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Abstract 

Fast food has become a very popular nutritional habit for consumers and a billion dollars market for businesses 
across the world. As in most countries, in Greece there are thousands of fast food businesses that aim at 
satisfying the growing demand for fast food. However, there is lack of research about the behaviour of Greek 
consumers regarding fast food consumption. On this context, the goal of this research was to investigatethe 
frequency of consumption in Greece, the most popular types of fast food, the criteria with which consumers 
make consumption decisions and the environmental, economical, ethical, cultural and psychological factors that 
influence their buying behaviours. The results of the research show wide popularity of fast food consumption 
among Greek consumers and a clear trend towards healthy, tasty, easily accessible and not necessarily low-cost 
fast food.  
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1. Introduction 

Fast food has become a very popular nutritional habit and a huge market across the world. As in most countries, 
in Greece there are thousands of fast food businesses that aim at satisfying the growing demand for fast food. 
However, there is lack of researches about the behaviour of Greek consumers regarding fast food consumption. 
On this context, the goal of this research was to investigate the frequency of consumption in Greece, the most 
popular types of fast food, the criteria with which consumers make consumption decisions and the environmental, 
economical, ethical, cultural and psychological factors that influence their buying behaviour. To answer these 
questions, this research used a questionnaire approach on a sample of Greek consumers and the replies that were 
received were analysed in order to draw conclusions and identify market trends. 

2. Literature Review 

2.1 Consumer Behaviour 

The discipline of Consumer Βehaviour was developed from the early theories about Motivational Research. 
Motivation Research “represents the introduction into consumer or market research of new concepts drawn from 
the whole range of the social sciences, especially clinical psychology, sociology, and anthropology” (Gardner, 
1959, p. 36). According to Martineau (1957) human behaviours are shaped both genetically and environmentally, 
meaning that humans’ personality as well as their buying behaviour are affected through environmental 
interactions. With the goal to record and analyse these interactions, Motivation Research developed over the 
years in the marketing section; whereas in its improvement has added numerous of behavioral sciences such as 
clinical psychology, sociology, anthropology, and an assortment of areas of economics (Fullerton, 2011). The 
more descriptive field of Motivation Research became known as Consumer Behavior.  

Solomon, Bennett and Previte (2013) defined the field of consumer behaviour as: “the study of the processes 
involved when individuals or group select, purchase, use or dispose of products, services, ideas or experiences to 
satisfy needs and desires” (p. 3). Furthermore, Schiffman et al. (2014) claimed that consumer behaviour is the 
consumers’ actions undertaken while searching for the purchase, use and estimation of a product/service that 
might possibly fulfil their necessities and desires. Another definition proposed by Khan (2008), is that consumer 
behaviour is the decision-making process and physical activity involved in acquiring, evaluating, using and 
disposing of goods and services. 

According to Noel (2009), consumers’ final purchasing decision is a result of a deliberation of internal and 
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external factors on products’ features and the utility that they may receive from its purchase. The factors 
influencing purchasing decisions can be divided into three categories: a) External Factors; b) Internal Factors; 
and c) Post-decision processes. The external factors identify demographic parameters such as gender, family 
status, job, income, cultural variables, ethnicity, religion, geographic differences etc. Different cultures, religions, 
individualistic ethics/morals and values refer to different norms, rituals and habits that essentially affect one’s 
final purchasing decisions (Egan, 2007). On the other hand, there are internal processes as psychographic factors 
including: buyer’s personality, thought processes, mood, knowledge, perception, brand commitment and so forth. 
Additionally, brand awareness is a factor that influences costumers’ buying decisions; a fact that justifies 
marketeers’ emphasis in advertising and promoting (Noel, 2009). Moreover, the post-decision process is another 
indicator of the overall purchase/consumption/usage satisfaction of a particular product/service. Consumer’s 
post-purchase satisfaction will determinate if the buyer will continue to buy a product, and if they transmit 
positive messages to other consumers. This particular research’s focus is on consumer behaviour in relation to 
fast food. 

