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[bookmark: _Toc234425391]1. Introduction
[bookmark: _Toc234425392]1.1 Background of the study
The United Kingdom fast-food industry has grown in recent years, projected to reach USD98.22B within 2023, having a 5.58% CAGR (Market Data Forecast, 2024) (Refer to figure below). However, alongside this market growth, the nation also shows an increase in cultural diversity level along with public awareness about the effects of unhealthy eating or food. According to ONS (2022) for example, over 18.3% of the population of England and Wales among the total population belong to ethnic minority groups in the 2021 Census. This means that the consumer market in the food sector has various tastes, dietary needs and has their difference in food preferences. Alongside that, Farzand et al. (2025) state that obesity and diet-related health problems have become motivation factors for both the government and fast-food companies within the UK to create healthier eating habits and trends for consumers. So, changing to healthy menu options for meeting these different tastes of multicultural consumers within the UK has become an essential strategy for fast-food retailers' success.
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Figure 1: UK food sector market size 
(Source: Market Data Forecast, 2024)
[bookmark: _Toc234425393]1.2 Problem statement and research gap
UK-based fast-food businesses have got their understanding of the change in trends and are offering more healthy food options to create appeal to more health-conscious customers (Brealey et al., 2026). However, among these consumers, not everybody accepts these healthy products equally. This is because they have their differences in traditional tastes, cooking habits or have their specific dietary needs that are lacking or not addressed properly by these offered products. According to Dohmen (2025) study has reflected on the benefits of healthy eating or menu innovation have been reflected on. Despite this, they lack in addressing the issue of how cross-cultural menu adaptation alongside a healthy diet can influence consumer acceptance. This lack of knowledge and evidence creates challenges for businesses and policymakers in creating healthful meals that meet the variety of tastes in the UK market. So, exploring the issue becomes essential for developing proper knowledge to understand how menus can be changed and what consumers prefer. 
[bookmark: _Toc234425394]1.3 Research aim and objectives 
Aim
To systematically examine how culturally adapted healthy menu options influence consumer acceptance within the UK fast-food industry, with a specific focus on whether cultural taste alignment improves acceptance of healthier fast-food choices.
Objectives
· To critically identify the main culturally adapted healthy menu strategies used in the UK fast-food industry.
· To evaluate how cultural food preferences influence consumer acceptance of healthier fast-food options.
· To analyse the key factors that shape acceptance of culturally adapted healthy menu items, like taste, trust, dietary suitability or the perceived health value, and purchase intention.
[bookmark: _Toc234425395]1.4 Research question
· RQ1: What are the main culturally adapted healthy menu strategies used in the UK fast-food industry?
· RQ2: How do cultural food preferences influence consumer acceptance of healthier fast-food options?
· RQ3: What are the key factors that shape acceptance of culturally adapted healthy menu items, like taste, trust, dietary suitability, perceived health value, and purchase intention?
[bookmark: _Toc234425396]1.5 Rationale 
The research is much justified and significant because it brings a complete idea and evidence on the role of cross-cultural healthy menu adaptation affecting consumer acceptance within the UK's fast-food industry. The outcomes can become a guide for the fast-food sector's organisations or policymakers to create their healthier alternatives meeting the different nutritional, religious or taste-based needs of multicultural consumers (Omebere-Iyari, 2022). These ideas can help to create better healthy menu planning for the UK fast-food organisations to gain acceptance among consumers. 
[bookmark: _Toc234425397]2. Literature review
[bookmark: _Toc234425398]2.1 Current culturally adapted healthy menu strategies
The core healthy menu changes align with cross-cultural fast-food strategies, where Halal and vegetarian or vegan meal options, along with favourite tastes, are introduced as offerings by fast-food restaurants. Food Standards Agency (2026) also pinpoints that approximately 13% of food businesses within England have integrated the provision to supply halal food. This number highlights the increasing desire among consumers for culturally aligned food items. In a similar spirit Jayasinghe, Byrne and Hills (2025) study also addresses that healthy menu adaptations and making them more aligned with cultural tastes become a path for organisations to become relatable to consumers. However, Omebere-Iyari (2022) show disagreement and reflect that the fact of adaptation does not always guarantee acceptance because taste or personal choice changes and remains a big issue for people. This gives a clear idea that the cultural adaptation of food menus has its importance in consumer appeal. However, these studies have not really given ideas on the specific adaptation strategies in a multicultural and fast-food UK market, precisely, showing the gap in knowledge and the need for more exploration.
[bookmark: _Toc234425399]2.2 Influence of cultural food preferences on consumer acceptance of healthier fast-food options
