it compares with typical Ghanaian food cultufbe second, third and fourth research
questions are addressed using both qualitative cqarathtitative approaches (consumer
studies) in considering how the elements of thenawy triangle of contradictions influence
fast-food consumption.

Two quantitative surveys have been held — one wdtitaurant representatives, the other
with fast-food consumers. In the restaurant sunsgmi-structured questionnaires were
also administered to systematically sampled reataurs. This survey is used to understand
the AMA fast-food industry, its characteristics apdevalence. Additionally, in-depth
interviews have been conducted with restaurantesgmtatives in selected restaurants to
gain better insights into and explanations of tlaperations (Miller & Deutsch, 2009).
Also, secondary data have been reviewed and ihdéeperviews conducted with
representatives of relevant government instituti@rmsl other informants for further
appreciation of typical Ghanaian food cultures.

Prior to the consumer survey, focus group discmssisith consumers were held, in order
to collate broad views, inputs and items for thestauction of the consumer survey
guestionnaire. Balanced participant observationd arformal interviews were also

conducted in some restaurants, with the aim ofebathderstanding certain issues and
behaviours. The final questionnaire used for thesamer study was constructed using
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Likert items generated from extensive literaturde® and item purification. The methods
used are further elaborated in each of the empicttapters, 2 to 5.

1.9 Thesisoutline

This thesis explores the characteristics and aviéifla of fast-food restaurants in urban
Ghana and examines how consumers evaluate fast lagdd on its characteristics.
Additionally, the thesis explains how each elementhe culinary triangle (convenience,
identity, responsibility) influences fast-food cangption in Ghanaian restaurants. It also
identifies the interrelationships and contradictiommong the elements of the culinary
triangle as well as strategies that fast-food pceds; government and consumers can
implement to minimise the negatives effects of fastl.

The present chapter has introduced the topic udideussion in this thesis. Specifically, it
has clarified the problems under investigation, ttheoretical and conceptual framework,
the problem statement and research questions,t drad idescribed the study area and part
of the methodology.

Chapter 2 elaborates further on the methodologyiexppn this research and describes
specifically the data sources and methods of saign@ind data collection. This chapter also
gathers concrete data about the objects of stuabt bod and fast-food restaurants), by
specifically assessing their prevalence, charastiesi and relevance for urban food
provision, health improvement and tourism developine

Chapter 3 focusses on the convenience aspect afuliieary triangle and explains how
perceived product convenience, convenience orientatooking skills and demographic
characteristics are associated with fast-food aopsion in the AMA. This chapter also
identifies some strategies and policy recommendatithat could help policy-makers,
public health, food business and consumers to eethe negative effects of fast food. It
shows that individuals are primarily eating fasbddbecause of its convenience attributes
and their positive inclination to save time, meratatl physical effort at the various stages
of the meal preparation and consumption processh®masis of these empirical data, the
study recommends certain interventions, in essempéaining that the effort to decrease
fast-food consumption ought rather to focus ontegies toincrease the convenience
attributes of healthy foodpaying much attention to opportunities to redtieetime and
mental and physical efforts required during theouss stages of the overall meal process.

Chapter 4 focusses on the identity aspect of thmasy triangle and describes the
sociocultural meanings that fast-food consumers, thase with a fast-food social identity

— ascribe to fast food and how these are contéstdte AMA. It also examines how the

meanings together with their degree of contestafiffuence fast-food consumption

(maintenance of the fast-food social identity). Tapter also uncovers the sociocultural
determinants that influence consumption behaviamd lifestyle changes. On basis of
these findings the study also provides recommeodsitthat might be useful for policy

makers and food businesses to develop strategiegptove cultural and food consumption
practices particularly among the youth.
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Chapter 5 focusses on the responsibility aspethefculinary triangle and explains how
health and environmental considerations relate @spansible fast-food purchase,
consumption and waste disposal decisions in the AM#s chapter brings to the fore the
factors that determine whether a consumer will gaga loyalty or exit strategies to reduce
the negative health and environmental consequesfdast food. Additionally, it uncovers
behaviours that consumers tend to adopt to mininmisgative societal impacts and
behaviours that need to be promoted or discourageang consumers. It also provides
information on how to develop better communicationl strategies that can help to reduce
negative societal impacts associated with fast-famdluction and consumption.

Chapter 6 presents some final reflections, inclgdine main conclusions, lessons and
recommendations drawn from this research. The ehamlso highlights the
interrelationships and contradictions among themel&ts of the culinary triangle of
contradictions (convenience, identity and respadlisip Implications of the research,
particularly for theory, policy, practice and futuresearch are indicated. Specifically, in
this chapter, advice is formulated on the basisamfunderstanding of the factors that
determine the successes and problems of fast-foodumption. Rather than focussing
primarily on the strategy of reducing the negatispects of fast-food consumption, this
thesis follows an alternative trajectory that aimes formulate some concrete policy
recommendations which are inclined to increaseptistive aspects of the recontextualised
and changeable fast food in Ghanaian restauranture- 1.3, below, shows the
interrelationships of the chapters.
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Chapter 2

2.1 Introduction

In Ghana, fast-food restaurants are becoming prmhim urban centres and contribute a
great deal to the provisioning of ready-to-eat fostll limited empirical information has
been documented on the restaurant enterprisesifisgg information is lacking on the
various types of products and services that thestawrants offer. Over the past two
decades, any visitor who entered some of thesaumstits could see on sale food items,
such as fried chicken, French fries, burgers, gizaad fried rice, which are regarded as
fast food worldwide. Asiedu et al. (1998) also stdphese food items for their analyses
when they evaluated the nutritional value of foottdn restaurants in Accra. This study
investigates the material cultural aspects of fasd in the Accra Metropolitan Area,
focussing on the buying and eating fast food in-fasd restaurants. This study aims to
assess the prevalence and characteristics ofaktsfdod in Ghanaian restaurants and to
evaluate their relevance for urban food provisitiealth improvement and tourism
development.

Over the years, there has been ambiguity in th&tiegi scientific literature about the ways
in which fast food had been defined. Most autherg.(Davidson, 2006; Rosenheck, 2008;
Traphagan & Brown, 2002; Mahna et al. 2004; Jekakawl999) have defined fast food
based on some specific characteristics, althoughesother authors (e.g. Olutayo &
Akanle, 2009; Yan, 2005; Seubsman et al., 2009k helgo indicated that fast food is
perceived differently in various sociocultural segs (e.g. its convenience characteristics
and perception of value) and with the passage roé t{e.g. its nutritional value and
convenience characteristics). Nevertheless, faxt faas generally been evaluated on basis
of one or two (static) characteristics without takicognisance of the changes it is
undergoing in time and space. Analyses and deladtest fast food based on these static
characteristics do not lead to a comprehensive rstataling of the fast food phenomenon
but rather leads to confusion. Therefore, it israppate to explore the unique material
cultural characteristics of fast food in the comtek Ghana and to evaluate it fairly in
relation to the urban food provision and its impaaot health and tourism sectors. This
requires profound analysis of fast-food prevalearel characteristics and how these
characteristics have been influenced by the Gharfaid culture.

This study analyses fast food and fast-food reat#sras material cultural objects, which
require careful description to understand bothpitimary functions for which fast food and
fast-food restaurants are created as well as tiéi@uhl functions that its users might have
invented. An analytical framework that promisesb® useful for such an analysis is the
cuisine concepftThe cuisine concept (Farb & Armelagos, 1980; R0oxD82) proposes that
a cuisine has often four characteristics namely, (1) thengrsation cuisine as ‘basic
foods’ or primary ‘edibles’, (2) the distinct teahoes of preparing food, (3) the distinct
‘flavour principle’ of the food, and (4) a set ofai€mmers and codes of etiquette that
determines the way food should be eaten.

This chapter explores the characteristics of fasidfusing thecuisine concepias an
analytical framework, in which fast-food restausamre analysed on basis of the four
cuisine characteristics and seeks to answer th@nfiolg research question:
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What is the prevalence and characteristics of fastl and fast-food restaurants in
Accra Metropolitan Area (AMA) of Ghana and what #neir relevancy to urban
food provision, health improvement and tourism tment?

2.2 Food provisioning in urban Ghana (Accra Metropolitan Area)

In the AMA, ready-to-eat food is mainly obtainedrfr home, street food vendors,
traditional eateries chop bar3, and also from restaurants. With urbanisatiorpida
economic development, income improvements, ance@sing number of time-constraint
consumers, a shift has occurred towards out-of-hanteconvenience foods among urban
dwellers (Kennedy et al., 2004). Street-vended f$oack ready-to-eat, out-of-home foods
prepared and sold by vendors on streets and ifdasimiblic places (Dawson & Canet,
1991). Street food vending and most traditiona¢ees are categorised under thieormal
sectorof the economy and generally require low capitaestment, low level of skill and
minimal or no formal education. The majority ofesit food vendors and traditional food
eateries operators are women who are involvedad fareparation for the family at home
and decide to establish a small business offelimgas food on the streets. Obeng-Asiedu
(2000) and Tomlins et al. (2002) report that mdstet food vendors and traditional food
eateries operators in Accra are often not licerssatl operate under informal conditions.

Ghanaian foods such banku, fufu, kenkepndwaakye(see Table 2.1).

Table 2.1 Street foods vended in Accra

Food Group Foods

Cereals and legumes Kenkey, tuozafi, banku, hausa koko, waakye,
omotuo fried rice, plain rice

Roots and tubers Fufu, kokonte fried plaintain, fried yam,
fried cocoyam, roasted plantain, roasted
yam, roasted cocoyamkelewele, tatale,
kaklo

Soups and stews Groundnut soup, palm nut soup, sighp
(goat, beef, cow leg, fish pepper soup), okro
soup,kontomire, agushieggarden eggs stew

Meat, poultry and fish Beef/fish stew, khebab fried/boiled egg,
fried turkey tail

Adapted from Johnson et al. (2006)

Alongside the ready-to-eat street foods, thereadse the ready-to-eat foods obtained in
restaurants. The restaurant is defined in Ghanangsestablishment well-appointed and
formally fitted for the preparation and serving folbd and beverage for consumption
(Ghana Standards Board, 2009). These include c@feteoffee shops, fast-food outlets,
food courts, and salad bars. Restaurant operatiolilee street foods areategorised under
the formal sectoiof the economy and are regarded as tourism ergegprConsequently,
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restaurant establishments are licensed, classifieglilated, inspected, supervised, and
monitored by the Ghana Tourism Authority in colledtton with institutions such as the
Food and Drug Authority, Ghana Standards Authorityetropolitan Public Health
Department, and the National Commission on Cultlires self-evident that due to these
inspections and monitoring the material culturgbemss of the ready-to-eat foods in the
restaurants argradually changingn respect to the street foods.

The Food and Drug Authority, for example, has depet guidelines for theode for
hygienic practice for foodservice establishm@fAbA GLO5/FSE 01/1-2008). In addition,
guidelines are formulated for licensing foodserviestablishments (FDA/FSMD/GL-
FSE/2013/02) to ensure the safety of food from d@btablishments. Only those facilities
which have satisfied all the requirements in thédeglines received the Food Hygiene
Permit from the FDA.

Moreover, the Ghana Standards Authority in collation with the Ghana Tourism
Authority and other stakeholders has developedahana Standard, GS 965-1, which is a
criterion for grading restaurantmto three categories, namely, grade 1, grade@ gaade

3 depending on the facilities and services avadlabhe required facilities include dining
rooms, kitchens, cold rooms, washing up areas wiripa with running water and drainage,
guests and staff toilets, and services such aswaitd self-service. Another regulatory
institution that contributes to the changes inaesints is the Metropolitan Public Health
Department which certifie®od handlers by examining them for the absengeattiogenic
micro-organisms such garatyphii a typhoid-causing bacterium. The Department ssue
medical health certificate to only those food hansliwho are found to be medically fit to
handle food for public consumption. Finally it calso be mentioned that the restaurants
are also changing due to the regular meetingstlhigdtlational Commission on Culture in
collaboration with the Ghana Tourism Authority ongee for the restaurant and other
foodservice operators, to encourage them to sehan@an dishes and use decors made
with Ghanaian materials.

Despite all these activities, the role of the forsector in meeting urban food provisioning
has not been well documented as has happenedheitimformal street food (e.g. Obeng-
Asiedu, 2000; Tomlins et al., 2002; Maxwell et &000). Unfortunately, limited studies

have been conducted on the restaurant enterpresese linformation is lacking on what

actually constitute fast food from consumers’ pecipe, to what extent these foods are
available in restaurants, and what its unique rrateultural characteristics are. This study
aims to make these contributions.

2.3 Recontextualisation of fast food from global per spective

A review of existing literature has revealed sonadinitions of fast food, based on its
material cultural characteristics, scattered inesalv texts. Firstly, referring to its
convenience attributes, style of food preparatfmesentation, and ‘perception of value’,
fast food has been defined as relatively inexpensive food that is prepared aedved
quickly in the Western styléDavidson, 2006; Seubsman et al., 2009; Rodrig€4;
Traphagan & Brown 2002; Fantasia, 1995). Althougist ffood has generally been
classified as relatively inexpensive, in most depé&ig countries fast food is usually more
expensive than most other foods such as traditifowals (Olutayo & Akanle, 2009). This
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characteristic is partly due to the huge investneamt overhead costs borne by fast-food
restaurateurs and the high level of prestige aastiwith it. ‘Western style’ in this context

implies peculiar features such as outlets with b&dwppearance, brightly lit and climate

controlled, shiny counters, stainless-steel kitetame and highly mechanised operations,
music in the background with social interactionhtygritualised and dramatised (Olutayo

& Akanle, 2009; Yan, 2005; Fantasia, 1995). Moreovteimplies a clean kitchen that is

more or less a ‘factory’ designed for mass andlgpioduction of food.

Secondly, fast food has been characterised in \Westatext ag snack and has synonyms
such as junk food, snack food, and takeawdgterially spoken, meals differ from snacks
in that meals are larger, more varied, and moliadil while snacks are more likely to be
small and eaten in small amounts at an unschednhedusually between meals. According
to Bellisle et al. (2003), meals are about twicelaage as snhacks in energy and weight.
Nutrient intake, in absolute values, is higher iaafs but in terms of proportions, snacks
contain more carbohydrates and less fat and psot8im, whether a fast food is a snack or a
meal depends largely on the specific food undesidenation and the culture where the
food is consumed. Olutayo and Akanle (2009) repfort,example, that some fast-food
consumers in Nigeria believe that sandwiches argfripa are not heavy enough to be
considered as meals. Similarly, consumers in Ja@aima, and the Philippines consider
McDonald’s products as snacks because, for thessuoters, any food other than rice
cannot be considered a meal because rice standeddrin general and is of enormous
symbolic value (Matejowsky, 2008; Ohnuki-Tierne99¥, 1999). In Ghana, meals usually
consist of large carbohydrate content and mosttgreavith a sauce, soup or stew while
shacks can be described as incomplete meals usaéiy without a sauce soup or stew.

Thirdly, fast food has been characterised baseth@place of food preparation, purchase,
or consumption. Thus, fast food is defined a®mavenience food or food purchased in self-
service or take-away eating places without waitenviee (Rosenheck, 2008; Pereira et al.
2005; Jekanowski, 1999; National Restaurant As§o0ia1998; Biing-Hwan & Frazao,
1997). This characteristic conforms to the origiaah of fast-food technology, which is to
provide, in a good time, cheap, filling food to p&oon the move (Belasco, 2008). Today,
however, especially in developing countrigee original fast food concept is being
recontextualised such that, for example, identitg ather communicative functions are
being associated with.iFor example, the fast-food restaurant has becmpce where
people sit, relax, and chat while eating. It hasolbee a place where people socialise (Yan,
2005; Traphagan & Brown, 2002; Ohnuki-Tierney, 109% this light, fast-food
restaurants have been redefined as restaurantsabatwo or more of characteristics such
asexpedited food service, take-away or table sendoenter service, and limited waiting
or service staffBlock et al., 2004; Schlosser, 2001; Fantasi@5)9Moreover, nowadays,
fast foods are not only served in restaurantsabeiialso served at stadiums, airports, zoos,
schools and universities, supermarkets, petroliosist on cruise ships, trains and
aeroplanes, and even in hospital cafeterias (Sedlps2001). This implies that the
characteristics and definitions of fast food kebprging in different sociocultural settings
and with the passage of time.

In some developing countries, there is an emertjiegd whereby fast food is trickling
down from the restaurant levels to street levelsen they are vended as street foods.
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Pingali and Khwaja (2003) describe this phenomea®oopycat street foad In Ghana,
check-checls a term coined to describe the copycat stremd feending operation that is
mainly run by men. They usually specialise in oohe entry, mostly fried rice (and its
accompaniments such as fried chickgritar, and cole slaw). This is similar to the situation
in the USA where most common fast-food restauranth as McDonald, Burger King,
Wendy and KFC originally specialise in one or twaimentrees such as hamburger,
French fries, pizza, fish or chicken, and a bever@pdriguez, 2004; Schlosser, 2001). In
contrast to the check-check the fast-food restasrianGhana often offer several types of
foods including French fries, pizzas, fried ricadgastries. Nowadays, supermarkets such
as the recently opened South African Shoprite reaeed offering a range of takeaway
fast foods including fried rice, fried chicken, meé&s, spring rolls anpbllof rice.

Fourthly, from the perspective of health and niginif fast food has been defined as
nutritionally imbalanced foodsvhich, when excessively consumed, could adversiéet
health and enhance vulnerability to degeneratigeaties (Mahna et al., 2004). Ebbeling et
al. (2002) and Prentice and Jebb (2003) identifieshe factors inherent in fast food that
increase risk for obesity and diabetes. These ffaeiee excessive portion size, high energy
density, high glycaemic load, and palatability wétimphasis on primordial taste preferences
for sugar, salt, and fat. Nowadays, some fast-foothpanies are responding to public
concerns about health risks of fast food and ateduncing healthier options such as
salads, low-calorie or fat-free dressings, lowdfs cream, and plain, broiled chicken
sandwiches (Rodriguez, 2004; Schlosser, 2001; 8ehr& McEachern, 2005). Asiedu et
al. (1998) found that fast food in Ghana has sonopgrties that make them nutritional
beneficial and at the same time properties thatiges health anxieties for consumers.

Fifthly and finally, some authors have categoriast food intoWestern and local (or
indigenous or traditional) food¢Olutayo & Akanle, 2009; Musaiger & D'Souza, 2007;
Yan, 2005). Local fast foods have been definedoadd that are locally available and are
made and served quickly using traditional recipesy.(ingredients and preparation
methods) (Musaiger & D'Souza, 2007). Western fastfis perceived as including items
such as burgers, pizzas, French fries, hot dogsl hicken, sandwiches, and doughnuts.
However these items have become widely availaldeonly in most developed but also in
developing countries (Seubsman et al., 2009; Austial., 2005) making the distinction
between Western and local food increasingly vagie Western fast foods have spread
world-wide mainly through franchise operations thetve undergone several changes
through the process of hybridisation (Yamashita &d&s, 2002), acquiring new material
cultural characteristics.

2.4 Theoretical and analytical framework

The theoretical inspiration for this study was dnafom the studies ofmaterial culture
where researchers are primarily concerned withntiuéual relations between people and
objects. Material culture involves studying objeiaunderstand the beliefs, values, ideas,
attitudes, and assumptions of a particular commguait society at a given time (Dant,
1999). Authors such as Miller and Deutsch (2009) Be Solier (2013) have proposed
studying food as a material object and by this ae learn a good deal about both people
and the cultures they live in. Earlier researchlerg. Belasco, 2008; Miller & Deutsch,
2009; Albala, 2012) who considered food as an ¢Hmaused on food as a product-in-
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itself. Recently, De Solier (2013) indicates tHa¢ material culture of food includes not
only the food itself but also the cultural produtist construct the food. She further
indicates that these cultural products include fowdlia such as television cooking shows,
food blogs, and cook books. This study focusesast food and fast-food restaurants as
objects to which people assign various social amtuial meanings and derive several
benefits as they use them.

The study of a material culture object starts wlith identification of the primary functions
for which the object was originally made and usetlofved by the identification of
additional uses which may have been invented ore. tFrom the overview of definitions
presented earlier, it is evident that fast food tgpical example of a material object whose
characteristics keep changing and are perceivddréliftly in space and time. In Ghana,
fast food is an introduced material object thatlesn changed and will probably change in
several ways and is becoming part of urban dietliéegtyle. There is therefore the need to
analyse fast food and fast-food restaurants in dbetext of Ghana to assess their
prevalence, characteristics (highlighting any clentaking place due to the influence of
the Ghanaian food culture), and relevance for ufbad provision as well as their impacts
on the health and tourism sectors.

Analysis of objects need to be done carefully tdaratand the mutual relations between
people and objects therefore it is important torhba voice of the user for clarity and
certainty to give way to multiple interpretatiompsactices, and manipulations of the object
(Woodward, 2007). This study focus on thigiects(fast food and fast-food restaurants),
people producing the objecfse. restaurateurs and their representatives) cansumers of
the objects(i.e. fast-food consumers and fast-food restaurasgrs). An analytical
framework that is used to analyse fast food antftasl restaurants as material objects is
the cuisine conceptyhich focuses on the material, social, and cultasplects of food. The
concept is discussed in detail in the next section.

2.4.1Analytical framework — the cuisine concept

Cuisineis often used to indicate the material and cult@spects of food in a specific

cultural context. It usually has material aspectehs as the types of ingredients,
combinations of ingredients, and preparation meth&drthermore, cuisine refers to a diet
or nutrition that belongs to a certain country,ioagor ethnic group (MacLennan & Zhang,

2004; Messer, 1989). In other words, a cuisineciagis the types and quantities of food
and drink and their contribution to human nutritietthis material aspect of food is relevant
for body image and physical, social, and psychallgivellbeing. In addition, cuisine has

also sociocultural aspects such as the social xbwofeeating, gastronomy (the art and
science of good eating), and rules dealing witleptable foods (Fieldhouse, 1986).

Farb and Armelagos (1980) and Rozin (1982) indichtg a typical cuisine has four
characteristics (see Fig. 2.1). The first charastierof cuisine deals with the prioritisation
of cuisine into'basic foods’or primary ‘edibles’. It involves the selection adre or edible
foods from a broader range of potential foods. Adtw to Rozin (1982), the basis for the
selection of these foods depends on material-@lltiactors such as availability of the
product, ease of production, nutritional costs bedefits, but also on culture and customs,
palatability, and religious or social sanctionse®econd cuisine characteristic concerns the
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distinct techniques of preparing foodt shows how creative humans have been in
transforming food from ‘raw’, unpalatable form tocobked’, palatable forms in numerous
ways in different places. The techniques of prepwpfood often vary widely depending on
the energy, time, skill, personnel, and technolegieailable as well as on the local cultural
preferences. Thirdly, cuisines have distinftavour principle’, which also vary from
culture to culture. This characteristic involves thistinctive way of combining flavourings
and seasonings in foods. Some ‘flavour principke® distinct for certain cuisines. For
example, a typical Chinese cuisine may be exprefsedgh a combination of soy sauce,
garlic, ginger, and sesame oil (Belasco, 2008).Ghana, flavour preferences vary
according to ethnic origins however commonly pnefdrflavour sources include chilli and
various types of pepper, spices such as gingeseadj and cloves as well as condiments
such as mormornyi, kooband dawadawa. The fourth characteristic of cuipirescribes a
set ofmanners and codes of etiquetibat determines the way food should be eaten.eThes
codes of etiquette are socially transmitted norfriseaviour that establish the boundaries
of acceptability. The specific fashion in which atare manages eating helps to express,
identify, and dramatise the society’s ideals arsttesic style (Visser, 2003). This cuisine
characteristic involves, among other things, thealoer of meals to be eaten per day, when,
where, with what utensils, with whom and under wdwtial circumstances food is eaten.

Belasco (2008) proposes that the cuisine concepbeaused to understand the expressive
and normative functions of food and to analysdatsd culture. This thesis starts with the
use of the cuisine concept to explore, analyse,dmsdribe fast-food characteristics in the
Ghanaian cultural and socioeconomic setting. Alales presentation of the fast-food
characteristics in Accra Metropolitan Area, thisapter also aims to contribute to an
assessment of the adequacy of the framework ofursine concept in studying fast food
and fast-food restaurants and concludes with faatmg some recommendations for
improving the relevance of fast food in urban fom@vision, health improvement and
tourism development. At the end of this chaptemnill reflect on the applicability of the
cuisine concept and identify new and important aese questions relevant to this field of
food studies.

In the following table, | summarise the above mamtid cuisine characteristics
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Table 2.2 Analytical framework for the characteristics otuaisine adapted from Farb and

Armelagos (1980) and Rozin (1982)

Prevalence and characteristics of fast food

Basic food or Distinct techniques Digtinct flavour A set of mannersand
primary edibles of preparing food principle codes of etiquette
Selection of foods Techniques often Distinctive way of This involves:
depends on: vary widely combining « Number of
«  Availability depending on; fIavouri_ngs a_md meals to be
+  Affordability +  Energy seasonings in fo0ds - eaten per day
* Ease of « Time This depends on: |, \yhen
production e Skill + Culture « Where
+ Nutritional costs | «  Personnel * Availability + With what
and benefits « Technologies | ¢ Familiarity utensils
e Culture and available. * Technology *  With whom
customs » Under what
« Palatability social
* Religious or circumstances
social sanction. food is eaten

2.5 M ethodology

A combination of qualitative and quantitative applescwas used to study the prevalence,
characteristics, and consumption patterns of fasd fin the Accra Metropolitan Area. The
quantitative data was collected from restaurantesgntatives and fast food consumers.
Thus, two surveys were conducted, namely, restawanwvey and consumer survey. The
qualitative data was obtained using multi-methoédlitative research techniques including
focus group discussions, participant observatiogy knformants interviews, in-depth
interviews, informal interviews, and review of sadary data.

2.5.1 The restaurant survey

Thefirst set of datavas collected throughsurvey of restaurantis the AMA. The purpose

of the survey was tanderstand the practicesf the restaurant enterprises, their products
and servicesand to identify and select restaurarttgat could be classified as fast-food
restaurants where the consumer study would be otediu

The sampling frame for the study was a list ofaesints that were of good standing (that
is, restaurants that had obtained or renewed fibeinces) in the GAR by December 2011.
The list was obtained from the Ghana Tourism Adutipan institution that issues licenses
to restaurants. In total, GAR had 203 or 61% ofiedinsed restaurants in the country and
most of them were located in the AMA. Qualtrics $&arSize Calculator (2011) was used
to obtain a sample size of 116 from the 203 licdnmestaurants in the GAR at 6% margin
of error and 95% confidence level.
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Semi-structured questionnaires were administeregystematically sampled respondents
(restaurant representatives) to obtain data th#it pwovide a better understanding of
restaurant enterprises and their operations andldntify restaurants which could be
classified as fast-food restaurants. In total, @Mpleted questionnaires were retrieved with
a response rate of 77.6%. The questionnaires werensstered on a face-to-face basis
therefore, field assistants were available to heplain the questions and write out
responses (in a language of mutual understandisglaccurately as possible. Self-
administration of the questionnaire was allowedsdme cases, at the respondents’ request
and they filled them out independently. Additiogalin-depth interviews were conducted
with some restaurant representatives during aret #fe survey to get explanations and
better insights (Miller & Deutsch, 2009) into theperations, products, and services. The
data was analysed using Statistical Package faalS8ciences (SPSS version 19) to obtain
descriptive statistics, which are presented latethis chapter in the form of tables and
figures.

2.5.2ldentification and selection of fast-food restantsain the Accra

Metropolitan Area of the Greater Accra Region ofaGa

The second purpose of the restaurants survey wiaiemtify and select restaurants for the

consumer survey. This has been done on basis ofniation from empirical literature

review and findings from the restaurant survey. H\ieference to existing empirical
literature, three criteria were developed for difiating between fast-food restaurants and
other types of restaurants. These criteria are:

1. Availability of at least one of the foods that maearlier authors (e.g. Rodriguez,
2004; Schlosser, 2001; Seubsman et al., 2009; Mestal., 2005) have mentioned as
fast food, present in most fast-food restaurantsldwede, such as French fries,
burgers, fried chicken, pizzas, and fried fide this thesis these foods are referred to
as ‘Foods Generally Recognised As Fast Food (FGRAF&though it is
acknowledged that these foods may have been changetious ways to suit local
preferences.

2. Availability of take-away services and table seegi¢Olutayo & Akanle 2009; Block
et al., 2004; Schlosser, 2001; Fantasia, 1995); and

3. Absence of fixed mealtimes (Yan, 2005; Fantasi@5)9

All three criteria must be satisfied for a restautita be classified as a fast-food restaurant.

The restaurant survey data showed that 86 out akS@wurants satisfied criterion 1 (i.e.

availability of at least one FGRAFF in the restauisy therefore, the rest were excluded.
Also, all the 86 restaurants that offered at lesst FGRAFF also provided a combination

of waiter/table and take-away services (criterigra@d were subsequently retained. The
findings further showed that 67 of the 90 restaigdwad no fixed mealtimes while 23 had.

Thus, based on criterion 3 (absence of fixed nraalt), the 67 restaurants were retained
while 23 were excluded. Following these three gatefast-food restaurant as used in this
study was defined as:

° Fried rice, which is originally a Chinese or Otircuisine, was included among the Foods GeneRaligognized as Fast Food
because in Japan, China, and the Philippines xtomple, fried rice has been introduced to the Mcilds menu and offered as a
fast food. Fried rice is also precooked like maagtffoods and reheated upon request and has besile®d a fast food in

Nigeria and South Africa.

32
Fast food in Ghana’s restaurants



Prevalence and characteristics of fast food

A restaurant that offers at least one Food Gengrakecognised As Fast Food
(FGRAFF) worldwide, both take-away and table seassjcand has no fixed
mealtimes.

Based on this definition, the SPSS dataset wagddny the three criteria and the results
showed that 61 of the 90 restaurants could beifibss fast-food restaurants. These 61
fast-food restaurants then became the restaurgoiad®mn from which some were selected
(see below) for the consumer survey and the qtigktatudy.

2.5.3The consumer study

From the 61 fast-food restaurants identified inréstaurant survey, 20 were systematically
sampled from the four zones of Accra (Accra EasestVCentral and North) in which
subsequently a cross-sectional consumer survey ovaducted. Before the consumer
survey was carried out, first, some willing consusneere selected from some of these 20
fast-food restaurants for focus group discussionsrder to collate broad views and to get
inputs for the construction of the consumer surgenestionnaire. In total, three focus
groups were held — one each with male and femaiswuoers who were students and the
third one with persons in employment.

The sample size of consumers used for the consgsoeey was based on the AMA
population of approximately 2 million representia§% of the Greater Accra Regional
population. Using a 5% margin of error and 95% iarfce level, the Qualtrics Online
Sample Size Calculator (2011) gave a sample size38%. However, in total, 425

respondents, 15 years and older, selected by cam@nsampling technique participated
in the survey. This sampling technique was choseoalise of the expectation that
participation would be based on a self-selectiomdividuals willing to participate in the

survey (Castillo, 2009).

The questionnaires were administered face-to-saxdigld assistants were available to help
explain the questions and write out responses (anguage of mutual understanding) as
accurately as possible. Self-administration ofgbestionnaire was allowed, at the request
of respondents, who filled them out independeriihis reduced potential interviewer bias.
To ensure that respondents have a common underggasfdvhat constitute fast food, they
were asked to state whether they have ever eateafahe Food Generally Recognised As
Fast Food such as French fries, burgers, frieckehicfried rice, and pizza from a fast-food
restaurant. Only respondents who indicated havatgreat least one of these foods were
allowed to complete the questionnaire. The data eadiected over a period of sixteen
weeks (from November 2011 to February 2012) andilbthe days of the week and at
different times of the day including the nights.

The questionnaire for the survey was constructezbiogh a way that it contained questions
that provided data for chapters two (current chptharee, and five of this thesis. The
detailed methods and questions will further be @lated in each of the subsequent
chapters. Balanced participant observation andimdib interviews were also conducted in
some restaurants to understand certain issuesearaliburs better. The observations and
interviews also provided data for Chapter four lué thesis. Data on the Ghanaian food
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culture was obtained through desk research andrfeymant interviews. In this current

chapter we refer only to those answers of the mdg@ats and informants on questions
which provide data for exploring and analysing thaterial cultural characteristics of fast
food and fast-food restaurants.

The study design complied with the 2002 guidelinels American Psychological
Association and the WMA Helsinki Declaration guides confirming that the research
would not to be assumed to create distress or h@arnthe participants. However,
participants were told that the survey was beimgoated by the Science and Technology
Policy Research Institute and the Wageningen Usityeto identify patterns of fast-food
consumption and the factors responsible. Thusjcg@ahts gave their non-written consent
by willingly completing the questionnaires and fpating in the focus group discussions
and informal interviews. For individuals who werB b 17 years old, only those in the
company of adults were involved in the study and-noitten consent was obtained from
these adults.

2.5.4Data analysis

Out of the 425 questionnaires administered, 40@vabes with no missing values were
retrieved and used for data analyses. Data analyses performed using Statistical

Package for Social Sciences (SPSS, version 20hoidth the qualitative research had a
deductive orientation by focusing on the framewaikthe cuisine concept, inductive

approach was used in the data collection and asalgsenable the generation of new
cuisine characteristics as much as possible. Thasfgroup and informal interviews and
observational field notes were read carefully unbecame familiar with the contents and
the data were sorted, analysed and reported wthngpgraphic summaries and content
analysis.

2.6 Findings and discussion

In this section, | present the findings from bdth testaurant and consumer studies. First of
all, a brief description of the characteristics repondents in both the restaurant and
consumer surveys is provided followed by the figdion the prevalence of fast food in the
Accra Metropolitan Area. A presentation and distus of the characteristics of fast food
in the context of Ghana is made, where | also show the fast-food phenomenon has
been mixed and influenced by Ghanaian food cultireéhat same section, | also present
how fast food is evaluated in terms of its relewafar health and body image and urban
food provision and subsequently some additionatfasd characteristics are discussed that
emerged outside the cuisine concept. This chapterccledes with discussing some
theoretical and policy implications.

2.6.1Characteristics of respondents

In this section, some characteristics of resporsdarg presented to provide insight into the
various types of personnel working in fast-foodtagsants as well as the various types of
consumers who participated in the study.
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Restaurant survey

Ninety respondents made up of 50 males and 40 éntabk part in the survey. Two major
characteristics of the respondents were examingthéir status in the restaurant enterprise
and (2) their educational background. As showiable 2.3, of the 90 respondents, 42
were sole owners of the restaurants, nine wereguarers, and 39 were employees holding
various positions such as Manager, Operation QOffidgccountant, Supervisor, and
Chef/Cook. Concerning the educational level, timelifigs showed that more than half of
the respondents had tertiary level education (usitye and polytechnic) which differs
strongly from the informal food vending sector wdhéormal education has been found to
be minimal. A high educational level is furthernstilated by training courses for the
hospitality and tourism industry organised by thaivdrsity of Cape Coast and the
polytechnics. The University offers degree coursgs to the PhD level while the
polytechnics offer tertiary programmes leadingtie award of Higher National Diploma
(HND) certificate in Hotel, Catering and Institutil Management as well as non-tertiary
programmes which provide training leading to Ba€iookery (812/1) and Advance
Cookery (812/1) certificates.

Apart from these educational courses offered byouartertiary institutions, in the past
decade, several catering institutions have sprymgvith some offering courses in pastry
and cookery arts. The training usually equips #amwith relevant skills for making cakes,
pastries, local and Western cuisines. The minimuntnyerequirement to most of these
institutes is the Basic Education Certificate boine only accept applicants with Senior
High School certificate or higher. These vocatifteahnical institutes are mainly run by
government, individuals, religious organisationd &G Os, which sometimes provide free-
of-charge training to trainees. There is also tiaesowned Hotel Tourism and Catering
Training Institute (HOTCATI), which is now being maged by the Ghana Institute of
Management and Public Administration (GIMPA). Théssning institutions play a key
role in training personnel to acquire various skilhat enable them to set up their own
foodservice enterprises, partnership with otherqgeoemployed by other food enterprises.
The schools also provide cooking skills for varidyses of dishes such as continental and
Western cuisines, Asian cuisines, and Ghanaianinegisand this might also have
contributed the spread of restaurants and variypestof ‘foreign’ cuisines most of which
might have been transformed in various ways tolsaél Ghanaian contexts.
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Table 2.3 Characteristics of restaurant survey respondents

Status of respondentsin restaurant % of respondents
Sole owner 46.7
Part owner 10.0
Employee 43.3
TOTAL 100

Formal Educational Level

University 31.1
Polytechnic 28.9
Senior High 18.9
Vocational/Technical 11.1
Basic 5.6
Other 4.4
TOTAL ~100

Consumer survey

The characteristics (demographic and lifestylealdds) of respondents and their influence
on fast-food consumption is examined in detail inater three. In this chapter, some
characteristics of respondents are briefly presembegive an indication of the type of
persons who largely visit fast-food restaurantsoApresented is the frequency of fast-food
consumption among the respondents in the AMA.

As shown in Table 2.4, the majority of respondemése youthful and in the 15-35 years
age rang®(88.5%) with a mean age of 25.9 + 7.63 years. Mafpondents constituted
61% of the sample, 84.5% were single, 60.0% hathtgrlevel degree (e.g., university,
polytechnic), 49.0% were employed, and 41.3% wardenits mostly in tertiary education.
It is remarkable that 68.8 % of the respondenti&aidd that they have cooking skills while
41% (mostly students in tertiary education) had monthly income. More than half
(65.8%) of the respondents reported eating fastl fivtom a fast-food restaurant at least
once a week and were thus classified as fast-festhurant frequenters based on the
classification of Satia et al. (2004) while 34.2%re non-frequenters.

4 The National Youth Policy of Ghana defines thetfias persons in the 15-35 years age range.
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Table 2.4 Characteristics of consumer survey respondents4@03

o No. of % of
Characteristics respondents  respondents
Age 15-35 years 354 88.5
>35 years 46 115
Gender Male 244 61.0
Female 156 39.0
Education level Tertiary 239 60.0
Senior High School 146 36.5
Basic 12 3.0
None 2 5
Occupation Employed 196 49.0
Student 165 41.3
unemployed 39 9.7
Monthly income <100 GHS (Ghana Cedis) 19 4.8
100 — 500 GHS 115 28.7
501 - 1,000 GHS 56 14.0
1001 - 1,500 GHS 22 5.5
1,501 — 2,000 GHS 12 3.0
>2,000 GHS 12 3.0
None 164 41.0
Cooking skill Yes 275 68.8
No 125 31.2
Frequency of fast-food  One or more times a week 263 65.8
intake (frequenters)
Less than three times a
month (non-frequenters) 137 34.2
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2.6.2Prevalence of fast food in restaurant enterprisethe Accra

Metropolitan Area

The findings presented in Figure 2.1 below show tver the past three decades, number
of newly established restaurants has increasednexpially with the exception of the
period between 2005 and 2009 when there was atieduc the number.
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Fig. 2.1 Number of new restaurants established in the Gre&tera Region from 1975 to 2009 and number ofawastnts
classified as fast-food restaurants

The overall sharp increase in the number of newhaldished restaurants in the period
from 2000 to 2009, in particular, could partly hgedo the anticipated increase in demand
for hospitality services, such as hotels and reatawduring Cup of African Nations (CAN)
2000 and CAN 2008 competitions, and some internaticonferences such as UNCTAD
2008 that were hosted in Ghana. The increase ralghthave been facilitated by increasing
urbanisation, income improvements, and Ghana’stgqoegevelop its tourism sector. The
reduction in the number of new restaurants estadihetween 2005 and 2009 might be
the result of saturation in the restaurant marketesthe previously established ones were
still actively in operation.

