[bookmark: _Toc240294060][bookmark: _Toc240376233]1.1 Introduction
Fast food industry functions within food environment affected by different changing influences such as cultural and health considerations along with convenience (Brown et al., 2022). More often consumers are discovering healthier food items available for them. Simply offering healthier foods is not enough for the acceptance. Factors such as taste, culture, affordability and expectations of food play a role in food selection. The fast-food industries trying to introduce healthier menus for multicultural consumers are facing a challenge in maintaining healthier menus without losing cultural aspects. The chapter analyses the research background, aims, objectives, questions and problem statement. 
[bookmark: _Toc240294061][bookmark: _Toc240376234]1.2 Background of the Study
There are other foods in the workplace traditionally described as ‘fast food’. The significance of restaurant and takeaway food consumption to dietary intake is analysed. About 25–39% of UK adults consume them at least once a week, involving 3,308 consumers from 330 different locations where consumers are exposed to food environment (Polden et al., 2023). Digitalization has ensured accessibility, where convenience plays an increasingly significant role in food choices due to nutrition considerations. Albalawi et al. (2022) developed a study involving 5,197 women and men mostly white of age 49 to 73 from the UK Biobank, showing that BMI and higher body fat are positively correlated with delivery consumption in both groups. The adjusted prevalence odds ratio for correlation between increasing BMI and delivery consumption was 2.12 for women and 1.65 for men. However, healthier foods in the quick food environment are crucial without implying causality. 
The nutritional quality of menus in more than 170,000 OOHs across Great Britain, identified significant disparities in socioeconomic status based on fast food establishments (Huang et al., 2024). Unequal provision of unhealthy environments was prevalent in disadvantaged areas. Attention from policy makers shifted towards changing scenario for consumers and business organisations. Labelling of OOHs in 200 outlets became mandatory for England in April 2022, where impact post-mandate was assessed for 117 outlets in 90 businesses (Polden et al. 2024). The calorie disclosure regulation has focused on nutrition-related aspects rather than compatibility of healthy foods with consumer’s cultural taste.
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[bookmark: _Toc240371059]Figure 1: Consumer exposure to food environment
(Source: Polden et al., 2023)
In study of 18 people in Africa and South Asia living in England, social-cultural factors are related to food preferences, food habits, and availability and perceptions of healthy eating (Ojo et al., 2023). Ojo et al. (2023) concluded that healthy eating information relevant to culture is helpful for acceptability. Gafari et al. (2024) analysed 41 ethnic minority subjects (age between 18 and 86) to analyse culture and family influencing food ingredients, preparation, taste and food habits. This is relevant for nutritional reformulation of fast-food menu items to make healthy food products with cultural acceptance.
[bookmark: _Toc240294062][bookmark: _Toc240376235]1.3 Problem Statement
Problem Statement: The problem includes limited consumer acceptance of healthier fast-food products since they do not conform to culturally induced consumer preferences and food practices.
The improvement of health involves effective customer choice, it is possible for firms to lower calorie intake or amount of salt, sugar or saturated fats in their products. If taste, cultural values and familiarity is lowered, then consumer can refuse the product. The planning policies in Gateshead seemed to make an impact to lower number of fast-food outlets available. This was evident from 12.45 outlets per 100,000 people, and 13.88% reduction compared to similar areas (Polden et al., 2023). However, environmental factors do not simply explain consumer acceptance of healthier products.
It is also important to analyse the reaction of consumers cannot be assessed in absence of more information about healthiness. Er Çon and Bennett (2024) concentrate on attitudes to fast food and connections with health of young people (ages 18-36) in the UK, remaining relevant for them. Moreover, cross-cultural consumers might view healthy eating from perspective of their own dieting practices, values and identity, rather than conventional idea of healthy eating (Ojo et al., 2023). Hence, the research problem concerns interconnection between healthy approach and cultural acceptance. In such case, it becomes necessary to conduct systematic analysis of the evidence concerning ability of culturally related healthier menus to overcome resistance of alternative healthier food options.
[bookmark: _Toc240294063][bookmark: _Toc240376236]1.4 Research Rationale
The rationality of the study is the existence of gap between food environment improvements and behaviour of the consumer’s culturally embedded behaviour. England’s calorie labelling policy serves as evidence of substantial regulatory interest in the improvement of decision making related to food choices. According to Jeacle and Carter (2023), calorie labelling is just one of the ways that encourages consumers for choosing the healthier products. The information by itself does not lead to perception of food as nutritious, nor the information provided ensures relevance as tasty, recognisable, reliable and culturally relevant. Cultural tailoring is aimed at providing another perspective. Tailoring of health interventions for culturally specific populations was analysed by the example of culturally tailored healthy eating intervention for Black-British adults (Goff et al., 2021). Despite availability of numerous studies on dietary behaviour of minorities, the focus is still insufficient, especially considering increasing ethnic diversity in the UK (Demashkieh et al., 2024). Availability of traditional foods and economic access are two factors that might influence the overall dietary behaviour.  Food selection, fast food, healthy food and cross-cultural consumers could produce individual evidence, but in conducting systematic review the key factors are synthesised. Culture matching of menus is topic of research on its own, independent of other marketing techniques and is considered how effect of culture matching helps in acceptance. This will provide evidence about the acceptance of the product on basis of taste, trust, nutrition value, health value and buying intentions in synthesis of focused understanding of healthier fast-food acceptance.
[bookmark: _Toc240294064][bookmark: _Toc240376237]1.5 Research Aim
The research aims to examine how culturally adapted healthy menu options influence consumer acceptance within the UK fast-food industry. This considers specific focus on whether cultural taste alignment improves acceptance of the healthier fast-food choices.
[bookmark: _Toc240294065][bookmark: _Toc240376238]1.6 Research Objectives
Based on research aims, the key areas of the research are expanded further to cover every aspect of the study based on culture and food preferences.
· 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, including taste, trust, dietary suitability, perceived health value, and purchase intention.
[bookmark: _Toc240294066][bookmark: _Toc240376239]1.7 Research Questions
Based on the research problem, the following questions are formulated:
· What are the main culturally adapted healthy menu strategies used in the UK fast-food industry?
· How cultural food preferences influence consumer acceptance of healthier fast-food options?
· Which key factors shape acceptance of culturally adapted healthy menu items, including taste, trust, dietary suitability, perceived health value and purchase intention?
[bookmark: _Toc240294067][bookmark: _Toc240376240] 1.8 Significance of the Study
The research is relevant from academic, managerial and public health perspectives. The existing literature focuses on factors related either to healthy eating or cultural eating patterns. For example, the way how customers consume their fast food and other OOH food has changed, illustrated in Hong Kong case study, proving relevance of new consumption context. (Fong et al., 2023). The knowledge of accessibility does not help to understand specific healthier consumption patterns considered acceptable. This gap can be explained by cultural aspects as well. According to Gafari et al. (2024), analysing 10 group interviews and 5 individual interviews it was found out that culture, community and health are important values behind eating behaviour. It means that process of adjusting the menu to multicultural customers may be hampered by such aspect.
The research could be a valuable contribution to management knowledge about fast food industry and their awareness about how taste and recipes from familiar cultural cuisine can be adapted to healthier meals. In terms of public health implications, the possibility of choosing nutritious foods that are culturally desired without need to sacrifice effective eating habits. According to Goff et al. (2021), there is evidence of how effective culturally tailored interventions are for Black-British population. Thus, the current research could be valuable contribution to awareness of how innovation in menus could be approached in culturally diverse environments in the UK.
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[bookmark: _Toc240371060]Figure 2: Values and factors influencing physical activity
(Source: Gafari et al., 2024)
[bookmark: _Toc240294068][bookmark: _Toc240376241]1.9 Structure of the Dissertation
The dissertation comprises of five chapters. The research background, problem, rationale, aim and objectives, research questions and the significance is analysed in Chapter 1. Chapter 2 presents the critical review of literature focusing on the UK fast-food industry, cross-cultural adaptation of healthy menus, culturally adapted menu strategy, food preferences, consumer acceptance along with theoretical and conceptual framework. In Chapter 3, the methodology of interpretivist and inductive systematic review includes the search for databases, Boolean operators, selection criteria, screening process using PRISMA, quality assessment and thematic synthesis is provided. Chapter 4 describes the results from the analysis of three topics in relation to the objectives of the research. This includes the culturally adapted healthy menu strategies, cultural preferences and consumer acceptance along with the factors affecting acceptance and purchase intention. The main findings, conclusions and recommendations are to be presented in Chapter 5. This highlights the ability of the research to answer the research questions, describing the results of study and indicating future directions of study.

