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ABSTRACT
Consumption of fast-food in Uganda is becoming an increasingly important
component of the food market as more of the working class choose to dine out rather
than prepare meals at home. Despite the importance of the fast-food sector, limited
attempts have been made to study the consumption and expenditure behaviour of
consumers of fast-food in Uganda. The main objective of this study was to assess
characteristics influencing the consumption of fast-food in Kampala district.
Specifically, the objectives of the study were: to assess the factors influencing the
probability of consuming fast-food; and to determine the level of expenditure on fastfood. Primary data on socio-economic characteristics were collected from a sample of
300 respondents using a multi-stage sampling procedure. The study revealed that
majority (90%) of the respondents consumed fast-food. The consumption of fast-food
was most motivated by their taste and convenience. Results from the Heckman model
show that household size, education level and distance from work-place to restaurant
negatively influenced the probability of fast-food consumption and level of
expenditure on fast-food while disposable monthly income had a positive effect on the
probability of consumption and level of expenditure on fast-food. The high demand
for fast-food is seen as an easy solution to consumers’ busy schedules and limited
meal preparation time. As changing tastes and need for convenience become the goal
of households, consumption of fast-food will be expected to rise especially in urban
areas. T his increase in fast-food consumption, coupled with rising population and
urbanization in Uganda offers new market opportunities for agribusiness firms to
exploit the growing demand by investing in the fast-food sector and producing
sufficiently for this market. In addition, fast-food establishments should ensure
proximity of their products and services to the consumers as convenience greatly
influences fast-food consumption. Future research should include identification of
sources of agricultural products used by fast-food outlets to provide information about
the contribution of the fast-food sector to agricultural marketing and farmers’
livelihoods in Uganda.
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INTRODUCTION
Global food consumption patterns have dramatically changed in recent years. One
common consumption pattern that is shared by many countries is the increasing
expenditure on f ood away from home (FAFH). This is evident in the growth of the
FAFH market segment which has become very popular in recent years [1, 2]. The
fast-food outlets have, however, surpassed the full-service restaurants as the main
source of the FAFH [3]. Many scholars have attributed the growth in the FAFH
market to a number of socio-economic/demographic factors such as income, age,
urbanization, gender, household size and composition, time value, education level,
distance from restaurants to work place and occupation, among others. For instance,
Ekelund and Watson [4], Jekanowski et al. [5], Stewart and Yen [6], Matthews [7]
and Akbay et al. [8] all identified household income as an important determinant of
household expenditure on F AFH. Specifically, Ekelund and Watson [4] found that
fast-food consumption was empirically related to opportunity cost of the household.
Jekanowski et al. [5] noted that the growth in FAFH was due to fast-food companies
building more outlets closer to where people work.
Fast-food, as defined in this study is food that is readily available for consumption
within the premise (s) or to be carried away. Despite the growing concern on
consumer health [9, 10, 11], the fast-food industry in Uganda has grown in the past
decade as evidenced by the emergence of multinational fast-food outlets like Nandos,
Dominos Pizza Inn and Steers and continues to attract more proprietors like fast-food
outlets in new shopping malls/supermarkets especially in the urban settings [12]. With
a changing lifestyle and population growth in Kampala (estimated at 1.66 million in
2010 mid year from 1.2 million people in 2002 [13] and the growing number of high
value markets like fast-food outlets and supermarkets, fast-food consumption is
expected to increase in urban areas [14]. This trend suggests that the success of
existing fast-food outlets and entry of more is inevitable. Thus, the i ncreasing
consumption of fast-food and number of fast-food outlets calls for increased