As presented in section 2.5 earlier (i.e. underdtietitle: identification and selection of
fast-food restaurants), in total, 61 (68%) of tler@&staurants surveyed have been classified
as fast-food restaurants. Figure 2.1 also showstrémad in the growth of fast-food
restaurants over the past three decades wheredetl@80 and 1989 nine new restaurants
were established out of which six have been cligskds fast-food restaurants. Similarly,
between 1990 and 1999, 25 new restaurants werblisbd out of which 19 have been
identified as fast foods while between 2000 and92@3 new restaurants were established
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of which | have classified 35 as fast foods. Evitlermore than 50% of new restaurants
could be classified as fast-food restaurants inhallperiods under consideration indicating
the rapid growth and social relevance of fast foodbod provision in the Greater Accra
Region.

2.6.3Characteristics of fast food based on the cuismecept

The cuisine concept - as would be recalled - intdi#éhat a cuisine has four characteristics
namely, prioritisation of cuisine into some basic anre foods, distinct techniques of
preparing food, distinct flavour principle, andet sf manners and codes of etiquette that
determines the way food should be eaten. The fgsdon the characteristics of fast-food
and fast-food restaurants as material-cultural abjare thus discussed in the following
sections referring to these four characteristicwlinch also the dynamic process of mixing
local and foreign food cultures will be indicated.

Fast food as basic or core food

The selection of a core food depends on factors asavhat foods are available, the culture
and customs, nutritional importance, and affordgbilThis section starts with first
presenting how the availability of certain foods wsell as Ghana's food culture and
customs have influenced what have been selecttrt a®re foods in fast-food restaurants.

As indicated earlier, 61 out of the 90 restaurasreyed in the AMA were fast-food
restaurants and out of these 50 (82%) offer nog &olods Generally Recognised As Fast
Foods (FGRAFFs), such as fried rice, pizza, Frdnels, burgers, and fried chicken, but
also Ghanaian foods that are commonly preparedeatsh at home such jadlof®, bankd,
waakyé, keleweld plain boiled rice and fufu’ as well as other foods such as noodles and
pastries. Interestingly to mention is that only 18fthe fast-food restaurants offer only the
FGRAFFs. These findings suggest that most resteunaight have undergone various
transformations. For example, on the one hand, s@skaurants that previously offered
only typical Ghanaian meals ‘modernized’ their atiems, for example, by incorporating
modern restaurant design, style of food preparatod service, and introduced the
FGRAFFs into their menus. This way, restaurateussildc appeal to international
customers, meet the demands of local modern consuyraed be competitive on the
market. On the other hand, some restaurants thatqusly offered only FGRAFFs began
to adapt their operations to suit local contextsods Inn, for example, introducédifu in
their Kumasi outlet because many customers reqliést€learly, these findings illustrate
that various transformations are taking place & bstaurants whereby local and foreign
food cultures are being hybridised.

Another interesting finding is that 85 out of 9Gterants that were surveyed offered at
least one of the five FGRAFFs (see Table 2.4) etilig how popular these foods are in
restaurants and have become part of Ghanaian dibtmn

5 A one-pot dish prepared by boiling rice in tomstew/sauce and is eaten with a sauce, meat carfidlsometimes vegetables.
% A meal prepared from fermented maize and cassavghdand is usually served with ground chilli papged grilled tilapia or
okro stew

7 Rice and cowpeas boiled together and eaten veéth, sheat or fish and sometimes vegetables

81tis a nicely diced spicy fried ripe plantain tligoften eaten as a snack or desert.

9 A meal prepared mainly from boiled cassava andtpla and eaten with soups
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Table 25 Number of Foods Generally Recognised As Fast Foods offered in
restaurants (n=90)

Number of FGRAFFsoffered in Number of Percent (%)
restaurants restaur ants
Zero 4 4.4
One 5 5.6
Two 13 14.4
Three 31 34.4
Four 20 22.2
Five 17 18.9
TOTAL 90 100.0

Specifically, 83 out of 90 restaurants offereddriéce, 73 offered French fries, 67 offered
fried chicken, 38 offered burgers and 28 offerezzas. These findings show that even
some restaurants, which were not classified asfdast restaurants, also offer these
FGRAFFs further illustrating the popularity of tee$oods in AMA restaurants. The
FGRAFFs were not only popular in restaurants bay tivere also highly purchased and
consumed. As shown in Figure 2.2, about 79% of wmess most often buy fried rice
when they visit the fast-food restaurant. Frie@ ras also among the top four fast-moving
foods in all the 83 restaurants that offered ite Tindings further showed that in 13 of the
restaurants, burgers and pizzas were among théotmgfast moving foods while French
fries moves fastest in 33 of the restaurants. Fefedken was also found to be popular as a
dish but it is usually served with rice dishes,retefries, or, to a lesser extent, with a drink.
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Fig. 2.2 Most popular fast-food consumer purchases
(max. 3 responses allowed)
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As also shown in Figure 2.2, foods suchbasku, fufy andkeleweleare also present in
fast-food restaurants although they are seldomuwoed. These typical Ghanaian diets,
which are usually prepared at home and are availablmost traditional eateries, are
largely composed of abundant unrefined carbohydraigch as maize, cassava, yam,
cocoyam, plantain. The foods are also made of filgh, low fat and usually low protein.

The popularity of fast food especially the FGRAR§sn indication that dietary patterns
are changing in urban Ghana and several reasomd aocount for this. For example, the
popularity of rice dishes could stem from the fdwt Ghana experienced a rapid dietary
shift to rice, particularly in urban centres, dgrithe early post-independence period. The
shift was largely due to increased income, favolergfmvernment pricing policies, good
storability of rice, ease of cooking, and rapid amisation (Asuming-Brempong et al.,
2006; Nyanteng, 1987). Rice is becoming a staplmast homes and is usually used for
dishes such as plain boiled rigellof rice, waakye,andomo tuo(boiled rice moulded into
balls). Fried rice however is not usually prepaa¢thome because it requires special skills
that most people lack and at the same time itsgpation is quite laborious; hence it is
often prepared and eaten on special occasionden aa an out-of-home meal.

One of the pioneers of fast-food restaurants in mah&apaye Fast Food Restaurant,
specializes in fried rice and, to a lesser exteérgnch fries and other foods and snacks. It is
perceived that Papaye Fast Food Restaurant pogedaftied rice in Accra therefore some
consumers simply refer to fried rice g@mpaye’. A manager at Inscor Africa (Foods Inn)
indicated that the company initially entered thea@dian market with their popular brands
(French fries and pizzas). However, they had taédice fried rice upon realising that most
customers often requested fried rice or simplgpaye Since then, fried rice has become
one of the fast-moving products at Foods Inn. Intiast, the newly opened KFC restaurant
was not offering fried rice so a man (39 years, leyetl, married) lamented after he has
been served his meal:
‘How can they give me two pieces of fried chickarigpand a few strips of fries
without pepper sauce at GHS7 and expect me to tawe here? | can pour all
these fries into my palm and squeeze them intayabll. In fact, if they don't
introduce fried rice, they may not survive’

Obviously, this customer felt the staple portioarfmhydrate) was much scantier than what
he was used to more carbohydrates and more optletsin. His concern was that the food
might not be filling enough.

It is worthy of note thabankuand tilapia mealbecame popular in restaurants about a
decade ago and is in fact one of the most experisods in many restaurants where it is
offered. For example, in one restaurant, wherepkate of fried rice with chicken costs
seven Ghana cedis, a plateb@fnku with grilled tilapia was eighteen Ghana cedis. One
reason for its popularity was the desire of congsnte shift from the intake of oily fried
foods and meat to less oily foods and fish, whialiehbeen publicised by nutritionists and
health professionals as healthier. Althodigimkuis a meal commonly prepared at home its
accompaniment, grilled tilapia is often not preplire most homes because the fresh fish is
expensive and its preparation requires speciatkiid and sometimes equipment.
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The selection of food as basic or core food alspedds on the nutritional importance
(Rozin, 1982). Findings in this study have showat ttifferent types of food items, each
with its unique nutritional properties, have betssified as fast food and are being sold in
fast-food restaurants as core foods. Thereforegvaluating fast food based on its
nutritional importance, it is important to considie specific food type and its unique
material properties rather than lumping all togetiee one whole as has been done by most
authors (e.g. Mahna et al., 2004; Ebbeling et28l02; Prentice & Jebb, 2003). In a focus
group discussion, a female consumer (30 years, amgl married), who, like most
consumers think fast food is synonymous with friee, said:
Fast food offers me an opportunity to eat more itiatrs, minimally processed
vegetables (usually Cole slaw and stir fried exotégetables such as spring
onions, carrots, and paprika), and a substantialoamt of chicken- a good source
of animal protein. So, for me, fast food is nubiits.

The remarks from this female consumer were cor@edr by some focus group
participants and informal interviewees. For themmu#itious food is that which is rich in
vegetables (raw or minimally processed) and protéicidentally, raw or minimally
processed vegetables are usually lacking in mosin@hn meals because typically,
Ghanaian vegetables have longer cooking time hepoge micronutrients may be lost
during cooking. Moreover, raw or minimally processBhanaian vegetables are usually
unpalatable and may irritate the mouth and thidlab, animal protein is usually consumed
in small amounts in most Ghanaian homes mainly Umedt is expensive hence the
quantity and quality of meat or fish in the dieuaky serve as indicators of status and
wealth (Salm & Falola, 2002; Osseo-Asare, 2005)this light, fast food (fried rice in
particular) appears to meet some nutritional (iearbohydrates, fats, proteins, and
micronutrients) requirements of consumefis finding partly supports Asiedu et al.
(1998) who found that fast foods in Ghana generlliye high protein content and
therefore are likely to meet consumers’ recommentEty allowances for protein. Also,
the informants’ realisation of the importance ofim@ more vegetables and proteins
supports Fresco (2006) and Popkin (2000) who inedétahat rapid urbanisation and
relative increase in income in developing countviesild result in nutrition transition such
that there would be more animal protein consumptiomss all levels and a shift towards
more fruits and vegetables among middle and uppsses.

Relating these findings to Mintz (1996) who propdisat meals in developing countries
such as India consist of a core food item (C) aa&hice, a fringe item (F) such as a sauce,
and a legume (L), | will propose that typical mealsshana consist of core food item (C)
such adufu or banky fringe item (F) such as soup or sauce, and samathal protein (p)
such as meat or fish (i.e. C+F+p). However, withamisation and the emergence of fast
food, the meals in the AMA have slightly changed¢oe food item (C) such as fried rice
or banky fringe item (F) such as soup or sauce, large anprotein (P) such as meat or
fish, and at least a vegetable (V). This can begned as C+F+P+V.

In contrast to the perception held by informantat tfast food was nutritious, some
informants were of the view that fast food usualbntains excess fat mainly due to the
choice of cooking method. This view supports thedifigs by Asiedu et al. (1998) who

42
Fast food in Ghana’s restaurants



Prevalence and characteristics of fast food

report that in Ghana carbohydrates in fried riemalcontributes 44% of the total calories
for adults while the fats contribute more than 36Ptheir total calorie®. This implies that
when fried rice is eaten with fried chicken, foraexple, the caloric contribution could be
more than the recommended daily values. This $itwatan result in the accumulation of
excess fat in the body, which can eventually cduesdth anxieties particular in relation to
body image. Asiedu et al. (1998) also found that faods were excessively high in salt
thus, predisposing consumers to higher risk of iosadcular diseases, hypertension and
renal disorders.

Clearly, the paradox associated with fast foodscfalt an investigation of both its positive
and negative health impacts and to develop app@pmpolicies and programmes to
improve the positive aspects and eliminate the theganes. One approach of doing this is
by understanding the determinants of fast-food @onion and then integrating them into
policies and programmes. These issues are discirstiegl ensuing chapters.

Another basis for selecting fast food as a coredf@ affordability. Generally, most
informants described fast food as expensive bundisated in Table 2.3, more than half
(65.8%) of the respondents reported eating fastl itom a fast-food restaurant at least
once a week (i.e. the frequenters) while 34.2% werefrequenters. This is an indication
that regardless of its relatively high price mosbple highly purchase and consume fast
food for various social, cultural, and behaviowedsons, which are also discussed in the
ensuing chapters.

Distinct techniques of preparing fast food

The second aspect of the cuisine concept conchen®bd preparation techniques, which
depend on culture, type of energy or fuel, skitidaechnology. Most typical Ghanaian
foods are cooked by various methods before consamp€ommon cooking methods
include boiling, deep frying, steaming, baking, anasting. Usually, Ghanaians prepare
soups and stews using slow-cooking techniques mmohexing for a long time over a low
heat (Osseo-Asare, 2005). In contrast to this foregharation practices at home, this study
found that most restaurantssed precooked food itensuch as pre-fried potatoes,
precooked rice or chicken, which could be friedclyi for customers upon request. This
precooking technology has produced a number of emiewce foods that require minimal
cooking time, which is necessary for mass and gpickluction of food. Another cooking
method that was often used in the restaurantsfiyiag) therefore it was not surprising that
about 30% of consumers described fast food as fded. This supports Belasco (2008)
who indicated that fast-food consumers often denfaads that are served quickly, crispy,
tasty, easily carried out, and easily eaten witiydrs and coincidentally, these properties
are inherent in fried foods. Fried rice, for instanis prepared by stir-frying, but most fried
fast foods are deep-fried. Papaye Fast Food caslchicken bybroasting techniqueThe
technique essentially combines pressure cooking daep frying to fry chicken that has
been marinated and breaded. The resulting chickerispy on the outside and moist on the
inside but less greasy. Another advantage of br@pstver deep-frying is that large
quantities of chicken can be prepared more qui¢kés in 12—-13 minutes instead of 20
minutes).

10 |nstitute of Medicine recommends that adults sti@gt 45% to 65% of their total calories from canpdrates, 20 percent to 35
percent from fat, and 10 to 35 percent from protein
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As discussed in the previous section (under basicoce foods), the choice of cooking
method impacts the nutritional and health benefitfoods. Therefore, with the growing
general health consciousness of consuntEiand for healthier cooking techniques such
as stir-frying, grilling, and steaming is increaginThus, it was common to find foods such
as stir-fried vegetables and rice, grilled chickanfish, and steamed vegetables being
offered in some fast-food restaurants. The useadbus kinds of cooking techniques has
beenmade possible by the level of cooking skills theracacquire from their trainings
well as various technologies and equipment thatehbeen develop for easy food
preparation and cooking. The restaurants hegeipmentsuch as blenders; vegetable
cutters, graters and slicers; char grills, broilensl rotisserie oven; microwave ovens; and
deep-fryers. The use of these different types ofpggent has also been facilitated by the
availability of various energy sources includingdatticity, liquefied petroleum gas (LPG),
charcoal, and wood in the AMA.

Distinct flavour principle in fast food

The third characteristic of cuisine relates to thyges of flavours that are used in food
preparation and these can vary depending on th&ureul availability, familiarity,
technology. Interestingjythe findings showed that a typical Ghanaian prodatiedshitor
(or black pepper sauce) is used in most fast-foestaurants. Theepper sauces
commonly eaten with a number of dishes such aseserfkied yam, waakye or jollaice,
but also withfried rice and French fries. A typical serving a&hRch fries, which is usually
served with mayonnaise or ketchup worldwide, isvsgrin Ghana wittshitor, with or
without mayonnaise, and/or ketchup. Freshly groehdli pepper (or other types of
pepper) with slices of onions and tomatoes is eiat&hana with banku and tilapia. Grilled
tilapia and grilled chicken are often laced withshly ground gingeand other spices.

The extensive use of pepper and hot spices isdaltletfact that Ghanaians like hot, spicy
foods and it is believed that pepper cools the banly cleanses it of impurities (Salm &
Falola, 2002). Osseo-Asare (2005) has also reptndyenerally West Africans including
Ghanaians liberally uskot chilli peppersin most of their cuisines. In relation to this, a
typical Ghanaian who has eaten food without sotgw ®r pepper sauce could say ‘| have
not eaten the whole day’ because of the usual Géwaf@od culture where ‘real food’ must
be accompanied by soup or sauce containing pefriings showed that previously,
common Ghanaian spices such as ginger, oniong pkiper, aniseed, cloves, peppercorn,
thyme, nutmeg, and condiments were usually usemtstaurants. However, | found that
their use in restaurants ggadually waningdue to the importation of lots of other spices,
seasonings and flavour enhancers. In a focus gd@qussion, consumers raised concern
about theexcessive use of monosodium glutamate (M&®avour enhancer, in fast foods
as this might have health implications. A femaletipgpant (28 years, employed, single)
who claimed to have previously worked in a fastefeestaurant said

| never ate fried rice in the restaurant where eddo work because they always

added a great deal of MSG to the food.

A male consumer (25 years, student, single) algbtkat he disliked eating out-of-home
meals because of the large amount of MSG usedepaping the food. He said ‘you can
feel it in your mouth and throat.” For some constsn&aste and aromatic experiences form
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part of the social objective for consuming fastdaberefore they feel satisfied when this
social objective has been achieved. Consequemthy;fdod providers make frantic efforts
to enhance the sensory properties (taste and arom#f)e food to make them more
appealing to consumers and in the process end sysmg certain substances.

A set of manners and codes of etiquette in relabdast-food
consumption

The fourth cuisine characteristics is the codegtafuette, which basically prescribe the
number of meals to be eaten per day, when, wheith, what utensils, with whom and
under what social circumstances. Thus, the findindigated that about 60% of consumers
obtained fast food mainly from restaurants and thatfood could be eaten in the restaurant
or taken away depending on the context which malude amount of time available, the
occasion, or who is eating the food. Concerningaaa why people take food away, in a
focus group discussion, some consumers said thgitdften do so when they have no time
to sit and eat in the restaurant. However, mosth@se people indicated that they would sit,
eat, and chat with friends or family members in testaurants when they have sufficient
time or on special occasions such as birthdaysivéeseasons, or when on a date. Other
reasons for taking food away include discomforisimg utensils other than fingers and the
need to share food with household members. Theseedsrelate to theonvenience
attributesof fast food and have been explored further ingidrathree of this thesis.

Although fast food over the years has been closeked with American culture of
individualism the findings in this study showedtlonly 27% of respondents often visit
the restaurant alone while the rest (73%) dingbe company of otheracluding partners
(wife, husband, fiancé), friends, family, co-workeand business partners among others.
The findings imply that in the restaurants in thB14 there is every indication that the
typical Ghanaian cultural etiquettes and values mamifesting. For example, traditional
Ghanaian code of etiquettes require, for instatiea,a group of people (family members,
friends, etc.) usually sit around the table ahdre one bowl of foodfood is usually served
from a communal bowl. Thus, some elements of consadésm still persist in the fast-food
restaurant. On the other hand etiquettes also ehamgike most typical Ghanaian homes,
where talking is prohibited or kept to the minindalring eating, in fast-food restaurants it
has become the norm to find people eating andniglkia practice that some informants
still frowned upon. This emerging practice alsotcadicts the Ghanaian proverb that says
‘when the food is good, the people are silent’ g@sAsare, 2005). Also, usually, it is rare
to see Ghanaians eat in public and for women itiqodetr, it might give the impression to
some people in Ghana that these women do not kioewtd cook. However, the empirical
findings have indicated that although most of themen who participated in this survey
have good cooking skills, they still buy and eatfast-food restaurants. Moreover, with
urbanisation, economic improvement, and increasedber of women in the workforce,
many people are eating out-of-home food includiast food (Agyei-Mensah & de-Graft
Aikins, 2007). An informant even described this @ as representing an aspect of
women emancipation.

The findings also showed that 45% of consumersadte with cutleryin the restaurant,
9% with fingers, and 1% with chopsticks while 469t with both fingersaand cutlery
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depending on the food type. In a focus group disons participants expressed worry about
the manner in which restaurateurs compel consumeersat with cutlery in restaurants.
They expressed the view that restaurateurs oftesdema provisions for hand washing so
consumers were compelled to use cutlery no matterdncomfortable it might be. By this,
consumers were denied the unique and desirabketteesy derive when eating with fingers.
However, some consumers who consider themselvdmolaseat with both cutlery and
finger, for example, eating rice with cutlery aratieg chicken with fingers. In contrast, the
Ghanaian codes of etiquette require that food beneaith fingers but one needs to ensure
that the left hand does not touch the food bec#uiseconsidered dirty (Salm & Falola,
2002) and therefore reserved for personal hygigéhses€o-Asare, 2005). Besides, it is
considered an insult to eat with the left hand. Tibeal practice in most Ghanaian homes is
to pass water round the table for each person &t \Wwes or her hands before food is eaten.

Codes of etiquette algarescribe the time when food is eatberefore from the findings,
about 51% of consumers ate fast food only at limeht30% ate at suppertime, and 16%
between lunch and supper. At these mealtimes, foeal’ or heavier food is usually eaten
in conformance to Ghanaian culture of eating —ngatioups/stews and starches at lunch
and supper and, in some cases, breakfast to pradeéguate satisfaction and energy
(Osseo- Asare, 2005). Findings also indicate thatesconsumers eat these ‘real foods’ at
late hours up to about midnight and this can leabdealth problems. Another finding was
that all but one respondent indicated that thegrofirank some liquid before or during
eating in a fast-food restaurant. The liquids ideld soft drinks, alcoholic and non-
alcoholic beverages, fruit juices, water, and rsitlakes. In some cases, consumers did not
intend to drink but were compelled to do so whilaitimg too long for their food. This
supports other studies that indicate that fast feaaften served with carbonated soft drinks
in particular thus compounding its associated hgalbblems (Schlosser, 2001; Ebbeling et
al., 2002; Prentice & Jebb, 2003). By the Ghanaiadles of etiquette however, generally
no liquids, including water, are taken before orimty meals in order to leave more room in
the stomach for the food (Salm & Falola, 2002pwadays, it is common to find people
taking some forms of liquids before or during mieateven in their homes for various
reasons including boosting one’s appetite and gidigestion.

In summary, 68% of the restaurants in the AMA ast-food restaurants and offer fast
food, which comprises mostly a combination of FGRARNd typical Ghanaian foods such
as banku with tilapia andjollof rice as thecore foods The core food most frequently
consumed is fried rice with its accompaniments. €salty, the core foods were perceived
to be good sources of carbohydrates fats, protginsame micronutrients but at the same
time they can affect health particularly body imade terms oftechniques of food
preparation precooking technology was commonly used in priegamost popular foods.
However, with the growing general health consciessnof consumers, restaurateurs are
now also using healthier cooking techniques suchtiadrying and grilling. In relation to
the distinct flavour principlesfindings showed thathitor, pepper, and hot spices such as
ginger are the main sources of flavour in most fastls. This has been influenced by the
Ghanaians’ likeness for pepper and hot spices,waie believed to be body coolants and
cleansers. In relation tthe codes of etiqueftduying and eating in fast-food restaurants
was found to be mainly due to the desire for corerae and to socialise with relations and
friends. The desire to socialise has been influggethe commensality attitude of typical
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Ghanaians, which contradicts the original aim sf faod — getting food quickly and eating

quickly. On the one hand, the findings have shoaw typical Ghanaian codes of etiquette
have been integrated into fast-food restaurantsr -example, the use of both cutlery and
fingers to eat certain foods such as fried rice elmdken shows the typical Ghanaian way
of eating with fingers. On the other hand, the ifigd have also shown how codes of
etiquette in fast-food restaurants have restraén gractice of some Ghanaian codes of
etiquette in the restaurants. For example, the Ghancodes of etiquette prescribe hand
washing before eating but no provision is madetffat in fast-food restaurants. Also, the
Ghanaian table manners prohibit talking during reptbut in fast-food restaurant this

practice has become the norm.

2.6.4Emerging cuisine characteristics

The first interesting finding from which an addiia cuisine characteristic has been
discovered is that all the fast-food restauranfisrefiboth table and takeaway services with
limited self-serviceMoreover, | observed that during most takeawayglpases, depending
on the specific restaurants, customers often jomnqdeue either standing or seated waiting
to be served. This finding shows that in Ghanaffastl restaurant departs from the original
fast-food concept that sought to provide mainly-satd drive-through- services for people
on the move (Belasco, 2008). Similarly, | obsertet in all the restaurants - except KFC -
customers demanding table services often remaieatbd while waiting to be servethis

is typically how Ghanaians want to be served iestaurantis a sign of respedor them.

To corroborate this, a lady (27 years, single, eygd) remarked during an informal
interview that she felt like a queen whenever she laeing served at a table in the fast-food
restaurant.

However, at the newly opened KFC restaurant, custemequesting both takeaway and
table services join the queue standing and afteigbeerved the customers carry their food
upstairs to sit and eat. To some of these custoraats onlookers, this practice is
demeaning; therefore, it was not surprising thatistomer who was visiting KFC for the
first time mistook another customer, who was cagyfood upstairs, for a waiter. These
observations showed that for most Ghanaiaeshhiques of serving foods an important
cuisine characteristic, which prescribes the wayftiod provider or restaurant staff makes
food or services available to the consuntéere, food provider-consumer relationship is
important because a consumer’s choice of fast falsd depends on the treatment or
service received from the provider.

Secondly, the need to take food away necessithtesige of packaging materials and for
most consumers théechniques of packagings an important cuisine characteristic. The
techniques of packaging depend on the type of gaicganaterials available and the ease
with which they can be used. Previously, in Ghana;of-home ready-to-eat foagsed to
be packaged in leavesich as Thespesia populnea. But most often thases were poorly
handled, often dirty and kept in the open witHdittr no provision for washing before use.
These led to public concern about the likelihoodhef leaves being a source of microbial
contamination. This and other factors such as nmisiionled to a shift to mostly plastic
and polythene material§ he finding showed that with the exception of KRthich uses
paper packages, most takeaways were packed inicplast polystyrene materials.
Regrettably, such packaging materials are non-i@atable and therefore add to the filth
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in the environment. Papaye restaurants also p&ksain dishes directly in aluminium foil
packages and most of their side dishes such asstaleandshitor are packed in plastic
materials. Cutleries were also made of plastic rnase

In connection with these findings, a consumer’s fasd choice might be influenced by its
‘environmental appropriatenessThis probably explains the finding that most imfants
who indicated that they were always concerned abanitation of the environment also
agreed strongly that fast-food restaurants corteibuto the plastic menace in the
environment. For these people, their strategieseduice the plastic menace would be to
abstain from buying takeaways in plastic materidispose of fast-food packages properly,
or advocate for a ban on plastic disposables gpatiphe use of alternative packages such
as paper. The extent to which these environmerdakiderations influence fast-food
consumption and purchase decisions has been furtipdored in chapter five of this thesis.

The fourth additional cuisine characteristic is tbeographical or cultural origin'of the
food, which relates to the country or region of therld with whom the cuisine is
commonly associated. The findings showed that rastfood restaurants offered both
typical Ghanaian food and the globally recognisast foods such as French fries, fired
rice, pizzas, and burgers (which have been hyleidts suit local preferences). However,
most informants indicated that thegt mostly the foods generally recognised as taxd f
any time they visit the restaurant. This is becatsy were of the view that the common
Ghanaian foods offered in these restaurants mightbe authentic since authentic food
could only be obtained from traditional eateriebe3e suggest that among other reasons
consumers often visit the restaurants to eat fabds they think are new, unique and
different. Interestingly, although fast food in G®lkahas undergone some hybridisation,
findings showed that most respondents and inforsndautgely linked fast food with
Americas and Asia (Chinese in particular) and ttoeeseating fast food to them means
identifying with a ‘new’ and different culturéThese issues of identity and fast-food
consumption are further explored in chapter thifgbis thesis.

Related to the geographical or cultural originthis issue of source of ingredients for food
preparation. It was discovered that 79 out of $angrants used only imported rice, 80 used
only imported chicken, 71 used only imported patated 53 used only imported tomato
paste. Indeed, some informants expressed conceut #ie low level of usage of locally
produced foods and ingredients in the fast-foodnpnises. Hence, there is the need for
fifth cuisine characteristics, ‘distinctiviefrastructure’ or ‘food chain’(Belasco, 2008) by
which food or ingredients moves from farm to foflhe huge dependence of Ghana's fast-
food enterprises on foreign resources such asifagrédients does not only affect the local
production levels, economy and employment oppatiesbut it also increases food miles
resulting in environmental consequences such asnpmse gas emission (Oosterveer,
2005).

For most of the global fast-food chains, franchgsiras been a major means by which their
brands have spread worldwide. The findings showeat bnly 5 of the 61 fast-food
restaurants identified were franchises of inteoral fast-food companies. The franchised
restaurants are:
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(1) Inscor Africa Limited, also known as Foods Inn (@mof the Pizza Inn, Chicken
Inn, Creamy Inn, Galito’s and Bonjour brands) withe parent company in
Zimbabwe;

(2) Southern Fried Chicken, a British fast-food chain;

(3) Nigeria’s Mr. Biggs;

(4) Chicken Republic also from Nigeria; and

(5) Kentucky Fried Chicken (KFC) restaurant, which ysasched in Accra in 2011.

The rest of the fast-food restaurants were staondeadnd these include Papaye Fast Food,
Odo Rise, Frankies, Melting Moments, Julikart Fésbd, Everything Chicken, and
Churcheese. It is worthy of note that although ¢hesstaurants are stand-alone some of
them together with the franchised restaurants e@eeveral outlets thus contributing to the
rapid spread of fast food in the AMA. Foods Inm, iftstance, has six outlets in Accra, Mr.
Bigg’s, which launched its first international r@stant in Accra in 2003 currently, operates
four outlets while Chicken Republic, which begandperation in Ghana in 2008, now has
three outlets in Accra. The recently launched KRG hlready opened three outlets in
Accra and plans to open about 22 outlets througti@utountry by 2016.

These findings show that in describing fast footd itmportant to consider thenarketing
systerh which is being used to proliferate it. For instan approximately 70% of
McDonald's restaurants in Canada are franchisedatipas (McDonalds International,
2011). However, in Ghana, findings have shown thaddition to franchising (which is
minimally used) restaurants devise their own mamgesystems of spreading their outlets.
The marketing system is comprised of a numbererhehts such as the particular products,
the characteristics of participants (e.g. the pecedwr brand owner, the franchisee, the
consumer etc.), the functions or roles that eacticfzant performs in the market, and the
locations, and physical infrastructures involveatgtnational Livestock Research Institute,
1995). Future studies particularly in the field mfrketing may examine the marketing
systems in detail and develop insights into théhir development of hybridised fast food
restaurants.

In summary, six additional cuisine characteristiase emerged from the findings that can
potentially expand the cuisine concept. The cheratics are (1}echniques of serving
food prescribes the way food provider or restaurarit stakes food or services available to
the consumer, for example, by self- or table sentitconnection with this, it came to light
that serving food on the table for a Ghanaian cowmsuin the restaurant is important
because to them, it is a way of showing respectugtomers. (2) &chniques of packaging
basicallyconcern the type of packaging materials used agid shafety. (3) The techniques
of packaging also relates to teavironmental appropriatenesds the packaging material,
which entails the ease with which they can be disdmf and their eco-friendliness. In this
regard, the findings revealed that most consumesee wvorried about the safety and
extensive use of packages made of plastic andigoigt materials because of their negative
effects on the environment. (4) é8graphical or cultural origin’relates to the newness,
uniqueness, and basically food that is differeatrfrthe ‘usual’. (5) Theféod chain’, by
which food or ingredients moves from farm to forilates to the sources of raw materials
and other ingredients used in fast-food preparatowl how it impacts local food
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production, the economy and the environment. (&rkdting systemdeals with the
techniques that are used for proliferating fastifedher locally or internationally.

2.7 Conclusion

This chapter investigated the material culturaleasp of the fast food by focusing on the
objects (i.e. fast food and fast-food restaurantpgople producing the objectf.e.
restaurateurs or their representatives), athsumers of the objectf.e. fast-food
consumers and fast-food restaurant users). They stadght to assess the prevalence,
characteristics, and relevance of fast food antftexl restaurants in urban food provision,
health promotion, and tourism development in the AAM'he chapter also sought to
evaluate how the fast-food culture has been mixigd @hanaian food culture and to assess
the adequacy of using the framework of the cuisimiecept in studying fast food so as to
recommend some improvements where necessary.

Concerning the prevalence of fast food the findisgswed that out of the 90 restaurants
surveyed, 61 (representing 68% of that total) vetaesified as fast-food restaurants, which
were defined as restaurants that offer at leastfooé generally recognised as fast food
(FGRAFF) worldwide, both take-away and table sesjcand have no fixed mealtimes. It
was also remarkable that out of the 90 restaursumgeyed 80 were established between
1990 and 2009 indicating that the spread of reataarhas been quite a recent phenomenon
which could have been facilitated by growing urlmaiddle class population and the quest
of Ghana to develop the tourism sector. Moreovst faod can also obtained from other
outlets such as supermarkets and street vendosdrtticating that the overall prevalence
of fast food in AMA could even be more 68%. Thegsadihgs imply that fast-food
restaurants increasingly contribute to urban foaigioning.

The characteristics of fast food and fast-food awsints in the AMA have been
investigated in reference to the cuisine concepichvhas been useful for describing fast
food in terms of four cuisine characteristics, ngmbasic or core fooddistinct flavour
principle, distinct techniques of preparing faahd codes of etiquettén terms of (1pasic

or core foodsthe finding indicated that basically, the corede available in the fast-food
restaurants comprise foods generally recognisefdsisfood (FGRAFFs) worldwide and
these include French fries, burgers, fried chiclgrzas, and fried rice. Other foods offered
in the fast-food restaurants include typical Ghandbods such asankuwith pepper and
tilapia, kelewele waakyeandjollof rice, and other foods such as noodles and pastties
was remarkable that 82% of the fast-food restaaraffer acombinationof FGRAFFs,
typical Ghanaian foods, and other foods such aslleeavhile only 18% offered solely the
FGRAFFs. These foods that are generally recograsddst food worldwide were imported
into the country but have beémansformed in various ways to suit local preferesand are
now available and have become part of urban datahe highly consumed in restaurants.
The transformations include the serving of friecerand French fries witkhitor and the
serving of fried chicken more often as a side distan accompaniment to other meals
rather than as a dish in itself. Moreover, with fhelusion of a sauceskitor) these
FGRAFFs are perceived as ‘real’ foods or mealseratiian snacks. The findings show that
fried rice is the most consumed core food whiled®such as burgers and sandwiches that
are not accompanied by a sauce or soups are selmlmsumed in fast-food restaurants.
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Concerning its role fourban food provision the realisation that most respondents (66%)
are fast-food restaurant frequenters (i.e. peofile by or eat from fast-food restaurant
one or more times a week) indicates the relevafidasb-food restaurants in urban food
provision. These frequenters rely on fast-fooda@stnts to provide their lunch or supper at
least once a week. The relevance of fast food dml forovision is also manifested in the
prevalence of fast-food restaurants as well agdpality with which these restaurants are
spreading in the AMA. In relation thealth improvementgenerally, fast food was
perceived to be nutritionally important for urbayod provision and nutrition and health
improvement due to its appreciab&arbohydrates, fats, proteins, and micronutrients
content. With the exception of carbohydrates artg, fahich are also adequately present,
most typical Ghanaian foods are usually deficiardanimal protein and micronutrients such
as vitamin A and iron. Typical Ghanaian foods liguzontainCore item or carbohydrate,
Fringe item or sauce, and smalotein (C+F+p) however fast food as found in thisdy
usually contain€ore item or carbohydrat€&ringe item or sauce, bigrotein, and at least a
Vegetable (C+F+P+V) making them capable of meetihg €nergy, protein, and
micronutrient needs of consumers and hence impgoWiair health. Notwithstanding these
nutritional and health relevance, fast food wa® glerceived to contain some properties
such as excessive fat and food additives such &3 & can provide health anxieties such
as cardiovascular diseases, diabetes, and obesigpfisumers. It was however perceived
that the intensity of the health anxieties can éduced, for example by using healthier
cooking methods such as grilling and baking, andtilng the use of food additives to
acceptable levels. Evidently, the nutritional vabfefast food in the AMA is paradoxical
and therefore evaluating it fairly requires furtletailed analysis of the material properties
of each specific fast-food item.

The findings have also shown that fast-food restatsr can be relevant fdourism
development.The realisation that most fast-food restaurantstie AMA offer a
combination of FGRAFFs and typical Ghanaian foodssibly makes them attractive to
international tourists in particular. Most oftemtdrnational tourists seek new food and
dining experiences (Kivela & Crotts, 2006) butla same time, many tourists also need a
certain degree of familiarity and therefore theiore’ food preference, which may include
FGRAFFs, may still be dominant especially in thesecaof Western tourists visiting
destinations in developing countries such as Ghahere foods and some codes of
etiquettes are typically unfamiliar (Cohen & Avie?i004; Chang et al., 2010). Furthermore,
most tourists are likely to eat traditional foodgidg their visits but would want to do so
under hygienic conditions (Cohen & Avieli, 2004; Aquandoh, 2004). Incidentally, as
indicated in the introduction section of this claptrestaurants unlike most traditional
eateries in Ghana are licensed and issued with Fygéene Permit only after Authorities
are convinced that they have satisfied food safety hygiene requirements. Therefore,
fast-food restaurants in Ghana are better placgdaide the desired newness, familiarity,
and a blend of the two (global-local) as well asgibgic food and decent eating
environments that most tourists desire.

In terms oftechniques of food preparatipprecooking technology was commonly used in
preparing most popular foods. However, with thengng general health consciousness of
consumers, the demand for and the sale of foodsaped by healthier cooking techniques
such as stir-frying, grilling, baking, and steamimgas found to be increasing. The use of

51
Fast food in Ghana’s restaurants



Chapter 2

various kinds of cooking techniques has been madsilple by the level of cooking skills
the actors acquire from their training as well asious technologies and equipment that
have been developed for easy food preparation aoftiry. In relation tothe distinct
flavour principles which entail types and quantities of seasonimgsaaditives used in fast
food, findings showed thathitor (black pepper saucejreshly ground pepper, and hot
spices such as ginger are the main sources ofutamomost fast foods. This has been
influenced by the Ghanaians’ likeness for peppertaot spices, which are believed to cool
the body and clean it of impurities.