[bookmark: _Toc240376242]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc236658657][bookmark: _Toc240376243]2.1 Introduction
Present ideas and examination of the scholar knowledge is done within a literature review that focuses on concepts relating to cross-cultural healthy menu adaptations. The review has the goal of understanding how cross-cultural healthy menu adaptations influence consumer choice of food in UK fast food chains from different scholar point of view. The basic purpose of this review is establishing needs of multicultural groups and people in the UK consumer market and how their food choices change fast food business strategies and menu choices. Healthy menu strategies, or the factors food chain mechanisms that change consumer acceptance will be examined in this review. Theories and present empirical ideas will be compared to understand how these factors change consumer purchasing intentions. This overall examination will help to base the study content and find the present problems and gaps in the existing knowledge realm. 
[bookmark: _Toc236658658][bookmark: _Toc240376244]2.2 Overview of UK fast food sector
The food sector belongs within the biggest sectors of the UK food service industry. The sector has its growth trends because people have different lifestyles and choices for food (Todd and Faour-Klingbeil, 2024). People want food that is easy for getting an increase in takeaway orders in recent years. According to Market Data Forecast (2024) this development in the sector has made the market over 63.65B in 2025-2026 in UK with growth rate of 5.58% (Refer to the figure below). Many new business opportunities opened for people, and over 50,000 fast food and takeaway centres are located in the UK in 2025 (Statista, 2026). The market's faster developments and new business operations also show the sector's role in contributing to the UK economy, creating many consumers using the services too. The sector shows the main trend of having a mix of different cultures, meaning that there are different types of food choices, or inclusion of eating habits, or material use and religious restrictions in menu decisions (Filimonau et al., 2023). An example scenario is when restaurants change their menu and food operations, offering new healthy products and organic materials for meeting demand of nutrition and culturally relevant food items for people.
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[bookmark: _Toc240371061]Figure 3: UK fast food market Size
(Source: Market Data Forecast, 2024)
[bookmark: _Hlk236656267]Consumers are more aware now for weight gain related challenges and obesity issues creating health problems from using unhealthy diets. According to Silva et al. (2023), this awareness has created demand for healthy food and menu items. The government also focused on this by creating label campaigns and strict regulations for organisations on healthy food choices (Blanchard et al., 2024). These regulations are aimed at reducing sugar, salt, and fat in products to give healthier options to people. Fast food businesses have changed their menu and are providing for people because of these targets and government regulations to become more health-conscious and meet multicultural customers. However, other challenges are already there in the market. Old-fashioned fast foods are favourites with customers, as such products get the main benefit of affordable price or faster availability, which makes the health-conscious meal options much harder to market or get consumer acceptance (Filimonau et al., 2023). Further Correa et al., (2022) shown UK market cultural diversity and food choices among people also create struggle for the companies to make sure all the food products meet the cultural factors and being healthier too. This creates a gap where business understanding the consumer food preferences and their taste requirements too to gain acceptance for their healthier menu operations. This reflects the need for understanding how cross-cultural healthy menu adaptation becomes more feasible for consumers and enhances business. 
[bookmark: _Toc236658659][bookmark: _Toc240376245]2.3 Concept of cross-cultural healthy menu adaptation
[bookmark: _Hlk236656589]Healthy food operations when meeting with people's cultural tastes or food preferences are defined as cross-cultural healthy menu adaptation. As per Zhang et al. (2024) the food and menu operations dealing with different people's eating habits and their tastes or wants and do not compromise nutritional values are considered cross-cultural healthy menu adaptation. Normal menus within the fast food business are the ones that provide food choices or dishes to consumers that is same for everyone or every consumer. According to Cruchinho et al. (2024), however, culturally adapted means restaurants that consider cultural variety, changing the taste of the food, integrating culture-based ingredients or cooking styles, and ensuring any special diet needs for specific consumers. This type of healthy menu adaptation examples is including Halal food, vegetarian food operations, organic ethical foods or vegan recipes for people (Woodside, Young and McKinley). These adaptable food operations meet consumer demands but also reduce the utilisation of salt and sugar, or use plant-based substances to make them healthy and meeting with people choice too.
This method has become very important in the UK fast food sector for the sustainability of businesses because the UK has its national diversity of people. The consumer groups of the fast-food sector come from different cultural backgrounds and show their diversity in taste or choices. According to the ONS (2022) UK Census in 2021 itself highlighted 20% of people in England and Wales are from ethnic minority communities, having their difference in taste or choices compared to other communities present in the nation (Refer to the figure below). 10.1% of the households in UK also consist people who are not basically from British background and have difference in ethnicity or traditional practices. These numbers show that the nation is highlighting an increase in cultural diversity trends, and it also impacts their food choices. Additionally, Spiro et al. (2025) also highlight that 25% of UK consumers do not want food products that have meat within it. This also shows the market having trends in changing choices to better and healthier feeding operations. 
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[bookmark: _Toc240371062]Figure 4: UK population diversity
(Source: ONS, 2022)
[bookmark: _Hlk236656383][bookmark: _Hlk236656366]These changes in people's wants means for the point where business can gain new opportunities by matching their needs with healthy menu operations and eating options culturally provided. As per Blanchard et al. (2024), however, meeting every people need of nutrition or integrating choices is not at all an easy task to do. Consumers looking for meeting with food diets with giving authentic taste and maintaining cultural favourite meals is very hard for fast-food firms (Silva et al., 2023). This shows businesses not integrating growing menu operations and cultural preferences can reduce their revenues, and is more important for their business success as well. So, cultural adaptability in food menu strategies that are healthy too and maintain the traditional dish values for consumer approval becomes important for understanding.  
[bookmark: _Toc236658660][bookmark: _Toc240376246]2.4 Culturally adapted healthy menu strategies
Health-based and diet-based menu reformulations
[bookmark: _Hlk234421436]Health based changing in food operations or presenting to people are among the key strategies that fast food sector businesses have adopted (Parvin et al., 2023). Reformulation of menu strategies is a very much preferred choice for many fast food chains. This strategy means increasing the nutritional value in the menu and creating consumer appeal too. This is done by organisations by changing the levels of sugar and salt or adapting natural ingredients for testing. Briazu et al. (2024) highlighted that fast food organisations try to adopt voluntary sugar reduction following government mandates for legal compliance and making the food categories more acceptable. On the same level, Alae-Carew et al. (2022) have shown that fast food business reformulates their food operations for the people, meaning they try to give better diets and enhance consumer satisfaction too. However, Dohmen (2025) outlines that only reducing the unhealthy factors from the food cannot create satisfaction or acceptance for the people, and food taste becomes important for approval. This debate in ideas helps in showing that health menu reformulations are good for creating healthy eating habits or give organisations more compliance too. Despite this, in real place acceptance of these menus is more based on meeting consumers' desire for original flavour and taste.
Cultural flavour adaptations
[bookmark: _Hlk236656941]According to Claessens et al. (2023), it is seen that locals' cultural tastes are more focused on by many fast-food organisations' menus for attracting consumers. This adaptation and change in menus are done because cultural taste and more familiarity for the items or taste have a central role for influencing people decision-making. In a similar vein, Jayasinghe, Byrne, and Hills (2025) said consumers show their intention and want those foods that are healthy and also meet their cultural values or food preferences. However, Sobaih, Algezawy and Elshaer (2023) outline that many changes in the ingredients or the recipes can impact the authenticity levels of the food operations. Slavica and Mirjana (2023) also show a contrasting view that cultural changes in menus cannot be the only factor that changes consumer acceptance because food taste also matters for gaining consumer trust. This viewpoint reflects that many fast-food organisations try to develop adaptations for their food menus with cultural adaptation, but the main most influencing factors are still the taste and authenticity of these menu items. This simplest view is supported by Consumer Cultural theory also because the theory states the food decisions of consumers are basically determined by their cultural identity or traditions, and shared meanings (Arnould et al., 2023). Hence, it shows that making menu variations among food service organisations needs to be healthy, but they must keep the local authenticity of taste to gain consumer trust and long-term acceptable levels. 
Healthy focus menu innovation
[bookmark: _Hlk234422849]Food and consumer interest has made few of the changes in menus with a healthy focus, integrating innovations including small size portions and integrating healthy methods for cooking. Setianingrum and Tukiran (2024) many fast food providers change the use of high fat and high sugar ingredients to better alternatives. This change in ingredients and important new cooking techniques has increased the innovation element within the menus and enhanced the nutritional values of the products for creating better alignment with consumer preference. PWC (2025) Taste is among the first priorities for choosing any food for 73% of consumers who want convenience food at any time. It shows a clearer trend in the market for choosing the healthiest food options that balance sustainability and taste elements. As per Ghazanfari et al. (2024) represents a similar perspective, stating that healthy menu innovations are the new norm in the market that create healthy eating by giving options for better, affordable food easy to reach for every consumer. Despite this Katangwe-Chigamba et al., (2025) argue in this viewpoint stating only innovations in the menu are not enough to grab consumer attention when consumers do not see the tangible or perceived benefits. These perceived benefits can be like getting food within budget that meets their taste too or health needs. Hence, this debating finding points to organisations wanting to innovate with their menus and give consumers accessibility to new options. However, the main menu innovations must strike a balance between nutrition improvement and consumer expectations for increasing the number of consumers of these new healthy fast-food operations. 
[bookmark: _Toc236658661][bookmark: _Toc240376247]2.5 Cultural Food Preferences and Consumer Acceptance
From the current case study analysis of Jeong and Lee (2021), it has been revealed that cultural factors play an important role in shaping the demand for food options. Anusha Siddiqui et al. (2023) discuss that cultural food preference has a strong influence to shape the consumer acceptance by influencing taste expectations, perceptions of health, dietary habits, etc. Acceptance of new food often depends on local values, beliefs and sensory preference. Ros-Baró et al. (2022) support this argument and claim that in different cultures different habits are popular. Based on the current preference of the customer, food brands design the product to meet the customer's needs. Galanakis (2024) discuss about traditional cooking method which create strong attachments with food. As an example, it highlights that, in Asia the demand for rice is high, and in Europe the demand for bread is high. These food items are not considered just food, and it is reported that they consider these items as heritage food which connects with roots. According to Szenderak, Frona and Rakos (2022) from the diaspora customer behavioural analysis discusses that in the UK Asian customers create high demand for the millet-based product and rice items. For this reason, the local brand designs the product to meet daily needs. Jeong and Lee (2021) claim that designing the product range as per the choice and value of the customer is highly essential. It helps the organisation to develop a strong brand value in the market.  The marketing manager of the company tries to maintain the local essence in the product.
	Influence
	Effect on Acceptance
	Example

	Familiarity
	People prefer foods they recognise
	Pasta in Italy

	Innovation
	Novel foods succeed if they meet local tastes
	McDonald’s McAloo Tikki in India

	Health trends
	Growing demand for plant-based options
	Vegan burgers in Western markets

	Globalization
	Foreign cuisines expand acceptance
	Sushi in the U.S.