Cultural tastes profoundly make a difference in people's acceptance of the food because people have tendencies to have healthier fast-food choices that reflect their traditional diet patterns, portion choices, cooking styles or represent their cultural norms. For instance, Mintel (2024) report approximately 70% of the UK population focuses on their diet-based needs and personal taste-based food choices when deciding on a meal (Refer to figure below). Carfora and Catellani (2026) show that having familiarity with food for people increases people's acceptance of healthy alternatives. On the contrary, Katangwe-Chigamba et al. (2025) argue that taste becomes the primary reason when consumers purchase food products, even when they are not healthy options. Theory of Planned Behaviour viewpoint meets with these ideas, basically giving a similar view that people's choices are determined by their own opinions alongside beliefs and social standards (Chen and Slade, 2025). This gives a clear projection that there is demand for food options that are not only healthy but also fit with cultural norms. However, the research does not examine the relation among cultural choice and healthy food acceptance habits practically in UK fast-food environment. Hence there is need for undertaking a more systematic study within the context.
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Figure 2: UK consumer food purchasing habits 
(Source: Mintel, 2024)
[bookmark: _Toc234425400]2.3 Factors influencing acceptance of culturally adopted healthy menu options 
Studies highlight factors that influence public acceptance of culturally adapted healthy food are basically like taste, trust or consumers' dietary appropriateness alongside perceived health benefits, trust in health claims and willingness to try new things. These factors become the key deciding factors influencing consumers' acceptance of culturally aligned healthier fast-food options. Yougov (2022) survey evidence shows 51% of UK consumers believe that taste of food is a motivating factor when they are selecting food rather than only having healthy alternatives. Claessens, Gillebaart and de Ridder (2023) shed light on the fact that taste becomes primary alongside health value as an important motivation for consumers' food choices. Then again, Ghazanfari et al. (2024) point out a contradiction in view where consumers do not consider healthy foods as tasty, and this eventually decreases their motivation to buy them. Still, the studies lack in analysing UK consumer preferences within the multicultural fast-food industry, developing restricted knowledge and more need for evaluation. 
[bookmark: _Toc234425401]2.4 Theoretical framework 
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Figure 3: Food Choice Process Model
(Source: Fernqvist, Spendrup and Tellström, 2024)
Food Choice Process Model is among the well-recognised frameworks that suggest food decisions made by people are basically the result of the interplay of their cultural values alongside personal experiences, health beliefs or social influences (Fernqvist, Spendrup and Tellström, 2024) (Refer to figure above). The theory gives support for this study's proposition, explaining why offering culturally modified healthy menus can become more appreciated among consumers. Theory perspective shows clearly that healthy food menus meet consumer tastes. They want to meet their dietary needs and also satisfy the social influences, increasing the acceptance of changes. Still, the theory lacks in elaborating much on the multicultural fast-food environment, generating the gap in ideas needed to be examined with evidence-based research.
[bookmark: _Toc234425402]2.5 Literature Gap 
[bookmark: _Hlk234422465]According to Carfora and Catellani (2026) focus is on exploring different aspects like healthy menu adaptation, cultural food choice among people, and consumer acceptance. However, research does not address these factors in an integrated way, especially focusing on the UK fast-food sector. According to Livingstone et al., (2023) shown scarcity of knowledge is there on how cross-cultural healthy menu adaptation affects consumer acceptance too. This lack of knowledge makes it much more challenging to have insights into how different cultural factors together increase the acceptance of healthier menu options. So, this current research tries to address this knowledge gap, exploring culturally fit healthy food menu adaptation on multicultural consumers' acceptance within the UK fast-food sector.
[bookmark: _Toc234425403]3. Methodology
[bookmark: _Toc234425404]3.1 Research Philosophy
This research will follow an interpretivist perspective that basically shows knowledge is developed from every person's understanding, their own experiences and interpretation. Interpretivism is a justified philosophy in this current study because it focuses on systematically investigating how previously conducted studies give ideas about the role of cross-cultural healthy menu adaptations in determining consumers' acceptance (Saliya, 2023). Hence, interpretivism becomes the well-suited philosophy in the study to reflect on how people think or feel, addressing the study's main research objective.
[bookmark: _Toc234425405]3.2 Research Design 
Approach 
The study will adopt an inductive approach tries to address patterns and new information from already present works and evidence and does not conduct testing or validation of present theory or preconceptions (Kumar and Ujire, 2024). Inductive approach. This approach meets with the present study because the review has the intention to develop more detailed content, contextualisation, and to find similarities in cross-cultural healthy menu adaptation and consumer acceptance from published papers. Hence, the inductive approach becomes more suited, helping the study to get detailed knowledge from different sources, meeting this study's research design. 