2.2 Fast Food Consumption 

Fast Foods are defined as: “inexpensive foods served in restaurant chains, where orders are served promptly at a 
counter” (Smith, 2012, p. 316). They are cheap alternatives to home-cooked meals, quick and easily to access. 
However, this category of foods is known for a low nutritional value, rich in sugar, salt, saturated fats, sodium 
and fatty calories, even though some healthier alternatives are being added into food chains’ menus (Smith, 
2012). Common types of fast foods include burgers, pizza, sandwiches, hot-dogs, cold sandwiches, tacos, nachos, 
modified vegetarian and non-vegetarian wraps etc. There is no doubt that this industry has significantly changed 
the way people eat and their overall life style. Factors that influence fast food consumption include gender, age, 
academic background, income and mood, while the purchasing decision is based in product characteristics such 
as quality, taste, price, preparing time, convenience, availability etc (Wansink, 2004). Jekanwoski, Binkley and 
Eales (2001) claimed that fast food consumption growth has been affected fundamentally by its price & 
accessibility. 

According to many studies that explored the growth demand in fast food consumption (e.g., Byrne et al., 1996; 
Sexauer, 1979; Kinsey, 1983), convenience has been pointed out as one of the most important factors influencing 
fast food consumption. This food category fits best nowadays people’s busy lifestyles, since time limitation is 
high and many people don’t want to spend a lot of time in the process of preparing a meal or accessing one. 
Moreover, fast food outlets complete the nutritional needs of this over-scheduled society by being tasty, 
convenient, highly accessible, inexpensive and fast (Jekanowski, Binkley, & Eales, 2001). Grunert (2005) in his 
research concluded that food quality and safety are also central issues in today’s food economics. Moss (2013) in 
his book examined processed food and its addictive implications, and claimed that the industry’s food scientists 
have discovered the ‘holy trinity’: the precisely engineered combination of salt, sugar and fat, calculatingly 
designed to be irresistible and addictive, assuring a never-ending demand for these products. In addition, fast 
food ads and commercials are very appealing and desirable using various physiological techniques and 
eye-catchy colors in order to stimulate the desire for consumption. 

By the time this food category gained popularity and loyal customers attributable to its advantages, its 
disadvantages started to be known as well. Fast food consumption started to be alarming due to the rise of health 
problems among consumers (Allahar, 2015). Fast food consumption has been linked with obesity (Davis & 
Carpenter, 2009; Marlow & Shiers, 2012), and obesity is linked to several diseases such as diabetes, 
hypertension, heart disorders, strokes, cancers etc. These facts have created a big discussion about the health 
implications of fast food on humans, especially in the young ages (Poti, Duffey, & Popkin, 2014). Individuals 
might be personally guilty for their eating habits and choices, but also, aggressive promotions and advertising 
have a significant influence on un-healthy food consumption in daily bases, especially to the young generation 
(Buttriss, Deakin, & Smith, 2003). Another issue that was raised in relation to the fast food industry was related 
with animal mistreating through intensive farming (Dentoni et al., 2011). In order to ease consumer concerns, 
nowadays many fast food chains provide consumers with nutritional information about their menu, are trying to 
be more conscious about products’ nutritional values and provide healthier alternatives (Gregory, McTyre, & 
DiPietro, 2006).  

2.3 Fast Food Consumption in Greece 

Greece is a Mediterranean country with a population of 10,816,286 habitants, out of which 51% are female and 
49% male. The distribution of the population in age groups is 0–19:19%, 20–39: 28.7%, 40–59: 27.4% and the 
rest 24.9% is over 60 (Hellenic Statistical Authority, 2018). The Greek traditional diet is regarded as an 
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important variant of the Mediterranean diet, which is considered as very healthy and protective against 
disease—especially heart disease and cancer (Keys & Keys, 1975;Vernele et al., 2010; Lacirignola & Capone, 
2015). Traditionally, due to their dietary and lifestyle practices, the Greeks have a very good health and life 
expectancy record. The habitants of the island of Crete have a life expectancy of 82 years and perhaps not 
surprisingly, the highest consumption of olive oil (25 litres per capita) in the world (Kromhout, Menotti, & 
Blackburn, 1994). The Greek traditional diet is based largely on fresh, unprocessed seasonal product. It is low in 
saturated fat and high in dietary fibre, starch, antioxidant vitamins (from cereals, fruit and vegetables) and 
polyphenols (from wine and olive oil) (Trichopoulou et al., 2014). 