In relation tothe codes of etiquettavhich prescribes among others the social circantss
under which food is eaten, the findings indicatea tmost respondents often obtained fast
food from restaurants where they either ate imok the food away. On the one hand, the
findings have shown how typical Ghanaian codestigfuette have been integrated into
fast-food restaurants. For example, eating in fiastt restaurants was found to be mainly
conditioned in the AMA by the desire to sit, relamteract and socialise with different
categories of people including families, friendedausiness partners. These findings,
which were clearly influenced by theommensalityattitude of typical Ghanaians,
contradicted the original concept of fast food Wh#&med at providing in good time, food
for people on the move- the main reason why theepts of self-service and drive-through
were introduced. Most respondents ate fast fodanahtime, suppertime, or between lunch
and supper and at these mealtimes, ‘real foodsimlly eaten in conformance to the typical
Ghanaians culture of eating — starches and eatingsgstews at lunch and supper and, in
some cases, breakfast to provide adequate saitisfantd energy. This explains why the
most common fast foods found in the restaurantevreral foods’ or meals rather than
snacks. On the other hand, the findings have dswis how codes of etiquette in fast-food
restaurants have restrain the practice of somén@fGhanaian codes of etiquette in the
restaurants. For example, the Ghanaian codes aiiettes require that water should be
passed round the table for each person to waslorhizer hands before food is eaten
however, most restaurateurs often made no proddimmhand washing so consumers were
compelled to use cutlery. As a result, some conssit@e denied the unique and desirable
taste they claim to derive when eating with fingers

The findings have revealed six additional cuisiharacteristics namely, (i¢chniques of
serving food (2) techniques of packaging3) environmental appropriatenessf the
packaging material, (4Jeographical or cultural origin of the fopd5) thefood chainby
which food or ingredients moves from farm to fodgd (6) themarketing systemAn
understanding of these six additional charactegss needed in order to evaluate fast food
fairly in different social and cultural contextsorFurban food provisiontechniques of
serving food, techniques of packaging, environmeafgpropriatenessof packaging
materials, ananarketing system are importawhile geographical or cultural origirof the
food is relevant for tourism development. Concegnirealth improvementgechniques of
packagingis very critical as the use of wrong packaging makenay compromise the
safety of the food whilenvironmentally harmful packagesay pose both environmental
and health risks for consumers and the societyvasode.

The findings imply that when fast food is analysddng these six plus the original four
cuisine characteristics one is better placed tontiffe similarities, differences and
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hybridisations in terms of the fast-food phenomersomd what it means to people in
different sociocultural contexts and generations.

This chapter contributes to the scientific debatefast food in which fast food and fast-
food restaurants have been examined as materiattsbjFirst of all, the research makes a
contribution by examining the social practices @hsuming material culture such as
buying and eating-out in a non-material culturajecb such as the restaurants - an area
which has been overlooked in material culture stsido date (De Solier, 2013). Whereas
fast food has previously been evaluated basedatic sharacteristics (e.g. poor nutritional
properties) this study has shown that the chaiiatiter of fast food are dynamic in space
and time and therefore its relevance in differemiccultural contexts can also differ. The
findings on the various characteristics of fastdfamalls for the need to re-examine the
previous definitions of fast food as well as itsadcteristics and the criticisms levelled
against it. The findings have also shown that fasd is a broad term that constitutes
various types of food, each with its uniqgue matepi@perties. Therefore, a proposal is
made for future studies and analysts to examinéntfigidual fast-food items separately to
identify the relevance or otherwise of each itetmeathan lumping them all together as
one whole.

Secondly, by using the cuisine concept (Farb & Aages, 1980; Rozin, 1982), which has
four cuisine characteristics, as an analytical frenork and applying inductive approach of
data collection and analysis, it was possible sess the characteristics of fast food and
fast-food restaurants in the AMA and to show hoesthcharacterises have been influenced
by the typical Ghanaian food culture. At the sanmmet six additional cuisine
characteristics emerged from the study. In spitiésafisefulness in analysing a cuisine such
as fast food and thereby understanding its prinaaiy invented functions, the application
of the cuisine concept in the field of food studless been limited. Therefore, future
research should incorporate these six additionsir®iicharacteristics into the cuisine
concept when studying food as a material cultutgéat to identify not only the cultural
attributes of food but also the social, economie] bBehavioural attributes.

The findings have shown how government’'s policyreducing the incidences of non-
communicable dietary-related diseases such as td@lend obesity has resulted in
increased awareness of benefits of healthy eathsga result, consumers now demand
healthier foods such as grilled foods in preferetaicéied foods, or fish in preference to
meat (as in the case bankuand grilled tilapia). The government’s Regenermtiealth
and Nutrition (RHN) programme can take advantageooSumers’ preference for healthier
foods to ensure that these foods are availablastféod restaurants, which have been
shown in this study to be relevant for urban foadvision. Government's policy of
developing the tourism sector has also led to thbdishment of various training
institutions that provide relevant human resouarettie tourism sector including fast-food
restaurants. The presence of a combination of FGRA&Nd typical Ghanaian foods in
most of the fast-food restaurants could be theltresfuinterventions by the National
Commission on Culture and the Ghana Tourism Autjpowhich encourage restaurateurs
to portray features of Ghanaian culture in thestaarants. Essentially, the government of
Ghana supports the integration of foreign and ti@ukl cultures therefore fast-food
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restaurants as tourism enterprises can be usech amportant avenue for showcasing
Ghanaian food culture.
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Chapter Three

Therole of convenience as a social objective for fast-food
consumption in the Accra Metropolitan Area of Ghana™

1 This Chapter has been submitted for publicatio®amri, R., et al. (2014c).



Chapter 3

3.1 Introduction

People derive social objectives from, create personeanings to, and send specific
messages to others as they use material objectgy(@0& Isherwood 1996). In the case of
fast food, which is being considered here as a nahteulture object, some authors (e.qg.
Satia et al., 2004; Bowman et al., 2004; Block let 2004; Steyn et al., 2011) have
associated its consumption with social objectiveshsas convenience. Convenience
encompasses people’s desire to save time and ewbilyengaging in the social practices
of consumption. These social practices of conswmgticlude planning, shopping, storage,
preparation, and consumption of products as wetll@sning up and disposal of leftovers
and wastes (Yale & Venkatesh, 1986; Berry et @102 Darian & Cohen, 1995; Gofton,

1995; Scholderer & Grunert 2005). It also entalls transfer of significant amount of

preparation time, culinary skills or energy inpdtem the home kitchen to the food

processor or distributor (Candel, 2001; Costa.e2801; Bender & Bender, 1995).

The demand for convenience is fundamentally beinged by socioeconomic and
sociocultural factors, such as increased numbemofien in the workforce, longer working
hours, changes in household compositions, incre@®edconstraint consumers with higher
disposable incomes, declining cooking skills, amdakdown of traditional mealtimes
(Gofton, 1995; Olsen et al., 2007; Buckley et &007). Earlier researchers such as
Scholderer and Grunert (2005) and Olsen et al. {ppfbposed that convenience should be
examined in relation to thperceived product convenien¢ehich is a product attribute)
and theconvenience orientatiofwhich is a psychosocial attribute of an indiviualso,
both perceived product convenience and convenieneatation have been found to be
influenced by demographic and lifestyle variablesaell as cooking skills (Gofton, 1995;
Furst et al., 1996; Candel, 2001). However, lititgentific studies have given attention to
this issue in relation to fast-food consumptionefgifore, in this study, | examine how (i)
perceived product conveniend@) convenience orientatioi.e. consumers’ inclination to
save time, mental effort, and physical effort)) @emographic variable§.e. age, gender,
marital status, education level, employment statggking status and income level), and
(iv) cooking skills influence fast-food consumptiam the AMA. Furthermore, | did not
examine convenience orientation as one whole Varialt rather in relation toonsumers’
inclination to savega) time, (b) mental efforiand (c) physical efforin the social practices
of food consumption to be able to assess theitivelanportance.

Studies conducted in Ghana by Omari et al. (20a&p(Chapter two of this thesis) and
Asiedu et al. (1998) have shown that although flastl may be beneficial for urban food

provision, health improvement (i.e. source of egeqyotein, and some micronutrients),
and tourism development it can also contribute ¢alth problems such as obesity and
cardiovascular diseases as well as environmentéisan problems. Therefore, fast-food
restaurateurs and fast-food consumers are key sadtor addressing the health and
sanitation problems on which the Regenerative Heatd Nutrition (RHN) Programme of

the Ministry of Health in Ghana focuses. To detaemivhether and in which ways the
effectiveness of the RHN programme can be enhatcegduce health and sanitation
problems associated with fast-food consumptions itmportant to understand the main
determinants of its consumption. Therefore, thigptér focuses on explaining the ways in
which convenience influences fast-food consumptiothe AMA. By understanding the
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relationship between convenience and fast-food wops$ion, it may become possible to
formulate more effective strategies for influenciognsumer behaviours and implement
more effective RHN Programme — this will be disagsst the concluding part of this
chapter. First of all, | will discuss the conceptitamework, from which my analysis of the
role of convenience starts, then the methodologipgroach and findings followed by a
discussion of the findings.

3.2 Conceptual framework

Convenience has often been assessed in terms pétbeived product convenienaehich
refers to how consumers evaluate convenience uatish associated with planning,
purchasing, preparing, serving, and eating a paaticoroduct (Darian & Cohen, 1995;
Steptoe et al., 1995; Lockie et al., 2002; Rort&iDlsen, 2009). Researchers such as
Steptoe et al. (1995), Lockie et al. (2002), andséDet al. (2009) have all found an
association between the perceived product conveaiand food choices and consumption.
Perceived product convenience has also been fauimddract with contexts and therefore
may be influenced by social, economic or demogapfariables and factors such as
cooking skills and experience (Gofton, 1995; Fetsil., 1996).

Another dominant theoretical approach used to éxpthe increasing importance of
convenience igonvenience orientatio(Scholderer & Grunert 2005), which refers to ‘the
degree to which a consumer is inclined to save,timental effort, and physical effort with

regard to the social practices of consumption (€ar&#001). Thus, convenience orientation
may be examined in terms of three components nar(iglgonsumers’ inclination to save

time, (ii) consumers’ inclination to save mentafloeff and (iii) consumers’ inclination to

save physical effort. Convenience orientation Isoarelated to food choice and
consumption and is in fact, regarded as a mediattween determinants such as
demographic characteristics and convenience-reldtedaviours such as purchasing
convenience products and using convenient shopgmagfast-food outlets (Scholderer &
Grunert 2005).

Researchers have found that perceived product o@mnee and convenience orientation
arepositively relatecand have therefore proposed that both should bdic@d in order to
have a comprehensive measure of convenience (Szbkol& Grunert, 2005; Olsen et al.,
2007). For example, the effect of convenience taigon on fish consumption was
completely mediated by the perceived conveniencdistf (Olsen et al., 2007). Other
studies showed that convenience orientation mainthéenced by individual differences
such as demographic and lifestyle variables andkingoexperience (Candel, 2001). For
example, lack of confidence in cooking skills cae an important barrier for food
preparation and hence lead to frequent fast-foodwmption (Caraher et al., 1999; Larson
et al., 2006; Van der Horst et al., 2011).

In summary,conveniences a measure of how a consumer evaluates the ommee
attributes of a product (i.e. perceived productvemience) and the degree to which a
consumer is inclined to save time and mental angsipal efforts while engaging in the
social practices of consumption (i.e. conveniengentation). Furthermore, both perceived
product convenience and convenience orientationbeaimfluenced by demographic and
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life style variables as well as cooking skills, aidthese factors can influence food choice
and consumption.

Although convenience is an important factor asdediavith fast-food consumption limited
scientific studies have examined convenience irmgserof the perceived product
convenience and convenience orientation. Dave.gR@09) examined the importance of
attitude on fast-food consumption and considerextofa such as ‘perceived product
convenience’ and aspects related to cooking blga&br further research to elucidate the
potential associations of fast-food intake with soof the important psychosocial and
attitudinal aspects of an individual. Van der Hatsal. (2011) also assessed the association
of convenience with fast-food consumption by coesith factors such as perception of
meal preparation effort, time scarcity and cooks#kgjls. None of these two studies has
examined convenience comprehensively. Several egudave also found a relationship
between demographic variables and fast-food consamp For examples, several
researchers in developed countries (e.g. Ebbetial),2002; Satia et al., 2004; Bowman et
al., 2004; Dave et al., 2009; Kumanyika & Grierpg0Paeratakul et al., 2003) have found
that youth, males, employed, and singles have greadds of eating fast food more
frequently than their counterparts. Steyn et 8011 and Van der Horst et al. (2011) who
conducted their studies in South Africa and Switaet respectively have found a positive
relationship between income level and frequency-ffasd consumption. Fryar and Ervin
(2013) who assessed the relationship between indews and fast-food consumption
among USA adults found an overall no differencencome status and the amount of
calories from fast food consumed. However, in thengest age group, 20-39 years, the
amount of fast-food calories significantly decrehseith increasing income level. The
findings on the relationships between income lesed fast-food consumption are
inconsistent and therefore need to be exploretiduih a developing country like Ghana.

In view of these gaps in various studies and refgrto the conceptual background this
study seeks to explain how (i) perceived converden€ fast food, (ii) convenience
orientation, (iii) cooking skills, and (iv) demogntaic variables (i.e. age, gender, marital
status, education level, employment status, workiagus and income level) influence fast-
food consumption among consumers in the Accra Npelitan Area in Ghana and to assess
the relative importance of these factors in fasidfconsumption. Furthermore, unlike other
studies (e.g. Olsen et al., 2007) that examine €oiewice orientation as one whole variable,
in this study, convenience orientation is examiimectlation to saving time, mental effort,
and physical effort in one or more social practicEsonsumption to be able to determine
the relative importance of time, mental effort, gidssical efforts in relation to fast-food
consumption.
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From the conceptual background, the following higgsts have been proposed:
Hypothesis 1
There is a positive relationship between perceiprstiuct convenience
and frequency of fast-food consumption
Hypothesis 2
There is a positive relationship between convemeadentation and
frequency of fast-food consumption — this hypotbésifurther developed
into three additional specific assumptions, namely:
a. There is a positive relationship between consumiadination to save
time and frequency of fast-food consumption
b. There is a positive relationship between consumeanrdination to save
mental effort and frequency of fast-food consumptio
c. There is a positive relationship between consumiadination to save
physical effort and frequency of fast-food consupmpt
Hypothesis 3
There is a negative relationship between cookinly @kd frequency of
fast-food consumption
Hypothesis4
There is a specific relationship between some fipedemographic
variables (i.e. age, gender, marital status, etutdevel, employment
status, working status and income level) and peeceiproduct
convenience, convenience orientation, and frequenty fast-food
consumption

3.3 Methods

3.3.1Study participants and procedure

A cross-sectional consumer survey was conducte2Disystematically sampled fast-food
restaurants in the Accra Metropolitan Area usirgggtame study participants and procedure
as described in Chapter two (section 2.5) of thésits.

3.3.2Iltem generation and measures

Perceived product convenience was measured byitiées. Three of the items were

adapted from the perceived product convenience {&ieptoe et al., 1995; Lockie et al.,
2002; Dave et al., 2009). Two items were adde@fieat convenience at different stages of
the meal process. These items were: ‘| eat fast bmrause it requires little effort to clear-
up after eating’ and ‘I eat fast food because #adsy to eat’. All the items were each rated
on a five-point Likert scale.

The items measuring convenience orientation weravetk from convenience orientation
scale (Candel, 2001) and the scale for percepfioneal preparation effort (Van der Horst
et al., 2011). In total, convenience orientationswaeasured by 14 items (four for the
inclination to save time; and five each for thelimation to save mental and physical
efforts). Based on earlier theoretical discussiand the type of food under discussion, in
this case fast food, we slightly modified the itefm&mphasise buying, eating and clearing-
up. Thus, convenience orientation covered not tiidymeal preparation stage but also the
other stages of the overall meal process.
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Cooking skill was assessed by one questiboah prepare a lot of meals even without a
recipe (Van der Horst et al., 2011) and it was answdpgdeither ‘yes’ or ‘no’. Finally,
demographic information was self-reported by theigipants. They included age, gender,
education level, marital status, employment statusipation, working status (full time,
part-time) and average monthly income.

Frequency of fast-food consumption was measureahieyitem, How often do you eat fast
food such as French fries, burgers, fried chickigired rice, and pizza from a fast-food
restaurant? and was answered on a five-point frequency scaging from 1 (‘1-5 times
each six months’) to 5 (‘every day or almost eviay’).

3.3.3Statistical analysis

Out of the 425 questionnaires administered, 41®wetrieved of which 19 were discarded
because not more than 30% of the questions had demmered. Therefore, in total, 400
valid ones with no missing values were used foradabalyses. Data analyses were
performed using Statistical Package for Social i®&&e (SPSS, version 20). Initial data
analysis included descriptive statistics and rditgband factor analysis. Categorical
variables were summarised by frequencies and peges, and quantitative variables were
summarised by mean and standard deviation. Freguehdast-food consumption was
dichotomised by distinguishing persons consumirg faod one or more times per week
(frequenters) from those consuming fast food at tntbsee times per month (non-
frequenters: reference group). Fast-food restadraguienters are persons who eat from a
fast-food restaurant one or more times a week dSstal., 2004). Spearman’s correlation
coefficients were calculated to determine the wmstdd associations of different
demographic variables with convenience factorsfeagliency of fast-food intake. Logistic
regression analysis was used to determine thevarifite relationships of fast-food intake
with convenience orientation (inclination to savumd, mental and physical efforts),
perceived product convenience, cooking skills amahagraphic variables. Nagelkerke's R
was used to evaluate the proportion of variancéaéxgd by the model. Odds ratios (OR),
P values and confidence intervals were reporte@dch level of the variables.
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Table 3.1 Factor analysis of perceived product conveniencecanvenience orientation
measure in relation to fast-food consumption in dXpondents

R
. g £ o ®
Construct and indicators = @© = o
5 0 c S
s 5 2 £
5 &8 & 2
g 5 w8
L&
Factor 1: Perceived convenience of fast food .86 1.60 7.39
| eat fast food because it is easy to get .58
| eat fast food because it is quick to get .54
| eat fast food because it requires little effortt .90
clear-up after eating
| eat fast food because it is easy to eat 91
Factor 2: Consumers’ inclination to save time .87 201 9.89
1 The less time | need to buy, prepare and eata .59
meal the better
2 | prefer foods that are quick to get 91
3 | prefer foods that can be prepared or eaten .88
quickly
4 | prefer foods that are readily available .67
Factor 3: Consumers’ inclination to save mental 94 641 33.77
effort
1 |don't want to think about what to buy, cook or .85
eat for a long time
2 Cooking means mental effort, which | try to avoid82
if possible
3  After a busy day, | don't like to worry mentally .81
about cooking or what to eat
4  The less | have to think about preparing a meal, .80
the better
Factor 4: Consumers’ inclination to save physicdfert 91 3.69 18.16
1 The less physical energy | need to prepare a meall
the better
2  After a busy day, | find it physically very .69

exhausting to prepare a meal

3 Cooking and clearing up means physical effort .94
that | try to avoid if possible

4 | try to minimise the physical effort required in .75
meals preparation

5 I'm often physically tired hence | don't feel like .87
preparing a meal

Only significant item loadings are shown here; getonsidered on a factor at loading
score >0.35
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3.3.4Psychometric properties of convenience scale

As shown in Table 3.1, factor analysis on the coiemce scale yielded four distinct factors
(i.e. Eigen value>1). Perceived convenience of fiaatl originally had five items however
reliability analysis yielded Cronbach’s alpha ca@ént of internal consistency of 0.34,
which fell below the acceptable Cronbach’sf 0.7-0.8. Consequently, one itelingat fast
food because it is inexpensivéias deleted because its Cronbach’'s alpha relbili
coefficient for internal consistency was 0.86 ampared to the overall Cronbach’s alpha
coefficient of internal consistency of 0.34.

After factor analysis, all the four items on thewnperceived convenience of fast-food
scale, namely, (1) | eat fast food because it &y ¢a get, (2) | eat fast food because it is
quick to get, (3) | eat fast food because it regpiiittle effort to clear-up after eating, (4) |
eat fast food because it is easy to eat signifigaloladed high on factor 1 yielding
Cronbach’s alpha coefficient of internal consistené 0.86 and mean=3.23+£1.16. This
means that each of the four items is highly coteelanith this factor and is therefore a
valid measure of the construct (factor).

Consumers’ inclination to save time comprising afirfitems, namely, (1) the less time |
need to buy, prepare and eat a meal the bettel pf@fer foods that are quick to get, (3) |
prefer foods that can be prepared or eaten quiekly, (4) | prefer foods that are readily
available, demonstrated Cronbach’s alpha coefficidrinternal consistency of 0.87 and
mean=3.26+1.13. This means that all the four itdazgled well on factor 2 and are
therefore a reliable measure of this construct.

Consumers’ inclination to save mental effort, arajly comprising of five items had four
final items, namely, (1) | don’t want to think aliouhat to buy, cook or eat for a long time,
(2) cooking means mental effort, which | try to &ldif possible, (3) after a busy day, |
don't like to worry mentally about cooking or whateat, (4) the less | have to think about
preparing a meal, the better. These items togetl@monstrated Cronbach’s alpha
coefficient of internal consistency of 0.93 with ane3.70+£1.18. The fifth item on the
consumers’ inclination to save mental effort sules¢ize.| try to minimise the mental effort
required in meals preparatiQrwas discarded because it loaded on two factasféictors

3 and 4).

Consumers’ inclination to save physical effort, qoising of five items, namely, (1) the
less physical energy | need to prepare a mealp#teer, (2) after a busy day, | find it
physically very exhausting to prepare a meal, 8king and clearing up means physical
effort that | try to avoid if possible, (4) | try tminimise the physical effort required in
meals preparation, (5)

I'm often physically tired hence | don't feel lik@eparing a meal, demonstrated an internal
consistency reliability of The Cronbach’s alphaffiognt of internal consistency of 0.91
with mean=3.84+0.96. This implies that all the fitems highly correlated with this factor
and specific attribute for the construct. The mefamstems on each of the factors were
calculated and each factor was treated as a sepaale for further analyses.
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3.4 Resaults

3.3.1Sample description

As shown Table 3.2, the mean age of the respondeads?5.9 + 7.63 years, majority of
respondents was youthttll(88.5%), male respondents constituted 61% of tmapte,
84.5% were single, 60.0% had tertiary level dedeeg., university, polytechnic), 49.0%
were employed, and 41.3% were students mostly ritiatg education. More than half
(65.8%) of the respondents reported eating fastl fivtom a fast-food restaurant at least
once a week and were thus classified as fast-festhurant frequenters [based on Satia et
al.’s (2004) classification]. The non-frequentei@nstituted 34.2% of the respondents.
Clearly, the characteristics of respondents in #iigdy are a reflection of the type of
persons who largely visit fast-food restaurantghi@ Accra Metropolis. Details of these
characteristics are presented in Table 3.2. shothiaigfast-food restaurants frequenters are
mostly between 15-35 years, 61 % male, 84,5 % ajrti§l% with tertiary educational level,
49% employed and 41,3 % student having some moritfdgme and having certain
cooking skills at their disposal.

2 The National Youth Policy of Ghana defines thetiaas persons in the 15-35 years age range.
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Table 3.2 Characteristics of survey respondents (N = 400)

Characteristics of study population No. of % of
respondents respondents
Age 15-35 years 354 88.5
>35 years 46 115
Gender Male 244 61.0
Female 156 39.0
Marital status Married 62 15.5
Single 338 84.5
Education level Tertiary 239 60.0
Senior High School 146 36.5
Basic 12 3.0
None 2 5
Occupation Employed 196 49.0
Student 165 41.3
Unemployed 39 9.7
Work status Full time 220 61.0
(employed & students) Part-time 141 39.0
(N=361)
Monthly income <100 GHS 19 4.8
100 — 500 GHS 115 28.7
501 - 1,000 GHS 56 14.0
1001 - 1,500 GHS 22 5.5
1,501 - 2,000 GHS 12 3.0
>2,000 GHS 12 3.0
None 164 41.0
Cooking skill Yes 275 68.8
No 125 31.2
Gender cooking skill  Males with cooking skill 148 (n=244) 60.7
Female with cooking 129 (n=156) 82.7
skill
Frequency of fast- Daily 66 16.5
food intake 2-4 times a week 153 38.3
Once a week 44 11.0
1-3 times a month 73 18.2
1-5 times each six 64 16.0

months
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3.3.2Correlates of fast-food consumption

Table 3.3 shows the unadjusted associations ofdtfferent variables with fast-food

consumption. Perceived convenience of fast food0.654, p=0.000), consumers’
inclination to save time (r=0.562, p=0.000), havingome (r=0.141, p=0.005) and cooking
skill (r=0.14, p=0.00) were found to be significgrassociated with fast-food consumption,
while the association with the rest of the variabl@re not statistically significant.

Consumers’ inclination to save time had significpositive correlations with consumers’

inclination to save mental effort (r=0.171, p=0.p0tonsumers’ inclination to save

physical effort (r=0.108, p=0.031), perceived prctdgonvenience (r=0.464, p=0.00),

employment status (r=0.147, p=0.003) and workimagust (r=0.105, p=0.035). Consumers’
inclination to save mental effort had significambsive association with consumers’

inclination to save physical effort (r=0.423, p=@0) and perceived product convenience
(r=0.100, p=0.046).

Negative but non-significant correlations were fduretween frequency of fast-food intake
and age, gender and working status while positisso@ations were found between
frequency of fast-food consumption and maritalustand employment status.

Table 3.3 Spearman rank correlations of demographics charstits, perceived product
convenience, consumers’ inclination to save tine: effort, and frequency of
fast-food consumption.

1 2 3 4 5 6 7 8 9 10 1 12 13
Age 1.00
Gender -20 1.00
Marital Status ~ -.47 .0z 1.00
Educational -.32% .04 .0z 1.00
level
Employment  -.64"  .1€" 357 A7 1.00
Status
Work status .03 14" .0t .07 -.03 1.00
Income -40% 14% A7 .20% 64%  -02 1.00
Cooking skill  -.01 24% 0z .02 .07 -01  -.01 1.00
TIME -.06 .03 .07 -.02 15 AT 07 .08 1.00
MENTAL -.03 1% .05 -.05 .06 -.08 .07 -05 17 1.0cC
PHYSICAL -.03 .0¢ .04 -.04 -.01 -09 .02 -06  .11* 427 1.0C
Perceived Con  .10* .07 .0z .04 .03 -03 .13* .08 .46 .10* .04 1.00
Freq -.01 .02 .08 .01 .09 -.03 .14  01* .56 .10 .0€ .65 1.00

* Correlation significant at the 0.05 level (2-t&ad) ** Correlation significant at the 0.01 levekailed)
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Table 3.4 Logistic regression: predictors of fast-food intgkeference = non-frequenters:
fast-food intake 3 or less times per month) (n 8)40

Variable Category Odds ratio 95% ClI P
value
Age Older respondents Ref
Youth 1.284 .405 — 4.066 671
Gender Female Ref
Male 1.296 .669 — 2.513 442
Marital Status Single Ref
Married .632 .240 — 1.659 .351
Education Level - .929 .561 - 1.539 776
Employment Status Unemployed Ref
Students 2.030 .548 -7.528 .289
Employed 1.498 .394 - 5.706 .553
Working status Part-time Ref
Full time .653 247 -1.724 .390
Average monthly income - 1.027 743 -1.421 .870
Cooking skill No Ref
Yes 1.024 520 -2.019 .945
Mental effort - .934 .668 — 1.268 .662
Physical effort - .989 .708 — 1.382 .949
Time - 2.541 1.859-3.473 .000
Perceived convenience - 4.477 3.223-6.217 .000

Boldface values indicate that odds ratio is sigaifit at the 0.05 level.
ClI = confidence interval. Ref = reference group

1.3.3. Multivariate correlates of fast-food consumption

The logistic regression model for frequency of fastd consumption (Table 3.4) yielded
Nagelkerke’s B=0.614 implying that 61.40% of the variance wasl@ixed.

In the logistic model, perceived convenience oft ffmod (OR=4.477, $0.00) and
consumers’ inclination to save tim@®R=2.541, p=0.000) were found to be significant
predictors of frequent fast-food intake, when atdjdsfor other variables in the model.
Thus, for every one unit increase in the consumagdination to save time and perceived
convenience of fast food (as measured on a 5-phdkett scale), the likelihood of eating
fast food frequently increased by 2.541 and 4.4még respectively, after controlling for
the other factors in the model.

Income and cooking skill were positively associated with fast-food consuamptn the

correlations but they were not significant in thgistic model.
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3.5 Discussion

3.5.1Predictors of frequent fast-food consumption

The first most interesting finding of the presentdy was the significandassociation of
perceived convenience of fast food with frequerid¢gst-food consumptigmvhich supports
hypothesis 1. The finding suggests that the momswmers perceive fast food to be
convenient (i.e. having convenience attributes) ri@re likely they are to eat it more
frequently. Dave et al. (2009) also reported similadings. Interestingly, in this present
study, one of the three indicators of perceiveddpod convenience used by earlier
researchers, ‘I eat fast food because it is inesipeh) was found not to be significant to the
measurement of the construct. The probable reasom lihat fast food especially those
obtained from restaurants in developing countregetbeen reported to be relatively more
expensive (Olutayo & Akanle, 2009; Goyal & Singl0Z) than in developed countries
where the perceived convenience subscale was gmekldt is very likely that the
respondents in this study ate fast food more fretiyeot because it was cheap — which
indeed was not the case - but due to the othecatwlis of perceived convenience and
probably some added values such as style of foeseptation and hygienic environments.
In this light, the suggestion in some studies (Bagve et al., 2009; Rapport et al., 1992;
French et al., 1997) that price reductions for thgafoods along with price increases for
fast food could be a successful public health etpatmight not be successful in the
Ghanaian context. This is because as discovere€hapter two, most respondents
indicated that fast food was more expensive thaerofoods yet the frequent consumers
were more than the non-frequenters. In this lidot, this strategy to be successful in
Ghana, other indicators of the perceived produntvenience (time and effort aspects) need
to be integrated into the healthier foods. For edamlow priced healthier foods should
also be quick to get, easy to get, and should redjttie effort to clear-up after eating.

Secondly, the findings indicated thminsumers’ inclination to save tina various stages
of the consumption process (a component of conmerierientation) was found to be
significantly associated with frequency of fastdoaconsumption thus supporting
hypothesis 2a. However, hypothesis 2b (consumecéination to save mental effort) and
2c (consumers’ inclination to save physical effargre not supported. Some researchers
(e.g. Candel, 2001; Olsen et al., 2007) also foangositive relationship between
convenience orientation and food consumption. H@rethe finding in this present study
showed that it is the time component of convenieadentation that is significant in
influencing fast-food consumption. Theoreticallietfinding illustrates the relevance of
examining convenience orientation in terms ofiitset and efforts components rather than
treating it as one whole variable. By this, it Heeen possible to determine the relative
significance of each of the components of convergeorientation, and in this case, the
time component (i.e. inclination to save time) vilas most significant in predicting fast-
food consumption.

Other studies (e.g. Devine et al., 2009) also skavat parents who have demanding work
conditions or limited time use specific food choamping strategies such as the use of fast
food. Relating this to my finding suggest that aoners who are inclined to save time (i.e.
have preference for food that requires less timgutehase, prepare, or eat) are more likely
to consume fast food more frequently. The implmasi are that: (1) interventions seeking
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to decrease fast-food consumption should focus toategies to increase convenience
attributes (e.g., quick to get, easy to get, edt@ear-up) of healthy foods but with much
emphasis on ways of reducing time spent at varstaiges of the overall meal process. As
an example, vegetables and fruits on sale couldnlemally processed (e.g., sorting,
washing, peeling, chopping or cutting) to reducepgration time and by this people may
be encouraged to cook their own food more oftehF& fast-food producers, while they
integrate convenience attributes into their opereti to attract convenience-oriented
consumers, they must make special efforts to ingprhe healthiness of their food. As
found in Chapter two, for example, cooking meth@ads impact nutritional or health
importance of food. Therefore, fast-food producess enhance the healthiness of their
food by, for example, choosing for certain fooddligg in preference to frying.

Thirdly, the correlations showed a positive relasbip between frequency of fast-food
consumption anithcome levehowever the logistic model could not confirm thmlity of
income level to predict frequency of fast-food aamption. The possible explanation for
the statistically non-significant result in the istgc model could stem from the fact that as
many as 164 (41%) out of 400 respondents (see TaB)eindicated that they earned no
income hence this might have influenced the oveedfiéct of income on fast-food
consumption. According to the Oxford Dictionary,came refers to money received,
especially on a regular basis, for work or throughestments. Hence, the non-income
earners, most of who were students, might not beivimg any income yet by virtue of
their status may be getting money from various a@aisuch as parents, relatives, bursaries,
and stipends. Future studies should therefore beoces to differentiate between income
and availability or possession of money.

Like the results of the correlations in this stuayher studies also found a positive
relationship between income level and frequenci+ftasd consumption, (e.g. Steyn et al.,
2011; Van der Horst et al., 2011). The implicatadrthis finding is that, it emphasises the
point that fast food in Ghana is relatively expgasand therefore it is likely to be

consumed frequently by people with appreciablelleféncome or money. This finding is

important because Ghana is currently experienciagidr urbanisation, economic

development and income improvements therefore tisetige tendency for urban dwellers
to experience nutrition transition (characterisgdhigher intakes of energy-dense foods,
refined sugar and meat products with lower intake$ibre) and the adoption of global

urban eating pattern such as the consumption ofyriié@stern-style foods including fast

food (Popkin, 1994; Regmi & Dyck, 2001). Moreovas economic activities increase
many urban dwellers are increasingly becoming tomestraint and therefore are likely to
resort to fast-food consumption as a coping styatkythis light, interventions are critical

to protect these consumers against adverse etfefast food.

Fourthly, the study could not show thaiuth, males, employed, students and singles had
greater odds of eating fast food more frequeasiyfound in earlier studies (e.g. Ebbeling et
al., 2002; Satia et al., 2004; Bowman et al., 2@Ddve et al., 2009; Kumanyika & Grier,
2006; Paeratakul et al., 2003). The failure of findings in this study to be statistically
significant might be due to differences in studgdtions (in terms of developed and
developing countries), the types of respondentso(might have different socioeconomic
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status and lifestyle in developed and developingntites) or other factors that must be
investigated in future studies.

Finally, this study found a significant positivelatonship between cooking skill and
frequency of fast food consumption but could natfzm this in the regression model. The
correlation results however contradicts earliedifigs (e.g. Van der Horst et al., 2011),
which showed that persons who spent time cookingo Wike to cook, feel confident
cooking and have the skills to cook a meal arellksl/ to consume fast food. Also, young
adults who reported frequent food preparation rejgbless frequent fast-food consumption
(Larson et al., 2006). In this present study, mgjoof the respondents (69%) reported
having good cooking skills (see Table 3.1) themftive positive association of cooking
skill with frequent fast-food consumptionight be due to various reasons that must be
further investigated. In the meantime, this findicmuld imply that having cooking skill
does not necessarily mean that a person will alwag& his/her own food. In addition to
cooking skill, other factors such as time availafde cooking must be considered- a
persons who has adequate cooking skill might be-tionstraint and may not be able to
cook and therefore will resort to eating fast foédéso, the traditional stereotypical gender
roles in Ghana whereby men do not usually cook ccaldter people (single men in
particular) who have good cooking skill from coakiand rather resort to out-of-home
foods including fast food. Some studies have almahstrated that a dislike of cooking
was associated with a higher frequency of fast-fintake (Dave et al., 2009; Crawford et
al., 2007).) Thus, integrating these findings itite findings in this present study will
suggest that to decrease fast-food intake, intéinesnneed to target the reduction of time
spent in the overall meal process as well as maddaging attractive and enjoyable.

Furthermoretime and effort components of convenience oriemtatiere positively related
therefore interventions must also focus on redutigmental and physical efforts in the
meal process. For example, to reduce physical teffpsvernment’s interventions for
households can focus on increasing the availabditg affordability of easy-to-use fuel
sources (e.g. liquefied petroleum gas rather thwrooal or firewood), pipe borne water
and electricity (to supply power to food storageilitiees such as refrigerators). Mental
efforts can also be reduced by providing consumeith information about possible
healthier food options, where they can be obtasedi how they can be prepared quickly-
recipe tips for healthier options could be providPeéople should also be encouraged to
develop menu guides as a way of reducing mentairteffn this way, the amount of
thinking an individual has to do vis a vis whaett, where to eat, what to cook and how to
cook, can be reduced.

3.5.2Relationships among variables and their associatuih

frequency of fast-food consumption
First of all, the findings showed that all the #threomponents of convenience orientation
(i.e., consumers’ inclination to save time, merdald physical efforts) had significant
positive association with one another. This suggéisat consumers who have positive
inclination toward the saving of time are most kéo have a preference for meals that
require less mental and physical efforts duringrtipdanning, purchasing, preparation,
eating and clearing up. This implies that all theeé components of convenience
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orientation are important in the meal process h@ngethe time component as mentioned
earlier was found to be the most significant.

Secondly, _significant positive relationships weoairfd between employment, working
status and the inclination to save time. This iegplihat full-time employees and students,
most of whom are likely to be time-constraint, amest likely to have a preference for
meals that require less time to plan, prepare, has®, eat and clear-up. Therefore, in
designing nutrition intervention programmes, itimportant to target these groups of
persons. Interventions may include strategies doge the time and efforts required to get
healthier meals particularly at work places andstlampuses.

Thirdly, gender was found to relate positively witbnsumers’ inclination to save mental
energy implying that women are more oriented towarglls that require less mental
enerqy to plan, prepare, purchase, eat and clear-up

Fourthly, the finding showed significant positiveelationships between perceived
convenience of fast food and consumers’ inclinatmeave time and mental effort. Similar
results have been reported in earlier studies (Okse al.,, 2007) in relation to fish
consumption. This result is important becauseatghthat a consumer who has preference
for meals that require less time and mental effornostly likely to perceive fast food as
convenient. This finding suggests that the relatigm between perceived product
convenience and fast-food consumption is enhangewfisumers’ inclination to save time
and mental effort. Theoretically, this finding demstrates the interrelationship between
perceived product convenience and convenience tatien and how either of them can
mediate the predictive power of the other.

The fifth interesting finding is the significant gitve associations found between age and
perceived convenience of fast food and betweennmectevel and perceived convenience.
Thus, as a person grows older, his/her percepfidtheoconvenience attributes of fast food
becomes more positive. However, this did not reBulé corresponding increase in the
frequency of fast-food consumption. The high fregueof fast-food consumption among
the youth could be also due to sociocultural facteuch as the crave for newness and
modern taste and the desire for elegance and andeo associate with what is in vogue so
as to boost one’s self-esteem (Olutayo & Akanle®200

3.6 Conclusion

This chapter sought to examine and explain how epni@nce as a social objective plays a
role in the social practices of consuming fast faduch include buying and eating fast
food from a fast-food restaurant. The study waseetqd to identify strategies that may
enhance the effectiveness of the implementatioth®fRegenerative Health and Nutrition
programme of the Ministry of Health in the Accra tktgpolitan Area of Ghana.