Strategy 
This study will employ a Systematic Literature Review (SLR) for selecting detailed data that are relevant to the work to create findings meeting the study objectives. SLR is a very justified approach because it will give scope for searching proper details in a step-by-step way of culturally fit healthy food menu influence on consumer choice. Further, selection can be done by using appropriate inclusion or exclusion criteria for articles, ensuring their relevance (Paul and Barari, 2022). Further, the quality checks with critical appraisal and finally thematic analysis of the information make the outcomes more valid and reliable.
Method 
The study is following a qualitative method mainly to form descriptive details and interpret the meanings, contrasts and perspectives based on non-numeric information. The qualitative methodology will be chosen because it focuses on reviewing descriptive details, contents and context-based insights on culturally adapted healthy menus among different nationalities within the UK. According to Villamin et al. (2025), on the other hand, the quantitative method tries to utilise techniques for numeric data collection and statistically prove relations. So, this does not match this research focus for developing a deeper understanding, where the qualitative method becomes the best way to achieve the purpose of this work and its objectives, giving a detailed contextual understanding.
[bookmark: _Toc234425406]3.3 Data Collection
Research followed secondary data collection techniques by collecting information from already available and publicly accessible details. According to Makateng and Mokala (2025), Secondary technique has ability to give access to large-scale databases and also provide access to different views and choose relevant information for the systematic review. So the use of secondary data makes study analysis precise and gives the possibility to achieve the study purpose and objectives in a cost-effective manner, meeting the study time limitations as well.