Despite all the advantages of the authentic Greek diet; Greeks’ eating habits have started to transform from the 
patterns of a plant-based diet low in saturated fats into a more ‘Westernised’ food consumption behaviour, 
mainly based in meat (Hu, 2003). The most popular street-fast foods found nowadays in Greece are ‘gyros’ and 
‘souvlaki’, burgers, pizzas, crepes and sandwiches. Fast foods are popular especially among youngsters and 
people that are away from home for many hours per day. According to Giannatou (2013), Greeks prefer 
traditional snacks like souvlaki and pies instead of fast food from large multinational fast food chains. A recent 
study by Euromonitor (2018) also claims that independent fast food businesses outperform chained fast foods. 
However, the actual eating habits and preferences of Greeks in regard to fast food consumption remain 
unexplored, as there is a lack of research on this specific topic. In this context, the current research tried to record 
and analyse Greeks’ opinions about fast food and its consumption. Particularly, the research tried to investigate 
the following questions: a) If people in Greece consume fast food and how frequently, b) the types of fast food 
they prefer, c) which are the criteria for choosing fast food and d) the factors that affect their consumption 
patterns. 

3. Methodology 

For the purpose of answering the above questions, the researchers chose to collect primary data through a survey 
on Greek consumers with the use of print and online anonymous questionnaires. The print questionnaire was 
handed out in the center of the city of Thessaloniki, the second largest city in Greece in population. The 
questionnaire consisted of three parts: the first part asked for demographic information such as age, gender, 
family status, educational level and income; The second part included close ended questions that had to do 
directly with fast food consumption frequency, preferences, intake habits and the factors that affect them, as well 
as four more general questions; and the third section consisted of one open-ended question relating to 
respondents’ viewpoints about fast food and some free space for general comments.  

The questionnaires were handed out in two different time periods (January 2016 and June 2017), for a period of 
1 month (30 days) each time. Only Greeks and persons living permanently in Greece were allowed to complete 
the questionnaire (tourists were excluded), but there wasn’t any other limitation regarding the characteristics of 
the sample population. Before completing the questionnaire, both in the online and hardcopy format, the 
participants were provided with a description of the research project and were given the contact details of the 
researchers. In total 200 questionnaires were gathered during the first period and 199 during the second. From 
the questionnaires 340 were completed electronically and 59 in paper. According to the Greek population of 
10,816,286, the size of the sample (399 respondents) gives a 4.91% margin of error with a 95% confidence level. 

4. Results 

The analysis of the results is presented in the sequence of the questionnaire: The 1st part presents demographic 
information about the respondents, the 2nd part analyses their answers regarding fast food consumption and the 
3rd part summarizes the answers of the open-end questions. 
4.1 Demographic Information 

The demographic information that was asked from the respondents was related with their age, gender, family 
status, educational level and income. 

4.1.1 Age 

Table 1 presents information about the age of the respondents. Age has been divided in 6 age groups: < 20, 
21–30, 31–40, 41–50, 51–60 and over 60. Table 1 presents both the number of responses in each group and the 
percentages. 
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Table1. Age of respondents 

Age Replies Percentage (%) 

< 20 97 24.43 
21–30 166 41.81 
31–40 70 17.63 
41–50 41 10.33 
51–60 20 5.04 
> 60 3 0.76 
Total 397 100 

 
 

From the table it is noted that most of the respondents were between 21 to 30 years old (41.81%). Second age 
group in frequency was that of under 20 (24.43%), followed by the age group 41–50 (17.63%). The percentage 
of respondents in the age groups 51–60 and over 60, are small and under the national average. This is mainly due 
to the fact that computer literacy in these ages in Greece is limited.  

4.1.2 Gender 

Table 2 presents information about the gender of the respondents. Apart from male and female the option Other 
was given in order to cover cases of people that didn’t have a clear gender identity. 

 

Table 2. Gender of respondents 

Gender Total Percentage 

Male 198 49.75 
Female 198 49.75 
Other 2 0.50 
Total 398 100 

 

According to Table 2, half of the respondents were female and half male. Two of the respondents didn’t define a 
gender. These statistics are in line with the national averages. 