This study is unique because it explained simuttaely how perceived product
convenience, convenience orientation, cooking skilhd the demographic and lifestyle
variables influence fast-food consumption. Moreouerlike others, this study examined
convenience orientation in terms of its three congmis namely, consumers’ inclination to
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save time, consumers’ inclination to save mentirefand consumers’ inclination to save
physical effort.

This study has shown some interesting findingsstlyirthe more consumers perceive fast
food as convenient (i.e. having convenience atteiuthe greater the odds of eating it
more frequently. Secondly, all the three componesftsconvenience orientation are
important in influencing fast-food consumption liuts the time component that is most
significant. Thirdly, the predictive power of incenevel and cooking skill on frequency of
fast-food consumption could not be confirmed bué tfindings showed a positive
association between them. The shortcoming of thépter of not being able to predict the
exact influence of the income level on the freqyeat fast-food consumption calls for
further investigations among different groups afp@ndents but taking in consideration —
as this study has shown — that one needs to ditfate between having no income but still
have access to or possession of money. Fourthljkeuprevious studies, the present
findings could not confirm that youth, males, enyeld, students and singles had greater
odds of eating fast food more frequently. Thuss tlalls for further confirmatory
investigations in the context of Ghana. Fifthlythalgh the logistic model could not
confirm the finding that consumers who had adequatgking skill have greater odds of
eating fast food more frequently it contradictsliearstudies and my hypothesis. The
statistical insignificance of this finding suggedtse need for further investigations.
Meanwhile, the findings could imply that having &o@ skills does not necessarily mean
that a person will always cook his/her own foodéwese there could be other intervening
factors that future studies must investigate. Titervening factors may include lack of
time for cooking, stereotypical gender roles, #islfor cooking, and meals requiring too
much physical and mental effort.

Another significant finding is that perceived conience of fast food and consumers’
inclination to save time and mental effort had pesiassociations. Theoretically, this

finding demonstrates the interrelationship betwgenceived product convenience and
convenience orientation and how either of them wedliate the predictive power of the

other on frequency of fast-food consumption. Irs thliudy, consumers’ inclination to save
time and mental effort enhanced the predictive pafigerceived product convenience on
fast-food consumption. Furthermore, findings showeat as a person grows older, his/her
perception of the convenience attributes of fastifboecomes more positive. However, this
did not result in a corresponding increase in tlegudency of fast-food consumption

implying that there could be other contexts anddiacthat influence fast-food choice as
people advance in age. Thus, future studies cainefiuinvestigate this.

The findings also indicated a high frequency ot-fasd consumption among the youth,
which some studies have attributed to sociocultiaetiors such as crave for newness and
modern taste and the desire for elegance and ptiol@ever, the effect of such factors on
fast-food consumption in developing countries antia@ in particular is largely
understudied. Therefore, in chapter four of thissth, | examined the extent to which
sociocultural considerations such as identity ameartant in fast-food consumption.

This study contributes to the understanding of whgl food from the material culture
perspective. Some earlier researchers (e.g. Dougjldsherwood, 1996) propose that
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people choose material objects based on sociaettigs and that by understanding these
social objectives we can better understand peojdie'as and practices of, for example,

eating (Gronow, 2004). Therefore, by examining emience as a social objective of eating
fast food, this study aims to contribute to thistenial culture approach. This study also

contributes to the convenience literature in tieddfiof marketing and behavioural sciences
in the sense that whereas previous studies exanoinigdone component of convenience

(either, perceived product convenience or convemeorientation) this thesis examined

both components simultaneously in order to comprsively measure convenience.

Furthermore, this study is unique because conveaienientation is examined in relation

to saving time and mental and physical effortsrie or more of the stages of the overall
meal process. Thus, it has become possible tordieterthe relative importance of time and

mental and physical efforts in relation to fastdamnsumption.

The policy implications of this chapter are that tesearch has clarified that most people in
Ghana eat fast food because of their inclinatiosatee time, mental and physical efforts as
well as the inherent convenience attributes of fastl. Studies have shown that it is
possible for restaurants to offer healthier (Rageiy 2004; Schlosser, 2001; Schroder &
McEachern, 2005) and environmentally friendly (8ut2006) options. This may be
facilitated by the Regenerative Health and Nutniti®HN) programme and/or by other
similar programmes that are being implemented irar@h which aims at reducing the
incidences of non-communicable diet-related diseabg promoting healthy eating
behaviours. These programs may encourage fastrfestdurants to provide healthier fast
foods that are also packaged in environmentalgnfily packages made from material such
as paper. They may also influence the choice okiogomethods and thereby influence the
nutritional and health impacts of the fast food.pBeding on the food type, fast-food
producers can enhance the healthiness of their igpdor example, choosing healthier
cooking methods such as grilling and baking ingnefice to deep-frying method.

Apart from the possibility of supporting a more lew and environmental friendly
trajectory for fast-food consumption the RHN pragrae may also encourage the
integration of convenience attributes (e.g. qukét, easy to get, easy to prepare, eat and
clear-up) into all the various social practicescohsumption (e.g. purchasing, preparation,
cooking eating, clearing-up) for consumers who wouike to reduce fast-food
consumption and prefer other food. As an examphe, RHN could advocate that
vegetables and fruits on sale should be minimalbcessed (e.g. sorted, washed, peeled,
chopped, or cut) to reduce preparation time anthisypeople may be encouraged to cook
their own food more often and visit the restaudass often. Concerning those consumers
who would like to adopt an exit strategy from thstifood restaurants the RHN program
can also try to implement the reduction of physef#brt as required by many consumers
by working with such households to, for exampleréase the availability and affordability
of easy-to-use fuel sources (e.g. liquefied petrolgas rather than charcoal or firewood),
pipe borne water and electricity (to supply power food storage facilities such as
refrigerators). Mental effort can also be reducgdtoviding consumers with information
about possible healthier food options, where thay lbe obtained, and how they can be
prepared quickly- recipe tips for healthier optimesild be provided. People should also be
encouraged to develop menu guides as a way of ireglumental effort. This way, the
amount of thinking an individual has to do vis a vihat to eat, where to eat, what to cook
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and how to cook can be reduced. The high frequendgst-food consumption among the
youth, people in employment and students necessitatit RHN interventions must target
these groups of people and develop strategies doceethe time, physical and mental
efforts they require to get healthy and environrakfiendly meals at work places and
school campuses.
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Chapter Four

Fast food’s social identity: Content, contestatiomnd influence on
consumption>

3 This chapter has been submitted for publicatio®amri et al. (2014b).
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4.1 Introduction

Identity is a term that is widely used but can mewmy different things to different people.
Identity is sometimes used to refer to a sensatefyration of the self, in which different
aspects come together in a unified whole (Deux1200hus, the self has many different
identities, which reflect the different positiodsat an individual holds or aspires to hold in
a society as well as the different groups to wihietor she belongs and/or aspires to belong
to (Stets, 2006). Two broad categories of idertdyn be identified — (i) personal identity
and (ii) group or social identity. Personal identigpically refers to characteristics of the
self that one believes to be unique for to the. &&tinversely, group or social identity is a
statement about the categorical membership ofdlievlereby the identity is shared with a
group of people who have (or are believed to hamhe characteristics in common
(Sedikides & Brewer, 2001; Simon & Klandermans, 208rewer & Gardner, 1996).
These common characteristics may be based for dgaonpethnicity, gender, or achieved
status (Sedikides & Brewer, 2001; Deaux, 1996).

In this chapter, | examine the interrelationshipwaen social identity and fast-food
consumption whereby the term ‘social identity’ refespecifically to those aspects of a
person that are defined in terms of his or her groemberships (Deaux, 2001). In this
case, a fast-food restaurant-goer may define hiseoself in relation to other people who
are also fast-food restaurant-goers. Henceforttiak@entity, group identity, fast food's
social identity, and fast-food restaurant-goers mél used interchangeably. Sharing a social
identity with others does not necessarily mean thatindividual knows or interacts with
every member of the group. Most importantly, it me#hat the individual believes that he
or she shares numerous features with other menalbéin® group and that to some extent,
practices that are relevant to the group as a whardealso significant for the individual
(Deaux, 2001). As an example, a person who defireself as a member of the fast food’s
social identity is likely to know about the foodsdaservices offered as well as behaviours
commonly practised in the restaurants.

Social identity may be formed and/or expresseduthinoconsumption, for example, when a
family is eating together, sharing food, and/or redaking communion in the church.
Sharing food or the act of eating together has sowagical properties in its ability to turn
self-seeking individuals into a collaborative gro{gelasco, 2008). People often develop
feelings of connectedness with others when theyigieeite in consumption activities
together (Kleiber, 1999) and through participatitre group serves as a reference group for
an individual to form or express his or her idgntitarson, 1994). Basically, through
consumption people can display group identity atshme time as distinguishing the group
from others (Schouten & McAlexander, 1995).

4.1.1Fast-food consumption and social identity

Belasco (2008) observes that food sometimes cansnd represents identity but it is not
everything we eat that has a lot of meaning — sfads simply fill us up. Fast food is a

typical object that delivers both utilitarian arepresentational functions. Yan (2005) notes
that the popularity of fast food in developing ctrigs is partly due to the conversion of
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fast-food restaurants from eating places to s@pakes. Thus, the fast-food phenomenon
has become a new cultural construct, which compriseth food and non-food elements
such as eating manners and patterns of sociahstten. Omari et al. (2013) (also Chapter
two of this thesis) found that although fast fomdGhana has undergone a mixture of
various material and cultural changes leading terseewed Ghanaian fast-food culture,
most informants largely still linked fast food witaspects of American and Asian
(particularly Chinese) culture. Therefore, eatiagtffood means for them that they identify
themselves with what they perceive as ‘new’ anffédent’ — something different from the
‘usual’. Findings in Chapter two and Chapter thoéehis thesis show, for example, that
although most respondents perceived fast food as expensive than other foods, about
66% of the respondents reported that they stillfast food from a fast-food restaurant
frequently (at least once a week). For most o$¢heonsumers, the relatively high cost of
fast food was not perceived as an obstacle foswmption in a fast-food restaurant, which
represents a new dining experience. Olutayo anchlgké2009) found similar results in
Nigeria attributing the fast-food restaurant conption to sociocultural factors such as
crave for newness and modern taste, and the dfesirelegance and pride. In general,
consumption in a fast-food restaurant was assatiafeh what is in vogue and which
boosted self-esteem. Also, other authors (e.g. Ztdmt al., 2010; Yan, 2005) indicate that
consumption in fast-food restaurant in developiogirdries has a lot to do with social
status and material affluence. What is commonlithake studies is that they have all dealt
with aspects of identity but have neither explciixamined identity nor phrased their
projects in terms of identity questions. Therefdarethis chapter, | explicitly examine the
interrelationship between social identity and fastd consumption with the purpose of
achieving conceptual clarity in treating identity @ variable that influences food
consumption.

This study takes inspiration from material cultuapproach whereby consumption of
objects contributes to establish and/or challenge’'soplace in society, facilitates one’s
relationship with other individuals or groups, d@ndicates one’s social affinities (Miller &
Deustch, 2009; Woodward, 2007; Jackson, 2005; O#£®9). Material objects need to be
analysed carefully to understand the various sauidl cultural meanings and perceptions
people have about them (Waugh, 2004). However cmgiot be done in a vacuum because
identity issues are dynamic in space and time agaple everywhere look at the world
through their own cultural lenses (Hall & Neitz,989 Featherstone, 1990). Therefore, it is
important to hear the voice of the objects usergiterstand the various multiple practices,
manipulations, and interpretations of the objeds¢dward, 2007).

Most of the earlier researchers such as Bourdi®84}, Baudrillard (1998) and Fetherstone
(1991) suggested that it is through consumptiocoofimodities that people form or express
their identity. Bourdieu emphasised that consunmpti® a set of social and cultural
practices which act as a way of establishing diffiees between social groups. His work
focused on the role taste plays in the formatiosaufial classes and he argued that taste is
not individual or natural but largely determined blass. He distinguishes between
economic capital (e.g. income, occupation), cultoapital (e.g. tastes, values, beliefs) and
educational capital (e.g. qualifications, backgmwhich are potentials that people have
and that from a combination of these potentialgséesn of classification develops whereby
people learn what is tasteful, or what consumpisosppropriate, good or bad, from within
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their social group. Baudrillard indicates that tmsumption of signs and symbols do not
express an already pre-existing set of meaningstizatdmeanings are generated with the
system of signs and symbols. He indicates thahtti®n of people creating a sense of who
they are through what they consumed has been farped us by the capitalist system.
Featherstone also notes that modern individualsrerge conscious that they speak with
their clothes, homes, furnishings, cars, and otleéivities, which are to be interpreted and
classified as the presence or absence of tastéifgiconsumption is founded on a lack or
desire for something absent hence our purchadestrefir innermost desires.

Combining insights from these researchers, nonavtidm focused on food, this study
sought to examine the interrelationship betweemasadentity and fast-food consumption.
This study assumes that as people consume in-fofadtrestaurant they express who they
are and what they have, or acquire what they laicktat they desire for and by this they
become members of the fast food’s social groupikdnBaudrillard who indicates that
identity formation through commodity consumptionshbeen forced upon us by the
capitalist system, | am of the view that peopleoalsve options when it comes to
consumption decisions. Consumption-related iderdiiso differs from many forms of
social identity such as family, ethnic, an age-gran gender where people do not have
much choice about their membership. | argue tihdiyviduals choose to become members
of the fast food’s social identity for various sacicultural, and behavioural reasons.
Identifying the main determinants behind food canption is essential because it allows
us to better define the most effective tools fofluencing behaviour (European
Commission, 2012). This is particularly essential fast-food consumption because of the
various health effects that have been attributeid. tdMost of the earlier researchers (e.g.
Albala, 2012; Miller & Deutsch, 2009; Belasco, 2D@tho considered food as an object
focused on food as a product-in-itself. In this dgtu the various meanings and
interpretations consumers ascribe to fast-food wmpsion are examined as well as how
these meanings and their interpretations influefast-food consumption pattern. This
study focuses on two material objects (fast food f@st-food restaurants), the people who
consume the fast food, and the buying and eatingroiast-food restaurants — an area that
has often been overlooked in material culture stmdDe Solier, 2013).

To achieve this, | make reference to Abdelal e(2009, 2006) who indicate that the basis
for a person to adopt, join, or express a particidantity depends on the identity content
and the degree of its contestatidie identitycontentdescribes the meaning of a social
identity (i.e. the group’s norms and goals, théwws and beliefs about other identities, and
the group’s understandings of their material caod# and interests) whileontestation
refers to the degree of agreement within a grougr ¢lve content of the shared identity.
Abdelal et al. (2009) have proposed four typesdehtity content, namely1) constitutive
norms which refer to the formal and informal rules tltfine group membership, (2)
social purposeswhich refer to the goals that are shared by meslbé a group, (3)
relational comparisonswhich refer to defining a group by the actor’'senaction and
relationship with others, and (4ognitive modelswhich refer to the worldviews or
understandings of political and material conditicarsd interests that are shaped by a
particular identity.
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Abdelal et al. (2009) propose that among otherghitheir analytical framework could be
used to understand how identity affects the behmvwid the identity holders. They argue
that identity content and contestations can be tsgdedict people’s behaviour. From this
premise, | sought to adattis analytical framework, which is further elab@ain the next
section, to achieve two objectives in this study:to describe the sociocultural meanings
consumers ascribe to fast food’s social identityf haw these meanings are contested, and
to explain how the meanings and their contestatinfisence fast-food consumption (or
maintenance of fast-food social identity) in thecfec Metropolitan Area of Ghana and (2)
to operationalise the analytical framework of Alzdedt al. (2009) and thereby assess its
applicability in food studies referring to the gatbd empirical data. The following research
question has been formulated to guide the study:

What sociocultural meanings do fast-food consurascsibe to fast food, how are
the meanings contested and how do the meaningthairdcontestations influence
fast-food social identity and consumption in theradMetropolitan Area of
Ghana?

This study delivers insights relevant particuladgr the health sector in Ghana.
Specifically, the study will provide input for tiRegenerative Health and Nutrition (RHN)
programme being implemented in Ghana, which aimspraimoting healthy dietary
practices and personal and environmental hygiemedace the incidence of preventable
diseases such as diabetes, and obesity — the saflerps for which fast food has been
criticised. Some studies (e.g. Lupton, 1995; Lahgle 2009; Caraher & Landon, 2006)
have shown that most health promotion programmaistthve targeted fast food have not
been successful because these programmes only t@rgeegative aspects. Therefore, to
contribute to the effectiveness of the RHN and iogimilar programmes in Ghana, this
study has sought to find the sociocultural reasmtsnd fast-food consumption to possibly
identify strategies that will enhance the implemagioh and effectiveness of RHN
programme and tourism development — | will refl@atthe policy impacts of the findings at
the end of this chapter.

4.2 Analytical framework

Abdelal (2009, 2006) acknowledged that most idgmtisearchers have examined identity
mostly implicitly and therefore developed a moigorbus and precisely defined analytical
framework for use in identity research to:

(i) Enable researchers to compare different typeseuttities,

(i) To promote coordination across identity scholarshipile providing a
conceptualisation that is flexible enough to all@searchers to tailor it to
their own particular needs, and

(iii) To understand how identity affects the behaviouhefidentity holders

Consequently, they propose an analytical framewovkhich social identity isviewed asa
social category that varies along two dimensionsrtentandcontestation

The content describes the meaning of a socialitggine. the meanings the members of a
group ascribe to its identity), while contestatimfers to the degree of agreement or
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disagreement within a group over the content ofstered identity. Abdelal (2009, 2006)
further argues that every social identity incluttes types of meanings (or content).

Firstly, there areonstitutive normsr normative content of a social identityhich specify
the practices that define that identity and leatiers to recognise it. These norms can be
unwritten rules or codified rules so long as th@pear to fix the meanings and set
collective expectations and individual obligatidos members of the group. Constitutive
norms also help to define the boundaries and dispiractices of a group.

Secondly, there are theocial purposer purposive contenthat helps to define the
group’s interests, goals, or preferences. The kpcigoses of a group create obligations
to engage in practices that make it more likelyt tha group will achieve a set of goals.
The purposive content is analytically similar te thotion that what groups want depends
on who they think they are.

Thirdly, there areaelational comparisons or relational contenwhich implies that group
identities are fundamentally social and relaticavadl are defined by the actor’s interaction
with others. Essentially, these relational commarssindicate (1) the extent to which a
group identity excludes the holding of another gradentity, (2) the relative status of a
group identity compared to others and (3) the erist or level of hostility among various
identities. In most cases, action by group memiseapparently conditioned by its relation
to other different group identities.

Fourthly, there is thecognitive modelor cognitive conteniof a social identity, which
allows members of a group to make sense of thealsqmilitical, economic, or material
conditions. The model may consist of ‘ways of rewsg’ that are specific to particular
group identities. This cognitive model allows usexamine both how a group identity
affects the ways people understand the world antsemuently, how their material or
social incentives for particular actions will bdlirenced by their identities. Essentially, it
is the meanings that groups ultimately attach entéelves that make up the content of
their social identity (Abdelal et al., 2009).

Contestatiorof identity content refers to the degree of agreminor disagreement within a
group over the content of a shared identity. Abdetlal. (2009) argue that the meaning or
content of a social identity is not fixed or prestetined but it is the outcome of a process
of contestation within the group. This implies tliadividuals are continuously proposing
and shaping the meanings of the group to which thelgng. The interpretations of the
meaning of a group identity are sometimes widelsrsti or less widely shared among
members of a group. The less widely shared theprattions of a social identity are the
more that identity will be fragmented into confii and potentially inconsistent
understandings of what the group’s purposes otioek should be.

In summary, to understand a group or social idgntihe needs to assess the members’
consensus and disagreement about the constitutivensn social purposes, relational
comparisons, and cognitive models of their soaintity. Although Abdelal's (2009)
framework was developed for studying identity ie ffeld of political science it is possible
to apply its concepts in an interdisciplinary fiatifood studies to examine explicitly the
interrelationship between group identity and fastef consumption in the Accra
Metropolitan Area of Ghana.
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4.3 Methodological approach

The research was conducted by using multi-methodlitgtive research techniques,
including focus group discussions, participant oesion, key informants interviews, in-
depth interviews, and informal interviews. This liative research strategy, emphasising
verbal accounts (Bryman, 2004), was found partityplauseful. These qualitative
techniques allowed the researchers to get clogeetdata and to study social interactions in
their natural settings (Clarke, 2001). Twenty systtcally sampled fast-food restaurants
located in the Accra Metropolitan Area in the GeeaAdccra Region of Ghana have been
used as the study sites.

Observations were made at different times of thg idaluding the nights and different
days of the week so as to identify variations timaty exist across these periods. Public
holidays and festive seasons were particularlyetad to capture the possible associated
elements of fast-food consumption in the study .aRticipant observation was done
covertly such that it did not interfere with thetural setting, which may have implications
for the data gathered. During observations, 35rméd interviews were also conducted to
elicit first-hand information and participants’ pté of view and to better understand
certain issues and behaviours. Also, willing paraats were selected for focus group
discussions. In total, three focus groups (madeofup? persons each) were held with
students in tertiary education (one for males amé dor females) and persons in
employment. These categories of persons were sdléeicause they were largely found in
the restaurants. Interviews were also conductedh whiree purposively selected key
informants (managers of leading fast-food restasramthe AMA) who had the capacity to
give authentic information on the issue being resesd.

The focus group discussions, interviews, and olasiemns were meant to elicit from
participants the various meanings they ascribasbfbod and its consumption. Essentially,
questions were asked to address the content anstations of the fast-food social
identity. The focus group and informal interviewsdaobservational field notes were read
carefully until the researchers became familiathwiie contents. The data were sorted,
analysed and reported using ethnographic summ&ije=cifically, discourse analysis was
used to interpret the meanings of statements mad#drmants (Hodges et al., 2008).

4.4 Findings and discussion

4.4.1Demographic characteristics of fast-food consumers

The findings indicated that the fast-food sociantity or social group identity was found
to be mainly made up of the youth, males, singlad, the educated, who eat or buy food in
the fast-food restaurant at frequencies ranginm firegularly’ to ‘occasionally’. It became
evident that fast-food restaurants were mostiytedsby the youth, males, singles and the
educated. This supports earlier studies that fast-ftonsumption and the use of the fast-
food restaurant in developing countries are phemameommon among middle class
professionals, trendy yuppies and well educatedthgincluding bachelors (Fantasia,
1995; Nielson et al., 2002; Olutayo & Akanle 200@n Zyl et al., 2010; Yan, 2005). The
low presence of older and married consumers sugdlkat as consumers get married or
pass the youthful age (15-35 yrs.), they tend ®the restaurant less often for their food
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consumption. This implies that there may be aldweotcontexts and factors that may
influence fast-food choice as people advance in 8geme of the factors could be marriage
and/or a shift in the importance of life valuesglsas having good health (Van der Horst,
2011).

4.4.2Content and contestations of fast food’s sociahiity

The content of the fast-food social identity waalgsed in relation to theonstitutive rules,
social purpose relational comparison and cognitive modelof the social identity to
understand the meanings fast-food restaurant-gasmsbe to the fast-food consumption
and the ways in which the meanings are contestexh@itiis identity holders.

Constitutive norms of fast-food social identity ahdir contestations
Constitutive norms arebasically the rules and norms that identify the {0 or
‘appropriate’ behaviour for a social identityhd findings showed that the norms of the
fast-food social identity prescribefarmal serving and eating environmewtth limited
self-service and more table services whereby custenoften remained seated while
waiting to be served. This is typically how Ghamaiavant to be served in a restaurasia
sign of respecfor them. To corroborate this, a lady (27 yeairsgle, employed) remarked
during an informal interview that she felt like aeggn whenever she was being served at a
table in the fast-food restaurant. This findingwhdhat in Ghana the norms in fast-food
restaurant departs from the original fast-food ephddhat sought to provide mainly self-
and drive-through services for people on the move.

A more contested issue is the way in which fooddsde be eaten in a fast-food restaurant.
The research has shown that food is mosdten with cutlery instead of the ‘natural fork’
or fingers a practice which some informants contested apdessed worry. Their concern
was that restaurateurs often compel consumers ttoviga cutlery in restaurants also
because they made no provisions for hand washipghiB, the consumers indicated that
they are denied the unique and desirable taste dlegiye when eating with fingers —
according to these consumers, fingers add somei@naste to the food. Another group of
informants thought that eating with cutlery was endecent, safer, and modern and that
they felt more confident and proud every time theg to eat with cutlery. This change in
the code of etiquette has also beewntesteddifferently in various developed and
developing countries. For example, Fantasia (19@@d that most youth in France found
fast-food restaurants appealing, full of fun, anffecent because there were no ‘rules’,
tables were not set, and there were no cutlery r® apuld only eat with the hand.
Conversely, the youth in Northern Thailand werenfbtio often eat fast food with cutlery
and that made eating easier and more decent fan thdike traditional foods that they
often ate with the hands in a messy manner (Seubsmal., 2009). These findings show
that the type of utensils one uses to eat fast fodbe influenced by the type of food in
question as well as by culture and traditional sodleetiquette, and the dispositions of the
consumers.

One implication is that it is important to ensunattwhichever utensils (cutlery or fingers)
one uses to eat that these utensils are cleananfbitable to use. For example, Ohnuki-
Tierney (1997) reported on how McDonald’s was cliaggdraditional table manners and
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food etiquettes in Japan, where there are traditionles regarding table manners. He
indicated that in Japan, it is a taboo to eat Withhand (except in few cases) because it is
considered dirty. However, the fast-food restawasgrve foods such as hamburgers,
French fries, pizza and fried chicken, which arsngér foods’. To avoid violating
traditional Japanese etiquette, restaurants pravatdowels, which customers use to clean
hands and still eat their hamburgers in a papepping in such a way that their hands do
not directly touch the food (Traphagan & Brown, 200@hnuki-Tierney, 1997; 1999).

The findings also indicated that in the fast-foedtaurant, the consumers ate individually
from separate plates and not from a communal beygrescribed by the Ghanaian codes of
etiquette.This practice was also contestachong some informants. Some persons viewed
this practice as promoting individualism ratherrtitwmmensalism, which is embedded in
the Ghanaian culture and fosters unity. An opposiag was that eating from a communal
bowl was unhygienic because there is the possitlitgerms being introduced into the
food and spreading to all those eating the food.

Another interesting finding was that the servicdesin fast-food restaurants is so formal
that there is no room for consumers to make reguestprice reductions, bonus or extra
side dishes. Basically, price and service standarelso high that there is limited flexibility
making the restaurant environment quite uncomféetab was expressed by mainly female
informants.

The findings showed that the group identity is pekd in terms of contestation on

constitutive rules where, for example, a majoniglicated that public display of behaviours
such as showing affection and/or smoking in thetargant were not appropriate

behaviours while a few thought these behavioursilshioe the norm. Those who disagreed
with these norms thought such behaviours couldfere with eating and set a bad example
for children who might be in the restaurants. Régefter this data had been collected),
the Public Health Act that criminalises smokingpublic places was passed implying that
holders of the fast food’s social identity would lomger need to contest this behaviour. It
also shows that lawmakers, regulatory instituticargj other stakeholders may be able to
set and enforce relevant rules and standards tHajuide behaviours and practices in fast-
food restaurants. It is also important for fastdfobusinesses to encourage positive
sociocultural behaviours and discourage negatives an their restaurants. For example,
restaurateurs can put ‘no smoking’ signs at vantagets in the restaurants or demarcate
special smoking areas or ‘lovers corners’ (Yan,5)06 the restaurants for those who may
need them.

Unlike most typical Ghanaian homes, where talkingpiiohibited or kept to the minimal
during eating, in fast-food restaurant it was tleenmto find people eating and talking - a
practice that some informants still frowned upohisTemerging practice also contradicts
the Ghanaian proverb that says ‘when the food glgthe people are silent’ (Osseo-Asare,
2005). Contrary to the Ghanaian codes of etiquéditey was served and eaten in fast-food
restaurants at late hours. It was also commonno fieople drinking before or during
meals. Informants confirmed that it has becomerarto take a drink (usually carbonated
soft drink or other non-alcoholic beverages suchnedted drink) before eating. This
behaviour is supported by their statement thairigatamburger and drinking a coke’ is a
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way to live like an American and allows one to lthe American atmosphere. It represents
an American experience of friendliness (Fanta$i85). This behaviour was also supported
by other studies in which it was confirmed thatt fle®d is often served with carbonated
soft drinks thus compounding health problems assediwith this behaviour (e.g. Prentice
& Jebb, 2003; Ebbeling et al., 2002; Schlosser,1200

It has also become a norm to serve most consuntgrdapd accompanied by a big chunk
or several small pieces of meat or fish. Most pgéints viewed this norm as beneficial
because it offered them an opportunity to eat rpoogein, which is usually lacking in most

traditional Ghanaian dishes. These findings impiytioe one hand that those informants,
who were displeased with most of the constitutivents of the fast food social identity, are
less likely to be fast-food restaurant frequenténs.the other hand, those informants who
endorsed most of the constitutive rules have greatelency of remaining loyal to the fast-
food social identity.

Social purposes of fast-food social identity arglrtbontestations

The social purposef a group identity helps to define the interegtsls, or preferences of

a group and creates obligations for its membemngage in practices that make it likely
that the group achieves its goaEhe empirical research has indicated that the kocia
purposes of the social identity of the fast-foostaarants consumers are numerous and that
the group members primarily seek to satisfy thesiie fornewnesssocial interaction and
sensoryandhealth values

In relation to thedesire for newnessome fast-food restaurant consumers are curiods a
eager to eat something different (something notmiadly eaten at home), to have an
exposure to a new experience, to feel modern, arearn about other food cultures. The
core foods eaten by the holders of the fast-footlabadentity, in order of popularity,
include ‘new foods’ such as fried rice (with itscampaniments i.e. fried or grilled chicken,
black pepper sauce, and coleslaw), French friezapi and burgers. These foods are
relatively new to the Ghanaian food culture becahsg were introduced into the country
and have become prominent in restaurants sincetabalecade ago. Some fast-food
restaurants also serve common home prepared Ghahe&vy' and boiled foods such as
banky fufu andkenkey However most informants doubted their authentiaitgl contested
these practices. To them, the most authentic ty@tmnaian food can only be obtained
from traditional eateries. For them, one of theppses of their visit to the fast-food
restaurants is exactly to eat what they perceiveeasand different.

In terms of thedesire for social interactignfindings indicated that eating in a fast-food
restaurant is a way that consumers express pleesanand pride and thereby boost their
self-esteem in relation to others. Despite the &dn@ss of the restaurant environment (as
indicated by most informants) some informants (hgasien) found it to be a suitable place
to socialize, hang-out with relations and have-futhe atmosphere is ideal for ‘doing their
own thing’. Social interaction often occurs amornily members, friends, colleagues,
business partners, and loved ones who eat togéhbough from separate plates), have
fun and/or discuss important matters. It is a whstengthening existing relationships and
making new ones. For example, an informant saith@aften went to the restaurant when
he wanted to make his ‘woman’ happy. Evidently, heing part of the fast-food social
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identity can pose identity loss, stigmatise indi’its, upset social relations, and threaten
family and group cohesion (Walker, 2005). Whatnigiguing about these findings is that
they contradict the original concept of fast foddiath aimed to provide food in a short time
for people on the move, which explains why selfrger and drive-through were
introduced. This original fast-food concept alsmmoted individualism rather than
commensality, which in Ghana has become evidenilyngportant characteristic of the
social identity of the fast-food restaurant constenét shows how the original fast-food
concept has been recontextualised and that a renseaial identity has been formed in
which an association with fast-food appeared.

Expressing pleasantness about the fast-food restagonsumption was found to be an
important characteristic of the group identity. §bften occurred when the group members
were happy and in a joyous mood especially when taene together on special occasions
such as birthdays and other anniversaries. Sontdofad restaurant-goers indicated that
they are also in joyous moods when, for exampley thad extra money to spend, for
example, at month-endings or after being paid &mdering some services. The research
has shown that associating with the fast-food $adéntity is essentially a way to interact
with group members, make new acquaintances, exehglegsantries, express pleasantness
and pride, and derive some pleasure.

Desire for sensory valueefers to things that appeal to at least someheffive senses,
namely, sight, taste, touch, smell, and sound, hwkvere found to be an interest of fast-
food restaurant-goers. The findings showed thatesoomsumers joined the fast-food social
group to satisfy their sensory desires when theyewempted by the taste, aroma,
appearance, style of food presentation, attractiserof the food, and even background
music in the restaurant. The findings also showetl fast-food consumers often visited the
restaurant because they wanted a nice place te agtlace that befits their statuses and
where they can enjoy food which is cooked and skrbg professionals dressed in
attractive uniforms. Some fast-food consumers gsioed the group of fast-food
restaurant-goers because they perceived fast-festhurants as the most ‘decent’ and
hygienic places to eat which becomes an importspeet particularly when there is limited
availability of other ‘decent’ options. This showsat mostly, all five senses are present
during the eating process, with each sense cotitigpudifferent physiological and
emotional reactions to the food being consumed¢hvhifects consumers’ ultimate sensory
experience. This finding implies that fast-food semers in the AMA are placing
significant value on the hedonistic benefits of dep and are looking for particular
attributes that engage all their senses. These nigito benefits include personalised
emotive benefits and deeper sensory stimulationate derived from consumption in the
fast-food restaurant.

Another goal that fast-food restaurant-goers asctib their identity was théesire for
health value which refers to the health importance of fastsfamnsumption and how it
relates to their body image. The perceived headthefits of fast food on the body were
contested among the fast-food consumers. Someeaf thdicated the usefulness of fast-
food consumption in providing energy, protein, same micronutrients for the body,
which also depends on the type of food being coesliim contrast, some other consumers
indicated that fast food can increase body sizecamdnegatively affect the body and self-
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image. The perceptions of fast-food restaurantgytieat fast-food restaurants were decent
and hygienic may also have had positive health isapibns in terms of reducing the
incidences of foodborne illnesses among the consintowever, regulatory Authorities
need to ascertain this perception by regular irnspex and monitoring to ensure that fast-
food restaurants really comply with hygienic standda

These findings are interesting because with exgepif the health value (i.e. decency and
health implications), all the other social purposéshe fast food’s social identity were
rarely contested among the AMA consumers which gieeimpression that most fast-food
consumers as holders of the fast-food social itleritad quite similar social-cultural
characteristics. This also implies that this sodikntity content may be considered as
‘natural’ goals and preferences for the group (Abldet al., 2009).

Relational comparisons of fast food's social identand their

contestations

The relational comparisonf the fast food’s social identity refer to viewsd beliefs
shared by members of the group about other idestitihe findings showed the influence
of relational comparisons on the expression of flastl social identity in several wayA.
typical example of one social identity of a pergxeluding the holding of anothaocial
identity can be seen in the following comments niaglan informant:

By my status, | cannot go to a ‘chop bar’ (tradité eatery) even though there is
one near to my place of work. | visited there oand was embarrassed by the
comment passed by an acquaintance- ‘eh do youaste here? | thought this
place was for the small ones.” Because of that cemtrhcan’t go to that ‘chop
bar' even if | yearn for something local (Male, Bdysingle, employed as a
Banker).

The reason for this comment was that this traditi@atery was perceived as ‘indecent’ and
‘cheap’ and therefore meant for people of the lowkass. Obviously, this informant’s
freedom of association with others (out-group) Wwasg curtailed by his status in society
therefore he has been compelled to adopt and limself to maintain the fast-food social
identity, which is perceived to befit his status adanker. The choice for becoming a
member of the fast-food social identity group atkepends on one’s purchasing power,
which influences whether one can become a frequemteon-frequenter of a fast-food
restaurant. In relation to the presence of theseep&ons about one’s purchasing power a
student said, ‘I go to the restaurant once in denhist to prove to some of my mates that |
can also afford it'.

Various meanings that fast-food restaurant-goarslesto fast-food consumption in terms
of relational comparisons are also demonstratékdriollowing comments:

| can’t do certain things at home e.g. public d&pbf affection, smoking- | don'’t
smoke anyway- but in the restaurant | have thedmeg it is one-on-one (Male,
25yrs, single, and university graduate).
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| can’t have my party at home because my neighbmight complain of too much
noise so | choose to have it in the restauranfofimant 2 (female, 22yrs, student,
single)

| simply can’t eat anywhere else because | doké livhat | see at other eateries,
for example, the people selling the food- their nerof dressing and appearance
in general, and where the food is being sold. Teepte are usually not neat. |
think I've grown past that kind of life and | musiove on (Female, 39yrs.,
married, employed)

The above statements demonstrate how actions bydliers of an assumed fast-food
social identity seem to be conditioned by the exisé of ‘others’ who are different and
who do not associate themselves with that idenfitye findings show that some people
join the fast-food social identity because otherghinfrown on them when they practised
certain behaviours at home or generally outside réstaurant. The informants simply
consider these others as being different from tlebras and therefore recognise that the
others might not accept some of their behavioussaAesult, they would want to hang-out
with those (the in-group) who will endorse theihbeiours in places such as the restaurant
where they can freely practise any behaviour df ttfeoice.These findings suggest that the
more characteristics one has in common with othembrers of the fast-food social identity
or the more attractive one finds the group, thaigrethe desire to identify with that social
identity group (Fisher, 1998). One feels a strottgcament toward the group and sees
his/her participation in the group’s activitiesjastified.

The findings also imply that the fast-food soc@éntity of a person can also be influenced
by his/her other social identities such as hisfbation to health, nutrition, nation, religion,
moral, and economic identities. For example, sonfierinants who were health workers
were of the view that fast-food consumption shawtl become a frequent practice while a
few who appeared to be more religious or moralisteitested the phenomenon of
‘displaying affection publicly’ which should not beme a normative behaviour in
restaurants. To avoid or reduce such contestaionindividual tends to adapt his/her
behaviour to a non-frequenter fast-food consumet thereby visits the restaurant less
often. Similarly, some informants have adopted fteguenter identity because they have
adequate disposable income and are seeking avemespress their status of wealth. The
frequenter identity was also adopted by informavit® discovered that they have a lot in
common with the fast-food social identity such asing youthful, middle class
professionals, or students in tertiary educatidme Teverse is also true. For example, most
married informants indicated that they were difféerécom most restaurant frequenters
(usually singles) in many ways. As a result, thegdtto adopt a more non-frequenters’
identity and would prefer to visit the restauraatsompanied by their partners.