Data Sources 
	Data Source
	Type of Data Collected
	Justification

	Google Scholar
	Peer-reviewed articles
	Available different academic research

	Scopus
	Journal articles
	Quality studies and theories on consumer behaviour

	ScienceDirect
	Research papers
	Business and health literature

	MDPI
	Open articles and journals
	Recent evidence on food sector practice

	Statista, UK Government reports, Food Standards Agency reports
	Policy details, statistical reports, trends reports
	UK industry-based trend and policy details.



Data Searching, screening and selection
Keywords 
Keywords used for the search process are like "cross-cultural menu adaptation", "healthy menu", "healthy fast-food", "consumer acceptance", "cultural choice of food", "UK fast-food sector", "healthy food demand", "multicultural consumers", "purchase intention", "dietary suitability", etc. These keywords are selected focusing on the study aim and objectives to find only useful information.
Search Strings 
"Healthy menu" AND "consumer acceptance"
"Cross-cultural adaptation" AND "healthy fast-food" 
"Cultural food preferences" AND “UK” OR “consumer acceptance”
"Healthy menu" OR "healthy food choice" AND “UK fast food sector”
"Fast-food" NOT “restaurant service quality” AND "consumer acceptance"
Inclusion and exclusion 
	Criteria
	Inclusion
	Exclusion
	Justification

	Year
	2022 to 2026, published
	Published before 2022 
	Current evidence

	Language
	English
	Non-English
	More understanding on findings

	Context 
	UK fast-food industry
	Other sector-based details
	Accurate sector-specific details.

	Focus area
	Culturally fit, healthy menu options acceptance
	Irrelevant and focus on other topics
	Ensure accurate insights on the research focus

	Source quality
	Only peer review articles
	Blogs or grey literatures 
	Credible information.



Screening and Selection 
[image: ]
Figure 4: PRISMA
(Source: Self-created)
Quality checking and data extraction
The quality of the final selected studies will be determined by following the assessment tool Critical Appraisal Skills Programme (CASP) checklist (Smith, Smith and Carroll, 2025). Further, a step-by-step manner of retrieving the information will be done with screening titles of the articles, then abstracts, and full text for final data extraction. A total of 50 articles will be selected for thematic analysis to develop final outcomes.
[bookmark: _Toc234425407]3.4 Data analysis 
The study will conduct data analysis by following thematic analysis, adopting Braun and Clarke's six-step structure (Braun and Clarke, 2023). The chosen thematic analysis is justified in the work because it can help the work to systematically find and state the outcomes from published studies, and helps achieve the study's purpose to answer its research questions, addressing new ideas and commonalities.
[bookmark: _Toc234425408]3.5 Ethical consideration
Citation of the used work and proper acknowledgement will be done to reduce any chance of plagiarism in the work. Further university ethical guidelines will be followed during the data collection and throughout the entire systematic review and analysis process to maintain honesty. Collected data will be stored using password protection, and proper access control will be implemented to ensure compliance with data security.
[bookmark: _Toc234425409]4. Expected Findings
[bookmark: _Hlk234421419]The final outcomes from this review will help to give ideas on cross-cultural fit, healthy menu adaptation, and acceptance perception among consumers within the UK food sector. The idea will help to understand the key strategies that are adopted by different food business and their impact on consumer acceptance. Further information on the main influencers of the acceptance, like taste, trust, or the dietary suitability, along with perceived health value and purchase intention, will also be determined. The results of this study will provide the fast-food industry, businesses, and policymakers with better knowledge of how to develop healthy menus meeting the different needs of the UK multicultural consumer (Brealey et al., 2026). Further, the paper can also contribute to enhancing academic knowledge by reflecting on the areas of consumers' food choices and cultural impacts on food requirements or healthy eating acceptance norms for effective and informed decision-making.
[bookmark: _Toc234425410]5. Limitations
The research only utilised secondary data collection, so it has limitations for accessibility and sometimes also represents older or invalid data (Verma, Verma and Abhishek, 2024). The study only used a qualitative desk-based systematic literature review, where primary data collection from participants was not conducted. So, this generated a limitation for identifying any real participant perception or experiences. Hence, these limitations are important for this study final results validity and accuracy factors. Acknowledging these outcomes is important so that action can be done for mitigate them, giving better scope for effective future study. 
[bookmark: _Toc234425411]6. Timeframe
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[bookmark: _Toc234425412]7. Conclusion
This research has its purpose to examine how a healthy food menu fit with cross-cultural norms influences consumers' acceptance of the UK fast-food industry. The study will follow a qualitative methodology with doing systematic review of the available literature. This study utilises thematic analysis for interpreting the results of existing literature to give proper suggestions on how to develop a healthier menu that is culturally accepted among consumers in the UK food sector.
[bookmark: _Toc234425413]
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