investment in the production of both agricultural products (raw materials used in the
production of fast-food products) and the fast-food products. Consumption patterns
keep changing thus affecting the availability and access to food through changes in
agricultural production, procurement and distribution systems [15]. This, however,
requires knowledge of the behaviour of consumers who eat away from home.
Given this change in food consumption patterns, there is need to assess the
characteristics underlying the consumption of fast-food as a means of informing
Agribusiness enterprises on how best to gainfully exploit this growing demand.
The understanding of these factors (consumer characteristics) will be pertinent for
proper assessment of the agricultural product market opportunities in Uganda. That is,
by identifying characteristics of consumers and fast-food products desired by the
consumers of fast-food, agribusiness firms can design appropriate programmes to
promote the production and distribution of fast-food products to meet this demand. In
addition, the government can design appropriate policies to promote the production
and distribution of agricultural products that can be used to make fast-food products.
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Whereas researchers outside Uganda have studied factors affecting fast-food
consumption, few studies in Uganda have been done on fast-food and more so, factors
influencing fast-food consumption have not been studied. For instance, Kayemba [12]
studied the growth and development of fast-food outlets in Kampala; Nakalungi [16]
studied the challenges of running fast-food services in a vibrant food industry;
Nambaziira [17] studied the importance of fast-food to the development of the
Tourism industry; and Namawejje [18] studied the spatial distribution and
development of restaurants and takeaways in the provision of fast-food in Jinja town.
This study on the determinants of fast-food consumption in Kampala district is the
first of its kind in Uganda.
The main objective of this study was to assess factors influencing the consumption of
fast-food in Kampala district. The specific objectives of the study were to assess the
factors influencing the probability of consuming fast-food; and to determine the level
of expenditure on fast-food.
METHODOLOGY
Study area, sample and data
Kampala district, the capital city of Uganda is bordered by Wakiso and Mukono
districts. It is divided into five divisions namely; Central, Nakawa, Kawempe,
Makindye and Rubaga. Primary data were collected from a sample of 300 respondents
using a multi-stage sampling procedure from three divisions namely Central,
Kawempe and Nakawa. Data collected through face-to-face interviews by use of
pretested questionnaires included respondents’ age, gender, occupation, education
level, income, time spent away from home, distance from work place to restaurant,
household size, marital status, types of fast-food and reasons for consumption and
non-consumption of fast-food.
Model Specification and Estimation
The Heckman’s two-step estimation (Heckit) procedure was applied in this study as
suggested by Heckman [19, 20]. Step one is where the probit regression was
computed to give the estimated probability that a given household participates in fastfood consumption. This regression was used to estimate the Inverse Mills Ratio
(IMR) for each household, which was then used in the second (expenditure)
regression. The probit model used to study data with binomial distributions is as
follows: Assuming the decision to consume fast-food or not depends on unobserved
utility index I i (latent variable) that is determined by explanatory variables xi such
that the larger the value of the index the greater the probability of the household
consuming fast-food. The index can be expressed as: I i = xi β i , where xi is a vector of
exogenous variables. Let Yi = 1 if the household consumes fast-food and Yi = 0 if it
doesn’t. Assume there is a threshold level of the index say; I i• such that if; I i > I i•
then the household consumes fast-food, otherwise it will not. I i• like I i is not
observable. However, assuming that it is normally distributed with the same mean and
variance, the parameters of the index can be estimated as:
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Pi = P(Y = 1 / x ) = P I i• ≤ I i = P(Z i ≤ xi β i ) , thus
P = F ( xi β i ) ........................................................................................................... (1)

