
A STUDY OF FAST FOOD RESTAURANTS' 
SALES PROMOTIONAL TOOLS PREFERRED 

BY UNIVERSITY STUDENTS' 

O G I L V Y R ICHARD 
2010615904 

B A C H E L O R O F B U S I N E S S ADMINISTRATION 
WITH H O N O U R S (MARKETING) 

F A C U L T Y O F B U S I N E S S MANAGEMENT 
UNIVERSITI T E K N O L O G I MARA 

K O T A Kl NAB A L U 

HAKMfl. I K 
. . P e ' P U S I a k a a n 

J A N U A R Y 2013 



A S T U D Y O F F A S T F O O D R E S T A U R A N T S ' P R O M O T I O N A L T O O L S P R E F E R R E D B Y U N I V E R S I T Y S T U D E N T S ' 

Ifabte of Contents 

Index Content Page 
i. Acknowledgement iv 
ii. List of Table V 

iii. List of Figures vi 
iv List of Abbreviations vii 
V List of Definition of Terms viii 

vi. Abstract ix 
1.0 INTRODUCTION 1 

1.1 Problem Statement 3 
1.2 Objective of Research 5 
1.3 Research Questions 6 

2.0 LITERATURE REVIEW 7 
2.11nternational Context 7 
2.2 Malaysia Context 8 
2.3 Fast food 9 
2.4 Sales promotion 10 
2.5 Coupon 11 
2.6 Price discount 12 
2.7 Limited-Time Menu Items 13 
2.8 Consumer Behavior 13 
2.9 Conceptual Framework 15 

3.0 R E S E A R C H METHODOLOGY 
3.1 Population 16 
3.2 Sampling Frame 16 
3.3 Sampling Size 16 
3.4 Sampling Technique 17 
3.5 Data Collection Method 18 
3.6 Measurement and Scaling 19 
3.7 Questionnaire Design 20 
3.8 Data Analysis Technique O A 

20 
3.9 Validity and Trustworthiness of Data 21 

4.0 Data Findings 23 
4.1 Descriptive - Frequencies Analysis 23 
4.2 Linear Regression Analysis of Each Variable 44 
4.3 Linear Regression Analysis of All Variable 47 
4.4 Discussion 48 

5.0 Limitation, Recommendation and Conclusion 51 
6.0 References 54 
7.0 Appendices 58 



Praises be to God for the blessings that I have been given upon completing this 

research project paper. 

Firstly, I would like to express my deepest thanks to my advisor Madam Sharifah 

Nurafizah who had guided me through this research. 

Deepest thanks and appreciation to Madam Norane Amad the head of Marketing and 

Promotion Department in Radio Televisyen Malaysia (RTM) for being so 

understanding with my status as a practical student that had to jungle both practical 

training and at the same time to complete this research report. 

I would also like to express my gratitude to Arzeanti, Christina Chew, Cindy Florence, 

Nurul Naquiah and Suhairie for their help, cooperation, encouragement, constructive 

suggestion and valuable hints to me. 

Lastly goes my biggest thank you to my parents, friends and to all the respondents' 

that have contributed upon the research completion. 

Thank you so much. 

Ggvbvy KLchcwd/ 



A S T U D Y O F F A S T F O O D R E S T A U R A N T S ' P R O M O T I O N A L T O O L S P R E F E R R E D B Y U N I V E R S I T Y S T U D E N T S ' 

LIST O F TABLES 

CONTENTS Page 
1 Table 3.9.1 : Pilot Test Result 26 
2 Table 4.1.1: Respondents Gender 23 
3 Table 4.1.2: Respondents' Age 24 
4 Table 4.1.3: Respondents' Institute of Learning 25 
0 Tolilo A 4 A' D a c n r t n H a n t c ' r-5w/"\rili7s P o e t P/ortH TOi i t l o t 1 d u l c t. l.t. r x c o p U l l U c i l i b r d V U I I l o i d o l r u U U U U U c l lb 
6 Table 4.1.5: Respondents' Frequency in Consuming 

1 r-k A T l_ /—\ /—\ yi ft n y, y\ 1 1 ys /—, \ A / y, y. |y 

hast rooa Meai in a vveeK 

27 

7 Table 4.1.6: Respondents' Exposure on Information of 
T y» y X l_ y. y-. yj 0̂ yk 1 y\ y 1 1 r~ /~\ rto y-v 4" I y"N 1"% X f y~\ • 1 y. L-> ft / I y, yi 1 /—\ 

ras t rooa oaies promotion tnrougn ivieaia. 