4.1.3 Income 

Table 3 presents information about the yearly incomes of the respondents. Incomes are divided in 12 categories, 
starting from incomes below 10.000€ and ending to incomes over 90,000€.  
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Table 3. Gender of respondents 

Income (Yearly) Total Percentage 

Up to 9,999€ 191 48.60 
10,000€–14,999€ 89 22.65 
15,000€–19,999€ 40 10.18 
20,000€–24,999€ 23 5.85 
25,000€–29,999€ 10 2.54 
30,000€–39,999€ 12 3.05 
40,000€–49,999€ 5 1.27 
50,000€–59,999€ 2 0.51 
60,000€–69,999€ 6 1.53 
70,000€–79,999€ 0 0 
80,000€–89,999€ 6 1.53 
More than 90,000€ 9 2.29 
Total 393 100 

49% 

23% 

10% 

6% 
3% 3% 1% 

0% 1% 2% 2% Under 9.999€ 
10,000 € -14,999€ 
15,000 € -19,999€ 
20,000 €-24,999€ 
25,000€-29,999€ 
30,000€-39,999 € 
40,000 €-49,999 € 
50,000 €-59,999€ 
60,000 €-69,999 € 
80,000 €-89,999 € 
More than 90.000€ 

 
 

This question was replied by 98.7% of the respondents. Most of them (48,60%) stated that their income was up 
to 9,999€. Next in frequency was the income scale of 10,000–14,999€ with 22.65%, followed by the income 
scale 15,000–19,999€ with 10.18%. Only 9 of the respondents (2.29%) had incomes over 90,000€. It is worth 
noting that according to published tax data from the Greek Ministry of Finance for the year 2017, 73% of Greek 
taxpayers had a yearly income below 15.000 euro. 

4.1.4 Family Status 

Table 4 presents information about the family status of the respondents. The options given were single, married, 
divorced and other (refering in cases of separated couples).  

 

Table 4. Family status 

Family status Total Percentage 

Single 244 62.24 
Married 99 25.26 
Divorced 20 5.10 
Other 29 7. 40 
Total 392 100 

62% 
25% 

5% 
8% 

Single

Married

Divorced

Other
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From the respondents 62% were single, 25% married, 5% divorced and 8% declared Other. The high percentage 
of single population in the sample can be explained by the fact that 24% of the sample population was < 20 and 
41% was between 21 and 30 years old. It is noted that the average marriage age in Greece is 31,5 years. 

4.1.5 Educational Level 

Table 5 presents information about the respondents’ educational level. The options given included secondary and 
tertiary education, masters, doctorate and other (in order to cover only primary education cases). It is noted that 
finishing primary education in Greece is obligatory by law. 

 

Table 5. Educational level 

Educational Level Total Percentage 

Secondary Education 87 21.86 
Tertiary Education 191 47.99 
Masters 82 20.60 
Doctorate 23 5.78 
Other 15 3.77 
Total 398 100 

22% 

48% 

20% 

6% 4% 
Secondary
Education

Tertiary
Education

Masters

Doctorate

 

 

According to Table 5, 48% of the respondents had completed tertiary education, 22% had completed secondary 
education, 21% had a Master’s degree and 6% a doctorate.  

4.2 Fast Food Consumption Patterns 

The second part of the questionnaire included five questions about fast food consumption, consumption 
frequency per type of fast food, opinions whether fast food is healthy or not, consumption criteria and factors 
that affect consumption, as well as four more general questions regarding fast food and globalization, 
Mediterranean diet, advertising and children targeting. The replies are presented below. 

4.2.1 Fast Food Consumption  

Question 2.1 of the questionnaire was a direct question whether the respondents consume fast food. The replies 
are presented below. 

 

Table 6. Fast food consumption  

Answers Total Percentage 

Yes 367 92.21 
No 31 7.79 
Total 398 100 

92% 

8% 

Yes

No
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This question was replied from almost all the participants and an impressive 92% of them replied that they 
consume fast food. 