Where Pi = P(Y = 1 / x ) is the probability of participation given the explanatory
variables xi

(

)

Z is the standard normal variable and is normally distributed as ~ N 0,σ 2
F is the standard normal CDF (Cumulative Distribution Function)
Step two involved estimation of expenditure levels on fast-food expressed as:
E (Yi / Yi > 0 ) = αwi + f (βxi ) F (βxi ) ........................................................................ (2)
Where E = Levels of expenditure on fast-food in Uganda shilling (UGX)
α = vector of variable coefficients to be estimated
w = vector of independent variables
f is the density probability function and F is the cumulative normal probability
distribution function. The ratio f (β xi ) F (βxi ) is the IMR ( λ ).

The underlying assumption under the two-stage model is that the error terms of the
two-equations are jointly normally distributed [19], and thus should be estimated with
some explanatory variables appearing only in the binary response equation (the
probit) to improve the identification of the model [21]. However, theory provides no
guidance as to which explanatory variables are included in the first and second
equations, thus exclusion restrictions were imposed [7]. In this case the variables with
correlations due to the spurious effect were dropped from the second equation. In
addition, the model is identified by the functional form basing on a priori information.
Income squared was included in the analysis to capture the possibility of a non-linear
relationship between income and expenditure on fast-food.
The probit (participation) model estimated was specified as:
Yi = β 0 + β1 X 1 + β 2 X 2 + β 3 X 3 + β 4 X 4 + β 5 X 5 + β 6 X 6 + β 7 X 7 + β8 X 8 + β 9 X 9 + e ............ (3)
Where Y
= Probability of consuming fast-food (1= fast-food consumption and 0
= otherwise)
= Intercept
β0
= Disposable monthly income (UGX)
X1
= Age (Years)
X2
= Household size (Number of family members)
X3
= Education level (Years spent in school)
X4
= Occupation (1 = Formally employed, 0 = Otherwise)
X5
= Distance from work place to restaurant (Kilometres)
X6
= Gender (1 = Female, 0 = Male)
X7
= Time spent away from home (Hours)
X8
= Marital status (1 = Married, 0 = Otherwise)
X9
β1− 9 = Coefficients associated with the independent variables
= Error term
e
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The expenditure model was specified as:
E i = α 0 + α 1 w1 + α 2 w2 + α 3 w3 + α 4 w4 + α 5 w5 + α 6 w6 + α λ λi + ε ................................ (4)
Where Ei
= Level of expenditure on fast-food (UGX)
= Intercept
α0
= Distance from work place to restaurant (Kilometres)
w1
= Household size (Number of family members)
w2
= Education Level (Years spent in school)
w3
= Disposable monthly income (UGX)
w4
= Income squared (UGX)
w5
= Gender (1 = Female, 0 = Male)
w6
α 1−6 = Coefficients associated with the independent variables
= Coefficient associated with the IMR ( λ )
αλ
= Error term
ε
= Inverse Mills Ratio calculated from the probit results of the first step
λ
Using data from consumers only, the Ordinary Least Square (OLS) model with IMR
included as a regressor was estimated to determine the impact of the independent
variables on the level of fast-food expenditure.
Data analysis
Primary data was analyzed using STATA statistical package. Test for normality was
carried out to ensure that the variables were normally distributed. The Heckman
model was applied to analyze both the probabilities and levels of expenditure on fastfood. Correlation matrix (Table 4) was generated and a p ath analysis carried out to
demonstrate the effect of interaction of variables.

e1

X2

X1

X4

e3

X3

e2
Figure 1: Path Analysis
In the calculation of path coefficients (which are equivalent to beta weights) the
variables and their respective error terms follow the standard normal distribution
2
assumption, hence each variable has a mean of 1 E X i and is uncorrelated with its

( )
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error term implying that E ( X i , ei ) = 0 . Where X i and ei are variables1-4 and their
respective error terms.
Taking an example of variable X 2 with a structural equation; X 2 = β 21 X 1 + e1 .
Multiplying both sides of the structural equation by X 1 gives the normal
2