28 

8 Table 4.1.7: Respondents' Attracted by Coupon Offered 
T r\ f y» *-> Ait r"V> y\ I a y + 1 yv yv yj ft / I y . y\ 1 

to consume ras t rooa ivieai 

29 

9 Table 4.1.8: Respondents' Knowledge the Impact of Fast 
Food is fattening but Influenced by Coupon 

30 

10 Table 4.1.9: Respondents' Influenced by Coupon Offered 
irti/s y\ V\ Aii r v 7 i #"*k ya 1 1 y s yi 1 1 1 y* yl % # 1 yiy n 1 y^ y , X 1 y. yv yj 

into consuming Keguiany baten ras t rooa 

31 

11 Table 4.1.10: Respondents' More Likely Preferred to Buy 
t ft I — y. X I y. y—, yj / | * 1X J y. X X ly y. X L-\ y. y y. i 1 y. y. y. fTWys y y» yj 

in ras t rooa uutiet mat nas coupon utterea 

32 

12 Table 4.1.11: Respondents' Attracted to Price Discount 
urrerea 

33 

13 Table 4.1.12: Respondents' Knowledge the Impact of 
Fast Food is fattening but Influenced by Price Discount 

34 

14 Table 4.1.13: Respondents' Influenced by Price Discount 
Offered into Consuming Regularly Eaten Fast Food 

35 

15 _ i— t — A A jt A _ r~\ — — _— — «— —j — — x — i n A — _ — i : I « a I > . r~i — — x — —i X — :_— 

Table 4.1.14: Respondents More Likely Preferred to in 
Buy Fast Food Outlet that has Price Discount Offered 

36 

16 Table 4.1.15: Respondents' Attracted by Limited-time 
, i x — — - / ™ V X T — — — —i x — / - * — •— — . , — — — r~ — — x 1— « - / J I I . . i 

Menu Item Uttered to Consume rast hood Meal 

37 

17 Table 4.1.16: Respondents' Knowledge the Impact of 
Fast Food is fattening but Influenced by Limited-time 
Menu Item 

38 

18 Table 4.1.17: Respondents' Influenced by Limited-time 
Menu Item Offered into Consuming Regularly Eaten Fast 
Food 

39 

19 Table 4.1.18: Respondents' More Likely Preferred to Buy 
in Fast Food Outlet that has Limited-time Menu Item 
\ J \ I d C U 

40 

Tablp 4 119" Rpe?nnnHpnt<71 arp inflijpnrpd hv 55alp^ 
Promotion Deals Offered by Fast Food Outlet in 
Consuming Fast Food 

41 

21 Table 4.1.20: Respondents' Consideration on Buying 
Fast Food Meals without Sales Promotion Deals 

43 

22 Table 4.2.1: Coupon Dimension Summary 44 
23 Table 4.2.2: Price Discount Dimension Summary 45 
24 Table 4.2.3: Limited-time Menu Dimension Summary 46 
25 Table 4.3: Linear Regression of All Variables 47 



Abstract 

Purpose ~ The study is about the fast food restaurants' promotional tools preferred 

by university students'. 

Design/ Methodology/ Approach - A total of 120 questionnaires were randomly 

distributed to university students specifically Universiti Teknologi Mara (UiTM) and 

Universiti Malaysia Sabah (UMS) in the age group of 19-30 years old. Data analysis 

was done in S P S S Version 18. Hypothesis about coupon, price discount and limited-

time menu item is being tested with Regression Linear. 

Findings ~ According to the findings, consumers considered sales promotion via 

coupon is the main sales promotional tools that preferred by them into consuming 

fast food. 

Research Limitations / Implications ~ The time to conduct and complete the 

research is limited added to short semester period. The respondents' selected only 

from two universities'. Other customer segments and geographical areas should be 

included in future studies. 

Practical Implications - The results enable marketers to focus on key points in 

implementing the right sales promotional deals to attract more consumers and 

retaining them. 

Originality / Value - This paper puts forward the fast food sales promotion tools 

preferred by the young consumers. The paper also provides useful information for 

both academicians and marketers about the effective of sales promotions tools 

nowadays. 