4.2.2 Consumption Frequency per Type of Fast Food 

The second question aimed at investigating the most popular fast food types for Greek consumers and the 
frequency of consumption. The options given as fast food types were burgers, sandwiches, hot-dogs, vegetarian 
sandwiches, gyros and souvlaki, crepes and pizzas.  

 

Table 7. Consumption frequency per type of fast food 

 

From Table 7 it can be observed that the most popular fast food categories among Greek consumers were 
sandwiches and tosts, gyros and souvlaki, pizzas, and finally burgers. Less popular fast food-types were 
vegetarian sandwiches and hot-dogs. Most consumers consume fast food 1 to 5 times per month, however some 
of them answered that they consume sandwiches (21) and gyros (19) more than 15 times per month. 

4.2.3 Fast Food as a Healthy Eating Choice 

Question 4.2.3 was asking consumers whether they see fast food as a healthy eating choice. The available replies 
were Yes, No and Other, in case they didn’t want to reply. 

 

Table 8. Fast food as a healthy eating choice 

Answers Total Percentage 
Yes 24 6.05 
No 344 86.65 
Other 29 7.30 
Total 397 100 

Type of Fast Food Never 1–5 times per 
month 

6–10 times per 
month 

10–15 times per 
month 

15+ times per 
month 

Total 

Burgers 113 216 25 5 5 364 
Sandwiches and tosts 72 235 44 26 21 398 
Hot dogs 250 94 12 6 3 365 
Veg. sandwiches 240 80 22 6 5 353 
Gyros and souvlaki 39 217 54 25 19 354 
Crepes 125 178 25 12 7 347 
Pizza 28 233 47 15 9 332 

0

50

100

150

200

250

300 Never

1-5 times per
month
6-10 times
per month
10-15 times
per month
15+ times per
month
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Surprisingly, almost 87% of the participants replied that they don’t consider fast food as a healthy choice, while 
around 6% of them replied that fast food is healthy. Only 7% chose the Other option. 

4.2.4 Criteria for Choosing Fast Food 

The 4th question aimed at recording the criteria with which the Greek consumers choose fast food. The options 
given were taste, price, health and safety, convenience and proximity and finally quantity. 

 

Table 9. Criteria for choosing fast-food 

Factors Extremely 
important 

Very important Moderately 
important 

Slightly important Not important Total

Taste 224 114 17 5 4 364 
Price 83 152 89 22 16 362 
Health & Safety 156 104 73 18 13 364 
Convenience & Proximity 115 139 80 20 7 361 
Quantity 89 137 109 25 7 367 

0

50

100

150

200

250

Extremely important

Very important

Moderately important

Slightly important

Not important

 
 

According to Table 9, the most important factor that Greek consumers take under consideration when selecting 
fast food is taste, followed by health and safety and third is convenience and proximity. It is surprising that price 
is not considered an extremely important criterion, as well as quantity.  

4.2.5 Factors Affecting Fast Food Consumption 

The 5th question was asking participants to rate the importance for them of a series of factors that may affect 
their buying behaviour in relation to fast food. These factors were mood, economic factors, family habits, brand 
awareness, ethics and finally socialising. The replies are presented in Table 10. 
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Table 10. Factors affecting fast food consumption 

Factors Extremely 
important 

Very important Moderately 
important 

Slightly important Not important Total

Mood 123 124 69 30 17 363 
Economic Factors 83 129 54 34 23 323 
Family Habits 56 93 107 46 47 349 
Brand Awareness 29 90 110 65 65 359 
Ethics  42 82 87 57 82 350 
Socializing 37 82 103 65 77 364 

0
20
40
60
80

100
120
140

Extremely important

Very important

Moderately important

Slightly important

Not important

 
 

According to Table 10, the most important factor that affects Greek consumers buying behaviour is mood, 
followed by economic factors. Family habits are also an important factor for a large part of the sample. Brand 
awareness, ethics and socialising and do not seem to be among the important factors that affect the consumption 
of fast food for the largest share of participants. 

4.2.6 Fast Food Consumption and Globalization 

Question 6 of the second part of the questionnaire was asking the opinion of the respondents relatively to the role 
of globalization on food consumption. The exact question was “Do you think globalization is changing the food 
industry and the food buying behaviors?” The replies are presented in Table 11. 