equation X 1 X 2 = β 21 X 1 + X 1e1 . Multiplying the normal equation by the expectations
( E ) gives:
2
E ( X 1 X 2 ) = β 21 E X 1 + E ( X 1e1 )
r12 = β 21 x1 + 0 = β 21
The equations for the four variables are:
r12 = β 21 . = P21 = 0.51 (see correlation matrix, Table 4), where P21 is the path
coefficient (path to X 2 from X 1 ). Thus, the association between X 1 (age) and
X 2 (marital status) is causal. r12 is due to a single path that indicates a direct effect.
Following the above procedure for X 3 and X 4 :
r13 = β 31 + β 32 β 21 = 0.52 indicating two causes of correlation between X 1 and X 3 ie a
direct effect of X 1 on X 3 represented by β 31 and an indirect effect of X 1 operating
through X 2 represented by β 32 β 21 .
Similarly;
i) r23 = β 31 β 21 + β 32 = 0.93. T he correlation between X 2 and X 3 is due to a direct
effect of X 2 on X 3 represented by β 32 and a spurious effect ie correlation due to a
common cause X 1 represented by β 31 β 21 .
ii)
r14 = β 41 + β 42 r12 + β 43 r13 = β 41 + β 42 β 21 + β 43 (β 31 + β 32 β 21 ) = -7,989.85. The
sources of correlation between X 1 and X 4 is due to a direct effect of X 1 on X 4 ( β 41 )
and an indirect effect of X 1 on X 4 represented by β 42 β 21 , ( β 43 β 31 ) and β 43 β 32 β 21 .
iii) r24 = β 41 r12 + β 42 + β 43 r23 = β 41 β 21 + β 42 + β 43 ( β 32 + β 31 β 21 ) = -15,150.36. The
sources of correlation between X 2 and X 4 is due to a direct effect of X 2 on X 4 ( β 42 ),
an indirect (spurious) effect represented by β 43 β 32 , β 41 β 21 and β 43 β 31 β 21 .
iv) r34 = β 41 r13 + β 42 r23 + β 43 = β 41 (β 31 + β 32 β 21 ) + β 42 (β 32 + β 31 β 21 ) + β 43 = 14,697.57. The sources of correlation between X 3 and X 4 is due to a spurious effect
represented by β 41 β 31 ,
β 41 β 32 β 21 , β 42 β 32 , β 42 β 31 β 21 and the direct effect represented by β 43 .
Let X 1 , X 2 , X 3 , X 4 as discussed above represent; (i) age, marital status, household
size and fast-food expenditure respectively as the first set of variables. Following the
same procedure with other sets of variables such as:
ii) Marital status, household size, education and fast-food expenditure, respectively.
iii) Occupation, education, income and fast-food expenditure, respectively.
iv) Time, household size, income and fast-food expenditure, respectively. Most of the
correlations in each of the variable set were due to the spurious effect of variable X 1
which in this case is age, marital status, occupation and time spent away from home,
thus, were dropped from the second equation.
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RESULTS

Type of Fast-food

Types of fast-food consumed
Figure 2 shows the types of fast-food mainly consumed by people in Kampala district.
These included; chips, deep fried chicken, meat, fish, sausages, “chaps”, pizzas,
kebabs, liver, hot dogs, egg rolls, hamburgers, barbecue steaks, sandwiches and ice
cream. Results show that chips (19.1%), deep fried chicken (14.5%), sausages
(14.1%), deep fried meat (10.2%) and “chaps” (10.0%) were the main fast-food
consumed.

Percentage
Figure 2: Types of fast-food consumed in Kampala District
Reasons for consuming fast-food
The study revealed that 90% of the respondents interviewed consumed fast-food
compared to non-consumers (10%). Results in Table 1 shows that people consumed
fast-food for the following reasons: tasty nature (34.5%), convenience (33.1%),
occasions/social events (17.8%), children’s preferences (7.3%) and existence of fastfood in a wide variety (7.3%).
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Factors influencing the probability of consuming fast-food
The results of the probit model explaining the decision to consume fast-food are
presented in Table 2. Of the nine variables hypothesized, five were significant
determinants of the probability of consuming fast-food. These included time spent
away from home, education level, disposable monthly income, household size and
age. Occupation, distance from work place to restaurant, gender and marital status of
respondents were not significant. The effect of time spent away from home and
disposable monthly income on f ast-food consumption was positive. Age, education
level and household size of the consumer were negatively related to fast-food
consumption.
Factors influencing the level of expenditure on fast-food
Results of the second step of the Heckman model (the expenditure equation) are
presented in Table 3. Of the five variables hypothesized to influence expenditure on
fast-food, four were significant. These included distance from work place to
restaurant, household size, education level and disposable monthly income. Gender of
the respondent was not significant.
Results show that disposable monthly income and inverse mills ratio were positive
and significant while distance from the work-place to the restaurant, education level,
household size and income squared had significant and negative effects on fast-food
expenditure. The negative effect of income squared implies that income has a nonlinear relationship with fast-food expenditure (Table 3).
DISCUSSION
Types and reasons for consumption of fast-food
The many types of fast-food consumed by people in Kampala district suggest greater
availability and choice of fast-food products which may also influence their
consumption [7]. The taste and convenient nature of fast-food dominated reasons for
their consumption. On the other hand, some people consumed fast-food as a way of
socializing with friends and family members or during social gatherings while others
did so because of their children’s preferences [7, 8, 22].
Factors influencing the probability of consuming fast-food
The significant effect of time spent away from home implies that as people spend
more hours away from home, they are more likely to dine out on fast-food so as to
save time (Table 2). An increase in time spent away from home by one hour increases
the likelihood of consumption of fast-food by 0.5%. These results are consistent with
those of other researchers [4, 6, 22, 23] who reported a positive and significant effect
of time spent away from home on the participation and expenditure level of FAFH.
Age significantly affects the consumption of fast-food. An increase in consumer’s age
by one year would decrease the probability of consuming fast-food by 0.2%. This
could be due to a high preference for healthier foods as consumers grow older. These
results tally with those of other researchers [8, 22, 24] who indicated a negative
6575