In summary, the holding of fast-food social idgntitr participation in its behaviours is

dynamic and contested and can be influenced bthéldther social identities that a person
has such as health identity, religious identityd atonomic identity, and professional
identity; and (2) the existence of ‘others’ who different and contest the behaviour of the
fast-food restaurant-goers.

87
Fast food in Ghana’s restaurants



Chapter 4

Cognitive models of the fast-food social identitydaheir contestation
In terms of the cognitive models, which indicate thay people think about fast food and
which behaviours they associate with fast foodjifigs showed that most male informants
think that their presence in the fast-food socilug is conditioned by the stereotypical
gender roles in Ghana, whereby men do not usualbk.cSome male informants made
statements such as ‘we are guys so we do not esuk'l do not have a wife so | often eat
in the restaurant’. The implication of this cogwitimodel is that even though Ghana is
urbanising and ‘Westernising’, people still maint#ie typical (Ghanaian) male attitude to
cooking.

4.5 Conclusion
This study explains how the constitution (shapiod)social identity among fast-food
consumers plays a role in their fast-food consummptDrawing inspiration from material
culture, this study focused on buying and eatirgj faod in fast-food restaurants. Also,
using the framework of Abdelal et al. (2009), thepter sought to answer the research
questions as follows:
What sociocultural meanings do fast-food consurascsibe to fast food, how are
the meanings contested and how do the meaningthaidcontestations influence
fast-food social identity and consumption?

The findings indicated that the fast-food sociatntity was mainly constituted by the
youth, males, singles, and the educated, who eatipifood in the fast-food restaurant at
frequencies ranging from ‘regularly’ to ‘occasidgal The contentof the fast-food social
identity was analysed in relation to tlenstitutive rules, social purposeeelational
comparisonsandcognitive modeldased on Abdelal et al. (2009) framework.

In terms of theconstitutive norms and their contestatiotise findings showed that the
norms, practices, and behaviours of the fast fosd¢sal group in the AMA include limited
self-service but more table services whereby coessirfeel respected when being served.
Food is often eaten with cutlery instead of thetunal fork’ or fingers — a practice that
some consumers are not happy about, which was stedteThe constitutive norms also
referred to behaviours such as smoking, ‘publipldis of affection’, eating at late hours,
drinking before or during meals, talking while egti and eating individually from separate
plates and not from a communal bowl, which was g@iged as being too traditional. These
norms were at the same time highly contested by lmeesnof the fast food’s social group,
indicating that the expression of the fast food&ntity is a dynamic and contested process.

In terms ofsocial purposes and their contestatioie study indicated that fast food'’s social
identity is associated with what (i) is new andqum, (ii) encourages social interaction, and
(iif) has sensory and health values. In relationéavness and uniqueness, findings showed
that fast-food restaurant-goers are curious andre@ageat something different, to have an
exposure to a new experience, and are looking fohvier a new and different eating
environment while learning about other food culsur@he fast-food social group also
referred to social objectives such as gaining grodpnity for social interaction, exchange
of pleasantries, and expression of pleasantnedspraie. In relation to sensory value, the
findings showed that mostly, all the five senses. tiouch, taste, sight, smell, and sound)
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are used while eating in the restaurants to prodifferent physiological and emotional

reactions to the restaurant, the services, andoib@ being consumed. Even background
music, appearances of cooking and serving staff, d@cency and cleanliness of the
environment were all a source of sensory satigfadtir fast-food consumers.

The implication of this is that consumers are cuwmlly demanding deeper sensory
pleasures from products and services, and thiglgrafiects purchase and consumption
decisions therefore, fast-food restaurants in thd¢AAmay incorporate sensory appeals
specific to its product and services to stimulatestrof the senses of the consumers. It was
interesting to observe that all these social puepas this identity were the least contested
among the AMA consumers. This gives the impres#ian most fast-food consumers had
quite similar social purposes. Nevertheless, somspecs of fast-food restaurant
consumption were also contested along the lingts dfealth impact - on the one hand fast
food and fast-food restaurants were perceived agehic and ‘decent’ and have some
inherent nutritional and health benefits. On tHeeothand, fast food was perceived to have
properties that could negatively affect health @dy image in particular. It is true that
these contested social objectives of consumptiorfagt-food restaurants may also be
applied to consumption in non-fast-food restauraHtswever, the scientific and socially
important contribution of this present study to 8wentific debate on fast consumption
patterns is the fact that these social purposefgiffood were not part of the original
purpose of fast food, which was basically to preyith good time, cheap filling food to
people on the move. The emphasis then was on sjpeedpst, and satiety. Findings from
these studies, however, have shown how these aligurposes have evolved over time in
different sociocultural settings to encompass manoye social objectives.

In terms of relational comparisons and their contestatiprfindings showed that the
holding of fast-food social identity or the paniant in its behaviours could be influenced
by (1) the other social identities that a persontaims such as health identity, religious
identity, and environmental identity and (2) théseence of ‘others’ (who are different)
with other identities which may also contest thet-faod restaurant consumption identity.
In terms of thecognitive modelthe research finds that even though Ghana isnigibg
and ‘Westernising’ people still think that most meho are holders of fast-food social
identity maintain their membership because of tterestypical gender roles in Ghana
whereby men do not usually cook.

These findings imply on the one hand that inforreawho were uncomfortable, displeased,
or in disagreement with most of the identity cont@onstitutive norms, social purposes,
relational comparison, and cognitive models) of fae-food social identity are less likely
to be fast-food restaurant frequenters. In otherdgjothese informants may not take pride
in expressing their association with fast-food abaientity through frequent visit to the
fast-food restaurant. On the other hand, thosermdats who endorsed most of the identity
content are more likely to show their loyalty t@ tfast-food social identity by frequently
visiting the restaurant. For example, when peopideusstand and appreciate the social
objectives of fast-food consumption they tend teehthe desire to identify with the group
identity and participate in its constitutive norfi$ws, the more a consumer identifies with
the (new) social-cultural characteristics of famtd consumption, the more he/she becomes
a holder of fast-food social identity and the geeathe tendency to affirm his/her
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membership and getting a sense of belonging, wiieans he/she will frequently visit the
fast-food restaurant.

It is worthy of note that an individual who agreeith most of the identity content may
become a non-frequenter for various reasons sucdlvagurchasing power. It is also
possible that an individual who disagreed with mosktthe fast food’s social identity
content may continue eating fast food in restagréeguently due to limited availability of
better alternatives choices — this is because feoa basic necessity of life, which we
cannot do without. This implies that the most hyghbntested identity content such as
health effects, of fast food consumption need tamended to make them more acceptable
to all consumers. Achieving this requires inputarfra number of actors in the fast-food
network. These actors include fast-food produdexs] regulators, food, nutrition, health,
and environmental researchers, and consumers aotbegs. For example, restaurateurs
can put ‘no smoking’ signs at vantage points in thetaurants or demarcate special
smoking areas or ‘lovers corners’ in the restagramtsatisfy both those who endorse these
behaviour and those who frown on them. Lawmakezgulatory institutions, and other
stakeholders may be able to set and enforce rdleuéas and standards that will guide
behaviours and practices in fast-food restaurakis, for fast-food consumers to realise
the health objective of fast food and hence redbeecontestation of this social objective,
restaurateurs, for example, can improve on the nahteroperties of fast food to reduce
their negative impact on body size and body im&gsentially, the actors need to increase
their commitments to ensure that the contestatfoth@ content of the fast food’s social
identity is reduced to the minimum.

The findings have also shown that the identity eontis not only contested among
members of the fast food’s social group but alsomgriothers’ who are different and who
do not associate themselves with that identithalé also shown the power of both the in-
group and out-group in influencing fast-food congtion. Whereas the in-group or peers
who endorse most of the identity content may infaeefrequent fast-food consumption, the
out-group who frowns upon most of the identity @mtmay influence fast-food consumers
to reduce their restaurant visits. In this case,aht-group may compriggrents and health
professionals.

Theoretical implications and new research lines

The research contributes to scientific debates ast food and fast-food restaurant as
material culture objects by showing that socialtusta(Bourdieu, 1994), creation of

meanings (Baudrillard, 1998), and the desire fow rtaste’ (Featherstone, 1991) are all
associated with fast-food consumption and fast-femdal identity.

Secondly, this research contributes to an improseaceptualisation of the relationship
between social identity and food consumption. Duéhis research it has become possible
to show the applicability of the analytical frameawof Abdelal et al. (2009) with empirical
evidence on fast-food consumption in Ghanaian vestds. Some aspects of the fast-food
social identity were found to be highly contested (good’ or ‘bad’) but the analytical
framework could not explain how consumers form apoasible self through their
participation in the behaviours of the fast-foodtiab identity. Specifically, it was not
possible to determine how consumers’ decisionsattigipate in the group behaviours are
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influenced by their other identities such as healtld religion. Therefore, the framework
should be improved to enable future studies to éxarm a more extensive manner how
people’s various social identities interact and hbey deal with such conflicting identities
in the domain of fast-food consumption. For exampleill be interesting to examine how
health and nutrition identities (e.g. being heatitnscious) and craving for newness
together can impact fast-food consumption and hdwse can be influenced by
interventions from important ‘others’ such as ttaemts, peers, health professionals, and
civil society. These issues have been partly addrbsn the Chapter five of this thesis
using the Theory of Planned Behaviour. Howevemnriitresearch may consider ways of
combining aspects of the Abdelal’s (2009) framewaith behavioural models such as the
Theory of Planned Behaviour to better examine homsamers use personal responsibility
to reconcile the negative aspects of fast food uéthenefits such as identity expression.

Policy implications

The findings may also have some implications folicgoprograms. Firstly, the findings
have shown that people are preferably eating fastl fin fast-food restaurants due to
various sociocultural characteristics. Policy peags should take these characteristics into
consideration whenever they plan interventions. &mmple, it is unlikely that health
campaign messages that aim at discouraging fadt-foasumption among consumers in
the AMA would be successful without the integratioh these sociocultural issues.
Therefore, the Regenerative Health and Nutriticmgpgmme being implemented in Ghana
should also emphasise and facilitate increasedigdlyactivity and encourage fast-food
restaurateurs to provide healthier food optionpddicularly minimise the effects of fast
food on body size and body image. In line with thiee RHN programme, which is yet to
commence the implementation of the second phase,ahlaady developed and printed
guidelines for physical activity in 2013. Thus,geting fast-food consumers as one of the
main users of these guidelines may help reducé¢htth effects of fast food and enhance
the overall effectiveness of the RHN programme.

Secondly, findings showed that fast-food restaugmetrs perceived fast-food restaurants as
decent and hygienic, which implies that these esgare less to likely to be implicated in
the occurrence of foodborne disease incidences @roonsumers. This perception might
have been facilitated by the government’s polidyoiduced in 2011 where restaurants that
satisfied theguidelines forcode of hygienic practice for foodservice estalpfishtas well
asguidelines for licensing of foodservice establishtaare issued with thEood Hygiene
Permit, which is renewable annually. The findings suggeésit the AMA fast-food
consumers want to eat from outlets that look clleamce the onus lies with the regulatory
and enforcement authorities to ensure that rest&iraomply with these hygienic
standards. This will also enhance the attractiverefsthe restaurants to international
tourists for whom cleanliness and hygiene are itgmdrconsiderations in their choice of
eating outlets.
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Predictors of loyalty and exit strategies asforms of responsible
consumer behavioursin fast-food consumption in the Accra
Metropolitan Area of Ghana'*

4 submitted for publication as Omari et al. (2014a).

93



Chapter 5

5.1 Introduction

Fast food is a paradoxical material object thatgipleasure as well as invokes anxieties.
The main reasons for which fast food has beercis@il worldwide are its negative effects
on the health of consumes (Gill, 2006; Mahna et 2004), environmental problems
(Kweon et al., 2004), its tendency to underminealdood cultures (Yan, 2005; Miele &
Murdoch, 2003; Ohnuki-Tierney, 1997), and ethicgduies, such as animal welfare. In
relation to health, fast food has been reporteleta risk factor for obesity, cardiovascular
disease, and diabetes among others. Environmesgaés may involve littering of the
environment particularly public spaces with nondgigradable materials such as polythene.
Empirical findings in Chapter two of this thesis@indicate that health and environmental
problems are sources of anxieties for most fastHfoansumers in the Accra Metropolitan
Area in Ghana. Asiedu et al. (1998) also found pasadox that fast food in Ghana has
some properties that make them nutritionally berafibut at the same time contains
properties that provide health anxieties to conseme

Earlier researchers who considered food as a mbktairtural object (e.g. De Solier, 2013;
Miller, 2001) have examined anxieties associateth ast-food consumption and how
morality of the self can shape people’s consumptivm Solier (2013) who conducted her
studies in Australia considered anxieties suchwvasspending money when dining-out in
expensive restaurants and indicated that her irdotsareconcile this anxiety with their
taste for such expensive restaurants by restridtirg frequency of their consumption.
Miller (2001, 1998) conducted his studies in the WHKere he paid attention to shopping in
a supermarket. He argued that his informants’ simgpwas governed by morality of thrift
in which saving money rather than spending moneyhés right way to shop. Miller
indicated that his informants exercised their morddy, for example, looking for items on
reduced prices. This study focuses on two socadtfres ofbuying andeating in fast-food
restaurants in the Accra Metropolitan Area in Ghana where geconomic and cultural
contexts are different from those in Australia &id. The study also examines two types
of anxieties associated with fast-food consumpiien(1) health anxiety caused by the
material property of the food and (Bhvironmental anxiety caused by the non-food
materials that are used in buying, transportingd @&ating fast food (these include
packaging materials, eating utensils, carrier betgs). The health anxieties, which may
directly affect fast-food consumers, include ohesttardiovascular disease, and diabetes.
The environmental anxieties include littering o #nvironment with plastic and polythene
materials, which may end up in drains and wateridsodthus aggravating problems of
floods and sanitation-related diseases such asrimadad cholera. Even if the non-
biodegradable plastic materials are properly disdasf they still significantly impact on
the rate of depletion of landfill sites and careaffthe growth of plants and animals.

What is also different between this study and eartines is that the other studies used
morality approach of reconciling anxieties with béts (i.e. reducing frequency of
consumption in expensive restaurants as shown bys&@ier, and saving money during
shopping as Miller indicates). This study applies personal responsibility approach in
which it specifically examines the health and eowinental anxieties that might come
along with the social practices of fast-food conptiom in Ghanaian restaurants and what
strategies the (reflective) consumers adopt to déhl the anxieties. Thus, the task in this
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study is to explain how consumers reconcile heattth environmental anxieties with their
quest for convenience and social identity formatierthey consume fast food.

Bourdieu (1984) has argued that the choice to esbngv food symbolises the
irresponsibility of consumers, that is, the lack mdrsonal responsibility denies these
consumers the status of being good self-governitigen. This implies that personal
responsibility is important when reconciling anigstin relation to fast-food consumption
in the AMA with such benefits as convenience arel élkpression of social identity. The
issue of consumers’ personal responsibility ha®lecrelevant, because people are now
more aware and concerned about health, environiemiz ethical issues associated with
consumption (Oosterveer, 2005). This increase iaramess is largely due to an increasing
flow of information especially the ‘pooling of kndedge’ via internet and social media
(Giddens, 1990). Often, consumers are faced wightélsk of choosing between benefits
and risks associated with fast-food consumption emksequently they tend to exercise
personal responsibility by adopting certaesponsible consumer behaviours or strategies
to minimise their anxieties. Ozcarglar-ToulouseQZ0has noted that these behaviours
could be in the form dbyalty or exit strategies.

The loyalty strategy is a situation where a person performs an actoasemption while
trying to minimise the negative consequences of dbesumption and/or attempting to
extract maximum benefit from the product/service.tlis case, the consumer remains
faithful to consumption and focuses on his/herighid improve its functioning or reducing
its negative effects as a consumer. Examples dltpystrategy include eating healthy
options of fast food, eating fast food and exengjsiegularly, and recycling used fast-food
packages. In thexit strategy, the responsible consumer decides to renouncedthef
consumption and the pleasure associated with ith whe objective of dissociating
him/herself from the negative consequences of aoimgy the product. Examples of exit
strategy include situations where the consumersstapt-food consumption or reduces
frequency of consumption to the non-frequentertistéi.e. eating fast food not more than
three times a month as indicated by Satia et @042

It is worthy of note that the adoption of thesatggies does not only depend on efforts of
the consumer but it is also facilitated by othestitlmtions such as those of the government
and civil society as well as fast-food companiemsMoften, governments, civil society,
and other organisations initiate and implementrigations to minimise the health and
environmental anxieties associated with food comion. For example, the government of
Ghana is currently implementing the Regenerativaltieand Nutrition (RHN) programme
with the aims of changing people’s dietary, hygieand lifestyle behaviours so as to
reduce the incidences of preventable diseases asiatardiovascular diseases, diabetes,
cholera, and obesity, which have all been linketth fiast-food consumption. Notably, civil
society organisations such as the Centre for Seiém¢he Public Interest (CSP) has
advocated for the discontinuous use of trans-fathé fast-food industries and the sale of
fast food to children. Also fast-food companies srsponding to public concerns about

15CSPI is a leading North American non-governmentaistimer advocacy organization fighting for improess in diet and
health. CSPI was founded in 1971 and is based ishifigton, D.C., with offices in Dallas, Texas, @itawa, Canada.
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fast-food consumption and are therefore modifylmgjrtproducts and services to reduce the
assumed negative societal impacts of their prodiais example, a number of fast-food
companies have reviewed the fat and sugar conténkeir products and reconsidered the
portion sizes they offer. Moreover healthy opti¢ag. fruits, salads, low-fat ice cream and
plain, broiled or grilled chicken) can now be puasid alongside traditional burger and
fried chicken meals (Schroder & McEachern, 2005dimez, 2004). Similarly, fast-food
companies such as McDonalds and Burger King switdnem plastic wares to paper
hamburger wrappers, moulded fibre food trays, aemice ware made from recovered
newspaper (Suter, 2006).

This study examines how consumers in the AMA ussgral responsibility to reconcile
health and environmental anxieties of fast-foodscomption with the benefits of fast-food
consumption such as convenience and identity. Spaity, the study would examine
which factors determine whether a consumer wouttptitesponsible consumer behaviours
such as loyalty or exit strategy toward fast-foodsumption. To do this, | adapt the theory
of planned behaviour (Ajzen, 1985, 1991), which isseful and commonly accepted theory
for explaining behavioural intentions of consumdrse theory posits that the intention to
perform a particular behaviour is jointly predicteglthree factors, namelgititude toward
behaviour, subjective norms about behaviour, and perceived behavioural control. Some
studies have also shown that personal respongilbiéhaviours or strategies (i.e. loyalty
and exit strategies) can also be influenced byahareness of negative consequences
associated with consumption (Roubanis, 2008; Oacagbulouse, 2007; Tanner & Kast,
2003; Schahn & Holzer, 1990; Antil, 1984). Therefdn addition to the three factors in the
theory of planned behaviour (i.@ttitude toward behaviour, subjective norms about
behaviour, andperceived behavioural control), the inclusion of a fourth factoawareness

of negative consegquences of behaviour, is being proposedo possibly increase the
predictive power of the model of the theory of plad behaviour.

The objective of this chapter is to understand health and environmental considerations
relate to responsible fast-food purchase, conswmptnd waste disposal decisions. This
objective will be achieved by answering the follogiquestions:
1. Which factors determine whether a consumer willagrggin loyalty or exit
strategy to reduce the negative health consequefdast food?
2. Which factors determine whether a consumer willagiggin loyalty or exit
strategy to reduce the negative environmental apreseces of fast food?

Although there is not a perfect relationship betwdxehavioural intention and actual
behaviour, still intention can be used as a prokimsasure of actual behaviour (Francis et
al., 2004). Therefore, in this study, the intentitm engage in responsible consumer
behaviours such as loyalty and exit strategiesaaenined. he four factors in the proposed
model may be used to determine the effectivenesmpliementing interventions such as
the RHN programme in Ghana even if there is notadily available measure of the
actual behaviour (in this case, healthy and enwiramtally friendly fast-food packaging,
consumption and disposal behaviour).
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5.2 Theoretical and Conceptual Framework

One theory that has received much attention inliteeature with regard to predicting
behavioural outcomes, including ecological and thgakating, is the Theory of Planned
Behaviour (TPB) (Ajzen, 1991). The TPB is an exiemsof the Theory of Reasoned
Action (TRA) developed by Ajzen and Fishbein (198T0he TRA suggests that an
individual's intention to perform a particular behaviour is the singlesmomportant
predictor of actual behaviour. Intentions are iatiens of how hard people are willing to
try, how much effort they are planning to exert,perform the behaviour (Ajzen, 1991).
Basically, intentions capture the motivational éastthat influence behaviour and they are
in turn thought to be influenced battitudes toward the particular behaviour, and
subjective norms, or the attitudes of important reference peopdeyards the behaviour.
Attitude toward behaviour is a person’s overallleation of the behaviour or favourable or
unfavourable evaluations about the behaviour whilejective norms are a person’s own
estimate of the social pressure to perform or revfogom the target behaviour (Ajzen &
Fishbein, 2005; 1980). Essentially, subjective rermvolves beliefs about how other
people, who may be in some way important to thegerwould like them to behave and
the positive or negative judgements about eaclef@lrancis et al., 2004).

The theory of reasoned action (TRA) was extendéd tine theory of planned behaviour
(TPB) to address the original model’s limitatiomsdealing with behaviours over which
people have incomplete volitional control. Thuszeé¥ (1991) proposed the construct of
perceived behavioural control (PBC), which represents individual's perceptiobsit the
existence of behavioural constraints and faciligatbat might affect their ability to engage
in behaviour. Perceived behavioural control pegamthe extent to which a person thinks
his or her own actions will have an impact on titeasion as a whole. PBC involves
individual's perceptions of the ease or difficultf performing the behaviour of interest.
Essentially, the Theory of Planned Behaviour (TBB3tulates that a person is more likely
to engage in behaviour when (a) his or her intentio perform the behaviour and
perceptions of control are strong, and (b) whenitidividual holds a positive attitude,
favourable subjective norm, and high perceptionsoatrol.

Studies have found a relationship between consmewledge and the purchasing of
products. For example, in relation to health, Fheetcal. (2001) found a significant inverse
relationship between the awareness of health coesegs of fast food and frequency of its
consumption although Dave et al. (2009) found thigrse relationship to be statistically
non-significant. Thus, on the one hand, when a wwmes is aware of negative
consequences it is expected that he/she would aaiopéxit strategy by stopping or
reducing fast-food consumption to the non-frequentgatus. On the other hand, with
increasing availability of healthy options, it ispected that consumers may tend to adopt
loyalty strategy by choosing these healthier fagids when they visit the restaurant.
Similarly, Tanner and Kast (2003) discovered thaivihg adequate knowledge to
distinguish between environmentally friendly andiismnmentally harmful food products,
was a factor which was highly associated with tkterg of a consumer’s responsible food
purchases. Furthermore, in a study by Zanoli andphii (2002), it was shown that
consumers who purchased organic food products ri@e once per week had greater
product knowledge compared to infrequent organadfgonsumers. Van Birgelen et al.
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(2009) also found that consumers most likely tocpase beverages packaged in
environmentally preferable containers also havégh tevel of environmental awareness.
Considering these evidences tlatareness of negative consequences is a factor that
influences the intention to consume as well asaa@ansumption behaviour, it is possible
that incorporating this factor into the TBP modah@nhance the predictive power of the
model. This is done in this study.

The theory of planned behaviour (TPB) has beenlhused framework for investigating a
range of eating behaviours including the consumptiblow-fat diets (Armitage & Conner,
1999), the use of dietary supplements (Conner et 2001), fruit and vegetable
consumption (Sjoberg et al., 2003; Lien et al.,20€0d choice (Kassem et al., 2003), and
healthy eating (e.g. Conner et al., 2002). The reglidtory findings regarding the
usefulness of the TPB in predicting eating behageuthat are obvious when comparing
the literature reviews by Godin and Kok (1996) @wahner and Sparks (1996) — may well
be due to the different ways that eating behavitwange been defined and studied in the
literature. These contradictions might also be wuthe weak predictive power of the TPB
model. Therefore, to possibly increase the predicfiower of healthy eating behaviours,
this present study proposes the inclusion of atfofactor,awareness of consequences to
three factors of the TPB model. Furthermore, algtotine TPB has previously been used as
a framework to investigate healthy eating behawpthie theoretical model has not been
used in any known study to examine the predictbrsealthy fast-food eating behaviours
even though healthy options of fast food are nowndeoffered in some fast-food
restaurants. The TPB has been used to predicfdadteonsumption among Iranian High
School Students but from the point of view of ameslthy food (e.g. Gholamreza et al.,
2013). This theory has successfully predicted tenand behaviour in eating and has
recently received great attention in determining tlorms and beliefs related to fast-food
and snacks consumption (Branscum & Sharma, 2018n[Bual., 2011; Dunn et al., 2008).

Similarly, the TPB has been successfully appliedthe context of predicting pro-

environmental behaviour (e.g. Oreg & Katz-GerroD&0Cheung et al., 1999). Studies
have shown that environmental buying behaviourosfsamers is not only influenced by a
person’s awareness, attitudes, and social pressutelso perceived behavioural control,
which is individual’s view on the personal oppoityrfor contributing toward a solution of

a certain ecological issue (Bech-Larsen, 1996; ddar& Thogersen, 1995). However,
none of these studies has been conducted on fadt{imckages and their disposal.
Moreover, such studies did not examine behaviaantahtions in terms of exit and loyalty

strategies.
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Based on these theoretical and empirical discussithe following four hypotheses have
been formulated:

Hypothesis 1. Attitudes toward healthy eating, subjective norafut healthy
eating, perceived behavioural control of eatingthgaand awareness of
negative consequences of eating unhealthy food, prédict loyalty
strategy.

Hypothesis 2: Attitude toward environmental responsibility, sedtjve norm
about environmental responsibility, perceived béhaal control of
being environmentally responsible, and awareness nefative
environmental consequences will predaytalty strategy.

Hypothesis 3: Attitudes toward healthy eating, subjective norafut healthy
eating, perceived behavioural control of eatingthgdood, awareness of
negative consequences of eating unhealthy foodpwellictexit strategy.

Hypothesis 4: Attitude toward environmental responsibility, sedtjve norm
about environmental responsibility, perceived béhaal control of
being environmentally responsible, and awareness nefative
environmental consequences will precdidt strategy

The conceptual model is shown in Figure 5.1. Thipter (1) contributes to debates on the
theory of planned behaviour and specifically onuke of the theory to predict loyalty and
exit strategies as forms of responsible consuméaweurs; (2) provides insight into
behaviours or strategies that consumers adopt wnmse health and environmental
consequences of fast food; (3) identifies behagiaurstrategies that need to be promoted
or discouraged among consumers; and (4) the rdseamc help in developing better
communication and other strategies that can retleedth and environmental impacts of
fast-food production and consumption.
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Attitude

Loyalty strategy

Subjective norm

Perceived behavioural
control

Awareness of negative
consequences

Exit stratgey

Fig. 5.1 Conceptual framework showing adapted TPB modeh aititude, subjective norms, perceived behavioctoatrol and
awareness of negative consequences related tayl@yal exit strategies.

5.3 Method
5.3.1Sudy Participants and Procedure

A cross-sectional consumer survey was conducteDisystematically sampled fast-food
restaurants in the Accra Metropolitan Area usirgggtame study participants and procedure
as described in Chapter two (section 2.5) of thésits.

5.3.2Measures

Items used for the questionnaire were generateud neference to literature; particularly, |
have adapted items from earlier researchers su@hatkmreza et al. (2013), Dunn et al.
(2011, 2008) and Branscum and Sharma (2013) fosunea related to healthy eating while
items related to environmentally responsible corstion were adapted from van Birgelen
et al. (2009). All the items are presented in Apbess 1 and 2.

e Attitude toward healthy food and attitude toward environmental responsibility
were measured on basis of three and six items ct¢ply. For example, the
expression as ‘unhealthy fast food has serious tiveggonsequences for my
health’; and ‘improper disposal of fast-food plasgiackages has very serious
negative consequences for the environment’.

e Subjective norms about healthy fast-food consumption andsubjective norms about
environmental responsibility towards fast food were measured by four and six
items respectively, for example, ‘people in my larof friends highly value the
healthfulness of fast food’; and ‘my family highlyalues the environmental
friendliness of fast-food packaging’.

e Perceived behavioural control of eating healthy fast food and perceived
behavioural control of purchasing and disposal decisions of packaged fast food
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were measured by four and six items respectivetgmples are, ‘when | buy
healthy (fast) food, | feel that | have done sonmggtpositive for my health’; ‘I
believe that my decisions in the packaging choiseg$ast food have a direct
influence on the environment as a whole’.

« Consumers awareness of health consequences was measured by seven items
adapted from Gholamreza et al. (2013); Dave ef28l09); and Dutta-Bergman
(2005). For example, ‘I am aware that fast food weake me excessively fat'.

« Consumer’'s awareness of environmental conseguences was measured by five
items adapted from van Birgelen et al. (2009). itéms include ‘I| am aware that
plastic menace will affect future generations’;alin aware that most FFRs use
plastic packages’.

Loyalty and exit strategies were adapted from thdysof Webb et al. (2008). In addition,
three focus group discussions (one each with stadientertiary education, males and
females in employment) were conducted to generddiitianal items to measure loyalty
and exit strategied.oyalty strategy implies the intentions to remain loyal to a (f&sbd)
product while making efforts to minimise its headthd environmental consequendesit
strategy refers to the intentions to avoid purchasing onstmnption so as to prevent
exposure to health and environment consequendestdbod.

« Loyalty strategy toward healthy fast food andloyalty strategy toward purchase of
environmentally safe food and proper disposal of fast-food packages were
measured by five and four items respectivélge items include ‘I always choose
the healthier option of fast food’; ‘I often buykeaway fast food so | make every
attempt to join environmental clean-up activities'.

e Exit strategy toward unhealthy fast-food purchase and consumption and Exit
strategy toward environmentally harmful fast food were measured by five items
each. These include ‘I avoid eating fried fast f&pd avoid buying fast food in
plastic packages’; ‘I avoid eating fast food that make me put on weight'.

In total, two TPB models are being adapted — that iPB model (i.ehealth responsible
TPB model), which predicts loyalty and exit strategies itation to health considerations,
had 23 items (see Appendix 1) — the second TPB h{adeenvironmentally responsible
TPB model), which predicts loyalty and exit strategies idatien of environmental
considerations had 32 items (see Appendix 2). Healhwas answered on a 5-point Likert
scale, ranging from 1 (‘strongly disagree’) to &1{ongly agree’).

5.3.3Satistical Analysis

Out of the 425 questionnaires administered, 41®wetrieved of which 19 were discarded
because not more than 30% of the questions had demmered. Therefore, in total, 400
valid ones with no missing values were used foradabalyses. Data analyses were
performed using Statistical Package for Social i®&&e (SPSS, version 20). Initial data
analyses included descriptive statistics, relighilind factor analysis. Categorical variables
were summarised by frequencies and percentagese whihntitative variables were
summarised by means and standard deviations. Spea&orrelation coefficients were
calculated to determine the unadjusted associatafngll the variables. Multivariate
regression analysis was performed with loyalty arid strategies as dependent variables
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and attitude, subjective norms, perceived behaalowontrol, and awareness of
consequences as independent variables.

5.3.4Psychometric properties of the measures

Factor analysis on the health responsible and emvientally responsible TPB models
yielded six distinct factors (see Table 5.1, Tabl@, and Appendices 1 and 2). Attitude
toward healthy food and attitude toward environrakrgsponsibility comprising three and
six items respectively, demonstrated an internaisistency reliability of Cronbach’s
a=.86, ando=.91. Subjective norms about healthy fast-food oongtion and subjective
norms about environmental responsibility towardtféood had four and six items
respectively and yielded internal consistencie€afnbach’so=.91, ando=.94. Perceived
behavioural control of eating healthy fast food gmerceived behavioural control of
purchasing and disposal decisions of packagedfdast, measured by four and six items
respectively vyielded internal consistencies of ®@emh's 0=.87 each. Consumers’
awareness of health and environmental consequefdast food, comprising of seven and
five items respectively, demonstrated an interrahsistency reliability of Cronbach’s
0=.94 ando=.92. Loyalty strategies toward healthy eating andironmentally responsible
fast food measured by five and four items respeltiwielded internal consistency
reliability of Cronbach’su=.90 and .87 respectively. Exit strategies towardidance of
unhealthy and environmentally harmful fast food surad by five items each gave internal
consistency reliability of Cronbach®=.89 and .86 respectively. No item was discarded
because they all loaded well (i.e. loading >.35)anly of the six factors. The means for
items on each of the factors were calculated anH &ctor was treated as a separate scale
for further analyses.

5.4 Results and discussion

The purpose of this chapter was to identify factbeg determine a consumer’s decision to
adopt loyalty or exit strategies, which are waysnahimising the negative health and
environmental impacts of fast-food consumption.sTiwas done using an adapted ‘theory
of planned behaviour’ (TPB) model that refer to rfdactors (i.e. predictors), namely,
attitudes toward behaviour (i.e. healthy eating and environmental resporisjilsubjective
norms about behaviour (i.e. healthy eating and environmentally respdejjtperceived
behavioural control of behaviour (i.e. healthy eating and environmental responsihiland
awareness of consequences of eating unhealthy and environmentally harmful fast food. The
study assessed the predictive power of these &mtiorfs on the adoption of loyalty and exit
strategies in fast-food purchase, consumption, wmadte disposal. The findings and
discussions are presented in two sub-sections Subsection 5.4.1, the findings on the
predictors of the intention to adolgyalty strategy in relation to health and environmental
considerations in fast-food purchase, consumptionl waste disposal are presented and
discussed, while in Sub-section 5.4.2, findingstlea predictors of the intention to adopt
exit strategy in relation health and environmental consideraticare presented and
discussed. At the end of this section a comparisanade between how the TPB factor
influence the prediction of loyalty and exit stigits as forms of responsible consumer
behaviours
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5.4.1 Predictors of intention to adopt loyalty strategyas a form of
responsible consumer behaviour in fast-food purchase,

consumption, and waste disposal
The first hypothesis being tested in this study states that ‘attitudegard healthy eating,
subjective norms about healthy eating, perceivédbieural control of eating healthy, and
awareness of negative consequences of eating timpéabd, will predictioyalty strategy’.
The findings regarding thprediction of loyalty strategy as a form of health responsible
consumer behaviour in fast-food consumption are presented in Table 5.2 and 5.5.
Firstly, Table 5.1 shows the correlations amongfwtors of the adapted TPB model in
relation to health considerations in fast-food econption. The findings showed that
consumers attitude toward healthy fast food (r 5, {&.001), subjective norm about
healthy fast food (r = .3§<.001), perceived behavioural control of eatinglthgeafast food
(r = .12,p<.005), and awareness of health consequences eflihj fast food (r = .63,
p<.001) were found to have significant positive a&sstions with loyalty strategy. This
implies that consumers would adopt loyalty stratedyen they (i) had positive attitude
toward healthy fast food, (ii) were influenced bgople who have positive attitude toward
healthy eating, (iii) perceived themselves as baiagable of controlling their healthy
eating behaviours, and (iv) were aware of the negdtealth consequences of consuming
unhealthy fast food.

Table 5.1 Correlations, means, standard deviation, interoakistency, Eigen value and
variance explained fdrealth responsible TPB model

Variable 1 2 3 4 5 6
1 Attitude toward healthy fast food
2  Subjective Norm .09
3 Perceived Behavioural Control 29 A2
4  Awareness of health consequences ~.17.18"  .18"
5 Behavioural intention (Loyalty 25 36 17 63"

strategy)
6 Behavioural intention (Exit A1 18 35 .05 .03

strategy)
Mean 3.79 291 3.72 2.80 2.72 3.75
SD .94 1.13 .78 1.36 1.06 .79
Internal consistency .86 91 .87 .94 .90 .89
Eigen value 2.39 6.91 4.40 3.97 5.15 2.31
Variance explained 5.68 16.45 10.47 9.46 12.27 5.50

* Correlation is significant at the 0.05 level @kd) ** Correlation significant at the 0.01
level (2-tailed)
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Secondly, the results of the multivariate regressamalysis for the adoption of loyalty
strategy in relation to health considerations st-faod consumption is presented in Table
5.2 while the summary of the results showing thepsuted hypotheses is also presented in
Table 5.5. All the four factors, namely, awarenegshealth consequences of eating
unhealthy fast foodp(= 1.49,p<.01), subjective norm about healthy fast fo§d=(36,
p<.01), perceived behavioural control of eating tigalffast food § = .25, p<.01), and
attitude toward healthy fast foo £ .14, p<.01) were found to be significant positive
predictors of the intention to adopt loyalty stpteas a responsible way of reducing the
health impact of fast food. These findings haveficored the positive correlations that
were found between each of these four factors aedatoption of loyalty strategy in
relation to health consideration in fast-food canption. These findings indicated that
hypothesis 1 has been fully supported as showmaers.5.

The findings show that the newly introduced factavareness of health consequences of
eating unhealthy fast food, was the best single predictof loyalty strategy in relation to
health considerations in fast-food consumptionsTimnding is interesting because it shows
that although consumers are aware of the negatimsetjuences of eating unhealthy fast
food, they would preferably adopt loyalty strategien which case the consumer remains
faithful to consumption and focuses on his/herighib improve its functioning or reducing
its negative effects.

Table 5.2 Multivariate regression analysis for predictingeimtion to adoptoyalty strategy
in relation tohealth considerations in fast-food consumption

Sia. 95% Confidence
Factors g g Interval
lower upper
Attitude toward healthy fast food 141 002 054 228
Subjective norm about healthy fast-food 360 001 232 442
consumption
Perceived behavioural control of eating healthy 246 003 104 321
fast food

Awareness of health consequences of fast food 1.49 -000 1.231 1.952

R? =.427; adjusted &.422 for predicting loyalty strategy as resporesitsthavioural
intention

Other interesting findings show that teaond best single predictor of loyalty strategy in
relation to health consideration in fast-food canption wassubjective norm about healthy
eating followed by perceived behavioural control of eating healthy fast food and then
attitude toward healthy fast food was the least. It is worthy of note that loyaltrategies are
adopted when there are ways of minimising the &ffeaf exposure to fast-food
consumption. In this case, the consumer still cares to eat fast food (either frequently or
occasionally) but tries to find ways of minimisiitg negative health effects, for example
by choosing healthier options and exercising ragjul®ther studies that used the TPB to
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predict fast-food consumption also found that adiét and subjective norms predicted the
intention to consume fast food, while perceived awétural control had a negative
predictive effect (Gholamreza et al., 2013). Somsliss (e.g. Dunn et al., 2011, 2008)
suggest that subjective norms are better predictorgtention to remain loyal an consume
fast food than attitude but in this present stutlg, newly introduced variable — awareness
of health consequences —was the strongest predidtdoyalty strategy followed by
subjective norms with attitude being the weakehis Tlemonstrates the significant impact
of the newly introduced factor on the predictiveesgth of the TPB model. The differences
in this and previous findings might be due to thetfthat this present study regarded
behavioural intention (i.e. loyalty strategy) as fhtention to eat healthy fast food while
these previous studies examined the intention tquednealthy) fast food. Also subjective
norms in these previous studies refer to influerfic@a important people who have positive
attitude toward fast-food consumption but in thisgent study, subjective norms refer to
influences from important people who have positatitude toward healthy (fast) food.
These important people could be peers, parentithhwafessionals, and journalists among
others.