 

Table 11. Fast food consumption and globalization 

Answers Total Percentage 

Yes 368 92.46 
No 27 6.78 
Other 3 0.75 
Total 398 100 

92% 

7% 1% 

Yes

Not

Other

 

This question was replied from all the participants and 92% of them believed that the food industry is changing 
because of globalization. 

4.2.7 Fast Food Consumption and Mediterranean Diet 

Another important topic that affects food preferences and food consumption in Greece is Mediterranean diet, as 
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pointed out in the literature review. Question 7 was asking the participants whether they think that the 
Mediterranean diet is being replaced by a more westernised diet. The replies are presented in Table 12. 

 

Table 12. Fast food consumption and mediterranean diet 

Answers Total Percentage 

Yes 245 61.56 
No 127 31.91 
Other 26 6.53 
Total 398 100 

62% 
32% 

6% 
Yes

Not

Other

 

This was a question that was answered by almost all of the participants, out of which almost 62% replied 
positively, 32% replied negatively and 6% chose the Other option. 

4.2.8 Intense Marketing & Advertising 

Question 8 was asking the participants whether they believed that intense marketing and advertising was 
influencing their fast food purchasing behaviours. Answers are presented in Table 13. 
 

Table 13. Fast food consumption and intense marketing and advertising 

Answers Total Percentage 

Yes 263 65.33 
No 128 32.16 
Other 10 2.51 
Total 398 100 

65% 

32% 

3% 

Yes

Not

Other

 

 

In this question 65% of the respondents replied Yes, meaning that they believed that their buying behaviours is 
affected by marketing, while 32% chose No, considering themselves unaffected by it. 

4.2.9 Fast Food Industry and Child Targeting 

The last question was asking participants whether the found the fast food industry unethical for targeting children. 
The goal of this question was to investigate their beliefs on this topic. 
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Table 14. Fast food industry and child targeting 

Answers Total Percentage 
Yes 289 72.61 
No 88 22.11 
Other 21 5.28 
Total 398 100 

73% 

22% 

5% 

Yes

Not

Other

 

In this controversial subject 73% of the respondents have answered ‘yes’, whereas 22% disagreed, and about 5% 
of the respondents chose the Other opinion.  

4.3 Characteristics and Patterns of Customer Segments with Hishest Consumption Rates 

Apart from the presentation of the total results of the research, it would be useful to explore the characteristics 
and shopping criteria of the customer segment that had the highest consumption rate. This segment has been 
defined as those respondents that consume the two most popular types of fast-food (1. sandwiches and tosts, and 
2. gyros and souvlaki) more frequently, with high frequency being defined as the combined consumption of both 
types of fast foods for more than 10 times per month. The main characteristics of this customer segment are the 
following: 

- 60% are between 21–30 and 18% between 31–40 

- 45% are male and 55% female 

- 57% have an income below 10.000€ and 21% have and income between 10.000–14.000€ 

- 66% are not married 

- 60% have finished higher education and 12% have a Masters 

Regarding the factors that affect the shopping behaviour of this customer segment, the following observations 
have been recorded from the data analysis: 