Volume 12 No. 5
August 2012
relationship between age of the consumer and fast-food consumption. Thus,
consumption of fast-food declines with age.
Fast-food consumption significantly increases with disposable monthly income
implying that those with higher incomes are more likely to consume fast-food than
those with lower incomes. An increase in disposable monthly income has been
reported to encourage both consumption and expenditure on fast-food and FAFH in
general [8, 23, 25]. On the other hand, the negative and significant coefficient for the
education variable implies that an increase in consumer’s education by one year
reduces the consumption of fast-food by 0.5% (Table 2). Thus, those who are highly
educated are less likely to consume fast-food because education increases their
knowledge of nutrition aspects of fast-food, limiting its consumption and shifting to
healthier food options. This is consistent with Fanning et al. [24] who showed that
educated households are more health conscious and thus have lower consumption of
fast-food. On the contrary, other researchers [6, 8] found that education had a positive
effect on fast-food consumption behaviour; that is, consumption of fast-food
increased with their education level.
Consistent with other studies [6, 8, 22], household size had a n egative effect on the
consumption of fast-food implying that the bigger the household size the lower the
probability of consuming fast-food. This means that it is convenient and cheaper for
smaller households of fewer people to consume fast-food compared to bigger
households.
Factors influencing the level of expenditure on fast-food
Distance from the work-place to the restaurant had a negative and significant
influence on expenditure on fast-food. This means that consumers will spend less on
consumption of fast-food if restaurants are located far away from their respective
work places. The reason is that consumers increasingly value time and thus will spend
on fast-food from conveniently located restaurants [6].
Consistent with previous studies [24], education level of consumers had a negative
and significant effect on fast-food expenditure implying that an increase in education
level leads to a reduction in the level of expenditure on fast-food. Thus, individuals
with higher education level (≥15 years spent in school) spend less on consumption of
fast-food likely because they understand the importance of health [26] and are more
likely to obtain, process, interpret, and apply knowledge that shapes nutritional or
dieting practices [27].
Household size negatively affects expenditure on fast-food implying that an increase
in household size by one member reduces expenditure on fast-food by UGX 2,147 or
USD 0.77 (1 USD = 2,785 UGX as on 12th September, 2011). This is expected
because it is more expensive to take a bigger household to a fast-food joint than eating
at home.
The results further show that disposable monthly income had a positive effect on fastfood expenditure. As expected, this implies that those with higher incomes spend
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more on fast-food than those with lower incomes. This is consistent with past studies
[6, 8, 23, 25] that show trends in income as having a positive and significant impact
on FAFH expenditures. The non-linear relationship between income and expenditure
on fast-food implies that an increase in income initially leads to an increase in fastfood expenditure; however, beyond a threshold of UGX 240,000, further increase in
income leads to a reduction in fast-food expenditure.
The significant effect of the IMR on fast-food consumption implies that an estimation
bias would have occurred had the fast-food expenditure been estimated without the
consideration of the step-wise decision to consume fast-food.
CONCLUSION
The main objective of this study was to establish the determinants of consumer
participation in the fast-food market in Kampala district. Specifically, the objectives
of the study were: to assess the factors influencing the probability of consuming fastfood; and to determine the level of expenditure on fast-food.
Results showed that chips, deep fried chicken, sausages, deep fried meat and “chaps”
were the main fast-food consumed in Kampala district. Taste and convenient
characteristics of fast-food were the main reasons for consuming them.
Results from the Probit model showed that time spent away from home, education
level, disposable monthly income, household size and age of the respondent
significantly affect the probability of fast-food consumption while the expenditure
model results indicated that distance from work place to restaurant, education level,
disposable monthly income, and household size significantly influence consumer
expenditure on fast-food.
RECOMMENDATIONS
The study revealed that there is a high demand for fast-food in an urban setting and
this offers market opportunities for Agribusiness firms. They (agribusiness firms)
should, therefore, invest in the fast-food sector and produce sufficiently for this
market. In addition, fast-food firms should ensure proximity of their products and
services to the consumers as convenience greatly influences fast-food consumption.
The study concentrated on s ocio-economic/demographic determinants of the
probability of consumption and expenditure on fast-food by consumers, but it did not
study the sources of agricultural products used in the preparation of fast-food. Future
research should, therefore, include identification of sources of agricultural products
used by fast-food outlets to provide information about the contribution of the fastfood sector to agricultural marketing and farmers’ livelihoods in Uganda.
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Table 1: Reasons for consuming fast-food
Frequency*
Reasons
(n=438)
Tasty
151