Table 5.3 Correlations, means, standard deviation, interoakistency, Eigen value and
variance explained fanvironmentally responsible TPB model

Factors and behavioural intentions 1 2 3 4 5 6

1 Attitude toward environmental
responsibility

ok

2  Subjective norm about A2

environmental responsibility
3  Perceived behavioural control .06 .10
4  Awareness of environmental .04 10 .65

consequences
5 Behavioural intention (Loyalty .11 177 56 .46

strategy)
6 Behavioural intention (Exit 417 07 54 83 34

strategy)
Mean 3.84 3.70 3.21 3.23 326 3.27
SD .96 1.07 1.35 1.16 1.13 1.41
Internal consistency 91 .94 .87 .92 .87 .86
Eigen value 3.69 6.41 4.40 391 201 1.60
Variance explained 18.16 33.77 10.47 9.10 9.89 7.39

* Correlation is significant at the 0.05 level @ked) ** Correlation significant at the 0.01
level (2-tailed)

The second hypothesis being tested in this study states that ‘attitumeard environmental
responsibility, subjective norm about environmenmtdponsibility, perceived behavioural
control of being environmentally responsible, andai@ness of negative environmental
consequences will predityalty strategy’. The findings regarding therediction of loyalty
strategy as a form of environmentally responsible consumer behaviour in fast-food
purchase, consumption, and waste disposal arerpegsan Table 5.3, 5.4 and 5.5. Firstly,
findings in Table 5.3 show that consumers in the AAMre loyal towards fast-food
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consumption when their attitude toward environmiengégponsibility (r = .11,p<.005),
subjective norm about environmental responsibflity .17,p<.001), perceived behavioural
control of being environmentally responsible (r56,.p<.001), and awareness of negative
environmental consequences of fast food (r = 46,001) had significant positive
associations with loyalty strategy. This impliesnsomers would adopt loyalty strategy
when they (i) had positive attitude toward envir@mtal responsibility in fast food, (ii)
were influenced by people who have positive atéttmlvard environmental responsibility,
(i) when perceived themselves as being capablearftrolling their environmentally
responsible behaviours, and (iv) were aware ohtgative environmental consequences of
fast food.

Secondly, results of the multivariate regressioalysis, which is presented in Table 5.4,
show that perceived behavioural control of beingiremmentally responsiblef(= .40,
p<.01), subjective norm about environmental respalityi (f = .12,p<.01), and awareness
of environmental consequences £ .12, p<.01) significantly and positively predicted
loyalty strategy. These findings have confirmed plositive correlations that were found
between each of these three factors and the adoptitoyalty strategy as shown in Table
5.3. The findings however indicated tladtitude toward environmental responsibility was
not significant in predicting loyalty strategy. Shéuggests that although subjective norm
about environmental responsibility, perceived béhaal control of being environmentally
responsible, and awareness of environmental corsegs predicted loyalty strategy
hypothesis 2 has only been partially supported Tsde 5.5).

Table 5.4 Multivariate regression analysis for predictingeimtion to adoptoyalty strategy
toward fast-food consumption basedeorironmental considerations

B Sig 95% Confidence Interval
Factor '

lower upper
Attitude toward environmental .046 .392 -.059 .150
responsibility
Subjective norm about environmental  .122 .001 .027 217
responsibility
Perceived behavioural control of being .398 .000 .308 487
environmentally responsible
Awareness of environmental 115 .000 .011 .220

consequences

R?=.359; adjusted R°=.352 for loyalty strategy

The strongest predictor of loyalty strategy as a form of environmentally responsible
behaviour in fast-food purchase, consumption, anastev disposal wagerceived
behavioural control of being environmentally responsible followed by subjective norm
about environmental responsibility. Findings from the correlations also showed that
awareness of environmental consequences of fast ¥ems positively associated with
subjective norm about environmental responsibgity perceived behavioural control of
being environmentally responsible. This impliesttheeater awareness of environmental
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consequences of fast-food consumption by consunmameases their belief in the
environmental attitudes of important reference feand this consequently increases their
perception of being able to take actions to proteetenvironment. Examples of loyalty
strategy toward environmental friendliness includaking special effort to buy fast food
in environmentally friendly packaging, always trgito dump used plastic packages in
appropriate waste containers for recycling, andingakvery attempt to join environmental
clean-up activities. Here, a consumer continuesdb fast food but tries to limit its
environmental impact by his/her her environmentadlgponsible actions. The finding also
implies that having a positive attitude toward eorimental responsibility is not enough to
determine the adoption of loyalty strategy as anfaf environmentally responsible fast-
food consumption behaviour. It suggests that othetors, namely, subjective norm about
environmental responsibility, perceived behavioucahtrol of being environmentally
responsible, awareness of environmental consegsemeanore important in this regard.

Table 5.5 Summary of results of hypothesis testing on premticof loyalty strategy in
health and environmentally responsible fast-footpase and consumption

Hypothesis Result

Hypothesis 1: Attitudes, subjective norms, perceived behaviourdully supported
control and awareness regardingalthy eating will
predict loyalty strategy.

a. Attitudes toward healthy eating will prediciyalty strategy. Supported
Subjective norms about healthy eating will predmtalty Supported
strategy.

c. Perceived behavioural control of eating healthydfoaill Supported

predictloyalty strategy.

d. Awareness of consequences of eating unhealthy faitid Supported
predictloyalty strategy.

Hypothesis 2: Attitudes, subjective norms, perceived behavioural Partially
control and awareness regardiegvironmental responsibility Supported
will predict loyalty strategy.

a. Attitude toward environmental responsibility willrgalict | Not supported
loyalty strategy.

b. Subjective norm about environmental responsibiltll Supported
predictloyalty strategy.

c. Perceived behavioural control of being environmiénta  Supported
responsible will predidioyalty strategy.

d. Awareness of environmental consequences of fast fait Supported
predictloyalty strategy.
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5.4.2 Predictors of intention to adopt exit strategyas a form of
responsible consumer behaviour in fast-food purchase,

consumption, and waste disposal
The third hypothesis being tested in this study states that ‘attitudegard healthy eating,
subjective norms about healthy eating, perceivédbieural control of eating healthy, and
awareness of negative consequences of eating timpdabd, will predictexit strategy’.
The findings regarding therediction of exit strategy as a form of health responsible
consumer behaviour in fast-food consumption are presented in Table 5.6 and 5.8.
Firstly, findings in Table 5.1 show that consumardhe AMA may stop or reduce the
frequency of fast-food consumption to the ‘non-tregters’ level (i.e. not more than 3
times a month) when theattitude toward healthy fast food (r = .11, p<.005), subjective
norm about healthy food (r = .18,p<.001), perceived behavioural control of eating healthy
fast food (r = .35p<.001) had a significant positive association wéfit strategy. The
relationship between awareness of health consegadgnc .05p>.001) and exit strategy
was however not significant.

Table 5.6 Multivariate regression analysis for predictingeimtion to adopexit strategy
based orealth considerations in fast-food consumption

Predictor variable B Sig. 95% Confidence

Interval
lower upper
Attitude toward healthy fast food .238 .003 116 413
Subjective norm about healthy fast food 188 001 102 253
consumption
Perceived behavioural control of eating healthy 377 000 281 473
fast food
48 .081 .013 101

Awareness of health consequences of fast food 0

R°= .155; adjusted R.147 for exit strategy

Secondly, the multivariate analysis shown in Tahl@ shows that all the three original
factors in the TPB model, that jgerceived behavioural control of eating healthy fast food

(B = .38, p<.01), attitude toward healthy fast food (3 = .24,p<.01), andsubjective norm
about healthy fast food (B =.19, p<.01) were found to be significant positive predistof
the intention to adopt exit strategy. Interestinglist as the results of the correlation have
shown, the study could not confirm the predictivewpr of awareness of health
consequences of eating unhealthy fast fgbd (05,p>.01) on exit strategy. This implies
that hypothesis 3 has only been partially suppofse@ summary of results presented in
Table 5.8). This also implies that the newly inwodd factor (i.e. awareness of negative
health consequences of unhealthy fast food) didenbiance the predictive power of the
TPB model on the adoption of exit strategy in Headtsponsible fast-food consumption as
expected.
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The findings also showed thpérceived behavioural control is the best predictor of exit
strategy followed byattitude, andsubjective norms. It should be noted that exit strategies
are employed to avoid or reduce one’s exposure rtbealthy fast food. Therefore,
basically, the consumer engaging in exit strategpgrids to stop or reduce fast-food
consumption to the non-frequenters level. Thisifigds consistent with Gholamreza et al.
(2013) who concluded that interventions to increamesumers’ motivation for reducing the
frequency of fast-food consumption may need to $oon creating more positive attitudes
regarding healthy eating, social norms (subjecthe@ms), and increasing perceived
behavioural control. Essentially, the outcome ofomsumer engaging in loyalty or exit
strategy is healthy eating or minimal exposurehtodffects of unhealthy eating. Therefore,
the findings are also consistent with Povey ef20100), Bebetsos et al. (2002), and @ygard
and Rise (1996) who found that attitude, subjectivem, and perceived behavioural
control were all significant predictors of intem®to eat healthy food. However, Povey et
al. (2000) found attitude as the strongest predietbile this present study showed
perceived behavioural control as the strongestigiadof exit strategy. This implies that
the ability of an individual to take action towarbtlealthy eating strongly influences the
adoption of exit strategy in fast-food consumption.

Other interesting findings as presented in the etations in Table 5.1 indicate that
awareness of health consequences had significaittygoassociations with attitude toward
healthy fast food (r = .17p<.001), subjective norm about healthy fast food=(r18,
p<.001), and perceived behavioural control of eatieglthy fast food (r = .1§<.001).
These findings imply that a consumer who is awafré¢he consequences of unhealthy
eating also has high positive attitude toward Igadtating, values the importance of social
influence about healthy eating (subjective nornmd &as a strong perception of his/her
ability to engage in healthy eating. However, amfibin this study, a consumer with these
attributes is more likely to adopt loyalty than tegirategy since awareness of negative
health consequences has no significant influencéhenadoption of exit strategy. Also,
perceived behavioural control of eating healthydfaeas strongly associated with attitude
and subjective norms. Thus, an individual's pericepof his/her ability to control fast-food
consumption behaviour is increased when he/shéigaspositive attitude toward healthy
eating and a strong social influence. Here, a ffast- consumer with these attributes is
more likely to adopt exit strategy than loyaltyastigy because the findings have shown that
perceived behavioural control (which relates toorsr will-power) has the strongest
influence on the adoption of exit strategy.
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Table 5.7 Multivariate regression analysis for predictingeimtion to adopexit strategy
toward fast-food consumption basedeorironmental considerations

. . B Sig. 95% Confidence
Predictor variable Interval
lower upper

Attitude toward environmental .927 .001 .853 1.113
responsibility
Subjective norm about environmental .004 .924 -.081 .074
responsibility
Perceived behavioural control of being .523 .000 .498 .599
environmentally responsible
Awareness of environmental consequences 1.04 .000 954 . 1.124

R°= .724; adjusted R.722 for exit strategy

The fourth hypothesis being tested in this study states that ‘attitumlgarrd environmental
responsibility, subjective norm about environmem&dponsibility, perceived behavioural
control of being environmentally responsible, amwdigeness of negative environmental
consequences will predi@xit strategy’. The findings regarding therediction of exit
strategy as a form of environmentally responsible consumer behaviour in fast-food
purchase, consumption, and waste disposal arerpeesin Table 5.3, 5.7 and 5.8. First of
all, findings in Table 5.3 show that with the exttep of subjective norm about
environmental responsibility, all the other thraetbrs had significant positive associations
with exit strategy. Secondly, the multivariate esgion analysis presented in Table 5.7
shows that exit strategy was positively predictey dwareness of environmental
consequencesp (=1.04, p<.01), attitude toward environmental cesgibility (3 =.93,
p<.01), and perceived behavioural control of beemyironmentally responsibles (=.53,
p<.01). Subjective norm about environmental respmlity (B = .04, p>.01) was not a
significant predictor of exit strategy. This im@i¢hat hypothesis 4 has only been partially
supported. This also implies that the adoption &it estrategy in environmentally
responsible fast-food purchase, consumption, aratendisposal is not determined by the
influence from important people who have positiviitiede toward environmental
responsibility but rather other factors, namelyit@de toward environmental responsibility,
perceived behavioural control of being environmiytaesponsible, and awareness of
environmental consequences of fast-food consumption
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Table 5.8 Summary of results of hypothesis testing on premhobf exit strategies in health
and environmentally health responsible fast-foortipase and consumption

Hypothesis Result

Hypothesis 3: Attitudes, subjective norms, perceived behavioural
control and awareness regarding healthy eating |will
predictexit strategy

a. Attitudes toward healthy eating will predict intemt to Supported
engage irexit strategy

b. Subjective norms about healthy eating will predeit Supported
strategy

c. Perceived behavioural control of eating healthgdfawill Supported

predictexit strategy

d. Awareness of consequences of eating unhealthy f@itid| Not supported
predictexit strategy

Hypothesis 4: Attitudes, subjective norms, perceived behavioulral
control and awareness regarding environmental
responsibility will predict exit strategy

a. Attitude toward environmental responsibility witiredict Supported
exit strategy

b. Subjective norm about environmental responsibilityill Not supported
predictexit strategy

c. Perceived behavioural control of being environmiynta  Supported
responsible will prediatxit strategy

d. Awareness of environmental consequences will pteskit Supported
strategy

The strongest predictor adxit strategy was awareness of environmental consequences
followed by attitude and perceived behavioural oanfThis finding is consistent with van
Birgelen et al. (2009) who found that environmerparchase and disposal decisions
predominantly depend on the environmental awaretiside toward an eco-friendliness,
and the opinion of reference persons. However,hia present study, the opinion of
reference persons (subjective norm) was not simifi in predicting exit intention but
rather loyalty strategy as discussed in the previsection. Exit strategies in this case
include avoiding buying fast food in plastic packagdeciding to stop buying take-away
fast food, and avoiding buying fast food in paclatfeat pollute the environment. Other
studies also found that environmentally responsgaesumption and purchase decisions
were influenced by a person’s awareness, attitudesjal pressure, and perceived
behavioural control (e.g. Oreg & Katz-Gerro, 20@heung et al., 1999; Bech-Larsen,
1996; Olander & Thogersen, 1995).
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Furthermore, the findings from the correlationsvghdn Table 5.3 show that awareness of
environmental consequences had significant posidgsociation with subjective norm
about environmental responsibility (r = .185.005) and perceived behavioural control of
being environmentally responsible (r = .§5,001). This implies that a fast-food consumer
who is aware of the environmental consequenceasiffbod is likely to have high regard
for important references or people who have pasitattitude toward environmentally
responsible consumption and will also likely peveeim or herself as being able to exert a
strong will-power in adopting environmentally reggible behaviours. However, a person
with these attributes is most likely to adopt layadtrategy since important references (i.e.
subjective norm) had no significant influence oit efrategy.

5.4.3Comparison between the prediction of loyalty and exit strategies

as forms of responsible consumer behaviours

In terms of the prediction of the intention to atlmyalty or exit strategies based orhealth
considerations, the empirical findings show that (i) the four factdn the regression model
together yielded coefficient of determination®Rf .42 and .15 for loyalty and exit
strategies respectively meaning that 42% and 15%efvariances have been explained.
This implies that the adapted health responsibl® Ttodel was stronger in predicting
loyalty strategy (where 42% of the variance wadaRrpd) than exit strategy as a form of
responsible fast-food consumption in relation talthe considerations; (ii) all the four
factors in the adapted health responsible TPB modeld predict loyalty strategy while
only three factors (except awareness of health emprences of eating unhealthy food)
could predict exit strategy in other consumers) fiwareness of health consequences of
eating unhealthy fast food, which could not preeixit strategy, turned out to be the best
single predictor of the adoption of loyalty strate@he realisation that the TBP model had
a stronger predictive power on loyalty strategynthexit strategy could be due to the
influence of the newly introduced factor (i.e. agmess of health consequences of eating
unhealthy food). This implies that ‘awareness gfateve health consequences of unhealthy
fast food’ might have enhanced the predictive powsfehe TPB model on the adoption of
loyalty strategy in health responsible fast-foodnsuomption indicating an important
contribution to the theory of planned behaviourisTinding is interesting also because it
shows that although consumers are aware of theimegmnsequences of eating unhealthy
fast food, they would preferably adopt loyalty stges.

In terms of the prediction of the intention to atibpyalty or exit strategies based on
environmental considerations, the empirical findings show that (i) both perceived
behavioural control of being environmentally resgible and awareness of environmental
consequences of fast-food purchase, consumptiod, veaste disposal predicted the
adoption of both loyalty strategy and exit stradsgiHowever, these two factors were
stronger in predicting exit strategy implying thahen consumers are aware of the
environmental consequences of fast-food consumptiey also perceive themselves as
being capable of taking actions by themselves doice the environmental effects. Hence,
these consumers would preferably adopt exit styategh as avoiding takeaway purchases
in packages that are not environmentally friendiiy;the factors in the regression model
for environmentally responsible fast-food consumptitogether yielded coefficient of
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determination (B of .35 and .72 for loyalty and exit strategiespectively meaning that
35% and 72% of the variances have been explainked. stiggests that the adapted TPB
model was stronger in predicting exit strategy (h&2% of the variance was explained)
than loyalty strategy. The stronger influence &f émvironmentally responsible TPB model
on exit strategy could as well be due to the hitffluence of the newly introduced factor,
‘awareness of environmental consequences’, whish bappened to be the best predictor
of exit strategy.

5.5 Conclusion

This study sought to identifying factors that detere consumers’ intention to adopt
loyalty or exit strategies as ways of exercisingpmnsible consumer behaviours to
minimise health and environmental anxieties assediawith fast-food purchase,
consumption and waste disposal in the Accra MetitgpoArea of Ghana. This was done
using two adapted theory of planned behaviour (T@BYlels — (i) the health responsible
TPB model had four factors namely, attitudes towhealthy eating, subjective norms
about healthy eating, perceived behavioural contfohealthy eating, and awareness of
negative consequences of eating unhealthy fast, f@ddhe environmentally responsible
TPB model also had four factors namely, attitudeata environmental responsibility,
subjective norm about environmental responsibifigrceived behavioural control of being
environmentally responsible, and awareness of enmiental consequences of fast food
purchase, consumption and waste disposal.

In terms of the prediction of the intention to adopt loyalty strategy as a form of responsible
fast-food purchase, consumption, and waste disgm@viour, firstly, the findings shows
that a loyalty strategy towards fast-food consuompts built upon an individual’s attitudes
toward healthy eating, subjective norms about hgatating, perceived behavioural control
of healthy eating, and awareness of negative caesegs of eating unhealthy fast food.
This showed that hypothesis 1 has been fully supdoSecondly, three out of four factors
of the environmentally responsible TPB model, that subjective norm about
environmental responsibility, perceived behavioucahtrol of being environmentally
responsible, and awareness of environmental copsegs predicted the adoption loyalty
strategy. Thus hypothesis 2 was partially suppofédidly, attitude toward behaviour was
significant in predicting loyalty strategy as a rforof health responsible behaviour
(although it was the weakest predictor) but it wexd significant in predicting loyalty
strategy as a form of environmentally responsib&haviour. Fourthly, awareness of
negative consequences was the best significanicpoedf loyalty strategy as a form of
health responsible behaviour but this factor turned out to be the least sigaifit predictor
of loyalty strategy as a form oénvironmentally responsible behaviour in fast-food
purchase, consumption and waste disposal. Thedandi® suggest that the factors in the
TPB model influence people differently dependingtba type of anxieties that they are
dealing with. This means that in planning interi@ms that aim at reducing the anxieties
associated with fast-food consumption each anxiety need to be addressed differently.

In terms of the prediction of the intention to adopt exit strategy as a form of responsible
fast-food purchase, consumption, and waste disguet@viour, firstly, exit strategy was
predicted by three of the four factors in the Heedisponsible TPB model hence hypotheses
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3 was partially were supported. In this case, ‘@mwass of health consequences of eating
unhealthy fast food’, could not predict exit stgpteas a form of responsible consumer
behaviour. Secondly, three out of four factors, emattitude toward environmental
responsibility, perceived behavioural control ofinge environmentally responsible, and
awareness of environmental consequences of fadtdoedictedexit strategy. This implies
that the adoption of exit strategy in environmdgtaiesponsible fast-food purchase,
consumption and waste disposal is not determinedutjective norms (or the influence
from important people who have positive attitudevdod environmental responsibility)
meaning that hypothesis 4 has been partially stp@ofhirdly, awareness of negative
consequences was not significant in predicting the adoptionexiit strategy as a form of
responsible consumer behaviour in relation to heatinsiderations but this factor turned
out to be the strongest predictor of exit stratagya form of environmentally responsible
behaviour in fast-food purchase, consumption, aadtevdisposal. This suggests that the
newly introduced factorawareness of negative consequences, enhanced the predictive
power of the TPB model in relation to environmergahsiderations but not in relation to
health considerations. Again, as mentioned earttese findings have shown that the
factors in the TPB model influence people diffehgrttepending on the type of anxieties
that they are dealing with and must be integratéd gaution when planning interventions.
These findings also suggest when a consumer is eawérnegative environmental
consequences of fast food it is easier to adoptsérdtegy than when consumer is aware of
negative health consequences of fast food. Thisdcoe due to the fact that unlike exit
strategy in health responsible consumption wherendividual stops or reduces fast-food
consumption, adoption of exit strategy in environtaly responsible consumption does
not necessarily mean that the individual will quitreduce fast-food consumption. What it
means essentially is that the consumer will not, leag, or transport fast food only if it is
served or packaged in eco-harmful materials. Theeeft is possible that a consumer who
adopts exit strategy in environmentally responsitd@sumption will also adopt loyalty
strategy as a way of being health responsible. dlkis emphasises the earlier point that the
adoption of exit strategy as a way of avoiding tiegahealth impacts is highly influenced
by an individual's will-power (i.e. perceived beli@wal control of healthy eating) rather
than awareness of negative health consequences.

Fourthly, findings showed that perceived behavibaoatrol was the strongest predictor of
exit strategy, which implies that the ability of amlividual to take action towards healthy
eating strongly influences the adoption of exiatggy in fast-food consumption. This also
suggests that the adoption of exit strategy reguarstronger will-power at the individual
level hence in most cases only very determinedopersan adopt exit strategy in fast-food
consumption.

In comparing factors that predict the intention to adopt loyalty and exit strategies, findings

show that (1) a consumer who is aware of the caresres of unhealthy eating, has high
positive attitude toward healthy eating, values itl@ortance of social influence about
healthy eating, and has a strong perception ofidisdbility to engage in healthy eating is
more likely to adopt loyalty than exit strategy since awareness of negative health
consequences has no significant influence on tbetaxh of exit strategy; (2) a consumer
whose perception of his/her ability to control féstd consumption behaviour is increased
when he/she has high positive attitude toward hgalating and a strong social influence is
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more likely to adoptexit strategy than loyalty strategy because perceived behavioural
control (which relates to strong will-power) hag tstrongest influence on the adoption of
exit strategy; (3) a fast-food consumer who is an@rthe environmental consequences of
fast food, has high regard for important refersnpeople, and perceives him or herself as
being able to exert a strong will-power in adoptémyironmentally responsible behaviours
is most likely to adopioyalty strategy since important references (i.e. subjective ndrag

no significant influence on exit strategy; (4) thealth responsible TPB model as a whole
was stronger in predictinfpyalty strategy than exit strategy in fast-food consumption.
These findings could be due to the influence ofrtbely introduced factor (i.e. awareness
of health consequences of eating unhealthy fad)faadicating an enhancement of the
predictive strength of the TPB model on loyaltyatggy.

The finding also suggest that although consumersaamare of negative consequences of
unhealthy eating they are less likely to engagexih behaviours but rather more likely to
adopt loyalty strategies probably due to the isti#die benefits these consumers get from
fast food or the low perceived behavioural confoslwill-power) to adopt exit strategy. It
is also important to note that the adoption of lgystrategies depends on the availability of
healthier or alternative options, which some fastef companies are now offering in their
restaurants. In essence, consumers’ awareness a¥dilability of healthier and alternative
options (e.g. gyms for exercising) may motivatedteption of loyalty strategy in fast-food
consumption; (5) thenvironmentally responsible TPB model was stronger in predicting
exit strategy thanloyalty strategy, which suggests that the newly introduced factothie
TPB model, ‘awareness of environmental consequenicist food’ (which is also the best
predictor of exit strategy) could have enhancedptfeglictive power of the TPB model on
exit strategy.

Finally, these findings indicate that health intariions aimed at promoting loyalty strategy
should, in order of importance, focus on (1) insieg awareness about the consequences
of unhealthy eating, (2) encouraging the involveta@himportant social influence about
healthy eating, (3) facilitating people’s abilityp tengage in healthy eating, and (4)
motivating the development of a positive attitudevard healthy eating. Moreover, the
adoption of loyalty strategies depends on the akdity of healthier, environmentally
friendly, and alternative options. The findings gests that health interventions that aim at
promoting exit strategy should, in order of relesenfocus on (1) facilitating people’s
ability to engage in healthy eating, (2) motivatitig development of a positive attitude
toward healthy eating, and (3) encouraging the liremaent of social influence about
healthy eating.

115
Fast food in Ghana’s restaurants



Chapter 5

116
Fast food in Ghana’s restaurants



Chapter Six

General Discussion and Conclusion



Chapter 6

6.1 Introduction

This thesis has examined fast food and fast-fosthueants as material-cultural objects and
assessed their prevalence, characteristics andarale in the Accra Metropolitan Area of
the Greater Accra Region of Ghana. It has asselssedthe elements of the culinary
triangle of contradictions, namely, conveniencentity, and responsibility, influence fast-
food consumption and has identified some strateigismight help enhance the relevance
of fast food for urban food provision, health impement and tourism development in the
AMA. The following research trajectory has been &yed.

Firstly, various theoretical frameworks have beesspnted with the common objective of
developing insights into the practices of fast-f@athsumption. This thesis emphasises that
researchers have tended to evaluate fast foodeobatsis of just one or two specific (static)
characteristics, mostly perceived from a Westerintpof view. In addition to those
analyses, this thesis assumes that practices as=aiith fast food are constantly being
recontextualisedand changed in time and spac&herefore, it has been argued that an
empirical analysiss needed to deliver insights into the charadiesof fast food and the
social practices of its consumption in Ghana, fdriclw it was decided to investigate
particularly the buying and eating in Ghanaian-fasd restaurants, a domain which is
under-investigated.

This analysis has been inspired ogterial culture studieteading to an effort to analyse
fast food and fast-food restaurants as materidiimilobjects, particularly by elaborating
the cuisine conceptand searching for additional characteristics whicdy illustrate the
recontextualisation of fast-food consumption irtaesants in the AMA. The assumption of
a recontextualisation is further investigated tigtoa profound analysis of three elements
of theculinary triangle of contradictiongconvenience, identity and responsibility) from an
interdisciplinary angle and by also referring te theory of planned behaviour in the case
study on responsible consumption behaviour.

Secondly, alongside this scientific motivation apdsitioning, this research has been
characterised by its effort to make a contributiomeduction of the health, environmental
and cultural problemshat are often attached to fast-food consumptian-bas this thesis
investigates — may also be changeable in a situatio fast-food recontextualisation.
Indeed, this thesis also aims to come up with sdmedest) recommendations for
interventionsabout a new (possible) role that fast food may ptathe Ghanaian urban
context. In this sense, the thesis is also relatechnd reflects on the goals of the
government of Ghana to ensure food, health and@mviental security of her citizens and
to develop the tourism sector — meaning that reatduoperations, which the Ghana
Tourism Authority regards as tourism enterprisegayehan important role to play in
achieving these goals.

Although globally, fast food has been extensivehtiaised for its link with health
problems, environmental pollution and the tendetacyndermine traditional food cultures,
the governmental measures related to fast-fooduestts stimulate further investigation of
assumptions about whether and in which ways thentegtualised fast-food situation in
Ghana may become increasingly relevant for urbad fwrovision, health improvement and
tourism development. So, this research is carrigdrom within this juncture of scientific
and developmental perspectives, focussing on tlerimg problem statement:
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How do the fast-food consumption determinants sscbonvenience, identity and
responsibility influence fast-food consumptionAiccra Metropolitan Area and
which strategies can be identified that fast-foedtaurateurs, governments and
consumers may implement to enhance the relevantasbfood to urban food
provision, health improvement and tourism develagfhe

This research problem is subdivided into the follayfour research questions, which were
separately dealt with in Chapters 2 to 5, as falow

1. What is the prevalence and characteristics of fasd and fast-food
restaurants in Accra Metropolitan Area (AMA) of Glaaand what is their
relevancy to urban food provision, health improvaetmend tourism
development?

2. How do the components of convenience (perceivedymtoconvenience and
convenience orientation) together with demogragrd lifestyle variables,
such as age and cooking skills, influence fast-fomusumption in the AMA?

3.  What sociocultural meanings do fast-food consurascsibe to fast food, how
are the meanings contested and how do the meaaintgsheir contestations
influence fast-food consumption (or maintenancéasf-food social identity)?

4. Which factors determine the intentions of a consutmedopt loyalty or exit
strategies as a form of responsible consumer bethain order to reduce the
negative health and environmental consequencessbfdod?

In this chapter, | bring together the findings frohe different chapters of the thesis, and
discuss the cross-cutting issues and overall ttieateand practical implications for fast-
food production and consumption in Ghana’s urbarires. The chapter is divided into the
following sections.

First, Section 6.2 provides a brief summary of mhan findings addressing the research
questions. Then, Section 6.3 presents the cotitritmi that this study has made to
scientific theory, and Section 6.4 provides notyahke policy and practical implications of
the study, but also strategies for enhancing thevaece of fast food for urban food
provision, health improvement and tourism developtria the AMA. In Section 6.5, |
reflect critically on my study and indicate sommitations and present an outlook for
further research, followed by some final remarkSéction 6.6.

6.2 Overview of the main findings

The main empirical findings are specific to the rfahapters in which the four research
guestions have been addressed. In Chapter 2, ¢lralence and characteristics of fast food
and fast-food restaurants in the AMA have beengmtesl, as well as their relevancy to
urban food provision, health improvement and tourifevelopment.

The findings showed thprevalenceof fast-food restaurants in the AMA at 68% of the
restaurants surveyed. It was also remarkable thau8of the 90 restaurants surveyed were
established between 1990 and 2009, indicatingttieaspread of restaurants has been quite
a recent phenomenon and which could have beeitdiéeil by the growing, urban middle-
class population and the quest of Ghana to dewbpourism sector. Furthermore, it came
to light that fast food could be obtained from athatlets, such as supermarkets and street
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vending sites, indicating that the overall prevaternf fast food in the AMA could be
higher than that found in this study.

The characteristicsof fast food in Ghanaian restaurants were studigdapplying the
cuisine concept of Farb & Armelagos (1980) and R¢%B82), with attention being paid to
four cuisine characteristics: thgasic or core foodsdistinct flavour principles distinct
techniques of preparing food and codes of etiquibtié are associated with fast food and
fast-food restaurants in the AMA. The cuisine cqncis an analytical framework that
posits the idea that the selection of food #msicor core fooddepends on factors such as
availability, nutritional costs and benefits, cu#u and customs, palatability and
affordability. Thedistinct techniques of preparing foatkpends on factors such as skill,
energy, technology, personnel and time availableilewthe distinct flavour principle
depends on culture, availability, familiarity andltare The codes of etiquettinvolve
factors such as the number of meals to be eaterd@erand when, where, with what
utensils, with whom, and under what social circiamses food is eaten.

In terms of (1)basic or core foodghe finding indicated that the core foods avddah the
fast-food restaurants comprigeodsgenerallyrecognisedas fastfood (FGRAFF), which
include French fries, burgers, fried chicken, pizaad fried rice. Other core foods offered
in the fast-food restaurants were typical Ghandismls, such adankuwith pepper and
tilapia, kelewele waakyeandijollof rice. Some of these foods, such as French friggels,
pizza and fried rice have been imported into thentry, transformed in various ways and
become part of urban diet. The fast-food restaunagru item most eaten by consumers
was found to be fried rice (with its accompanimgnfsilowed by French fries and fried
chicken, in that order.

The findings also showed that even some restaurattslassified as fast-food restaurants
also offer these FGRAFFs, further illustrating thpopularity in AMA restaurants. The
popularity of the FGRAFFs is an indication thattdig patterns are changing in urban
Ghana, but it is also noteworthy that typical Ghandgoods, such abankuand tilapia,
have become popular in fast-food restaurants satceit a decade ago and are, in fact,
among the most expensive foods in many restaurginése they are offered. One reason
for their popularity is the desire of consumershdt from the intake of oily fried foods and
meat to less oily foods and fish, which have beshblipised by nutritionists and health
professionals as healthier. Althoudpankuis a meal commonly prepared at home, its
accompaniment, grilled tilapia, tends not to beppred in most homes, because the fresh
fish is expensive and its preparation requiresisfised skills and sometimes equipment.

The implication of these findings is that most aesants are undergoing various
transformations. For example, on the one hand, s@skaurants that previously offered
only typical Ghanaian meals ‘modernised’ their @pi@ns, such as by incorporating
modern restaurant design, new styles of food pegjmer and service and introducing the
FGRAFFs into their menus. This way, restaurateuosiicdc appeal to international
customers, meet the demands of local modern consuamel still be competitive in the
market. On the other hand, some restaurants tleaigusly offered only the FGRAFFs
have begun to adapt their operations to suit locatexts.
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In terms of (2)techniques of food preparatipprecooking technology was found to be
commonly used in preparing most popular foods, sashfried rice, French fries and
chicken. Thus, most fast-food restaurants usedfrige-potatoes or precooked rice or
chicken, all of which could be quickly fried for @mers upon request. This precooking
technology is necessary for mass and quick prooluatf food and has also been used
worldwide to produce a number of convenience fathds$ require minimal cooking time.
Cooking methods often impact the nutritional andlthebenefits of foods. The growing
general health consciousness of consumers wasrmefihere with the finding that the
demand for and the sale of foods prepared by healtlooking techniques, such as stir-
frying, grilling, baking and steaming is increasiMyith the exception of stir-frying, these
cooking methods are also employed in most Ghartasames. The use of various kinds of
cooking techniques has been made possible by tkedé cooking skills the actors acquire
from their training, as well as various technolegied equipment that have been developed
for easy food preparation and cooking. The uséheéd different types of equipment has
also been facilitated by the increased availabiityarious energy sources in the AMA,
including electricity, liquefied petroleum gas (LP&hd charcoal.

In relation to (3)the distinct flavour principleswhich concerns the types and quantities of
seasonings and additives used in fast food, firedglgpwed that the main sources of flavour
in most AMA fast food areshitor (black pepper sauce), freshly ground pepper and hot
spices, such as ginger. All these have been infe@drby the Ghanaians' likeness for
pepper and hot spices, which are believed to doelbtody and clean it of impurities.
Another finding was the alleged excessive use tfical flavour enhancers, such as
monosodium glutamates, that might have negativéttheaplications. For some fast-food
consumers, taste and aromatic experiences fornopéne social objective for consuming
fast food, so they feel satisfied when this soglgéctive has been achieved. Consequently,
fast-food providers make frantic efforts to enhatimesensory properties (taste and aroma)
of the food to make it more appealing to consumbts, in the process some end up
misusing certain food seasonings and flavour erdrane a practice that can pose health
risks for consumers.

In relation to (4)the codes of etiquettavhich prescribes the number of meals to be eaten
per day, when, where, with what utensils, with whama under what social circumstances
the food is eaten, the main findings were as faloost respondents would obtain fast
food from restaurants where they either ate inarght to take away. Eating in fast-food
restaurants was found to be mainly conditioned @& by the desire to sit, relax, interact
and socialise with different categories of peopleluding families, friends and business
partners. These findings, which were clearly inflced by the commensality attitude of
typical Ghanaians, contradicted the original cohadfast food as aimed at providing, in
good time, food for people on the move — the maason why the concepts of self-service
and drive-through were introduced. Most respondatgdast food at lunchtime, suppertime
or between lunch and supper, and at these mealtimeed food’ was usually eaten, in
conformity with the typical Ghanaian eating cultwrstarches and soups/stews (C+F+p) at
lunch and supper and, in some cases, breakfgstpwide adequate satisfaction and energy.
This explains why the most common fast foods foimthe restaurants were ‘real foods’,
or meals, rather than snacks. The findings alsicated that some consumers eat these
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‘real foods’ at late hours, up to about midnighthietr can potentially lead to health
problems.

Other significant findings of this study relatesia additional cuisine characteristics that |
discovered. The characteristics are (1) distinchhégues of serving food, (2) distinct
techniques of packaging, (3) environmental appetpniess, (4) geographical or cultural
origin, (5) distinctive infrastructure by which fddngredients moves from farm to fork,
and (6) the marketing system by which fast fooehésketed or distributed. Theethniques

of serving footlprescribes the way food providers or restaursadf snake food or services
available to the consumer, for example, by selftabite-serviceln connection with this, it
came to light that serving food on the table faBlaanaian consumer in the restaurant is
important because it is seen as a way of showisper to customers.

The techniques of packagihtpasicallyconcerns the type of packaging materials used and
their safety. It also relates to thenvironmental appropriateneésof the packaging
materials, which entails the ease with which they de disposed of and their eco-
friendliness. In this regard, the findings reveatedt most consumers were concerned
about the safety and extensive use of packages wiagkastic and polythene materials
because of their negative effects on the environn¥ére geographical or cultural origih
relates to newness, uniqueness and, basically, tfeatdis different from the ‘usual’. The
‘food chain, by which food or ingredients moves from farm tokfarelates to the sources
of raw materials and other ingredients used in-fia@tl preparation and how it impacts
local food production, the economy and the envireninin this regard, most informants
indicated that they would have been happier edtisgfood prepared with locally produced
raw materials, but they also acknowledged the ‘pqoality’ of some of the locally
produced raw materials, such as rice. Finallyarketing systehdeals with the techniques
that are used for proliferating fast food, eittegdlly or internationally.