	Marketing
	Cultural storytelling boosts trust
	"Organic" labels in Europe and "Ayurvedic" teas in India


[bookmark: _Toc240371081]Table 1: Consumer Acceptance
The above table provides a clear understanding of how cultural factors influence customer acceptance of products, with examples. It highlights that if the customer does not get a clear overview of the product from the label, then it impacts acceptance or decisions.  As per, Anusha Siddiqui et al. (2023), cultural food acceptance works as a filter option which allows the customer to judge new products. Acceptance power is higher when product taste aligns with expectations and connects with cultural identity. Based on the modern concern now the customers create a demand for the product, which are prioritised by food companies. Health and sustainability-related demand in the market increases at a high rate, which allows for the creation of demand for plant-based items, healthier food items and vegan product ranges.
[bookmark: _fvm3yibagjb5][bookmark: _Toc236658662][bookmark: _Toc240376248]2.6 Factors influencing consumer acceptance 
According to Ogundijo et al., (2022) conducted a systematic literature review by using the Meta-analysis guidelines to analyse the different factors responsible for the choosing the healthy food choices among the UK consumers. The findings show that environmental factors, social and informational factors are responsible for choosing different foods. Based on awareness, food is also chosen. It is also found that product characteristics, the quality of the healthy diet, and awareness about the health and environmental benefits are also responsible for the choice of food. UK consumers' perceptions include promotion and motivators towards a healthy diet. However, only health awareness can't influence consumers because taste of the food and convenience are also important. The evidence from the articles and identified determinants can be applied to the current study. The environmental and personal factors are relevant to the current study; however, it focuses on general healthy foods rather than on cross-cultural menu adoption in the UK. Sobaih et al. (2023) analysed the buying intention and behaviour of nutrition labelled menu for healthy food choice, and for this work, quantitative survey analysis was done using the Extended Theory of Planned Behaviour and SEM method. The findings show that consumer attitudes, subjective norms, perceived behavioural control and consciousness towards health, as well as culture, influence the intention of users to purchase the healthy menu. Even the nutritional labelling on the packaging also impacts the purchasing intention. The findings are also relevant to the UK consumer adoption of healthy menus because cultural influence plays an important role. However, the study focuses on the labelling of the nutrition value on the packaging rather than the health-oriented factors for adoption of a healthy menu in the UK. 
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[bookmark: _Toc240371063]Figure 5: Relation between factors and buying and recommendation intention
(Source: Sobaih et al. 2023)
Deek et al. (2022) examined whether the healthy food cue impacts consumer behaviour or the adoption of food. The study is an experimental study on the fast-food menu from online platforms. The findings show that the healthy food cues positively impact the consumer's choice, and it mainly impacts restrained consumers in selecting healthy foods. It also shows that digital menu designing is another responsible factor behind impacting the choice of healthy food menu from online platforms. The study shows the impact of cues and menu presentation, which is relevant to the current study; however, the study doesn't talk about or experiment on the cultural influence for adopting a healthy menu among the UK consumers. In contrast, Masters et al. (2022) conducted a literature review to examine the economic and behavioural factors responsible for healthy dietary changes among consumers globally. The finding shows that the choice of food is influenced by the affordability of the foods, convenience, cultural habits, and knowledge of the consumers rather than focusing only on the health benefits of the foods. It is found that economic gaps play a negative role in adoption among the consumers. The first shows the cultural relevance factor for adoption of food menus, which is relevant to the current study. However, it doesn't focus on UK consumers or cross-cultural menu adoption. 

[bookmark: _Toc236658663][bookmark: _Toc240376249]2.7 Theoretical framework
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[bookmark: _Toc240371064]Figure 6: Food Choice Process framework
(Source: Connors et al., 2026)
Food Choice Process Model was established in 1996 by authors Falk, Bisogni and Sobal to show what factors change consumer choices when they make decisions for food (Fernqvist, Spendrup and Tellström, 2024). The theory clearly shows consumers do not only focus on healthy elements concerning their decision for selection of food (Refer to figure above). Cultural values and present feedback also have major importance within this consumer choice. Fine taste preference and social influences or any other recommendations also play a part in the consumer decision changes when they purchase food items. As per Galanakis (2024), because of this theory orientation, it becomes clearer that food items will become popular among consumers when healthier fast foods are compatible with cultural consumers' choices or with their dietary expectations. This viewpoint helps to show the cross-cultural options for food menu transition by the fast-food firms and also highlights how consumers respond to these new operations. However, the model does not generally explain how people make food choices focusing on health benefits and trust elements. It lacks for showing the already existing food choice behaviours that also range for trust, or loyalty for new brands and dietary needs etc (Fernqvist, Spendrup and Tellström, 2024). This factor is also very important for consumers in choosing food in today's fast-food markets, increasing the shortcomings from a model perspective. More than this the theory also does not clearly outline or describe the path where fast food firms or restaurants can create the balance in their food preferences for meeting the diverse cultural elements. 
Health Belief Model focuses on consumer behaviour and planning elements, showing people have a tendency to take healthy food options if they view the health gains for themselves and they give tangible benefits to them too (Alyafei and Easton-Carr, 2024). Then this viewpoint reduces the limitation of the Food Choice Process Model because it also concerns people's health benefits and perceived advantages for making food-based decisions. Hence, integrating views from both of the theories shows how cultural options change what people eat, where the Health Belief Model demonstrates how people's attention to health determines the acceptability of the menus. These findings help in creating the base of theory that integrates cultural and healthy menu options' importance on consumer acceptable levels and enhancing fast food business opportunities. 
[bookmark: _Toc236658664][bookmark: _Toc240376250]2.8 Conceptual Framework
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[bookmark: _Toc240371065]Figure 7: Conceptual Framework
(Source: Self-created)
The current research focuses on determining the influence of cultural adaptability for healthy menu operations on consumer acceptance of fast food within the UK. The study's main independent variable is the culturally healthy menu adaptations. This variable has attributes such as natural ingredients, changes in portion size, and changes to cooking methods that increase the nutritional value. The current study's dependent variable is consumer acceptance level. This relation among the independent variable and dependent variable is influenced from taste, dietary needs or health values for the consumers as well that is basically the mediating variable for this research. This research content is based on highlighting how cultural adaptation of menu operations that are healthy too can influence consumers' choices or not. 
[bookmark: _Toc236658665][bookmark: _Toc240376251]2.9 Literature Gap 
[bookmark: _Hlk236656922]According to Sobaih, Algezawy and Elshaer (2023) Healthy food menus have proper appeal for consumers because they provide benefits for facing current challenges of obesity or health needs. However, these findings do not show how healthy food operations can also become culturally adaptable and create better acceptance for consumers, meeting their taste or choice. Slavica and Mirjana's (2023) studies shown people want culturally fit food and great meals, where many organisations change the ingredients or cooking styles to meet consumers' expectations. Still, knowledge scarcity is there for having a clear perspective on how dinner taste, health needs or perceived benefits impact consumer decision making in time of selecting food. Further, there is not enough investigation present on what factors influence consumers' choices for healthy menu adaptation within the practical UK fast food sector as well. This research focuses on this combined aspect with systematic findings of present evidence and gives better clear understanding of how cross-cultural healthy menu adaptation can impact consumer acceptance levels in the UK fast food sector. The study will provide knowledge on the adaptation strategies, influence to the healthy food choices and key factors that changing consumer acceptance for mitigating this knowledge gap. 
[bookmark: _Toc236658666][bookmark: _Toc240376252]2.10 Chapter Summary
The review and debated common areas from many scholars' viewpoints helped in understanding that fast food businesses try to adapt their menus in the UK fast food sector. Many take action to change their ingredients or cooking style, while some also innovate with portion size or adaptability to taste. However, this aspect and meeting UK consumer diversity becomes very hard to balance, and only giving healthy food options does not always gain the approval of consumers. The next chapter is the methodology that will show this study's data collection and analysis techniques and tools. Each of the techniques used and their justification meeting this study aim will be represented.