Percentage
34.5

Convenient or time saving

145

33.1

Occasions/social events

78

17.8

Children's preferences

32

7.3

Wide variety

32

7.3

*Multiple responses

Table 2: Probit model estimates of the determinants of fast-food consumption
Variable

dy/dx

Z

ρ-value

Occupation

0.005

0.50

0.615

Distance from work place to restaurant

-0.011

-1.36

0.173

Time spent away from home

0.005

1.66

0.097*

Education level

-0.005

-1.79

0.074*

Disposable monthly income

2.080

1.84

0.066*

Gender

-0.013

-1.08

0.278

Household size

-0.006

-1.80

0.072*

Age

-0.002

-1.86

0.063*

Marital status

-0.009

-0.68

0.497

*, Significant at 10%

6578

Volume 12 No. 5
August 2012
Table 3: OLS model estimates of the determinants of expenditure on fast-food
Variable

Coefficient

Std. Err.

t-value

ρ-value

Distance from work
place to restaurant
Household size

-7472.802

4414.468

-1.69

0.092*

-2147.011

1143.247

-1.88

0.061*

Education level

-1529.749

626.060

-2.44

0.015**

Gender

-1957.028

4574.537

-0.43

0.669

0.050

0.005

9.63

0.000***

-4.570

1.180

-3.89

0.000***

229.451

7358.241

0.03

0.075*

Disposable income
Income2
Inverse mills ratio

*, **, *** Significant at 10%, 5% and 1% respectively
OLS – Ordinary Least Squares
Table 4: Correlation Matrix
Occup Age
Dist

MS

Time

HH

Educ

Income

Gend

Occup

1

.267**

.036

.180**

.064

-.003

.399**

.255**

.139*

Age

.267**

1

.018**

.512**

-.061

.289**

.155**

.066

.198**

Dist

.036

.018

1

.059

-.040

.030

.015

-.107

.032

MS

.180**

.512**

.059

1

-.043

.209**

.105

-.010

.220**

Time

.064

-.061

-.040

-.043

1

-.223**

-.057

.233**

.042

HH

-.003

.289**

.030

.209**

-.233**

1

.046

-.103

.024

Educ

.399**

.155**

.015

.105

-.057

.046

1

-.002

-.084

Inc

.225**

.066

-.107

-.010

.233**

-.103

-.002

1

.111

Gend

.139*

.198**

.032

.220**

.042

.024

-.084

.111

1

** Correlation is significant at 0.01 level (2-tailed)
* Correlation is significant at 0.05 level (2-tailed)
Occup, Dist, MS, HH, Educ, Inc and Gend represent respondent’s occupation,
distance from restaurant to work place, marital status, household size, education level,
monthly disposable income and gender, respectively
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