An understanding of these six additional charasties is needed in order to evaluate fast
food fairly in different social and cultural contexFor urban food provisiotechniques of
serving foodand of packagingand the environmental appropriatenessf packaging
materials ananarketing systerare importantwhile geographical or cultural origirof the
food is relevant for tourism development. Concegnirealth improvementechniques of
packagingis very critical, as the use of wrong packagingariat may compromise the
safety of the food whilenvironmentally harmful packagesay pose both environmental
and health risks for consumers and society as dewho

This chapter has highlighted the prevalence anghéinedoxical nature of fast food in terms
of its tendency to provide both benefits and amedetin the next section, therefore, |
present findings from the three studies that exathithe benefits that motivate fast-food
consumption and how consumers reconcile the benefith the anxieties. These was
carried out by applying the concept of the culintiigngle of contradictions, in which

considerations such as convenience and identityregarded as some benefits that
consumers can derive from fast-food consumptionilewtesponsibility is a means by

which consumers can minimise their exposure toamheeties associated with fast-food
consumption.
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6.2.1The influence of culinary triangle of contradict®aon fast-food

consumption

Like most other material cultural objects, fastdgaroducts have both benefits and costs.
Therefore, there are also conflicting factors tindiuence its consumption. In examining
the conflicting factors that influence fast-foodnsamption, | employed Belasco’s (2008)
culinary triangle of contradictions in which threempeting considerationgdqnvenience
identity andresponsibility have been proposed idluencing a consumer’s decision to eat
a particular food. In line with these, this sectimviews the studies that looked into the
three research questions as reported in Chaptdrsu3j 5. The findings from each chapter
are summarised and presented in the next threeectidoss where | also highlight some
interrelationships and contradictions that weraidied among the three chapters.

Convenience

Chapter 3 examined how the components of conveaigmerceived product convenience
and convenience orientation) together with demdgapnd lifestyle variables, such as age
and cooking skill, influence fast-food consumptionthe AMA. In this study, reference
was made to Scholderer and Grunert (2005) and Gdseal. (2007), who propose that
convenience should be examined in relation to ikeeceived product conveniende
product attribute) and theonvenience orientationa psychosocial attribute of an
individual). Also, other studies have shown thatqgfrency of fast-food consumption,
perceived product convenience and convenience tatien may be influenced by
demographic and lifestyle variables, as well agdxyking skill. Therefore, the objective of
this study was to explain how (i) the perceivedwamience of fast food, (ii) convenience
orientation, (iii) cooking skills, and (iv) demogptaic variables (age, gender, marital status,
education level, employment status, working statind income level) influence fast-food
consumption among consumers in the AMA and to asdesrelative importance of these
factors in fast-food consumption. | did not examo@venience orientation as a single
variable, but rather in relation tmnsumers’ inclination to say@) time, (b) mental effort,
and(c) physical efforin the social practices of food consumption sooalset able to assess
their relative importance.

There were several interesting findings. First, t@re consumers perceived fast food as
having convenience attributes, the greater the axfdiheir eating it more frequently.
Second, all the three components of convenien@ni@tion — consumers’ inclination to
save time, mental effort and physical effort — wéyend to be important in influencing
fast-food consumption. However, it was also noti¢kdt the time component had the
strongest influence. Third, the empirical findirafsthis study, unlike conclusions in many
other studies, could not confirm (1) the predictpa@ver of income level on the frequency
of fast-food consumption, although a positive asgmn was found between a higher
income and more frequent fast-food consumption, dautfirmed that (2) youth, males,
employed, students and singles are more likehatdast food more frequently than older,
female, unemployed and married people, and thatc@)sumers who have adequate
cooking skills are likely to eat fast food lessqguently, as found in some previous studies
conducted in developed countries. Further studiesiaeded in a developing country such
as Ghana to investigate the relationship betweegquéncy of fast-food consumption and
income level, the demographic variables relatetiése and cooking skKill.
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Another significant finding was that perceived cenience of fast food and consumers’
inclination to save time and mental effort had pesiassociations with fast-food restaurant
consumption. This study showed that consumersinatibn to save time and mental effort
enhanced the predictive power of perceived prodoonvenience for fast-food
consumption. Furthermore, findings showed that ageason grows older, his/her
perception of the convenience attributes of fastifbecomes more positive. However, this
did not result in a corresponding increase in ttegdency of fast-food consumption,
implying that there could be other contexts anddi@cthat influence fast-food choice as
people advance in age, which need further investige. To conclude: (1) Fast-food
consumption in restaurants in Ghana is stronglgrdahed by its convenience attributes
and consumers’ inclination to save time and mesftfalrt in the overall meal process; and
(2) this study could not confirm a relationshipveet¢n (a) income level and frequency of
fast-food consumption, between (b) demographic akdes such as age, gender and
employment/occupation and marital status and frequeof fast-food consumption, or
between (c) cooking skill and frequency of fastefoconsumption. Further studies are
needed in this regard.

Identity

The fourth chapter dealt with the relationship hedw social identity and fast-food
consumption. It examined the sociocultural meanitingg fast-food consumers ascribe to
fast-food consumption, how the meanings are coedestnd how the meanings and their
contestations influence fast-food consumption (cainmtenance of fast food's social
identity). This study was conducted by adaptingdhalytical framework of Abdelal et al.
(2009), who indicate that the basis for a persaadimpt, join or express a particular identity
depends on (ahe identitycontent(the meaning of a social identity, including a greup
norms and goals, its views and beliefs about ottientities and understandings of its
material conditions and interestapd (b)the degree of its contestatiofihey further
proposed that there are four types of identity enfatnamely (1) constitutive normswhich
refers to the formal and informal rules that defigmeup membership, (Zocial purposes
which refers to the goals that are shared by mesnludéra group, (3)relational
comparisonswhich refers to defining a group by the actorigeraction and relationship
with others, and (43ognitive modelswhich refers to the worldviews or understandinfjs
political and material conditions and interests tiv@ shaped by a particular identity.

The findings here indicated that the fast-food aodientity in the AMA was mainly
constituted by the youth, males, singles and theated, who eat or buy food in the fast-
food restaurant at frequencies ranging from ‘redyiléo ‘occasionally’. The content of the
fast-food social identity was analysed in relattorthe constitutive rulessocial purposg
relational comparisorandcognitive modebased on Abdelal et al.’s (2009) framework. In
terms of theconstitutive normsthe findings showed that the norms, practices and
behaviours of the AMA fast food social group inausbme self-service but more counter
and table services and eating with cutlery insteddhe ‘natural fork’ or fingers. The
constitutive norms also referred to behaviourshsas smoking, ‘public display of
affection’, eating at late hours, drinking beforedaring meals and eating individually from
separate plates and not from a communal bowl, whigls perceived as being too
traditional. These ‘new’ norms were at the sameethighly contested by members of the
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fast food’s social group, indicating that the fotima and expression of the fast-food social
identity is a dynamic and contested process.

In terms ofsocial purposesthe study indicated that fast food's social idtgris associated
with what (i) is new and unique, (i) encouragesiabinteraction, and (iii) has sensory and
health values. In relation to newness and uniquenfisdings showed that fast-food
restaurant-goers are curious and eager to eat kmmedifferent, be exposed to a new
experience and looking for a new and differentrepgnvironment while learning about
other food cultures. The fast-food social group aisferred to social objectives such as
gaining an opportunity for social interaction, eange of pleasantries and expression of
pleasantness and pride. In relation to sensoryeydhe findings showed that generally, all
the five senses (touch, taste, sight, smell, anddjoare used while eating in the restaurants
to provide different physiological and emotionadetons to the restaurant, the services and
the food being consumed. The background music,appee of cooking and serving staff
and decency and cleanliness of the environment aleeesource of sensory and emotional
satisfaction for fast-food consumers.

It was interesting to observe that these were #weestl contested among the AMA
consumers, giving the impression that most fastifoonsumers had quite similar social
purposes. Nevertheless, some social-purpose aspieést-food restaurant consumption
were contested, mostly along the lines of its Iheiaitpact. On the one hand, fast food and
fast-food restaurants were perceived as hygienic'@gcent’ and as having some inherent
nutritional and health benefits; on the other hdast, food was perceived to have properties
that could negatively affect health and body arftisege. It is true that these contested
social objectives of consumption in fast-food rasaats may also be applied to
consumption in non-fast-food restaurants. Howether,socially important contribution of
this present study to the scientific debate ondassumption patterns is the fact that these
social purposes of fast food were not part of riginal purpose, which was basically to
provide, in good time, cheap filling food to people the move. The emphasis then was on
speed, low cost and satiety; findings from thisdgtthave shown that these original
purposes have evolved over time in different sadiocal settings to encompass a greater
range of social objectives.

In terms ofrelational comparisonsfindings showed that the holding of fast-food iabc
identity or participation in its behaviours could mfluenced by (1) other social identities
that a person has, such as health, religious amnbeuc identities, and (2) the existence of
‘others’ (who are different) and may also contést tast-food social identity. In terms of
the cognitive modelit was interesting to find that even though Ghanarbanising and
‘Westernising’, people still think that most men avare holders of the fast-food social
identity maintain their membership because of ttezestypical gender roles in Ghana,
whereby men do not usually cook.

To conclude, this study has shown that the mostested aspects of the fast-food social
identity are its behaviours, such as public dispwaffection, smoking and eating at late
hours while the most accepted aspects are its resna@d uniqueness, its association with
social interaction, exchange of pleasantries amtession of pleasantness and pride, and
its sensory and positive health values. Because smpects of the fast-food social identity

125
Fast food in Ghana’s restaurants



Chapter 6

were highly contested as ‘good’ or ‘bad’ (see admpter 2 on health and environmental
issues), it is important to examine how reflectte@sumers are in their decisions to remain
holders of this identity. Therefore, in Chapter I5next examined how behavioural
characteristics of the self and important ‘othéssibjective norms), such as parents, peers
and health professionals, who are not members effakt-food social group, influence
consumers’ health and environmentally respons#éfood consumption decisions.

Responsibility

The issue of factors determining the intentionsaafonsumer to adopt a loyalty or exit
strategy as a form of responsible consumer behav®mueduce the negative health and
environmental consequences of fast food was appedady adapting the Theory of
Planned Behaviour (TPB). This originally had thfaetors —attitude toward behaviour
subjective norms about behaviowand perceived behavioural controt that jointly
predicted the intention to perform a particular d8bur. Two models — the health
responsible TPB model and environmentally respéasi’PB model — were also adapted
and a fourth factor awareness of negative consequenafefast-food consumption — was
introduced. Thus, the factors in the adapted heakponsible TPB model wegdtitude
toward healthy fast fogdubjective norms about healthy fast fppdrceived behavioural
control of eating healthy fast foodnd awareness of health consequences of eating
unhealthy fast foodThe environmentally responsible TPB model also fad factors
namely,attitude toward environmental responsilyilisubjective norm about environmental
responsibiliyy, perceived behavioural control of being environméntaesponsibleand
awareness of environmental consequerides study assessed the predictive power of these
factors for the adoption of loyalty and exit stgiés as forms of responsible consumer
behaviours in fast-food purchase, consumption aastevdisposal.

In terms of the prediction of the intention to atitgyalty strategyas a form of responsible
fast-food purchase, consumption, and waste disposhhviour, the findings show that
loyalty strategy in relation to health considerasiavas predicted by all the four factors in
the health responsible TPB model. Awareness of hbalth consequences of eating
unhealthy fast food had the greatest influencehenadoption of loyalty strategy, followed
by subjective norms about healthy fast food, pesmtibehavioural control of eating
healthy fast food and attitude toward healthy fasid. Secondly, loyalty strategy in
relation environmental considerations was predittethree factors of the environmentally
responsible TPB model: in order of importance, gheceived behavioural control of being
environmentally responsible, subjective norm abeuavironmental responsibility and
awareness of environmental consequences. Thiadlareness of negative consequences
was the best significant predictor of loyalty stgat as a form of health responsible
behaviour but was the least significant predictdr layalty strategy as a form of
environmentally responsible behaviour in fast-fopdrchase, consumption and waste
disposal. These findings suggest that the factorshe TPB model influence people
differently depending on the type of anxieties tthety are dealing with. It means that in
planning interventions aimed at reducing the aiegetassociated with fast-food
consumption, each anxiety may need to be addreserently.

In terms ofprediction of the intention to adopt exit strategy a form of responsible fast-
food purchase, consumption and waste disposal bmlravin relation to health
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considerations all the three original factors ie fPB model were found to be relevant,
namely, perceived behavioural control of eatingttitude towardand subjective norms
about healthy fast foqdin that order. The newly introduced factor (awass of the
negative health consequences of eating unheal#ityfdad) was not a significant predictor
of exit strategy, implying that it did not enhartbe predictive power of the TPB model on
the adoption of exit strategy in health responsfhi-food consumption as expected. The
finding that perceived behavioural control of egtinealthy fast food was the strongest
predictor of exit strategy implies that the abiliy an individual to take action towards
healthy eating strongly influences the adoptiorext strategy in fast-food consumption.
This also suggests that the adoption of an exatefly requires a greater will-power at the
individual level and only very determined peopla& @alopt this exit strategy in fast-food
consumption.

Secondly, exit strategies in relation to environtakoonsiderations were predicted by three
of the four factors, in order of importance, awa&en of environmental consequences,
attitude toward environmental responsibility andcpésed behavioural control of being
environmentally responsible. Thirdlygwareness of negative consequeneess not
significant in predicting the adoption of exit s&gy as a form of responsible consumer
behaviour in relation to health considerations, thig factor turned out to be the strongest
predictor of exit strategy as a form of environnadigtresponsible behaviour in fast-food
purchase, consumption and waste disposal. Thisestgghat the newly introduced factor
of awareness of negative consequences enhancedetiietive power of the TPB model in
relation to environmental considerations but natiiation to health considerations.

Again, as mentioned earlier, these findings havewshthat the TPB model factors
influence people differently depending on the tygfeanxieties that they are dealing with
and so need to be integrated with caution whennianinterventions. These findings also
suggest that it is easier to adopt an exit strateggn a consumer is aware of negative
environmental consequences of fast food than wleéshb is aware of its negative health
consequences. This could be due to the fact thlkeumhe exit strategy in health
responsible consumption, where an individual stopgeduces fast-food consumption,
adoption of an exit strategy in environmentally passible consumption does not
necessarily mean that the individual will quit eea reduce fast-food consumption. What
it essentially means is that the consumer will Iy, eat or carry fast food only if it is
served or packaged in eco-harmful materials. Theeeft is possible that a consumer who
adopts an exit strategy in environmentally resgdasconsumption will also adopt a
loyalty strategy as a way of being health respdesibhis underscores the earlier point that
the adoption of exit strategy as a way of avoidimggative health impacts is highly
influenced by an individual's will-power (i.e. p&iged behavioural control of healthy
eating) rather than awareness of negative heafthetpuences.

In comparing factors that predict the intention to atidoyalty and exit strategieshe
findings show that (1) a consumer who is awarehefdonsequences of unhealthy eating,
has a high positive attitude toward healthy eatuadiies the importance of social influence
about healthy eating and has a strong perceptionisgiier ability to engage in healthy
eating is more likely to adopt a loyalty than estiategy, since awareness of negative health
consequences was found to have no significantanfie on this; (2) a consumer whose
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perception of his/her ability to control fast-foodnsumption behaviour is increased when
he/she has high positive attitude toward healthingand a strong social influence is more
likely to adopt an exit than loyalty strategy, besa perceived behavioural control (which
relates to strong will-power) had the strongeduirice on the adoption of exit strategy; (3)
a fast-food consumer who is aware of the enviroriele@onsequences of fast food, has
high regard for important references people, andgiges him or herself as being able to
exert a strong will-power in adopting environmelytaésponsible behaviours is most likely
to adopt a loyalty strategy, since important refees (subjective norm) had no significant
influence on exit strategy; (4) the health respoiesi PB model as a whole was stronger in
predicting loyalty strategy than exit strategyastffood consumption.

These findings could be influenced by the newlyadtced factor (awareness of health
consequences of eating unhealthy fast food), itidigaan enhancement of the predictive
strength of the TPB model on loyalty strategy. Timeling also suggest that although
consumers are aware of the negative consequeneesedlthy eating, they are less likely
to engage in exit behaviours and more likely topadoyalty strategies, probably due to the
benefits these consumers get from fast food oddheperceived behavioural control (or
will-power) to adopt exit strategy. It is also immpant to note that the adoption of loyalty
strategies depends on the availability of healtbiealternative options, which some fast-
food companies are now offering in their restalgaht essence, consumers’ awareness of
the availability of healthier and alternative optio(e.g. gyms for exercising) may motivate
the adoption of loyalty strategy in fast-food comgtion; (5) the environmentally
responsible TPB model was stronger in predictingthan loyalty strategy, which suggests
that the newly introduced factor in the TPB modelawareness of environmental
consequences of fast food’, which was the bestig@dof exit strategy — could have
enhanced the overall predictive power of the TPBI@hon exit strategy.

6.2.2 Reflections on the interrelationships and contrédits among

the elements of the culinary triangle of contraidics

By assessing the characteristics of fast food énAMA, this study has identified that fast
food has some characteristics that motivate its@mption while at the same time having
other characteristics that are a source of conterits consumers. Informed by the
prevalence of fast-food restaurants in the AMA dedpwith the extent of its consumption
among consumers, the study employed the culingagdle of contradictions to examine
how the elements of the triangle, namely, convergeridentity, and responsibility,
influences fast-food consumption. Although thessués were examined separately in
different chapters, some interrelationships andrealictions have been identified among
them.

Firstly, fast-food consumers in the AMA are mote@tby the desire foconvenience
(saving, time, mental and physical efforts) in thesrall meal process, while at the same
time they take delight in forming and expresssugial identity which is characterised by
social interaction that involves spending more timéhe restaurants. The implication of
this is that for these consumers, while spendimg tihey also save the mental and physical
efforts in procuring and preparing food. In thimse the mental and physical efforts
components of convenience may be more relevanttti&time component for consumers
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who seek to express social identity in the fastdfogstaurant. ‘Fast food’ may really mean
‘easy food’ in a convivial (social) setting. Alswhile seeking convenience, there is the
tendency to choose fast food because of its inhe@mvenience attributes however this
may compromise local food cultures or GhanaiantitlerT hus, within the consideration of
identity, there is a conflict between traditionalltare and ‘foreign’ culture. But the
findings have shown that this conflict may be addeel by the incorporation of various
forms of the Ghanaian culture into restaurant apera.

Secondly, as found in Chapter two, most time-cais®d consumers would purchase take-
away fast food and by doing so they may have te gip some aspects of the fast-foods
social identity such as social interaction. In degalvith this trade-off betweetonvenience
and identity there is the tendency of purchasing fast foocennironmentally harmful
packages. Furthermore, if consumers want to ber@mwientally responsible then the
possible options will be to avoid purchasing fasid in environmentally harmful packages
or preferably eating in the restaurants. Howevercabise the consumers are time-
constrained but also have to eat fast food, whicfood after all, the trade-off between
convenience and environmental responsibilitgy have to be addressed with appropriate
interventions and input from government and fastdfaestaurateurs to improve the
environmental appropriateness of the food.

Thirdly, the finding showed that satisfying the sery desire is an important social purpose
for consuming fast food in a restaurant; for tleiason, fast food restaurateurs make frantic
efforts to enhance, for example, the taste of tfoad, and in the process end up misusing
some flavour enhancers and other substances, vldchmes a source of concern for
consumers. Again, in relation to social identitgstffood consumers in the AMA are
motivated by the health benefits of fast food, whieclude the provision of energy, protein
and micronutrients, as well as perceived hygieowdf at the same time, however, the
consumers are concerned about possible negativth ledtects, particularly on body size
and body image. These findings expose the contiad& betweenidentity and
responsibility To deal with this conflict, one option will be rfaconsumers to eat
responsibly, that is, curtailing fast-food consuimpt(exit strategy), which implies that
most the benefits derived from fast food consummptitay be forgone, or to adopt loyalty
strategy, which also implies that alternative omsicuch as healthier options need to be
available for consumers to choose from.

Fourthly, it is possible that the interventionstthddress the conflicts may result in price
hikes and possibly exclusion of some consumers mag not be able to afford. However,
this study has shown that consumers are unlikelguttail fast-food consumption under
such situations because price is not a deterrefastsfood consumption — it is rather a
means by which people show off their wealth. Thiggests that it is worthwhile for
regulatory agencies (government) to invest time agmburces to set up nutrition, health
and environmental guidelines for fast food resteauns, sensitise them on the guidelines
and ensure that they abide by them while restaurativest in providing healthier and
environmentally friendly fast food. Also, it is mikle that while exercising responsibility
some aspects of identity such sensory value mayadled-off, for example, the crispiness
of fried chicken, which signifies a sense of toungy be lost when grilled chicken is
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chosen instead. These trade-offs are necessamstoesthat the anxieties associated with
fast food consumption are reduced.

These findings have shown that the culinary triangfl contradictions (Belasco, 2008) is
indeed not equilateral. Consumers’ fast-food cormion decisions are based on a rough
negotiation between the dictates of convenience idedtity and guidance from the
considerations of responsibility. Consumers thereftave to make trade-offs by choosing
options that are most desirable. Belasco (2008rateld that responsibility has the least
influence on consumers’ consumption decisions asutis study has shown, the influence
of responsibility can be increased when relevanoracin the fast-food network make
appropriate inputs and interventions. The conswsmesponsible consumption behaviour is
facilitated to a large extent by inputs or intertvems from these actors.

6.3 Contribution to theory

This interdisciplinary research makes several domtions to the scientific debate on fast
food and fast-food restaurants in various discgdinFirst of all, it contributes an
understanding of the use of a material culture @ggr to the study of food and food-
related items as objects. The few earlier reseasdeeg. Albala, 2012; Miller & Deutsch,
2009; Belasco, 2008) who considered food as arcbfgeused on food alone. However, |
examined fast food as material-cultural objects #&ast-food restaurants as non-food
material cultural objects, as well the social pras of consuming material culture, such as
buying and eating-out in a fast-food restaurantn—-asea that has been overlooked in
material culture studies (de Solier, 2013).

This research also combined the views of earlieseaechers of material culture
consumption who focused on non-food material objestuch as Bourdieu (1984),
Baudrillard (1998) and Featherstone (1991). Thelifigs have shown that social status
(Bourdieu), creation of meanings (Baudrillard) ahé desire for new ‘taste’ or lifestyle
(Featherstone) are all associated with fast-foodsemption in the AMA. In addition,
although the capitalist system has a tendency pm&® certain consumption practices on us
(Baudrillard, 1998), this study has shown that comsrs, as agents, do, of course, also
have options to decide whether to consume certad froducts or not. This has been
clearly demonstrated, for example, by the contestatof some of the meanings that fast-
food consumers associate with fast-food consumption

This study contributes to debates on consumptiormaterial-cultural objects where
researchers such as de Solier (2013) and MilledX20998) examined anxieties associated
with food consumption and shopping. In Australia, $olier (2013) considered anxieties
such as overspending money when dining-out in esiperrestaurants and indicated that
her informants reconcile this anxiety with theipersive taste by restricting the frequency
of their consumption. In the UK, Miller (2001, 1998aid attention to shopping in a
supermarket, arguing that his informants’ shoppieg governed by a morality of thrift in
which saving rather than spending money is thet rigky to shop. Miller indicated that his
informants exercised their morality by, for exampde@king for items on reduced prices.

The unigue contributions this study makes to theysbf material culture consumption are,
firstly, that (i) the study focused on buying andtieg in fast-food restaurants in a
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developing country (Ghana) where socioeconomic@iidiral contexts are different from

those in the West (Australia, UK); (ii) it focused two types of anxieties associated with
fast-food consumption — (a) health anxiety causethb material property of fast food and
(b) environmental anxiety caused by the non-foodenws (packaging, utensils, carrier
bags, etc.) used for buying, transporting and gatire food; (iii) the study considered

personal responsibility behaviours in terms of exitl loyalty strategies as ways in which
fast-food consumers reconcile health and envirotahemxieties with the benefits of fast-

food consumption; (iv) it incorporated the theorfy planned behaviour to predict the
personal responsibility behaviours that fast-foodstuimers are likely to adopt. This study
has also, therefore, introduced quantitative methafdstudying how consumers reconcile
benefits, such as pleasure, with anxieties, sucheadth problems, associated with the
consumption of material culture.

Secondly, this thesis contributes to theoretichlaties on fast-food consumption in the field
of food studies and social sciences such as sagiplanthropology, cultural studies,
behavioural sciences and marketing. To evaluatefdas fairly and thus be able to expose
its material cultural content in the AMA, it waspartant to find ways of comprehensively
and simultaneously examining its various charasties there. This was made possible by
using the four cuisine characteristics of the cistoncept (Farb & Armelagos, 1980;
Rozin, 1982), as an analytical framework and apglyan inductive approach to data
collection and analysis. In spite of its usefulnéssanalysing a cuisine and thereby
understanding its expressive and normative funstitre application of the cuisine concept
in the field of food studies until now has beenited. The six additional cuisine
characteristics identified in Chapter 2 indicatetHar characteristics that need to be
incorporated in order to evaluate it fairly in @ifént social and cultural contexts. The
findings imply that when fast food is analysed gldhese six, plus the original four cuisine
characteristics, one is better placed to identifyilarities, differences and hybridisations in
the fast-food phenomenon and what it means to peioptiifferent sociocultural contexts
and generations. Future research should incorpanatse six additions into the cuisine
concept when studying food as a material cultutgéat to identify not only the cultural
attributes of food, but also the social and beharabattributes.

Thirdly, the thesis contributes to the convenielitegature in the field of marketing in the

sense that whereas previous studies examined omy ammponent of convenience
(perceived product convenience or else conveniernieatation), this thesis examined both
components simultaneously in order to measure coemee more comprehensively.

Furthermore, this study is unique because conveaiernientation was examined in relation
to saving time and mental and physical effortsrie or more of the stages of the overall
meal process. Thus, it was possible to determiaedlative importance of time and mental
and physical efforts in relation to fast-food comgion.

Fourthly, this research provides conceptual claintytreating identity as a variable that
influences food consumption. It was possible towshbe applicability of the analytical
framework of Abdelal et al. (2009) with empiricalid@ence. Although some aspects of the
fast-food identity were found to be highly contelstes ‘good’ or ‘bad’, it was not possible
to use the Abdelal et al. framework to assess tefleative people are in their decision-
making to maintain a hold on the fast-food socidéntity in the midst of these
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contestations. Furthermore, the framework could betused to explain how consumers
form a responsible self through their participatiorthe behaviours of the fast-food social
identity and how their decisions to participate iafeuenced by important ‘others’ who are
not members of the fast-food social identity. Thdssues had to be dealt with
independently, for which the theory of planned hitar was employed. Therefore, future
research may consider ways of combining aspecteenfbdelal et al. (2009) framework
with the TPB model to better examine how issuesesponsible consumption relate to
identity formation through consumption.

Finally, the research has shown the possibiliteoiiancing the predictive power of the
TPB model by the introduction of the factor of ‘aemess of negative consequences’ of
consumption. This factor was found to enhance ttegliptive power of both the health
responsible TPB model on loyalty strategy and emrirentally responsible TPB model on
exit strategy. This implies that future studies migimilarly incorporate this factor into
their studies.

6.4 Implications for policy and practice

As intended as a research obijective, this studypnaduced some policy implications.
Firstly, it is the goal of the government of Ghatw ensure the food, health and
environmental security of its citizens, to whichdethe Ministry of Health piloted a
Regenerative Health and Nutrition (RHN) programr@06-10), with the objective of
reducing the incidence of sanitation-related diseasnd preventable non-communicable
diseases, such as cardiovascular diseases, tgb#tes and obesity. An assessment of the
impact of the first (pilot) phase of the programamepeople’s behaviour has shown that the
prevalence of some negative lifestyle and behasjdike smoking, has decreased, while
others, like unhealthy dietary practices, have aased (Tagoe & Dake, 2011). The
conclusion from these authors was that there s this need for intervention programmes
to target barriers in the urban environment thatkwagainst the adoption of healthy
lifestyles. In other words we need to identify fastthat support the adoption of healthy
behaviours and incorporate these into intervenpimgrammes such as the RHN. In 2013,
as part of the second phase of the programme, whkiglet to be rolled out, training
manuals on health and nutrition as well as guidslifor dietary and physical activity were
developed.

This thesis has provided empirical evidence to sti@at/fast food contributes to health and
sanitation problems, which are the focus of the Rbtbgramme, and hence that there is a
need for interventions to target fast-food produttand consumption. However, some
studies (e.g. Lang et al., 2009; Caraher & Land@@@6; Lupton, 1995) have shown that
most health promotion programmes that have targiistdfood have not been successful,
because these programmes only targeted its negaspects and did not take into
consideration the social, cultural and behavioasdects. These aspects have been dealt
with in this study where | examined the role of thdinary triangle of contradictions
(convenience, identity, and responsibility) in ffsdd consumption. The findings here have
shown that convenience and identity are, indeetbragnants of fast-food purchase and
consumption, but also that consumers are usuallgcteve on anxieties associated with
their fast-food consumption choices and would tfegeeadopt loyalty or exit strategies as
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ways of minimising the effects of these. The imalicns of these findings for the RHN
programme and other similar programmes, theretoreas follows:

Findings from the study that examined the relatimsof convenience with fast-food
consumption showed that most people eat fast feeduse of their inclination to save time
and mental and physical effort, as well as becafisiee inherent convenience attributes of
fast food; also, people consume fast food becatises gole in identity formation and
expression. Thus, to these consumers, eating iasiefdod restaurant is a way to be
connected with what is new and unique, pleasurabttassociated with social interaction.
The main implication of this is that people wantimg outlets that suit their status and
serve their social purposes — aspirations that-féest restaurants appear to meet.
Therefore, the following points are suggested:

The RHN programme should encourage fast-food remtésito provide healthier
fast foods and package them in environmentallynétig packages (e.g. made from
materials such as paper). As found in Chapter B,efample, the choice of
cooking methods impacts on the nutritional or Heatiportance of the fast food.
Therefore, fast-food producers can enhance thehieeds of their food by, for
example, grilling as opposed to frying certain feod

The high frequency of fast-food consumption amohg tyouth, people in
employment and students necessitates that RHNvertdons must target these
groups of people and develop strategies to reduedime, physical and mental
effort they require to get healthy and environmkfitandly meals at work places
and school campuses.

The fact that some consumers indicate their intentd adopt a loyalty strategy
implies that health and nutrition educational mgesashould not only emphasise
exit behaviours (e.g. stop eating fast food) assigal, but should also highlight
loyalty strategies (e.g. choose grilled or bakedclan). These imply that
opportunities need to be created for these behewitmube adopted. The findings
also suggest that health interventions aimed anpting loyalty strategy should,
in order of importance, focus on increasing awasenef the consequences of
unhealthy eating, encouraging the involvement dfiadoinfluence on healthy
eating, facilitating people’s abilities to engagehiealthy eating and motivating the
development of a positive attitude toward healthgng. Parallel to the first point
(above), it should be noted, the adoption of lgyatrategies depends on the
availability of healthier, environmentally friendlgnd alternative options. The
findings also suggests that health interventionsediat promoting an exit strategy
should focus, in order of relevance, on facilitgtipeople’s ability to engage in
healthy eating, motivating the development of aitpas attitude toward healthy
eating and encouraging the involvement of socifiémce on healthy eating.

The RGN programme should also encourage the integraf convenience
attributes (e.g., quick to get, easy to get, eagy¢pare, eat and clear-up) into the
overall meal process in the home (purchasing, patipa, cooking, eating,
clearing-up) for consumers who would adopt this skiategy rationale. As an
example, the RHN could advocate that vegetablesfaiiid on sale should be
minimally processed (e.g., sorted and washed, geatel chopped) to reduce
preparation time, as a result of which people nagifcouraged to cook their own
food more often and visit the restaurant less offem reduce physical effort
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required by consumers who would adopt this exitety rationale, RGN can
work with such households to, for example, incredlse availability and
affordability of easy-to-use fuel sources (e.gudified petroleum gas rather than
charcoal or firewood), pipe-born water and elettiri¢to supply power for food
storage facilities such as refrigerators). Menttfibre can also be reduced by
providing consumers with information about possilblealthier food options,
where they can be obtained and how they can beémuickly — recipe tips for
healthier options could be provided. People shaildd be encouraged to develop
menu guides as a way of reducing mental efforts Thay, the amount of thinking
an individual has to do vis-a-vis what to eat, vehter eat, what to cook and how to
cook can be reduced.

Implementing these interventions would require isgftom a number of actors in the fast-
food network. Therefore, essentially, each of tti®® needs to increase their commitment
to ensure delivery and consumption of products s@vices with minimal health and
environmental anxieties. These actors include ffast- producers, food regulators, food
and nutrition, health and environmental researchessavell as consumers. The combined
effort of these actors is important as indicatedalstudy conducted in the UK that showed
that consumers would be willing to adopt respoesitnsumption behaviours but only if
other significant influences in government and stdgalso play their role (Defra, 2007).

In addition to its health concerns as addressethé&®yRHN programme, the government of
Ghana has the goal of developing the tourism seatal to project Ghanaian culture
through tourism. Fast-food restaurants, which atgigsm enterprises in Ghana, therefore
have an important role to play in terms providingd to tourists while portraying aspects
of Ghanaian culture. Focusing on the material aftlial aspects of fast-food restaurants,
this research has the following implications fauriem development:

* The government's policy of developing the tourismctsr has led to the
establishment of various training institutions thatovide relevant human
resources for the tourism sector, including fasidfoestaurants. The presence of a
combination of FGRAFFs and typical Ghanaian foadsnbst of these fast-food
restaurants could be the result of interventionsth®y National Commission on
Culture and the Ghana Tourism Authority, which emege restaurateurs to
portray features of Ghanaian culture in their nestats. Essentially, the
government of Ghana supports the integration dfifor and traditional cultures;
therefore, fast-food restaurants as tourism ent&pican be used as an important
avenue for showcasing Ghanaian food culture.

* Findings in Chapter 2 have shown that the main fit@ahs present in fast-food
restaurants are imported menu items such as fidedbyurgers, pizzas and French
fries. However, these imported foods have beenstoamed in several ways,
mainly by the incorporation of aspects of the Glemdood culture and the menu
has been expanded with the addition of some com@tmemaian foods, such as
bankuandkelewele Therefore, for international tourists, especidigse from the
Western countries who may both seek new food amidgliexperiences (Kivela &
Crotts, 2006) and need a certain degree of fantyli@ohen & Avieli, 2004) and
will therefore prefer their ‘core’ food (Chang ét, 2010), fast-food restaurants in
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the AMA may seek to emphasise the combination dofirdd newness and
familiarity by further developing a blend of theawglobal-local) to these tourists.

e Findings in Chapter 4 showed that people buy andfast food in fast-food
restaurants because they perceive them as ‘demrshfiygienic and they suit their
status. This implies that for most tourists who Ekely to eat traditional foods
during their visits but would want to do so undggienic conditions (Cohen &
Avieli, 2004; Amuquandoh, 2004), fast-food restaseappear to be better placed
to serve their needs. This is because most traditieateries including street
foods, which offer mostly traditional Ghanaian fobdve been found to be
operating under unhygienic conditions (Mensah et2002; Rheinlander et al.,
2008; Addo et al., 2007; Feglo et al., 2004) — apeat that most international
tourists who visit Ghana abhor (Amuquandoh, 200%hther words, this research
confirms the relevance of fast-food to tourism,sthunderscoring the importance
of the points made above.

Taking a social agency approach to the considersifisted, we may note that insofar as
consumer protection is the primary goal of anyesfabd-consumption intervention, then
consumers, who are important actors within the-fiastl network, have to be involved in
the implementation of any policy. Under the RHNgraimme, consumers can be educated
and provided with relevant information that willadrle them adopt healthy lifestyles. The
educational messages need to focus on the consmrsueheating unhealthy foods, benefits
of physical activity and how to identify fast-foaditlets that have been certified as selling
safe, healthy and environmentally friendly produ&®ne (2002) suggests that this type of
persuasion provides information that enlightens #hbdrates the consumer. A reward
package could be instituted for consumers and tleria for the reward could include
reduction of fast-food consumption to ‘not morerthiree times a month’ (non-frequenters
status), regular exercise and loss of excess wbightpredetermined amount. Reward for a
complying consumer could include sponsorship fgya membership or a food, nutrition
and health conference a supply of healthy food yetsdor cash, and recognition as a role
model or an ambassador for the youth.

Implementing these interventions in Ghana, howewdt,imply that legislators, standards

and regulatory bodies will need to make officialess and guidelines to prescribe or
prohibit certain actions by fast-food restaurakts. example, legislation and guidelines can
be designed to fix maximum acceptable fat levelshibit of the use of animal fats (e.g.

lard), ban on the use of plastic packaging, reqthieclabelling of food to indicate nutrient

and energy values, require the inclusion of a fmitevery dish, stipulate a maximum

serving size per person, prevent unauthorised fadditives and enforce general food
hygiene requirements. Fast-food restaurants wélrie comply with these and the parallel
norms determined by society. In situations whesgargants have difficulties in meeting

the requirements, avenues should be created fon tbenegotiate with government to

soften the standards or help them with some ressurcenable them comply. Government
can, for example, give restaurants operators ratewaining, technical and logistics

assistance to enable them meet the required stisidar

Finally, although consumers have the right to baetqmted, these rights are normative and
hence come with responsibilities. For examples ithie responsibility of consumers to be
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more alert and curious about the quality, nutrglomalue and health implications of the

food they eat, to assert themselves and act taetisat they get a fair deal, to be aware of
the impact of unhealthy consumption habits and tgamise and form consumers

associations to develop the strength and influémgeomote and protect the interests of all
consumers.

6.5 Limitations and outlook for further research

In this section, | present some limitations andnfolate recommendations for further
research. Emphasising a positive, forward-lookingrspective (rather than merely
retrospective self-critique), nine points are listas follows:

i. The findings on the various characteristics of fastd call for the need to re-
examine the previous definitions of fast food adl ag its characteristics and the
criticisms levelled against it. The findings havsoashown that fast food is a
broad term that constitutes various types of fambh with its unique material
properties. Therefore, a proposal is made for &utstudies and analysts to
examine the individual fast-food items separatelyidentify the relevance or
otherwise of each item rather than lumping thentoglether as one whole.

ii. Over the years, most nutrition research in Ghamaftaussed on under-nutrition
(micronutrient deficiencies and protein-energy méition such as marasmus
and kwashiorkor), particularly among children amdgmant women, while most
food science research has focused on raw and pextdsods. However, as
findings from this thesis have indicated, therbigh prevalence and consumption
of fast food in the AMA, indicating a shift in urbalietary patterns. Therefore,
nutrition and food science researchers and otlsersh as sociologists, should
also focus their studies on the ready-to-eat urioaxd sector to improve our
understanding of fast food’s contribution to fo@atsrity and its link with health,
culture and the environment.

iii. By using the cuisine concept (Farb and Armelago801%Rozin 1982) as an
analytical framework and applying an inductive aygmh to data collection and
analysis, it was possible to assess the charaatsrisf fast food and fast-food
restaurants in the AMA. To the four characterististhe cuisine concept, six
additional cuisine characteristics were identifisdmely, techniques of serving,
techniques of packaging, environmental appropregengeographical or cultural
origin, food chain and marketing system. These mesd to be further explored.
Since the cuisine concept has been useful for stateting the similarities,
differences and hybridisations in the fast-food m@menon in the context of
Ghana, future research in other locations may alsploy these ten cuisine
characteristics when studying food as a materiili@l object, so as to identify
not only the cultural attributes of food (includibgt not limited to fast food), but
also its material, social and behavioural attribute

iv. This study could not confirm some findings from sogimilar studies previously
conducted in developed countries. Hence, furthenficoatory studies are
indicated in order to provide better insights istime issues. These focus on the
following items:

» Contexts and factors that influence fast-food chais people advance in
age;
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« Relationship between income Ilevel and frequency faét-food
consumption among different groups of responddmis With researchers
being careful to differentiate between income aczkas to money);

* Relationship between demographic variables suchags, gender,
employment status/occupation, marital status witlgdency of fast-food
consumption;

* Relationships between cooking skills and frequermy fast-food
consumption, as well as other intervening factbed influence the act of
personal cooking.