[bookmark: _Toc237435417][bookmark: _Toc240376253]CHAPTER 3: METHODOLOGY
[bookmark: _Toc237435418][bookmark: _Toc240376254]3.1 Chapter Introduction
The chapter develops an approach to analyse consequences of cross-cultural healthy menu changes with consumer acceptance in the UK fast food industry through systematic literature review. The research is suitable as the objective develops information acquired in past and not collect first-hand data. The method allows easy way of finding relevant studies and analyse preferences and impacts of culture on healthy fast-food choices. The chapter introduces research philosophy, approach and SLR design followed by literature search strategy, databases and keywords. The chapter presents inclusion and exclusion criteria for studies selected using the PRISMA criteria. 
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: _Toc237435419][bookmark: _Toc240376255]3.2 Research Philosophy
This research included interpretivist philosophy as consumer acceptance is shaped by cultural experience and perception (Gamage, 2025). The previous interpretation of interpretivism states that social reality differs between different groups of consumers. The same healthy food has different cultural, religious and social meanings for different consumers based on taste preferences, identity, familiarity and dietary needs. In the UK, the market is multicultural with diverse expectations concerning ingredients, flavours and preparation. The philosophy is relevant as the review is focused on acceptance of healthier food products by consumers and process to shape consumer acceptance. The acceptance can be assessed through analysis parameters such as purchase intention, willingness to try, satisfaction, suitability and attitudes among others. The use of positivist philosophy led to objective measurement of relationships between variables, with less scope for discussions to analyse the relationships concerning food based on contextual meaning (Saharan et al., 2024). Qualitative data is employed in literature review, and interpretivism can be offered as general philosophy in terms of the social and cultural aspect of acceptance.
[bookmark: _Toc237435420][bookmark: _Toc240376256]3.3 Research Approach
The research attempts to identify patterns or themes emerging from evidence considering inductive approach for inducing hypothesis from available evidence (Makateng and Mokala, 2025). Inductive approach provides opportunity to make conclusion from results obtained through certain research process. This is possible where the concept of healthy menu strategy and acceptance is formulated in different ways and measured through various research processes. The review of the literature on the issue is not limited to one specific study and consist of recurring findings. Test familiarity, dietary suitability, trust, health value, affordability and purchase intention are factors mentioned in much research. 
The use of an inductive approach helps to bring up new or contradicting ideas. They might find some sources where adaptation increases acceptance, and might lead to conflicts between health, true taste, value and cost. If there are any contradiction in such situations, it can help to have more critical analysis. However, induction goes along with aim of the research to find out about conditions under which culturally adapted healthier fast food is accepted in the UK where eating culture is the major factor of well-being.
[bookmark: _Toc237435421][bookmark: _Toc240376257]3.4 Research Design: Systematic Literature Review
Systematic Literature Review is a prevalent research designs in proposed research (Gupta, 2022). The SLR is an organised procedure for locating, selecting, critically assessing and synthesising available research aligned to specific query. In contrast to traditional narrative review, SLR uses a structured approach to reduce subjective element in study selection and increase transparency. PRISMA presents major reporting system concerning documentation of identification, screening, eligibility and inclusion. The SLR is relevant to analyse the values of the UK consumers in regard to this study. On the contrary, the study is aimed at analysing the previous studies about process of changing menus in culture and accepting healthier fast food. Secondary evidence allows conducting systematic comparison of results of previous studies, consumer groups and research settings. 
The design addresses the research objectives through recognition of culturally endorsed health menus. It further analyses cultural preferences of foods and influence on acceptability. It incorporates taste, trustworthiness, appropriateness, health benefits and willingness to buy. The design provides basis for consolidation of findings within the research. Systematic approach enables replicability based on databases, search terms, inclusion criteria, screening and appraisal (Verma, Verma and Abhishek, 2024). The systematic reviewing does not eliminate personal judgement of the researcher in particular when interpreting, where transparency and self-reflection are obligatory.
[bookmark: _Toc237435422][bookmark: _Toc240376258]3.5 Literature Search Strategy
Relevant academic studies for cross-cultural adaptation of healthy menu and consumer acceptance in the UK fast-food sector is sourced through systematic literature review. Four concepts are employed as building blocks for development of the search strategy: healthy fast food, cross-cultural adaptation, consumer acceptance and UK. Different words may be used for similar concepts and for avoiding duplications. The searches are done by use of Boolean operators. AND operator joins main concepts while OR joins terms in same concept. An example of proper search string: Healthy menu OR healthier food OR healthy fast food OR cross-cultural OR multicultural OR cultural adaptation OR cultural preference OR consumer acceptance OR consumer behaviour or purchase intention OR UK OR United Kingdom OR Britain. The search strings are modified to suit syntax of each database.
Peer-reviewed academic articles are considered for evidence in support of literature review. There is time frame for publication to keep the review relevant to current UK fast food culture. English is accepted for the UK-based research, where English version of article is needed in case other languages is not reliable to interpret. The search results are stored in database along with search date, search string and number of search results. Organisation and elimination of duplicates will be performed through reference management software. Reference management and citation chaining is used to cite highly relevant references.
[bookmark: _Toc237435423][bookmark: _Toc240376259]3.6 Database Selection and Search Terms
A range of databases are used to examine business, marketing, consumer and food and health studies (Sreekumar, 2023). Web of Science provides range of literature from several disciplines. ScienceDirect is relevant to food, nutrition and consumer studies. Emerald Insight provide marketing, management and consumer studies. ProQuest supply additional business and social-science literature. As regards Google Scholar, is a relevant resource as broad indexing of Google Scholar led to considerable variation in relevance and quality of publications.
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[bookmark: _Toc240371082]Table 2: Boolean Operator
Four concepts with various keywords are considered in the research. The first concept concerns greater availability of healthy fast foods such as “healthy fast food”, “healthier menu”, and “healthier choice”. The second includes culture such as “cultural adaptation”, “cross-cultural”, “multicultural”, “cultural preference”, “food culture” and “dietary preference”. The third concept is related to results of consumption, “consumer acceptance”, “consumer attitude”, “willingness to try”, “purchase intent” and “consumer preference”. The concept regarding the UK is presented in terms “UK”, “United Kingdom”, “Britain” and “British”. The terms are used with flexible combinations of words due to likelihood of different terms used by other studies. This means that the search is specific and sensitive to avoid many irrelevant results.
[bookmark: _Toc237435424][bookmark: _Toc240376260]3.7 Inclusion and Exclusion criteria
The inclusion of final studies is based on establishment of clear and consistent eligibility criteria (Islam, Khan and Baikady, 2022). The studies will be included to focus on fast food products based on healthier, fast-food options, menu adaptations, interventions in food choices, cultural, multicultural food preferences, consumer acceptance and outcomes with the evidence relevant to the UK situation. Studies published during indicated period and written by academics in peer-reviewed journals in English is emphasised.
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed articles. Academic journal articles are included 
	Study without complete findings.

	Studies were published between 2021 and 2026.
	Books, blogs and non-academic sources published before 2021 are excluded.

	Research on UK Fast-Food Industry
	Research other than UK Fast-Food Industry

	Studies discussing cross cultural approach and customer values.
	Articles other than fast food are excluded too for maintaining industry relevancy.

	Research examining consumer behaviors and acceptance.
	Studies not covering customer relevance based on cultural acceptance.

	UK-based studies are included to maintain relevancy in the research.
	Duplicate publications and non-UK fast food-based studies are excluded.

	Articles only in English are included 
	Articles in languages other than English are excluded 

	Full-text articles through considered academic databases or Abstract-only article if relevant
	Studies with lack of methodological information.


[bookmark: _Toc240371083]Table 3: Exclusion and Inclusion Criteria Table
Research papers that focus on just nutritional values include those to address clinical effects and obesity but fails to align consumer acceptance or menu choices. Research on topics not related to fast food is normally excluded. However, evidence relevant to design of healthier version of fast food within same conditions is included. There are papers, ruled out for lacking any cultural aspect in discussion. The non-academic promotional material and commercial web pages do not constitute evidence base. Duplicate sources are discarded and studies limiting full text is excluded due to inability to interpret findings (Cheong et al., 2023). 
[bookmark: _Toc237435425][bookmark: _Toc240376261]3.8 Study Selection and PRISMA Process
Study selection follows sequential approach based on PRISMA reporting guidelines (Zou and Xu, 2023). Literature search results and sources is collected and managed in bibliographic management software. Duplicates are eliminated from record list, with title and abstract screening to predefine the inclusion and exclusion criteria. Potentially relevant articles are forwarded to full-text review step. Each article is reviewed individually in database to identify whether there is research topic, focus on consumers or menu along with geographical, publishing and methodological criteria. The articles which do not meet litigating criteria is rejected from further analysis.
The last study meeting the inclusion criteria is used in the evidence extraction and synthesis process. Numbers of identified articles, duplicates eliminated, records screened, full texts assessed, studies excluded and included is provided on PRISMA flow chart. The numbers related to results of search and screening is pre-defined and reported after process is completed. A total of 4308 records were identified from the databases, where 1026 were removed as duplicate. Based on screening related to title and abstract, 376 full text reports were retrieved. In such case, full text reports of 333 were presented for eligibility based on inclusion and exclusion criteria, where 283 were excluded. The final studies included in the literature review was 50. 
[image: ]
[bookmark: _Toc240371066]Figure 8: PRISMA Framework
(Source: Self-developed)
[bookmark: _Toc237435426][bookmark: _Toc240376262]3.9 Data Extraction and Data Management
The use of systematic data-extraction process ensure similar information is collected from included studies. Information extracted include important findings and limitations, author, year, country, objective, methodology, sample characteristics, cultural context, adaptation of healthy menu and consumer outcome. Taste, familiarity, diet, religion appropriateness, trust, perceptions about health, cost and purchase intention are emphasised as they are relevant to research objectives. The data-extraction process distinguishes between characteristics of studies and findings to reduce chances of misinterpreting author’s interpretation with review synthesis (Hazari, 2024). The data is organised and presented in reference management tool to facilitate comparison of qualitative and quantitative research paradigms with mixed-method research. Any uncertain information is recorded in such way that it is unknown, rather than inferred. Consistent extraction leaves audit trail and reduce risk of selective reporting.
[bookmark: _Toc237435427][bookmark: _Toc240376263]3.10 Quality of the included studies
The included studies used for the SLR and methodological credibility is appraised. The publications do not imply reliability in terms of quality and methodology. Depending on type of the study, whether qualitative, quantitative or mixed-method, CASP tool is selected for appraising the studies. The credibility of research question, study design, sampling, data collection, potential bias and evidence, backing up the conclusions is considered. The credibility of interpretation is ensured in qualitative studies, where appropriateness of measures and analysis is discussed in quantitative studies. Strengths and weaknesses are considered for purpose of interpretation and being confident in recurrent findings. Weaknesses of limited strength studies is admitted if they comply with criteria. In such case, the weaknesses of such studies are addressed in synthesis process. 
[bookmark: _Toc237435428][bookmark: _Toc240376264]3.11 Data Synthesis and Thematic Analysis
Findings are synthesised thematically based on different methodologies, measures and definitions of consumer acceptance in literature (Pohan et al., 2026). Repeated readings of findings obtained from text, coding of relevant evidence, comparison and combination of codes into themes constitute thematic synthesis. The objective involves establishment of patterns explaining relationship between cultural adaptation and consumer acceptance. Thematic analysis focus on attitudes and knowledge about culture, nutrition, religion, perceptions about healthiness, trade-offs between health and taste, confidence, price and intention to buy. The aspects serve as the starting point for analysis and will not be regarded as ultimate discoveries. New themes can be generated from evidence if required.
	Step
	Thematic Analysis Process