- Most of them also frequently consume crepes and pizzas 

- 85% do not consider fast food healthy 

- 63% consider the taste of fast food as extremely important 

- 18% consider the price of fast food as extremely important 

- 36% consider health and safety of fast food as extremely important 

- 45% consider convenience of fast food as extremely important 

- 3% consider the quantity of fast food as extremely important 

- 24% are extremely affected by their mood  

- 15% are extremely affected by economic factors 

- 9% are extremely affected by family eating habits 

- 3% are extremely affected by brand recognition 

- 3% are extremely affected by ethics 

- 0% are extremely affected by socialising 

4.4 Open-Ended Question 

The third and final section of the questionnaire included one open-ended question relating to fast food and some 
open space for general comments. The question was: “What is the first thing that comes to your mind when you 
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hear the phrase fast food?” The aim of this question was to capture the spontaneous thoughts of the participants 
in relation to fast food. This question was answered by 95% of the participants. The vast majority (46%) 
answered a kind of fast food, with most popular answers being “Gyros”, “Souvlaki”, “Burger”, “Pizza” and 
“Sandwich”. Fewer answered by naming fast food chains, such as “Goody’s” and “MacDonald’s”. It is 
noteworthy that the next word that appeared in the majority of answers is “unhealthy” with 9%. The next answer 
was the word “delicious” or “tasty” (6%), while 4.75% answered that fast food means “convenience” and “no 
cooking”. Almost the same percentage (4.5%) answered words related to fattening, such as “fat”, “calories”, 
“obesity”. The next answer, which accounted for 4%, was “time saving”, while 3% replied that fast food is 
“non-quality food”, 2% responded using the word “dirty” and 1% “junk, sloppy”. Adding these last three 
answers, we conclude that 6% associates fast food with low quality food that has no nutrients or is “plastic”, 
“toxic” or “dirty” to quote some of the answers given. It is worth mentioning that 2% responded with the words 
“cheap, low cost”. Finally, 14% gave other answers. 

The last part of the questionnaire provided the option for general comments. Many of the respondents chose to 
congratulate the researchers. Other comments expressed the opinion that homemade food is much healthier, that 
fast food is consumed because of shortage of time, that fast food is unhealthy and that in small cities local fast 
foods are supplied by local producers, making the fast food ingredients healthier. Other respondents also 
mentioned the need for strict control of fast food businesses and their suppliers by public authorities. 

5. Discussion 

The results of the research can provide a relatively good picture of Greek consumers’ fast food consumption 
patterns and preferences. Fast food is very popular among Greeks, as 92% of the respondents answered that they 
consume fast food. Most respondents consume fast food 1–5 times per month, and usually they consume 
sandwiches and tosts, gyros and souvlaki as well as pizza. It is striking that 86% of the respondents consider fast 
food unhealthy, but they still consume it. The most important factor they take under consideration when selecting 
fast food is taste, followed by health and safety and third is convenience and proximity. It is surprising that price 
is not considered an extremely important criterion, as well as quantity. Regarding the factors that affect Greek 
consumers’ buying behaviour, the most important one was mood, followed by economic factors. Family habits 
were also an important factor for a large part of the sample. From the more general questions, it was recorded 
that 92% of them believed that the food industry is changing because of globalization, 62% believed that the 
Mediterranean diet is being replaced by western-type foods, and 65% of the respondents believed that their 
buying behaviours are affected by companies’ marketing strategies. In the controversial topic of children 
targeting 73% of the respondents considered that it is unethical to target children. 

6. Conclusions 

In most countries of the world people frequently satisfy their nutritional needs by selecting to consume 
“inexpensive foods served in restaurant chains, where orders are served promptly at a counter” (Smith, 2012, p. 
316) or shortly fast foods. The explosion of fast food consumption during the last 50 years was due to a number 
of factors, including low cost, speed and convenience. However, despite its practicality, fast food is typically 
characterized as low-quality food and has been related with various health problems like obesity. 

The goal of this particular research was to investigate the eating habits and preferences of Greeks in regard to 
fast food. Particularly, the research aimed to investigate whether people in Greece consume fast food and how 
frequently, the types of fast food they prefer, the criteria for choosing fast food and the factors that affect their 
consumption patterns. From the analysis of the results it was shown that fast food is very popular among Greeks, 
as 92% of the respondents answered that they consume fast food, and most people consume fast food 1–5 times 
per month. Usually they consume sandwiches and tosts, gyros and souvlaki as well as pizza. The most important 
criterion for selecting fast food is taste, followed by health and safety and third is convenience and proximity. 
Regarding the factors that affect Greek consumers’ buying behaviour, the respondent’ replied pointed out mood, 
followed by economic factors and family habits. Also, most of the Greeks consider fast food unhealthy, but they 
still consume it. 

From the results of the research and their analysis certain conclusions can be drawn. Greek customers consume 
fast food and it is most likely that they will continue to consume it. However, most of the people consider it 
unhealthy. This observation in conjunction with the observation that the most important factor when selecting 
fast food is taste and safety and not price, means that there is a clear need for healthy, tasty, easily accessible and 
not necessarily low-cost fast food. Keeping in mind the fact that mood was also a factor that affects consumption, 
fast food businesses will require well designed outlets that will relax and inspire the apetite of customers. 
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