V. The study was able to provide empirical evidencethef applicability of the
analytical framework of Abdelal et al. (2009). Hoxee, although some aspects of
the fast-food identity were found to be highly @sied as ‘good’ or ‘bad’, it was
not possible to use the framework to assess holectiafe people are in their
decisions to maintain a fast-food social identitythe midst of the contestations.
Furthermore, the framework could not be used tdagxgow consumers form a
responsible self through their participation in thehaviours of the fast-food
social identity or how their decisions to partidpare influenced by their other
identities, such as health and religion, and ingrdrothers, those who are not
members of the fast-food social group. These issuere partly dealt with
independently in Chapter 5 using the theory of péahbehaviour, but future
research may consider ways of combining aspectshef Abdelal’'s (2009)
framework with TPB model to better examine how ésswf responsible
consumption relate to identity formation througmsomption.

Vi. This study considered only two contested issued,ish health (which also relates
to body image) and environmental anxieties. Theegfthe newly proposed TPB
model (with four factors) can be used in futured&ta to examine other forms of
anxieties identified as associated with the congiompof fast food and other
material cultural objects.

Vii. The addition of the new variable (awareness of tregaonsequences) to the
theory of planned behaviour model had a strondgareénce on loyalty strategy in
health responsible fast-food consumption and ohstsategy in environmentally
responsible fast-food purchase, indicating the ifgmaee of consumer education.
This demonstrates the importance of raising conssimgareness about both the
negative and positive aspects of fast food, whiatiude its material, cultural,
social and behavioural attributes, and making coresa aware of all the options
available to them. This finding therefore impligsetneed for researchers,
particularly in the field of communication and medito develop effective
information, education and communication materibég take into consideration
the material, cultural, social and behaviouralilattes of fast food.

viii. One limitation of the study was the inability tosass the availability of healthy
and environmentally friendly fast-food options ifi the fast-food restaurants
surveyed and hence a lack of data on the actualogption of these options; the
study was only designed to examine only behavidatehtions (loyalty and exit
strategies). Therefore, future research should sas$mw these behavioural
intentions together with the four factors of theBrmodel influence the actual
consumption (which entails social practices suchwashasing, eating and waste
disposal) of healthy and environmental friendlyt fa®d. This implies that future
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research should also employ both objective ancestilg studies to, for example,
assess the nutritional values and environmenthdtiness of fast foods so as to
identify options that have minimal health and eorinental anxieties.

iX. The study focused only on consumers who purchadecansume fast food in
fast-food restaurants, so the findings may not éeecplisable to all urban fast-
food consumers. This is because fast food could bés obtained from other
outlets such as supermarkets and informal stread foutlets, which may be
perceived differently by different consumers. Fatstudies ought to consider
how the different fast-food outlets influence thipds of consumers who visit the
outlets, as well as the meanings consumers aderifese outlets.

6.6 Final remarks

Overall, by employing an interdisciplinary approattis thesis has provided insights into
what constitutes fast food in the context of Ghait&,prevalence, characteristics and
relevance for urban food provision, health promotiand tourism development.
Specifically, the study has provided insights itite dynamic nature of the material, social,
cultural and behavioural attributes of not onlyt fla®d, but also of fast-food restaurants, as
well as the people who consume these objects. ity $ras shown empirically that fast
food plays an important role in providing food fan urban, youthful and middle class
population and that the food could also be suitédaénternational tourists. Additionally,
the study has shown that fast food can provide fapb nutrients, such as carbohydrates,
fats, proteins and micronutrients for the body posgsibly contribute to nutrition and health
improvement. Despite the criticism, fast food feall, food.

The study has shown that fast food does also preseme health anxieties for consumers
and the society at large, related to its linkagpradisposing individuals to conditions such
as heart diseases, diabetes and obesity. It aés®mis environmental anxieties related to
the use and disposal of plastics at various stafése food provision and consumption
process. Nevertheless, the study has also shovinwthere fast food is found to be
nutritionally inadequate, there is the possibilifiy(i) improving its nutritional properties
and (ii) introducing other healthier foods to therma. Similarly, there is the possibility of
improving the environmental appropriateness of rtieerial objects used for preparing,
serving, transporting and eating fast food.

Another significant finding was that fast-food conmgers do not only eat fast food for its
convenience and to express social identity, butttiey are also reflective about the health
and environmental anxieties that may accompangoitsumption. On that basis, fast-food
consumers can choose to adopt a loyalty or exategy. The fact that consumers opt for
loyalty strategies implies that fast food providesrtain material, social, cultural and
behavioural benefits for them, and hence that timay not quit fast-food consumption.
This, in turn, impacts on state strategies, sugugsthe starting point of fast-food
consumption as a given, with an acknowledgemerthefattractiveness of fast-food in
developing different policy approaches to try tgulate it. Therefore, this study provides
evidence to show that for nutrition and health iveation programmes to be effective,
there is the need to adopt more holistic approadhesncorporating material, social,
cultural and behavioural aspects of food into tregpammes.
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Appendices

Appendix 1 Measurement items for health responsible TPB model

Item Factor
loading
Attitude toward healthiness of fast food
In my opinion, unhealthy fast food has serious negative consequences for my health a7
A major cause of non-communicable diseases such as hypertension is excessive fast-food consumption .85
| believe that unhealthy fast food is a very important health issue .86

Subjective norms about healthy fast-food consumptio

People in my circle of friends highly value the healthfulness of fast food .95
My family highly values the healthfulness of fast food .83
The healthfulness of other foods (non-fast food) has a significant importance in my community .85
Most people who are important for me think that | should eat unhealthy fast food less often a7
Perceived behavioural control towards healthy fastood

When | buy healthy (fast) food, | feel that | have done something positive for my health .78
| believe that my decisions in healthy food choices have a direct influence on my overall health status 73
My healthy food choices have a direct impact on my health .87
It would be possible for me not to eat unhealthy fast food regularly during the next month .80

Consumers’ awareness of negative health impacts

| am aware that fast food can make me excessively fat .65
| am aware that not all fast food are nutritious .52
| am aware that fast food can make meiill .51
| am aware that fast food often contains too much salt .73
| am aware that fast food often contains excess fat or calories .62
| am aware that fast food can increase my chances of developing cancer, diabetes, hypertension or kidney diseases .68
| consider myself to be well informed about fast food-related health problems .58

Loyalty intentions (strategies) based on health imact

| often exercise so | do not avoid eating high calories fast food .81
| dways choose the healthier option of fast food .84
| try to eat fast food that is nutritious .80
| try to eat fast food that contains vegetables .85
I try to buy/eat from hygienic FFRs .86

Exit (intentions) strategy based on health impact

| avoid eating food that will make meill .52

| avoid eating fried fast foods .61

| eat fast food occasionally .57

| avoid eating fast food that will make me put on weight .57

| have reduced my frequency of fast food intake .57
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Appendix 2 Measurement items for environmentally responsible TPB model

Constructs and indicators Factor
loadings

Attitude toward environmental appropriateness of fest food
In my opinion, fast-food polythene packages have serious negative consequences for the environment 71
One of the major causes of environmental harm is fast-food plastic and polythene packaging materials .69
| believe that fast-food plastic waste is a very important environmental issue .94
Improper disposal of fast-food plastic packages has very serious negative consequences for the environment 75
One of the major causes of environmental harm is the improper disposal of fast-food plastic packages .87
| believe that plastic waste disposal is a very important environmental issue .79
Subjective norms about eating environmentally friedly fast food
People in my circle of friends highly value the environmental friendliness of fast-food packaging decisions .87
My family highly values the environmental friendliness of fast-food packaging decisions .82
The environmental friendliness of fast-food packaging alternatives has a significant importance in my community .81
People in my circle of friends highly value the proper disposal of used fast-food packages .82
My family highly values the proper disposal of used fast-food packages .76
The proper disposal of fast-food packages has a significant importance in my community .85
Perceived behavioural control of eating environmeral friendly fast food
When | buy fast food with ecological packaging, | feel that | have done something positive for environment .76
| believe my decisions in the packaging choices of fast food have a direct influence on the environment as awhole .59
My packaging choices have a direct impact on the environment .65
When | properly dispose of used fast-food packages, | feel | have done something positive for the environment .86
| believe my decisions in the disposal choices of used fast-food packages have a direct influence on the .87

environment as awhole

My disposal choices have a direct impact on the environment .81

Consumers’ awareness of negative environmental impgs

| am aware that most FFRs use plastic packages 51
| am aware that plastic packages are not disposed of properly 75
| am aware that plastic menace will affect future generations. .90
| am aware that indiscriminate damping of plastic packages accounts for most of the sanitation-related diseases

such as malaria and cholera 91
| am aware that plastic packages add to the filth in the environment .59

Behavioural intentions (Loyalty strategies) basedmenvironmental impact

| make special effort to buy fast food in environmentally friendly packaging 91
| often buy take-away fast food so | strongly support plastic waste collection and recycling activities .88
| often buy take-away fast food so | make every attempt to join environmental clean-up activities .67
| dways try to dump used plastic packages in appropriate waste containers for recycling .59

Behavioural intentions (Exit strategy) based on erivonment impact

| avoid buying fast food in plastic packages .86

| have decided to stop buying take-away fast food for environmental reasons. 72

| avoid buying fast food in packages that pollute the environment .84

| have decided to stop buying food in plastic packages and support a ban on their use of in FFRs .82

| dislike the use of plastic packages and therefore advocate for the use of biodegradable packages in FFRs .85
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Summary in English

Summary in English

This thesis has used various theoretical framewavkh the objective of developing

insights into the practices of fast-food consumptim Ghana. It emphasised how
researchers have tended to evaluate fast foodeobatsis of just one or two specific (static)
characteristics, mostly perceived from a Westerintpof view, and it assumes that
practices associated with fast food are constdmting recontextualised and changed in
time and space. Therefore, this thesis argued aha¢mpirical analysis was needed to
deliver insights into the characteristics of fasbd and the social practices of its
consumption in Ghana. For this purpose, it wasdbgtio investigate particularly purchase
and consumption in Ghana'’s fast-food restaurandgnaain which is under-investigated. In
so doing, the analysis was inspired by the matetitilre approach, leading to an effort to
analyse fast food and fast-food restaurants asri@ateulture objects, particularly by

elaborating on the cuisine concept and searchingaditional characteristics that may
illustrate the recontextualisation of fast-food semption in restaurants in the Accra
Metropolitan Area of Ghana (AMA). The assumptionafecontextualisation is further

investigated through a profound analysis of thremaments of the culinary triangle of

contradictions (convenience, identity and respadligipfrom an interdisciplinary angle.

Alongside this scientific motivation and positiogirthis research was also characterised by
an attempt to make a contribution to reducing tlealth, environmental and cultural
problems that are often attached to fast-food cmpgion but — as this thesis investigates —
may also be changeable in a situation of fast-fiemmbntextualisation. Indeed, this thesis
also aimed to develop some (modest) recommendafmméinterventions about a new
(possible) role that fast food may play in the Ghian urban context. In this sense, the
thesis was also related to and reflected on thésgdahe government of Ghana to ensure
the food, health and environmental security of biéizens and to develop the tourism
sector. Restaurant operations, which the GhanaiSrouAuthority regards as tourism
enterprises, clearly have an important role to plegchieving these goals.

Although fast food has been extensively criticiggabally for its links to health problems,
environmental pollution and tendency to undermimaditional food cultures, the
governmental measures related to fast-food resiugtimulate further investigation of
whether and in which ways the recontextualisedffasd situation in Ghana may become
increasingly relevant for urban food provision, Itkeaimprovement and tourism
development. This research was thus carried out frithin this juncture of scientific and
developmental perspectives and was, in short, fsrli®n examinindpow determinants
such as convenience, identity and responsibilifjuémce fast-food consumption in Accra
Metropolitan Area and which strategies can be it that fast-food restaurateurs,
governments and consumers may implement to enltlameelevance of fast food to urban
food provision, health improvement and tourism tgyment.

As part of the methodology, first, a restauranveyrusing semi-structured questionnaires

was conducted in 90 restaurants in the AMA to ustdeid the practices of the restaurant

enterprises, their products and services, andewtify and select restaurants that could be

classified as fast-food restaurants where the aoesustudy would subsequently be

conducted. From this study, and with reference he éxisting literature, a fast-food
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restaurant was defined agestaurant that offers at least one food gengraedcognised as
fast food worldwide, both take-away and table sesj and has no fixed mealtim@he
foods generally recognised as fast food (FGRAFE)uthe French fries, burgers, fried
chicken, pizzas, and fried rice. On the whole, basethe definition of fast-food restaurant,
68% of the restaurants surveyed in the AMA couldlassified as fast-food restaurants.

The second phase of the research was a consunagr tetwnderstand the characteristics
and functions of fast food and fast-food restawamthe lives of the people who use them.
Hence, the study focused on people who have corgséimse food in a fast-food restaurant
at least once in their lifetime. To ensure thigtipgants were drawn from 20 of the 68% of
fast-food restaurants identified in the restaursuntvey. The consumer survey was also
complemented with (i) in-depth interviews with tarpurposively selected key informants,
who were managers of fast-food restaurants, (iijyr@&rmal interviews with consumers,
(i) balanced participant observation, (iv) thriseus groups (12 people each), two with
students in tertiary education (one each for maled females) and one for people in
employment, (v) in-depth interviews conducted witkepresentatives of relevant
government institutions and other informants whwehaeveloped insights into typical
Ghanaian food culture, and (vi) secondary datacssur

To explore the characteristics and relevance dfféax] for AMA consumersGhapter 2),
the cuisine concept was employed as the analyftiaedework where fast food, fast-food
restaurants and fast-food consumption were examimedelation to four cuisine
characteristics, namely, (tipne prioritization cuisine as basic or core fopdi§ the distinct
techniques of preparing fopdii) the distinct ‘flavour principle’ of the foodnd(iv) a set
of manners and codes of etiquette that determimevtty food should be eaten

To explain how convenience influences fast-foodscmmption Chapter 3), convenience
was examined in relation to two dimensions, nampérceived product convenien¢a
product attribute) andonvenience orientatiotfa psychosocial attribute of individuals).
Furthermore, convenience orientation was not exachas a single variable, but rather in
relation toconsumers’ inclination to sa\@ time, (i) mental effortand (iii) physical effort

in the social practices of food consumption in orte be able to assess their relative
importance. Frequency of fast-food consumption,c@iged product convenience and
convenience orientation could be influenced by dgnaohic and lifestyle variables as well
as cooking skill. Therefore, this chapter soughéxplain how (i) perceived convenience of
fast food, (ii) convenience orientation, (iii) cang skills, and (iv) demographic variables
(age, gender, marital status, education level, eympént status, working status and income
level) influence fast-food consumption among AMAnsamers and to assess the relative
importance of these factors in fast-food consunmptio

In order to explain how identity influences fastéb consumption Ghapter 4), the
interrelationship between social identity and fastd consumption was explicitly
examined with the purpose of achieving conceptlaltg in treating identity as a variable
that influences food consumption. The basis on whiperson adopts, joins or expresses a
particular identity may be analysed as dependin(j)ahe identitycontent(the meaning of

a social identity, which include the group’s norared goals, its views and beliefs about
other identities, and the group’s understandingssahaterial conditions and interesi@ahd
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(i) the degree of contestation of the identity contdmdreover,four types of identity
content can be identified, name(j) constitutive normg(ii) social purposegiii) relational
comparisons and (iv) cognitive modelsThis chapter thus sought first to describe the
sociocultural meanings consumers ascribe to fast’'$osocial identity and how these
meanings are contested, and second to explain hewneanings and their contestations
influence fast-food consumption.

To examine how personal responsibility influencastfood purchase, consumption and
waste disposal decision€ltapter 5), the study examined how the three factors of the
theory of planned behaviour (TPB)attitude toward behavioursubjective norms about
behaviour and perceived behavioural control can influence responsible consumer
behaviour (behavioural intentions) such as the tdopof loyalty or an exit strategy
towardshealthandenvironmentallyresponsible fast-food purchase, consumption argeva
disposal. In addition to the three TPB factors,oarth factor was introduced, namely,
awareness of negative consequerafesonsumption.

The findings showed that the core food items pregerast-food restaurants are menu
items such as foods generally recognised as fast (§GRAFF), including fried rice,
burgers, pizzas and French fries, as well as com@imenaian foods such &sankuand
kelewele (Interestingly, the FGRAFFs have been transforimeseveral ways mainly by
the incorporation of aspects of the Ghanaian foallure.) For international tourists,
therefore, especially those from Western countvis® both/either seek new food and
dining experiences and/or need a certain degréenafiarity and therefore will prefer their
‘core’ food, fast-food restaurants in the AMA mayoyide the desired combination of
newness and familiarity with a blend of the glolsdal.

The findings showed that most people eat fast floechuse of their desire to save time,
mental and physical effort, as well as becaus@é®irtherent convenience attributes of fast
food, but they also showed that people consumefdast because of its role in identity

formation and expression. Thus, in respect of #tied, eating in a fast-food restaurant is a
way to be connected with what is new and uniquel aot only pleasurable but also

associated with social interaction and sensoryresadth values. Essentially, the implication

of this is that people want eating outlets thatt sheir status and serve their social
purposes—fast-food restaurants, therefore, appeaeét their varying aspirations.

Nevertheless, some aspects of fast-food consumptawa also contested along the lines of
its health impact. On the one hand, fast food ast-fiood restaurants were perceived as
hygienic and ‘decent’ and as having some inherenitional and health benefits. On the
other hand, fast food was perceived to have prigzethat could negatively affect health
and body and self-image in particular. Concernsevadso raised about the large usage of
plastic and polythene materials in the serving,kpgmg and consumption of fast food,
which can cause sanitation problems. Strikinglye tindings showed that fast-food
consumers do not only eat fast food for convenieanmt identity expression, but that they
are also reflective about the health and environat@emxieties that might come along with
the social practice of consumption. Therefore, oomxs may adopt loyalty or exit
strategies as a way of reducing the effects ofhis@lth and environmental anxieties on
themselves and society as a whole.
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Finally, the study proposed some strategies for Riegenerative Health and Nutrition
(RHN) and similar programmes currently being impdeted in Ghana. These were as
follows: (i) the RHN should encourage fast-foodtaesants to provide healthier foods
served and packaged in more environmentally frigmdickaging; (i) the RHN should
encourage the integration of convenience attrib(#ag quick to get, easy to get, easy to
prepare, eat and clear-up) into the overall meatcgss in the home (i.e. in terms of
purchasing, preparation, cooking, eating and abgauip) for consumers who would adopt
an exit strategy; (iii) RHN interventions shouldget the youth, people in employment and
students, who are frequent fast-food consumers,dandlop strategies to reduce the time
and physical and mental effort required for themotwiain healthy and environmental
friendly meals at work places and on school camguée) the RHN should encourage
inputs from a number of actors in the fast-foodvwek to ensure delivery and consumption
of fast-food products and services with minimal ltreand environmental anxieties; (v)
RHN and other health and nutrition educational mgss should not only emphasise exit
behaviours (e.g. stop eating fast food), as is luduat should also highlight loyalty
strategies (e.g. preferably choose healthier optisnch as grilled or baked chicken). The
study also recommended that nutrition and foodneeie@esearchers and others in Ghana,
such as sociologists, should also focus their studn the ready-to-eat urban food sector to
improve our understanding of fast food’s contribntito food security and its links to
health, culture and the environment.

To conclude, this study has shown that some consumeuld prefer to adopt loyalty
strategies, implying that fast food provides somajam material, social, cultural and
behavioural benefits for these consumers hencesartdey may not choose to curtail their
fast-food consumption. Therefore, for nutrition amehlth intervention programmes to be
effective, there is a clear need to adopt morestiolapproaches by incorporating material,
social, cultural and behavioural aspects of foad farmal programmes.
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Summary in Dutch (Samenvatting)

Dit proefschrift heeft verschillende theoretischedé&rs gebruikt met als doel inzicht te
ontwikkelen in praktijken van fast-food consumptieGhana. Het proefschrift benadrukt
dat onderzoekers veelal de neiging hebben om dast €éonsumptiepraktijken vanuit een
westerse blik te evalueren aan de hand van slednsof twee specifieke (statische)
kenmerken. Dit proefschrift stelt echter dat fasbd praktijken in tijd en ruimte
veranderen, dynamisch zijn en zich daarbij steegmieow aanpassen aan de
maatschappelijk context. Kortom: dat zij zich revmxtualiseren. Vandaar dat dit
proefschrift het noodzakelijk acht een empiriscdemzoek uit te voeren naar de kenmerken
en maatschappelijke praktijken van de fast foodsoomptie in Ghana om daadwerkelijk
inzicht te krijgen in de wijze waarop de re-contetisering van fast food consumptie in
Ghana plaatsvindt. Daarbij is besloten om zich nehe te richten op de aanschaf en
consumptie van fast food producten in fast foodargsnts daar dit domein nog nauwelijks
onderzocht is.

De analyse die in dit empirisch onderzoek is gedendt is geinspireerd door de materiele
culturele benadering waarbij fast food productefast food restaurants geanalyseerd zijn
als materiele-culturele objecten. Hierbij is vodnet “cuisine concept” nader uitgewerkt en
daarnaast is er gezocht naar additionele kenmetieeaen re-contextualisering illustreren
van de fast food consumptie in de restaurants \&nMetropolitane Gebied in Accra
(AMA), Ghana. De hypothese van een re-contextudtigevan de fast food consumptie in
de restaurants van Accra is verder onderzocht divier elementen van de “culinaire
driehoek” (nml:gemak, identiteit en verantwoordelijkheid) vanuit een interdisciplinaire
invalshoek te bestuderen.

Naast deze wetenschappelijke motivatie en positiogevoor een empirisch onderzoek
naar de maatschappelijke praktijken van de fastl foansumptie in restaurants in Accra
beoogt deze studie ook een bijdrage te levererhaaterugdringen van problemen op het
gebied van gezondheid, milieu en cultuur. Problemiienvaak geassocieerd worden met
fast-food consumptie maar - zoals dit proefsclftoogt — opnieuw bezien moeten worden
daar deze problemen kunnen zijn veranderd doonliedding van de fast food consumptie
in een andere maatschappelijke context. Vanwege dgaamiek in de maatschappelijke
context van fast food consumptie beoogt dit prdefficop een bescheiden wijze een aantal
aanbevelingen te formuleren voor overheidsinteigsrdie ertoe zouden kunnen bijdragen
dat fast food een mogelijke nieuwe rol kan gaanespan de Ghanese urbane context. In
dit opzicht is het proefschrift dus ook gerelate@ad en reflecteert op de doelstellingen van
de Ghanese overheid om haar burgers voedselvoorgjeyezondheid en milieu veiligheid
te garanderen en toerisme te stimuleren. De vdieitaiten, die de Ghana Tourism
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Authority uitvoert t.a.v. de restaurants die zijs dbelangrijke toeristische bedrijven
beschouwt, spelen een belangrijke rol in het bereikan deze beleidsdoelen.

Hoewel fast food globaal uitgebreid bekritiseerd wanwege haar banden met
gezondheidsproblemen, milieuvervuiling en vanwege deiging om traditionele
voedselculturen te ondermijnen, stimuleren de wslerheidsmaatregelen - gericht op de
fast food restaurants - dat nu onderzocht kan woéden zo ja op welke wijze fast food in
Ghana zich in een ander maatschappelijke contexindiedan die nomaliter in globale
theorieén verondersteld wordt. Dit impliceert dankworden nagegaan in hoeverre fast
food juist een belangrijkere rol kan gaan spelen a@enurbane voedselvoorziening en
gezondheid te verbeteren en ook het toerismerteilgien. Het empirisch onderzoek is dus
uitgevoerd vanuit deze verwevenheid van wetensaHilop en
ontwikkelingsperspectieven. Daarbij richt het omdek zich op de vraag in hoeverre
kenmerken van het cuisine concept, zo@mak, identiteit en verantwoordelijkheatk fast
food consumptie in het metropolitaanse gebied vacr& beinvioedt en welke strategieén
er geidentificeerd kunnen worden die fast food awsinthouders, beleidsmakers en
consumenten kunnen implementeren om het belangfastnfood te vergroten voor de
urbane voedselvoorziening en voor het verbeterargeaondheid en toerisme.

Als onderdeel van de methodologie is er eerst estaurant enquéte met behulp van een
semigestructureerde vragenlijst uitgevoerd in 96targrants in het AMA gebied. De
enquéte had tot doel inzicht te krijgen in de djlduh van de restaurants, hun diensten en
producten en om na te gaan of die restaurantsaatsféod restaurants konden worden
geclassificeerd om vervolgens hieruit die restagrarie selecteren waar een
consumentenstudie kon worden uitgevoerd. Op baais deze studie en bestaande
wetenschappelijke literatuur werd een fast foodangsint gedefinieerd als: Een restaurant
dat tenminste éen type voedsel aanbiedt dat weijdldls een algemeen erkend fast food
product wordt beschouwd. Dit product aanbiedt omméie te nemen (take away) of ter
plekke aan een tafel te consumeren en dat het estaurant betreft dat geen vaste
etenstijden kent. De producten die in het algenaefast food worden beschouwd (Foods
Generally Recognized as Fast Food, GRAFF) zijedrihamburgers, gebakken kip, pizza's
en gebakken rijst. Op basis van deze definitie feahfood restaurants bleek dat 68% van
de ondervraagde restaurants in het AMA gebied ads fiood restaurants geclassificeerd
konden worden.

De tweede fase van het empirisch onderzoek besiineen consumenten studie om de
kenmerken en functies van fast food producten snftad restaurants voor het dagelijks
bestaan van de consumenten te begrijpen. Vandaaedsudie zich concentreerde op die
mensen die tenminste éen keer fast food productesen fast food restaurant hadden
geconsumeerd. Om hiervan zeker te zijn werden gudezinemers geselecteerd uit 20
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restaurants die in de restaurant survey als fast festaurants (68%) waren geclassificeerd.
Het consumentenonderzoek werd verder aangevuld (ietliepte-interviews van drie
bewust geselecteerde sleutelinformanten, nml. nesagan fast food restaurants; (ii) 35
informele interviews met consumenten; (iii) Eeremwichtige participerende observatie;
(iv) Een gericht onderzoek van 3 groepen van ellp&onen en wel van éen groep van
mannelijke en éen groep van vrouwelijke studentam tertiair onderwijs, en éen groep
werkenden; (v) Enkele diepte-interviews met zowettegenwoordigers van belangrijke
overheidsinstanties alsook met andere informanterindichten hadden ontwikkeld in de
typische Ghanese eetcultuur, en tenslotte (vi)naichten uit secundaire bronnen.

In het onderzoek naar de kenmerken en het maatseljgpbelang van fast food
consumptie in het AMA gebiedh@ofdstuk 2) is “het cuisine concept gebruikt als
analytisch kader, waarbij fast food, fast food taesants en fast food consumptie
onderzocht zijn in relatie tot vier cuisine kenmeark namelijk(i) de prioritering van een
specifiek voedselproduct als basis voor de “lokiadeiken”;(ii) de specifieke technische
bereidingswijzen van voedsel; (iii) de bijzondengask van en gebruik van kruiden in het
voedsel en (iv) het geheel van etiquette en gewsodie bepalend zijn voor de wijze
waarop het voedsel wordt geconsumeerd.

Om uit te leggen hoegémak’ fast food consumptie beinvioedhdofdstuk 3) is dit
kenmerk van “gemak” onderzocht in relatie tot twdtmensies, namelijket gepercipieerd
gemak van een produggemak als een attribuut van het product) et gemak als
oriéntatie t.a.v. consumptigals een psychosociale eigenschap van de indiadue
consument). Bovendien werd de oriéntatie op gemak als een afzonderlijk variabele
onderzocht maar eerder in relatie tot drie kenmenan gemak om het relatieve belang
van deze kenmerken te kunnen inschatten. Het be¢roheiging van consumenten om (i)
tijd, (ii) mentale en (iii) fysieke inspanning ire dociale praktijken van voedsel consumptie
te beperken. De frequentie van fast food consumpgé gepercipieerde gemak van het
product en de oriéntatie op gemak van de indivielgensument zouden beinvioed kunnen
worden door demografische en lifestyle variabeltsoak door de vaardigheid van de
consument om zelf eten klaar te maken. Vandaaditlfioofdstuk - als aanvulling op het
gemak-aspect van de culinaire driehoek - ook gegaabheeft uit te leggen hoe (iii) de
kook vaardigheden van de fast food consument e \@rschillende demografische
variabelen (zoals leeftijd, gender, burgerlijkeaast opleidingsniveau , arbeids- en
werksituatie en inkomensniveau) de fast food contie onder de AMA consumenten
beinvioeden. Het onderzoek geeft aan dat naasi) lyepercipieerd gemak van fast food en
(i) de oriéntatie op gemak van de individuele aonent, ook (iii) de kookvaardigheden en
(iv) demografische variabelen mede het relatiearigevan het “gemak” aspect van de
culinaire driehoek bepalen.
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Om uit te leggen hoeidentiteit” fast food consumptie beinvioegiterd de samenhang
tussen sociale identiteit en fast food consumptiaet onderzoch¢hoofdstuk 4). Dit had

tot doel conceptuele duidelijkheid te verkrijgenhat behandelen van identiteit als een
variabele van voedselconsumptie. De basis waaroppeesoon een bepaalde identiteit
aanneemt, tot uitdrukking brengt of zich bij eempdmde groep personen voegt, kan
geanalyseerd worden als afhankelijk vand@)inhoud van de identiteftl.w.z. de normen,
doelen, visies en ideeén van een groep over andentiteiten en de wijze waarop een
groep haar eigen materiele omstandigheden en lexlaegvaart en die tezamen de
maatschappelijke identiteit van een groep’s ideittitormen waartoe een individu behoort)
en (ii) de mate waarin de inhoud van een identiteit betwistdt Bovendien kunnen vier
verschillende inhoudelijke identiteiten worden orstbeiden, namelijk (ixonstitutieve
normen, (ii) sociale doeleinden, (iii) relationalergelijkingen, en (iv) cognitieve modellen.
Dit hoofdstuk tracht allereerst de sociaal-culterebetekenis te beschrijven die
consumenten toeschrijven aan de maatschappelighditeit van fast food, in welke mate
deze betekenisgeving aan fast food betwist wordieevolgens op welke wijze en in welke
mate de betekenisgevingen en de discussies overfdszfood (groeps)identiteit de fast-
food consumptie zelf beinvioeden.

In hoofdstuk 5 wordt onderzocht hoe de persoonlijkeetfantwoordelijkheid” invioed
uitoefent op de aanschaf en consumptie van fagt &m op de besluitvorming op welke
wijze de consument met het afval van de fast fdmjg.(plastic verpakkingen) omgaat. De
studie richt zich op hoe de drie factoren van dbe@ry of Planned Behaviour” (TPB) —
nml. de houding ten opzichte van gedrag, de subjectnormen over het gedrag en de
gepercipieerde controle van het gedrag verantwoord consumenten gedrag kunnen
beinvioeden. Daarbij wordt verwezen naar de gedraggies van een consument die o6f
een strategie hanteert om loyaal te blijven t.dev.fast consumptie 6f ervoor kiest juist
afstand te nemen van die consumptie. M.a.w. eensuwnpent die een “loyalty or exit
strategy” hanteert t.0.v. een gezonde en milieav®voorde aanschaf en consumptie van
fast food producten en t.0.v. een gezonde en madiuntwoorde verwerking van het afval
van fast food producten. Ter aanvulling op de #ieyboven genoemde factoren van de
“Theory of Planned Behaviour” werd een vierde fagtodit proefschrift geintroduceerd,
namelijk debewustwording over de negatieve gevolgan fast food consumptie.

De resultaten van het empirisch onderzoek hebbewet@mond dat de belangrijkste
producten van de fast food restaurants die produzife die op hun menu staan en in het
algemeen als fast food erkend worden (FGRAFF) zpattakken rijst, hamburgers, pizzas,
frites alsook het traditionele Ghanese voedsel balsku en keleweleHet is daarbij

interessant om te constateren dat de algemeenderkast food producten (Food Generally
Recognized As Fast Foods, FGRAFF) op verschillenilee veranderd zijn doordat zij

aspecten van de traditionele Ghanese keuken hafgiigmomen. Voor de internationale
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toeristen en met name zij die uit de Westerse larkdenen en op zoek zijn naar nieuwe
gerechten en eetgelegenheden maar tevens een mekiErevan vertrouwdheid verlangen,
hebben daarom vaak de voorkeur voor voedsel dieeherzijds bekend voorkomen maar
anderzijds ook exotisch zijn, kortom hebben eernk@ar voor een mengsel van globale en
lokale voedselkenmerken die de fast food restaunderdaad kunnen leveren.

De resultaten tonen aan dat de meeste personefodasproducten consumeren omdat zij
willen besparen op tijd en op de mentale en fysiglspanningen alsook vanwege het
gemak dat in de fast food producten zelf is opgesmarken ander reden is de rol die de fast
food producten spelen voor de vorming en het uikien van een bepaalde identiteit. Voor
wat betreft dit laatste aspect is het eten infashfood restaurant een manier om zich te
associéren met dat wat “nieuw en uniek” is. Fasdfeonsumptie vindt dus niet alleen
plaats omdat het makkelijk en plezierig is maar vakwege deze associate van fast food
met sensorische waarden, met gezondheid en metiesatieracties. De implicatie van dit
alles is dat de personen in feite alleen die prtetuconsumeren die passen bij hun status
en die ertoe bijdragen hun persoonlijke doelstgdimte realiseren. Fast food consumptie in
restaurants vindt dus plaats omdat het tegemoett kkan het realiseren van allerlei
specifieke aspiraties.

Toch werden ook enkele aspecten van de fast fooduroptie ter discussie gesteld

vanwege haar impact op gezondheid. Aan de eneviamten fast food producten en fast
food restaurants bezien als “hygiénisch en fat§&mhet een aantal inherente voordelen
voor voeding en gezondheid. Aan de andere kantemerij ook gezien als objecten met
eigenschappen die juist een negatieve invioed dreldp de lichamelijke gesteldheid,

gezondheid en het zelfbeeld van de consument. Bastrmerd ook bezorgdheid geuit t.a.v.
het veelvuldig gebruik van plastic en polyethyleeateriaal in het serveren, verpakken en
consumeren van fast food producten die gezondhwibdmen kunnen veroorzaken.

Opvallend is dat de bevindingen hebben aangetoahdeaifast food consument niet alleen
fast food consumeert vanwege het gemak en om ugiggven aan haar identiteit maar dat
zij ook reflecteert over wat het consumeren vanedproducten betekent voor haar
gezondheid en het milieu. Daarbij kunnen consunmenieh loyaal opstellen t.a.v. de fast

food consumptie (loyalty strategy) of er juist afsd van nemen (exit strategy) als een
manier van handelen om de negatieve effecten \&trfdad consumptie op gezondheid en
het milieu voor zichzelf en voor de gehele samantgte verminderen.

Tenslotte formuleert de studie een aantal aanbryati voor het Regenerative Health and
Nutrition (RHN) programma en voor soortgelijke arel@rogramma’s die momenteel in
Ghana geimplementeerd worden. Deze aanbevelingredezvolgende:(i) Het RHN zou de
fast food restaurants moeten stimuleren om gezomdedsel in milieuvriendelijker
verpakkingen te serveren (ii) De RHN zou de intégraan gemaksattributen in de totale
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bereidingswijze van voedsel thuis moeten stimuld€l@jvoorbeeld producten die snel en
makkelijk kunnen worden aangeschaft, klaargemagigegeten en opgeruimd) voor juist
die consumenten die afstand nemen van de fastdonsumptie; (ii) De RHN interventies
zouden zich moeten richten op de jongeren, werkerdestudenten, die frequent fast-food
consumeren en zouden daarbij strategieén moet@nkéeten die erop gericht zijn om de
tijd en de fysieke en mentale inspanning te vereried die nodig zijn om gezonde en
milieuvriendelijke maaltijden op het werk en op sthool campussen te krijgen ; (iv) De
RHN zou ervoor moeten zorgen dat de inputs diectdtende actoren van het fast food
netwerk leveren aan de fast food consumenten ingijts met minimale negatieve
consequenties voor gezondheid en milieu (v) Dacbigeving van RHN en die van andere
instanties over gezondheid, voeding en milieu zaudiet alleen erop gericht moeten zijn
om consumenten te stimuleren uit de fast food oingete stappen (stop met fast food
consumptie) maar zouden ook op strategieén moetigen waardoor de consumenten
loyaal kunnen blijven aan de fast food omgevingrdoip voorkeur gezondere opties te
presenteren (zoals gegrild of gebakken kip). Eatesmnaanbeveling van het proefschrift is
tenslotte dat wetenschappers in Ghana op hetdy@hie voeding en voedsel maar ook op
andere wetenschappelijke terreinen, zoals soc®loghun onderzoeksactiviteiten meer
zouden moeten richten op de sector van de kanteza-ktedelijke voedselproducten om
tot een beter begrip te komen van welke bijdrage fiaod levert aan het verhogen van de
voedselzekerheid en om na te gaan welke relatsSdad heeft met gezondheid, cultuur
en milieu.

Tot slot heeft dit onderzoek aangetoond dat sommigsumenten de voorkeur geven zich
loyaal op te stellen t.a.v. de fast food consumptielat de fast food consumptie een aantal
belangrijke materiéle, sociale, culturele en gesinzgtige voordelen biedt. Dit brengt de
consumenten er dus toe om er voor te kiezen huridad consumptigiet te verminderen.
Programma’s die dan toch beogen de fast food copseinte veranderen, vanwege de
gezondheid en milieu aspecten van fast food consapgouden dit alleen effectief kunnen
doen indien zij een meer holistisch benadering eldoor in hun interventieprogramma’s
ook de materiele, sociale, culturele en gedragséspevan fast food consumptie op te
nemen.
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