	Familiarisation
	50 included studies repeatedly focused on understanding findings.

	Coding
	Coding of concepts such as taste, familiarity, dietary suitability, trust, cost and purchase intention.

	Grouping Codes
	Similar codes were compared to identify relationships and recurring patterns.

	Developing Themes
	Related codes organised into broader themes for cultural adaptation and consumer acceptance.

	Reviewing Themes
	Themes were critically reviewed against the evidence.

	Final Synthesis
	Final themes to explain cultural, sensory, health and economic factors influencing consumer acceptance.


[bookmark: _Toc240371084]Table 4: Thematic Analysis
Comparisons among different consumer segments, menu adaptations and study designs are conducted. Both convergent and contradictory results are identified based on critical analysis. In particular, whereas adaptation could increase familiarity with product for target consumers, rendering it less healthy for consumers to consider traditional ingredients is related to indulgence. An adaptation might prove counterproductive through making product seem expensive or poor quality for consumers to accept. The meta-analysis moves forward from student’s individual investigations. The relationships between cultural adaptation and consumer acceptance are investigated to identify conditions under which adaptation proves effective. Such analysis is considered to be relevant to the required objectives.
[bookmark: _Toc237435429][bookmark: _Toc240376265]3.12 Ethical Considerations
The investigation does not include participants in form of recruiting and interviewing or administering questionnaires and uses secondary literature. Risks for participants with regard to informed consent and confidentiality are minimised compared to primary research.  All sources and evidence are accurate, unbiased and findings are not distorted to suit expectations. Sources of information is not selectively picked out, fabricated or plagiarised during the review (Viera, 2023). The process of searching and selecting sources is clearly outlined and any contradictory findings is highlighted. All University requirements for ethics and research governance are complied. The following activities develop scope for academic integrity and credibility of the SLR.
[bookmark: _Toc237435430][bookmark: _Toc240376266]3.13 Methodological Limitations
SLR is systematic method of synthesising evidence, with some limitations that should be taken into consideration (Zou and Xu, 2023). One such limitation includes publication bias, which might exist where research results with statistical significance might be more likely to be published. It is essential to limit review of relevant documents to issues in English language as this may lead to language bias, while overlooking the values for relevant evidence. The scope of databases is limited and academic sources might leave out valuable literature.
The other limitation of the approach is heterogeneity. The terms “healthy”, “cultural adaptation” and “consumer acceptance” could be defined differently in each study. There could be differences in measures of consumer acceptance such as attitudes, intentions, trial, satisfaction or purchase, not necessarily equivalent. Another example where limitation of making broad generalizations arises from cultural diversities in the UK, with the diverse ethnic and cultural groups within the UK.
Screening, appraisal and thematic interpretation still remain under influence of researcher’s subjectivity even when the pre-established screening criteria are set (Sreekumar, 2023). The limitation is minimised by the clear criteria, records of search, structured extraction and transparent reporting. It is limited in the transferability from one country to another as evidence from other countries could not necessarily be applied in another country due to various food price, regulation, demographics and fast-food market within the respective country. 
[bookmark: _Toc237435431][bookmark: _Toc240376267]3.14 Chapter Conclusion
The present chapter has proposed methodology to explore effect of cultural adaptation of healthy menu on UK fast food industry consumer acceptance. Interpretivist philosophy and Inductive approach are well suited in understanding culturally influenced consumer perceptions. The Systematic Literature Review is suitable methodology for accumulation of existing evidence. Well-structured search strategy along with inclusion/exclusion criteria and PRISMA checklist help in identifying relevant studies systematically. Data extraction and critical appraisal ensure consistency and facilitate process of methodological differences evaluation. Taste, familiarity, dietary appropriateness, trust, health benefits, cost and buying intention is revisited through thematic synthesis.

[bookmark: _Toc239423780][bookmark: _Toc240376268]CHAPTER 4: FINDINGS AND ANALYSIS
[bookmark: _Toc239423781][bookmark: _Toc240376269]4.1 Chapter Introduction
The chapter discusses results and theme analysis obtained from Systematic Literature Review (SLR). The theme analysis is conducted based on peer-reviewed journal articles and other academic sources. This is highly relevant and will help in finding out key themes associated with culturally modified menus and consumer acceptance within the UK fast food industry. The results are analysed based on themes to find out any pattern within the data.
[bookmark: _Toc239423782][bookmark: _Toc240376270]4.2 Thematic Review and Analysis
[bookmark: _Toc239423783][bookmark: _Toc240376271]4.2.1 Theme 1: Culturally Adapted Healthy Menu Strategies in the UK Fast-Food Industry
	1st Order Concepts
	2nd Order Theme
	Aggregate Dimension
	Theme Derived
	Associated Research Objective

	Halal options, culturally suitable food
	Cultural Menu Adaptation
	

Cultural Adaptation, Healthy Menu Innovation, Market Fit
	

Theme 1: Culturally Adapted Healthy Menu Strategies in the UK Fast-Food Industry
	

RO1: To critically identify the main culturally adapted healthy menu strategies used in the UK fast-food industry.
.

	Vegetarian options, vegan options
	Healthy Menu Alternatives
	
	
	

	Traditional cultural tastes, familiar flavours
	Cultural Taste Alignment
	
	
	

	Healthier ingredients, healthier alternatives
	Healthy Menu Innovation
	
	
	

	Dietary suitability, nutritional needs
	Dietary Adaptation
	
	
	

	Multicultural consumer needs, food preferences
	Multicultural Market Adaptation
	
	
	


