Background to the "Fast food" SPSS data file:

This handout provides background information for the "fast food" questionnaire
study that was originally provided by the STARS project. I've modified their data
file slightly In the original study, and hence in the background information
provided below, the first variable in the data was called "Avpermonth". It
contained data on whether people ate once, twice, 3-4 times,5-6 times or 7 times
or more. Thus the measure of people's fast-food purchasing behaviour was
categorical in nature. All you could do with these data is count how many
individuals fell into each of these categories. For educational purposes, | wanted
a variable in the SPSS file that was truly numerical in nature, so that students
could calculate means, modes, standard deviations, standard errors, etc.
Consequently I've replaced "Avpermonth" with "Purchases", fictional data
showing how many fast food purchases each person made in the previous
month. This modified data file is available on my website, at

www.sussex.ac.uk/Users/grahamh/teaching06

It's called FastFood MY VERSION.sav, not FastFood.sav as written in the
background information below.

Graham Hole, September 2006.
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using the FastFood Dataset

Fast Food —- Who can do without 1t?

Iintroduction

According to the book Fast Food Nafion by
American journalist Eric Schlosser, America
iz the world’s number one consumer of fast
food, fuelling a market estimated to be
worth 3120 billicn a year.

Britonz consume more fast food than any
other Europeans, with the number of fast
food restaurants in the UK having doubled
betwesn 1984 and 1593,

Large chains such ag McDonalds, KFC and Burger King have become household names
and are a common sight on most high streetz. They now appear in entertainment
complexes, airports, hospitals and even schools. Their powerful brand image is maintained
through extensive advertizing on TY, in cinemas, on readside billboards and elsewhers.
Critics argue that these fop brands deliberately target their marketing at children, with a view
to getting them hooked for life on fast food and guaranteging the future success of the
industry.

It iz generally thought that fast food is the domain of young people. Certainly fast food
outlets are a popular meeting place for teenagers and students, but in fact many older
people find it a cheap and convenient substitute for home cooking.

Recent concem over obesity, food poisoning and BSE {(“mad cow disease™) has forced the
indusiry to address izzuss of food guality and nutrition more seriously. Fast food meals ars
typically high in calories, fat, sodium and cholesterol, which are known 1o increase the nisk of
chesity and diabetes. There have been several high-profile court cases in the United States
where overweight people have susd fast food companies for allegedly knowingly supphying
products that caused obesity and illness.

The trend towards healthier eating haz caused some fast food giantz to revize their menus,
offering vegetarian meals, salads and other healthy opticns. With the market in a state of
change the nesd for up-to-date markst research is increasing. Az the market leaders s2nge
a fall in their popularity, they are kesn o monitor and respond to trends in customer
ehaviour.

The survey

The dataset provided here is derived from a very large consumer survey conducted by
market researchers at Millward Brown (httpcfeears millwardirown.com). The survey was
carried out using a CATI (Computer Aided Telephone Interviewing) methodology. Random
digit ielephone numbers were dialled and the person answering was asked “Do you buy fast
food nowadays? . Only thoze responding “Yes” were then surveyed.




Thiz datazet consziztz of the responses of 200 males and 200 females, aged between 15 and
70, zelected at random from the complete survey. The original survey included a series of
guestions seeking the rezpondent’s opinion on each individual fast food Lrand, leading to
hundreds of columns of data, zome of which are commercially senszitive. Thess have beesn

omitted here in favour of an overall market view.

For each respondent the information recorded is, and the 34 variable names used within the
Excel and SP5S data files (FastFood xis and FastFood. sav) are:

Variable Hame

Description Excel SPSS
Average number of fast food purchases per
manth (Lezs than once, Once, Twice, ﬁfﬂfiig;ﬂm Avpermonth
3 to £ times, 5 o & times, 7 or more times)
| Age (15-17, 18-24, 25-33, 36-54, 35-70) Age Age
Sex (Male, Female) Sex Sex
Intermet uzes (User, Mon-user) Intermet Internet
Region lived in (South, Midlands, Morth) Region Region

3 . Howsshold .

Household income brackst (Lower, Mid, Upper) income * Householdincome *
Educational background {Secondary, Tech . .
college, Graduate, Postgraduate, Don't know) ey e
Brand importamcs (Mot, Guite, Very, Don't know) Enrzgffance Brandimporfance
Perzonal influsnce (Fart, Main) Per infiusnce Perinfivence
Kid influgnce (Yes, No) Kid influence Kidinfluence
Brand first mentionsd (Burger King, Dominog
Pizza, KFC, Little Chef, McDonalds, Pizza . . . .
Express, Pizza Hut, Starbucks, Wimpy, COther, el i UL oty
Dion't know)
Brand last bought {Burger King, Domino Pizza,
KFC, Littte Chef, McDonalds, Pizza Express, Last bought Lasthought
Pizza Hut, Starbucks, Wimpy, Other, Don't know)
Read qati{:nal newspagers (Mot at all, Read nat. Readnatnewspaper
Cecasionally, Regulary) newspaper
Pass billocard (Mot at all, Occasionally, Regularly) | Pass billboards * | Passbiliboards **

| Listen to radio (Mot at all. Occasionally, Regulary)

o to movies (Mot at all, Occasionally, Regularly)

Ligten fo radic

zo fo movies

Ligtentoradic
Gofomowvies

Watch TV news (Yes, No)

Watch TV news

Tnews

Watch T' soaps (Ves. No)

Waich TV soaps

Watch TV zport i('Yes, Na)

Walch TV sport

T\soaps
TVsport

Watch morning TV {Yes, No)

Watch nmrm'ng TV

mq:-mr'ngﬂf"

Watch TV chat (Yes, Na) Wafch TV chat T\chat
Watch TV quiz {vVes, Mo} Walch TV guiz TVguiz
Watch TV drama {Ves, No) Wafch TV drama | TVdrama
Watch TV gardening {es, Mo} Wafch TV garden | TWigarden
Watch TV cooking (Yes, Mo) Watch TV cooking | TVoooking
Watch TV comedy (Yes, MNa) Watch TV comedy | TVoomedy

. Watch TV
Watch TV documentaries (Yes, No) documentary TVdocumentary
Watch TV films (Yes, Mo) Walch TV films TVfilms
Watch reality TV (%es, No) Waleh TV reality TVrzalily

Table continues



Variable Mame

Description Excel SPSS
Watch TV current affairs (fes, Noj Wafch TV cur aff | TWcuraff
Watch TV music shows (Yes, Na) Wafch TV music TVimusic

TV hours watched during week (Under 1,10 2, 2

ta3 3ta 5, 5t 10, Over 10, Don't know) e

TV hours watched at weskend (Under 1, 1to 2, 2

to3, 3105 5to 10, Over 10, Don't know) e e e

Rezpondsnt 1D 10 1D

* Miszing valuss are indicated by an asterisk
** Thi=s mizsing value is indicated by a 9
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