[bookmark: _Toc240371085]Table 5: Code Generation for Theme 1
(Source: self-developed; data source appendix 1)
The framework was formulated and coded through inductive process from interventions at market level. The codes were used to indicate dietary compliance, and menu shifts as they were grouped into second order more specific categories namely cultural adaptation and dietary innovation. 
The use of culturally adapted healthy menu strategies is crucial way for fast food restaurants to address the issue of healthiness and consumer cultural diversity. Adaptation does not involve just calorie reduction and removal of harmful components (Owais, Patel and Abbott, 2024). It includes change of composition of ingredients in the existing menu items while preserving their identifiable features and preferences. Sogari et al. (2023) demonstrates how ingredient substitution can be accomplished through using more plant-based components in meat products. Food preferences and personal lifestyle were found to impact consumer reaction along with way they perceive changed item. The chances of the reformulation being successful increase if it is incorporated into consumer practices, rather than offered as substitute. Such approach is appropriate for fast food chains working in multicultural environment since structure of meals remains recognisable while nutrition content is adjusted gradually.
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[bookmark: _Toc240371067]Figure 9: Analysis of Buying Intention 
(Source: Sobaih, Algezawy and Elshaer, 2023)
Substitution of ingredients is one of the significant tactics. A good adaptation strategy includes replacing unhealthy fats and energy ingredients with plant foods or other nutritious foods. Plant-based dishes in restaurant industry are expected to be well-received as per plant-forward recipes (Spencer et al., 2021). This will help in incremental change rather than complete transformation. According to Manohar, Rehman and Sivakumaran (2021), use of familiar foods or ingredients in new format helps in tasting new food products. With such product adaptations, it is possible to maintain familiarity, which can be critical weapon for healthy menu changes.
There is the plan to alter portion size and meal composition. Fast food menu can be healthier without necessarily having to develop entirely new products. It is possible to achieve this through changing meal size, items within meal and amount of individual food items. This approach is consistent with the evidence, indicating that product characteristic, individual factors and environmental factors contribute towards interactions necessary for healthy food choice (Ogundijo, Tas and Onarinde, 2022). In the context of the UK environment, the authors demonstrate that food choices have many determinants such as product aspect, individual aspect, social aspect, economical and information aspect. This indicates the need for integration of many dimensions of menu change.
Presentation of food, nutritional information also constitutes a key aspect for healthy adaptation. According to Erdem (2021), the presence of information at place of eating can influence actual purchase of meals, provided that such information is viewed by consumers as relevant. The information regarding calories, as well as health related information given interpretively, is viewed as valuable for the consumers. It indicates that development of healthy menus involves the change of food along with the communication of its healthy characteristics. Sobaih, Algezawy and Elshaer (2023) revealed that attitude, perceived behavioural control and health consciousness of UK consumers had significant impact on intentions to purchase nutrition labelled “menu items”. The results revealed that there were cultural differences influencing relationship between behavioural variables and intentions to buy, highlighting it is necessary to develop culturally appropriate menu strategy.
Another choice to consider is healthy cue and the Digital Menu design. Deek et al. (2022) studied the effect of the healthy food cue on fast-food choices available in the online menu. This is relevant to emphasise the importance of changing the environment surrounding food for the customer. That is becoming increasingly important as process of buying fast-food is becoming part of seam within the digital food ordering. The healthy foods can be promoted through visual aspects and design of menu without searching for additional healthier alternatives (Khan and Siddiqui, 2026). It implies that some of changes can be considered behavioural and environmental, making healthier options available and visible without complicating process of ordering fast food.
Another important method is analysed as adaptation of plant-based products. Jaeger, Chheang and Ares (2023) indicated that personal and product attributes were important in terms of intention to purchase plant-based yoghurt and egg substitutes. In such case, positive attitude and familiarity may have significant influence on adoption of such products. Youn (2024) found that perception of texture and preference for plant-based yoghurt products play important role in evaluating such products in different cultural markets. Offering consumers an alternative to plant product does not automatically guarantee acceptance.
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[bookmark: _Toc240371068]Figure 10: Food behaviour related constructs 
(Source: Bourke, McCarthy and McCarthy, 2024)
When switch towards more nutritious food occurs through replacement of existing fast-food products, it is generally relevant. According to Coucke, Slabbinck and Vermeir (2023), the factors such as resemblance in taste of the products referred to as plant-based meat significantly influenced consumer preference of meat-like products. Claessens, Gillebaart and de Ridder (2023) revealed that motivations behind food choices are highly dependent on context of consumption, whether it takes place at home or in restaurant. The factors mentioned suggest that the adaptation needs to occur in a way that would allow these products to be considered nutritious meals in context of existing eating habits rather than nutrient composition.
Consumer willingness to pay and their perception of value should be considered for proper adaptation. Ghazanfari et al. (2024) indicated that there were several aspects affecting consumer willingness to pay for food products marketed as healthy, implying that healthier marketing of products could provide additional value but was likely to be opposed due to price. Firoozzare et al. (2024) analysed that knowledge, trust and affordable prices for healthy food products played an important role in purchasing decisions. The findings could be applicable to the UK fast food organisations as there was possibility that healthier food with additional value would not be well-received in such cases. 
The provision of nutritious meals should be balanced with taste aspect. Li et al. (2024) indicate that taste-related prompts serve as an efficient tool to improve intentions to purchase healthy foods. In such case, individuals might exhibit much more interest towards healthy and tasteful food to them. The argument is well supported by facts regarding the case of fast-food products as consumers considered healthier components of burger to be less palatable than original ingredients. The palatability ratings influenced acceptance to greater extent than healthiness ratings and environmental ratings (Sobolev 2025). Strategies such as reformulation of ingredients, familiar food formats, plant-based alternatives, portion control, food education, digital food prompts and sensory stimuli can help in designing culturally healthy menu.
The menu adaptation process requires innovation and focusses more on the consumers themselves rather than nutrition only. As per Bourke, McCarthy and McCarthy (2024), there are several behavioural mechanisms involved in process of sustainable healthy food acceptance: attitudes, perceived benefits, social influences and situational factors. Hence, the UK fast food industry should adapt the menu modifications for different occasions and specific customers of fast food rather than offering same healthy menu in all fast-food places. For culturally diverse customers, this means that it is necessary to have number of varieties of same dish where consumers will have opportunity to order different dishes with same core identity but different preparation process. It reduces resistance level as customers have some influence on what they would like to eat. The finding proves need to introduce gradual modification. Instead of removing tested products overnight, companies could simply supplement their menu by adding healthy ingredients as additional toppings, side dishes, sauces or meals combinations. This will allow for improving nutrition acceptability into diet plan. It is important to evaluate adaptation success from the first time try, repeat purchase and sales feedback. Hence, it is necessary to test and adjust health menu approach continuously to achieve nutrition aims in a convenient, autonomous and everyday consumption way.
[bookmark: _Toc239423784][bookmark: _Toc240376272]4.2.2 Theme 2: Cultural Food Preferences and Consumer Acceptance within the UK 
	1st Order Concepts
	2nd Order Theme
	Aggregate Dimension
	Theme Derived
	Associated Research Objective

	Traditional tastes, cultural norms
	Cultural Food Preferences
	Consumer Acceptance, Food Choice, Purchase Behaviour
	


Theme 2: Cultural Food Preferences and Consumer Acceptance within the UK
	


RO2: To evaluate how cultural food preferences influence consumer acceptance of healthier fast-food options.

	Food familiarity, traditional diet patterns
	Cultural Familiarity
	
	
	

	Taste preferences, flavour expectations
	Taste Acceptance
	
	
	

	Dietary requirements, cultural dietary needs
	Dietary Suitability
	
	
	

	Perceived health value, healthy eating beliefs
	Perceived Health Value
	
	
	

	Trust in healthy food claims
	Consumer Trust
	
	
	

	Willingness to try, acceptance of new foods
	Willingness to Try
	
	
	

	Purchase intention, consumer choice
	Purchase Intention
	
	
	


[bookmark: _Toc240371086]Table 6: Code Generation for Theme 2
(Source: self-developed; data source appendix 1)
Consumer orientation towards food products tailored to meet the demands was identified when developing. Open codes associated with individual food behaviour, trust and plans were further combined into second-order themes, guiding aggregate dimensions of consumer behaviour and choice. This would be reflection of social and personal determinants of second research objective.
The food choice is fundamental factors influencing consumer acceptance due to relation between food and identity, familiarity, traditions, social rituals and norms. Consumers operating in multicultural environment of fast-food business may consider healthy food choices to fit in patterns of eating they developed under influence of culture. Ethnic food is important for transferring cultural identity and intercultural relations (Cengiz and Cengiz, 2023). Food acceptance and rejection cannot be discussed without considering meanings involved in certain foods and methods used for cooking them. From perspective of fast-food industry in the UK, this means that healthy food menus should be designed while taking into account various expectations related to culture and food.
Familiarity is a key element connecting cultural background to acceptance. Kim and Hong (2020) analysed the effects of familiarity and unfamiliarity of ethnic foods on Chinese and Korean consumers. The research discovered that certain cultures have more impact on emotions and acceptance of food products for consumer’s previous experience and cultural background. The research demonstrates that depending on culture and previous experiences, food may generate different response from consumers. It is important in current UK multicultural fast-food context, where consumers of various cultures may perceive same healthy food product differently. The use of familiar food or even cooking techniques would help to avoid confusion and make the process of adoption easier.
Jeong and Lee (2021) analysed the cross-cultural review of food perception based on significance of culture in food attitudes, perceptual capabilities and consumer receptivity of food. The study analysed familiarity, anticipation, societal values, belief, language and information as elements influencing consumer receptivity. In case consumers are familiar, then element of uncertainty can be mitigated through consumer predictability. This refers to the gap between the consumer expectations and food product characteristics. In cases where there is ignorance, then suspicion and lack of hedonic responses arise and reduce probability of purchase.
Food behaviour and social norms are related to cultural preference. According to Phichonsatcha et al., (2022), it is shown that food intake behaviour, social norms, lifestyle and socio-cultural norms have dominant influence on food acceptance. Food preference is formed in wider cultural setting, rather than individual preferences. It is important for fast food outlets in the UK to recognise the influence of cultural practices in terms of how consumers make daily decisions regarding their food. This is eaten with certain tradition and participate in a globalised food culture. The adaptation implies retaining culturally familiar tastes and traditions of cooking with certain changes to become more nutritious.
The notion of cultural appropriateness may be used to illustrate the link between culture and food acceptability. The term cultural appropriateness defines a relationship between food practices, preferences of consumers and environment of food consumption (House et al., 2024). Culture is defined as one of the dimensions of culturally appropriate consumption which emphasises the significance of culturally appropriate consumption in terms of: cultural preferences, cultural identity, cultural tradition, cultural norms, cultural knowledge and morals. The authors distinguish two different approaches such as those who view cultural food practices as unalterable features and those who see them as dynamic and negotiable. This is helpful in relation to the fast-food industry in the UK. In such case, many consumers from multicultural backgrounds may change their preferences but still value culturally important food practices.
Authenticity is an essential component of cultural acceptance. Jin and Hwang (2024) focused on relation to ethnic food, where cultural familiarity plays role in influencing perception of authenticity and liking for ethnic foods. The consumers having lower cultural familiarity with the food saw it as authentic. They would find it more likeable if it was localised, whereas the higher level of cultural familiarity would yield different perceptions about localised food and communication. The authenticity and likeability were positively related to intentions of sharing word-of-mouth in electronic media. This analyses localisation needs to be handled properly as it makes the food more accessible to unfamiliar consumer. On other hand, it may reduce its authenticity among culturally knowledgeable consumers.
The degree of cultural familiarity could be important determinant in shaping attitude towards ethnic foods among consumers. This link between food awareness, cultural familiarity, food neophobia and consumption intention is effective on ethnic food consumption (Shi, Dedeoğlu and Okumus, 2022). Being familiar with culture associated with novel foods could help consumers to feel more comfortable about consuming the foods. As one becomes familiar with the culture associated with food, the individual is likely to consume the food (Yule and Cummings, 2023). This is relevant for multicultural fast-food firms, where change of menu towards healthier foods would mean that new foods or foods unfamiliar to consumers are introduced (Youn, 2024). Once consumers relate product to their past experiences or knowledge about product, they would not view it as entirely new product.
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[bookmark: _Toc240371069]Figure 11: Operation of manual and technology assisted system
(Source: Dashti et al., 2024)
The European studies show that there are cultural associations attached to product features which consumers use to evaluate ethnical products. The attitudes of European consumers towards ethnic foods based on geographical indication, country of origin, organic features and fair-trade labelling were key determinants of purchase decision (El Hadad-Gauthier et al., 02022). The willingness to pay depended on level of product information. The above finding indicates that food culture preferences do not operate in isolation and are associated with information and product features. The UK fast food restaurants need to incorporate cultural food features together with relevant product information. The role of social and cultural practices analyses why consumers are turning to plant-based products rather than meat (White et al., 2022). Based on qualitative data, the use of plants has become significant component of a network of plant procurement, preparation, substitution, plant safety along with greater social and cultural processes. It implies that consumers are not just being proactive regarding whether they want product to be healthy, but whether they are willing to change something within themselves and in society for achieving health benefits of product. According to Motoki et al. (2022), social factors and food environment may have an impact on novelty of food expectations. The readiness to eat healthier variations of fast-food items may be associated with situation of food consumption.
Environmental and ethical considerations can be influenced by cultural preferences. Ho et al. (2022) assumed there are complicated connections between perceptions about ethnic foods and environmental consideration and examined how Chinese consumers perceived ethnic foods. It is evident that cultural meanings can be compared with other evaluative factors, such as case of sustainability. Menus for healthy eating must consider taste and cultural perception of food, its healthiness, coherence with values and social meaning. Jayasinghe, Byrne and Hills (2025) argue that dietary behaviour is determined by multiple aspects, such as tastes, culture, social context, food environment, cost and marketing. It emphasizes that culture is not only decisive factor, it coexists with economic, social and individual factors. A systematic review by Shah and Mahajan (2025) concludes that various perceptions and information influence the consumer food choice for healthy products.
Ford et al. (2023) indicates necessity of cultural adaptation to consider the variations within cultural groups rather than to look at ethnic consumers through the prism of group homogeneity. Wang-Chen et al. (2023) analysed in their investigation into Chinese consumers in Australia and China that food choice was formed as result of interaction of traditional beliefs about food, contemporary nutrition knowledge, personal nutrition philosophies and food environment. This is important in relation to the UK, where consumers might preserve their cultural practices of eating while embracing food environment. As result, the product developed for ethnic consumers will not satisfy all members of the group, since each consumer will have preference to ingredients, cooking method or health advice. As per Begho (2024) flexible segmentation based on dietary behaviour, familiarity, consumption occasion along with general cultural characteristics should be used in fast-food companies. The cultural adaptation could be done with help of modular menu design strategy, which includes provision of familiar menu item together with culturally adapted sauce, spices, sides or ingredient combinations. There are chances both ways were recognition of cultures and personalisation. However, this also does not mean that culture is fixed, and healthy eating cannot be possible. The culture is a core factor in changing food environment, and it is possible to balance it with traditions, convenience, health objectives and current preferences.
[bookmark: _Toc239423785][bookmark: _Toc240376273]4.2.3 Theme 3: Key factors shaping acceptance and purchase intention of culturally adapted healthy menu items
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[bookmark: _Toc240371087]Table 7: Code Generation for Theme 3
(Source: self-developed; data source appendix 1)
The theme identified the main insights explaining the factors shaping the acceptance level and purchasing intentions among consumers for healthy menu items. Initially main repeated ideas among the reviewed studies like taste, dietary needs, affordability or value for money like first order concepts were revealed. These concepts are grouped in second order categories to find the patterns and repeated information. This second order categories are combined to develop the final theme that address the study research objective. 
The analysis demonstrates some of the main critical factors that determine consumer acceptance of healthy menu items. According to Claessens et al., (2023) Consumers' acceptance for the healthy menus was a combination of different aspects like taste acceptance or their dietary suitability has been shown. Similar Rehman, Edkins and Ogrinc (2024) studies indicated that consumers' trust in the quality of the products and perceived health value is important for changing this acceptance level. Further, the perceived value of the products based on health-related benefits is also considered by some of the consumers too (Alsubhi et al., 2023). These five elements change consumers' final purchase behaviour, where it may or may not include buying it in real life. However, these aspects contribute for the acceptance of products among the consumers. This determines main finding that a healthier menu adaptation is not necessarily enough for getting the acceptance from the consumers. The acceptance is much dependent on the consumer judgements. This is because they will decide to select them only if the product is still to their liking and worth spending their money on even if they are healthier. Food Standards Agency (2025) finding gives more clarity because the findings show many consumers in the UK most likely 51% in total numbers find it hard to make decision about healthier food options (Refer to the figure below). 
Taste considerations are another important factor and a main concern among people when they make the choice. According to Fernqvist, Spendrup and Tellström (2024) people choose their food items mainly because of the taste and healthiness as selection criteria is not considered. As stated by Gültekin and Veuphuteh (2023) price, affordability of the food was also very important among people when they want to buy fast food items. This outline clear ideas that healthier menu strategies cannot only create the acceptance or shape consumer behaviours. Health products need to be more than just healthy claims and need to align with taste or affordability factors too. As stated by Firoozzare et al., (2024) tase oriented appeal of the food becoming more important than only culturally adaptations in ingredients or flavours. Only making the food healthier or culturally fir for changing consumer acceptance in real world is not enough. Li et al., (2024) further correlated these outcomes and demonstrated finding that taste become the directed cues for creating appeal and it increases consumers' willingness to buy against health directed factors. This determines that cultural adaptations need to be done for making people more familiar with the food, but appealing flavours and affordability need to be maintained for making the product more accepted. Only nutritional values alone cannot become the selling point for food items.
[image: ]
[bookmark: _Toc240371070]Figure 12: Consumer awareness and usage or adaptation gap for food choice
(Source: Food Standards Agency, 2025)
Dietary suitability, religious food standards and trust in the products are also very important elements for changing consumer acceptance and purchasing intentions. According to Farzand et al., (2025), trust and diets together create appeal to people because the food meets their needs. This became very important in the UK market because the market has diversity of people like minority ethnic groups formed 18.3% of the population of England and Wales and Asian population are like 9.3% of it (Garlick, 2022). So, developing relationships and trust between fast food business and consumers with healthier food choices becomes necessary. Organisations providing food that meets consumers' dietary need develop their trust and this relation can further change their behaviour for acceptance. As per Miftahuddin (2022) adapting same perspective study in 2024 shown 283 Muslim consumers consider the halal product awareness, and the degree of religious commitments a lot in deciding their food purchasing. Agreement on the same factor is also demonstrated in the field where 847 consumers confirmed that trust for the food effects on their purchase intention for the halal product (Koc et al., 2025). This clearly points out that dietary needs or choices enhance the credibility of the food and create trust for them. This trust factor results in more successful selling than only offering different menu options to people. 
However, findings also shed light on contrasting elements too. Findings made it clear that consumers want to have products that have reduced sugar in them. But on the other hand, these consumers also prefer smaller portions too. So, this result of the study changes the assumption that all health-related menus can have same type of effects on consumer acceptance. According to Jayasinghe, Byrne and Hills, (2025) diversity in consumer preferences for traditional recipes are also very clear because some consumers want local variation where some want similar taste based on their culture. Importance of flavours also became persistent elements even health benefits can be compromised sometimes (Livingstone et al., 2023). Results have clearly given insights that when dietary need match by the product with consumer needs, it can increase customer trust (Dashti et al., 2024). On the opposite perspective, people want appealing or similar kinds of flavours too alongside dietary needs for purchasing the food items final.
Hence, it became clearer that besides healthiness, many other factors are also there for changing consumers' acceptance of a food product. Cultural taste, dietary needs and trust can make the product seen as quality food and less harmful to their health. However, perceived value and health advantages can only change people decision for buying the food. On the other hand, health and price benefits associated with food can become constraints if price variations are less, products are unaffordable or unfamiliar to people. This analytically shows that fast food outlets in the UK not only need to look for developing cultural appeals in menu offering but also need to consider consumer taste or internal needs.
The perceptions consumers hold about health benefits of product influence whether consumers would accept it and the extent of their valuation of it in relation to its price. According to Alsubhi et al. (2023), the willingness to pay more for healthier products significantly depends on characteristics of the consumers themselves and on characteristics of the food itself. Such characteristics generally include taste, texture, price and labelling. This is directly relevant to culturally tailored fast-food menus, because addition of extra ingredients and expertise processing of the product might increase its price and create barrier to affordability. Therefore, adaptation should rely less on idea that consumers will be ready to pay premium price for something nutritious. Simplifying the package size and pricing strategy could increase value perception for businesses. Another important aspect which can be considered are the sensory qualities. Familiarity could account for this correlation, along with the influence of taste and edibility of seaweed-based products in examining UK consumer’s acceptance of seaweed-based foods (Embling et al., 2022). It is indicative of importance of introducing novel healthy food ingredients with care. This help to reduce uncertainty about their adoption in the menu by sampling, familiarity with forms and gradual exposure. If nutritional improvement could be accompanied by good sensory qualities, affordable cost and association with familiar products, purchase intention will most likely increase.
[bookmark: _Toc239423786][bookmark: _Toc240376274]4.3 Chapter Summary
The findings suggest that cultural food preferences can either promote or hinder acceptance of healthier options within fast-food domain. Consumer responses are influenced by experience of familiarity, authenticity, identity, traditional practices, social context, food neophobia, taste expectations and cultural knowledge. The cultural preferences are not immutable: consumers may be receptive to adapted foods that offer meaningful connections to existing practices and meaningful and relevant health and functional benefits. It therefore does not seem helpful to try to eliminate the cultural differences in the attempt to successfully adapt the concept of a healthy menu in the UK. 


[bookmark: _Toc240373049][bookmark: _Toc240376275]CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc240373050][bookmark: _Toc240376276]5.1 Overall Conclusion
The conclusion includes cross-cultural healthy menu adaptation helps in facilitating consumer acceptance of healthier fast-food product while cultural adaptation or health benefit alone fails to facilitate the process. The findings imply connection between cultural, sensory, food and nutrition and socio-economic factors in determining their perceptions of buying and consumption of the imported products. Education is the most effective when new tasty and comfortable products are similar, while fulfilling dietary requirements and providing consumer with health benefit without sacrificing taste, cost and convenience. There is important implication, where healthy menu adaptation goes beyond nutritional reformulation. 
The nutritional value of fast foods can be improved through reducing one of the components or introducing replacement for unhealthy component. The findings reveal that this should be done in consideration of individual’s perspective. The uncertainty of better meal types or other types of meals can be overcome through cultural familiarity, traditional food flavour and meal format.  Being culturally relevant is not simply about matching food items with cultural communities. in chapter 4, the relationship between culture and personal preference, experience, social practice and health belief was developed. Each consumer of the same cultural community will respond to the adaptation of the menu in different ways. The adaptation should be made to accommodate consumer choices rather than making assumptions to suit multicultural consumers.
[bookmark: _Toc240373051][bookmark: _Toc240376277]5.2 Linking Conclusions to the Research Objectives
[bookmark: _Toc240373052][bookmark: _Toc240376278]5.2.1 Objective 1: To critically identify the main culturally adapted healthy menu strategies used in the UK fast-food industry
The first objective of the paper was to critically identify culturally adapted healthy menu strategies used within the UK fast food industry. This was achieved through systematic review of various related approaches where cultural menu adaptation, healthy menu adaptation, cultural taste alignment, healthy menu innovation, dietary adaptation and multicultural market adaptation would emerge. Some important strategies identified by analyses include use of healthy substitutions of ingredients, formulation, plant-based products, adjustment of meal types and dietary accommodation. Halal compatibility and vegan options are strategies of adaptation available. It should be emphasised that all of the strategies are valuable in case when they are connected in context of culture and nutrition. There is no universal healthy menu strategy available based on the research results. The implementation of changes for familiar meals may help reduce the resistance toward these changes. Providing consumers with choices and accommodating variety may help them maintain control of their food choices. In such case, the objective 1 was achieved and culturally appropriate menu adaptation is identified as multidimensional process of health enhancement, familiarity, dietary accommodation and consumer choices.
[bookmark: _Toc240373053][bookmark: _Toc240376279]5.2.2 Objective 2: To evaluate how cultural food preferences influence consumer acceptance of healthier fast-food options.
The second objective was to determine impact of food preferences in culture on consumer acceptance of healthier fast foods. From findings, there exist relationships between cultural identity, traditionalism, familiarity, dietary needs and flavour perception in terms of food selection. Consumers seems to be assuming about composition and contents of familiar food. In contrast, unknown healthier food would put consumers in unfamiliar territories of accepting what is given to them. From the review, the factors affecting cultural preferences are closely related to matters concerning health considerations, list price, ease of handling, product features and place of usage. Also, the findings denotes that diversity exists within the cultural groups. In cultural adaptation, it becomes beneficial when such an adaptation avoids stereotyping consumers as well as stereotyping for diversity. The second objective is achieved in determining cultural preferences as determinant of consumer acceptance based on perceptions and what is acceptable.
[bookmark: _Toc240373054][bookmark: _Toc240376280]5.2.3 Objective 3: To analyse the key factors that shape acceptance of culturally adapted healthy menu items, including taste, trust, dietary suitability, perceived health value, and purchase intention
The third objective involved investigating the determinants associated with the acceptance of the culturally adapted healthy foods in terms of taste, trust, diet appropriateness, perceived health value and purchase intention. Taste became particularly important because nutrition becomes increasingly commercially restrictive factor due to significant reduction in tasting. Knowledge will become basis for encouraging the desire to taste and reduce uncertainty while diet appropriateness will serve as informative base for people requiring it. Trust influences the credibility of claims and information about product. The perceived health value increases the possibility of identifying some advantage of adapted food choice. Affordability emerged another aspect of healthy food choice. Although culturally appropriate and healthier product may be developed and accepted in terms of perception, resistance may arise if insufficient values are provided by product. The purchase intention is larger than health consciousness. The purchase intention emerges as outcome of number of judgements rather than health consciousness. The objective 3 was met through considering sensory appeal, cultural relevancy, dietary appropriateness, credible health claims and acceptable values.
[bookmark: _Toc240373055][bookmark: _Toc240376281]5.3 Limitations of the Study
The research includes systematic literature review and hence findings of research depend on quality, coverage and methodology of existing studies without any primary data obtained from fast-food customers in UK. However, due to time constraint, secondary data was relevant and through the literature review vast data was collected that helped to generate relevant analysis. The publication bias might affect evidence base as the studies provide clearer and statistically significant results. However, the evidences were generated through comparison of various sources before final interpretation. There is certain degree of heterogeneity across studies. For instance, certain constructs like healthy food, cultural adaptation or consumer acceptance lacked clear definition. However, the research analysed that consumer acceptance took place through several outcomes such as willingness to try, attitudes, satisfaction, purchase intention and choice.  There are certain pieces of evidence based on contexts different from the UK context or different types of food contexts apart from fast food restaurants, where food environment was different from fast food restaurant. Depending on cultural composition and prices of food, regulatory conditions, it means that there is no possibility of transferring findings directly. However, the systematic qualitative review is different review type and is dependent on researcher interpretation, where structured screening, extraction and thematic coding was used.
[bookmark: _Toc240373056][bookmark: _Toc240376282]5.4 Recommendations
[bookmark: _Toc240373057][bookmark: _Toc240376283]5.4.1 Preserve Familiar Taste During Healthy Reformulation
For the fast-food industry in the UK, the process of re-formulation of their food products should be gradual while guaranteeing familiarity of taste, texture of the food and type of popular foods. Healthier complexes will bring about unnecessary sensory changes since the acceptability of the product is very much reliant on consumption experience. The nutritional quality can be enhanced without affecting consumer acceptability using careful changes in recipe and flavours (Junkkari et al., 2025).
[bookmark: _Toc240373058][bookmark: _Toc240376284]5.4.2 Offer alternative products rather than replace the existing product
Companies can offer healthier options of popular products by giving customers an option for different ingredients, different serving size or even an alternative to main dish. Evidence for lower calorie options in restaurants supports both substitution approaches and even modifications of ingredients as long as consumers have options (Sun, 2021). This enables variation among the members of the particular culture but does not assume that all individuals within certain culture have same preferences.
[bookmark: _Toc240373059][bookmark: _Toc240376285]5.4.3 Co-design Culturally Relevant Healthy Options
While creating and testing new healthier options of fast-food menus, it is important to involve all types of consumers from different cultures. Culturally specific and responsive interventions analyse that cultural tailoring should be based on overall cultural values and culturally responsive behaviours of adopted community (Maynard et al., 2023). Feedback from consumers will assist in finding culturally appropriate tastes, cooking styles, dietary cultures and prevent superficial adaptation.
[bookmark: _Toc240373060][bookmark: _Toc240376286]5.4.4 Test Acceptance Before Large-Scale Implementation
The new menu adaptations should be tasted, accepted, satisfy consumer and be tested again to see if repeat purchases are made. Foodservice research proves that there could be diverse outcomes regarding consumer’s reaction on menu replacement with healthier products (Rocha, Viegas and Gonçalves, 2025). Menu adaptation should be continuous process of changing the menu. 
[bookmark: _Toc240373061][bookmark: _Toc240376287]5.5 Practical Implications
The findings of the study include significant implications within the UK fast food business and their menu development strategies in long term based on cultural aspects. The results suggest that when adapting menus to be healthier, businesses should consider the nutritional value, cultural relevance, taste preference, cost-effectiveness and appropriateness, rather than just healthiness. The research analysed that modern customer views are not only limited to healthy aspects but diversified values while making the choice. The consumer preferences should be retained as people have varying tastes even within one culture. In practice, businesses should consider consumers with different cultures in their product development process and testing adaptation before final release.
[bookmark: _Toc240373062][bookmark: _Toc240376288]5.6 Future Scope of Research
The study can be followed by the primary research conducted in the UK and directed at those customers coming from different cultural backgrounds. Surveys, interviews and focus group techniques would allow for deeper knowledge about how consumers interpret such products as culturally adapted healthy fast-food products. Experimental research would involve comparison of adapted and non-adapted versions of the products in real life situation. In future research, it is recommended to differentiate between “what is said” and “what is done”. There are many consumer studies related to willingness to purchase intention related to commercial efficiency, repeat purchase and long-term acceptance of certain product. Long-term study will define connection between initial interest in cultural adaptation of healthier foods and long-term consumption.
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