
ASA University Review, Vol. 3 No. 2, July–December, 2009 

Consumer Attitude towards Restaurants in  

Dhaka City: An Empirical study 
 

Md. Muzakkeerul Huda
*
 

Tamima Hossain
**

 

Abstract  

This paper describes the results of a quantitative research study that sought the views of 

consumers about using restaurants in Dhaka city. It utilizes Fishbeins’ Multi attribute Attitude 

Model of consumer choice behavior and
 
illustrates the effectiveness of the model through 

decisions
 
made about any particular restaurant meal. This study has also attempted

 
to identify 

which attributes among food-related qualities are
 

critical in improving satisfaction and 

heightening revisit intention.
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Introduction 

Consumer’s perception and attitude toward food is a challenging topic (Pfannhauser and 

Reichhart, 2000) because of consumers’ increasingly demanding, diverse and individualistic 

patterns of behavior. Consumers define their personal needs and based on them, they judge the 

quality of food. The choice of foods has been generally thought to encompass a variety of 

influences including personal taste, perceptions of value, functional needs, symbolic interaction, 

as well as social and cultural factors (Marshall, 1995). A single consumer’s attitude towards food 

influences her/his food choice and acceptability of single food items. Research has shown that the 

number of meals eaten outside home and the expenditure on these are increasing in many 

countries (Stubenitsky, Aaron, Catt & Mela, 1999). The scenario is not also different in 

Bangladesh particularly in its capital Dhaka. As urbanization and industrialization speed up in 

Bangladesh and the country’s political economy moves towards an arrangement more compatible 

with globalized capitalism, the fast-food market, along with the regular food market has expanded 

dramatically. A moderately sizeable section of urban Bangladesh particularly the “working 

group”, now senses the need for something like dining out. Although there is no specific 

information available on how much people spend of dining outside or spend on food at 

restaurants, more than 50% (53.81% in 2005 and 54.60% in 2000) of household expenditure is 

used for food and beverage in Bangladesh (BBS, 2006).  
 

With the rapid growth of Dhaka city, a lot of new restaurants are being opened in almost 

everywhere in the city including the commercial and office areas in recent years. Consumer’s 

perception and attitude become important in defining the marketing or promotional programs of 

restaurants with the increasing competitive market. An investigation of consumer’s preference 
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toward food and restaurants as well as identification of the targeted consumer becomes necessary 

for the present time.  
 

The present study is intended to analyze consumer attitude and preference towards the fast food 

and regular food restaurants in a selected area (Gulshan) of Dhaka city while applying the 

Fishbein’s Multi attribute Attitude Model which is the most widely accepted model and it looks at 

brands in isolation. Fishbein provides a detailed description of an integration process of how 

evaluative mediating responses combine to produce a consumer’s overall attitude. The model 

outlined here is concerned with the relationship between beliefs and attitude. In an environment 

of uncertainty, consumers usually have only their subjective judgments of probability & value. 

Still they can engage in processes that yield a subjective optimality by choosing the alternative 

with the highest subjective value of an attribute. This research paper figures out that in purchasing 

certain product, the consumer acquires a bundle of expected benefits & disbenefits. The consumer 

group for this study is the working people who usually take lunch outside their homes at least 

four to five days in a week.  

 

Objectives of the study 

The purpose of the study, firstly, is to find out the salient beliefs of consumers about the 

restaurants in Dhaka city, secondly, to examine information integration process by which 

consumer forms attitude towards the given restaurants, thirdly, to become familiar with the 

marketing tool by using Martin Fishbein's multi attributable attitude model for measuring and 

predicting attitude towards the restaurant market, and finally, to make comparison between the 

multi-attributes of these brands by using paired samples t-test and recommend further research 

scope in this field. 

 

Literature Review 

Although the concept of attitude has been researched for almost a century, the development of 

comprehensive attitudinal models is a relatively recent phenomenon. The recent efforts devoted 

to the development of these models can be attributed to the following reasons: (1) they provide a 

systematic framework-for research by specifying variables that relate to the process, (2) they aid 

in the generation of new hypotheses, and, (3) they provide diagnostic information which 

facilitates the determination of future courses of action . 
 

Based on cognitive consistency theories, Rosenberg (1960) showed that attitudinal affect could be 

expressed as a simple mathematical function of cognitive elements. After his pioneering work, 

several researchers in the areas of social psychology and consumer psychology have developed 

other models of attitudes. However, the emphasis seems to have shifted from predicting affective 

tendencies toward the object to the prediction of behavioral intention and specific behaviors 

toward the object. For instance, Fishbein and his associates (Ajzen & Fishbein, 1970, 1973; 

Fishbein, 1967, 1972) have formulated a model in which behavioral intention is predicted from 

personal beliefs as well as social normative variables. The Rosenberg and the Fishbein models 

have been very instrumental in fostering the expectancy value tradition in attitudinal research. In 

the area of consumer behavior, for example, Wilkie and Pessemier (1973) report that, apart from 
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numerous studies conducted in Europe, over forty studies have been published in the United 

States alone within a period of three years. Unfortunately, there is little, if any, consistency 

among these studies in terms of the operationalization or measurement of construct, so that their 

usefulness in drawing broad generalizations is rather limited. 
 

In addition, expectancy-value models have often been criticized for their inherent limitations 

(Day, 1972; Sheth, 1973; Sheth and Tuncalp, 1974; Wilkie and Pessemier, 1973). Finally, a 

number of researchers in social psychology have conceded that attitudes toward the object, no 

matter how they are defined and measured, are not the sole determinants of a person's behavioral 

intention or actual behavior toward the object (Rokeach, 1968; Triandis, 1971). Similar 

suggestions have also been made in Consumer Psychology and in Marketing (Howard and Sheth, 

1969; Sandell, 1968; Sheth, 1971; Sheth 1973). Sheth (1971, 1974) has proposed a model of 

brand choice behavior that attempts to integrate diverse thinking on the role of attitudes in the 

prediction of behavior both in social psychology and in consumer psychology. The model states 

that behavioral intentions and behavior of an individual are a function of (1) evaluative beliefs 

about the object’s potential to satisfy his needs, wants, or desires, (2) social stereotype of the 

object as perceived by him, (3) past satisfaction and resultant predisposition (affect) toward the 

object, and (4) situational events which are either anticipated or which may unexpectedly occur at 

the time of behavior. 
 

Multi attribute Attitude Model 

According to Martin Fishbein, attitude is an independent measure of affect for or against the 

attitude object, which is a function of belief strength and evaluative aspect associated with each 

attribute (Fishbein, 1967). Here belief (expectancy) refers to the perceived probability which an 

object possesses regarding a particular attribute or a behavior that has a particular consequence. 

And evaluation refers to the degree of affect, positive or negative, toward an attribute or 

behavioral outcome. Fishbein’s debate, in a nutshell, is about an attitude toward an object is more 

or less automatically learned as one learns about the object itself. That is, when one learns about a 

new product, that learning occurs in the form of beliefs about product characteristics or attributes.  
 

The key proposition in Fishbein’s theory is that people tend to like objects that are associated 

with “good” characteristics and dislike objects they believe have “bad” attributes. In Fishbein’s 

multi attribute model, overall attitude toward an object is a function of two factors: the strengths 

of the salient beliefs associated with the object and the evaluations of those beliefs. Formally, the 

model proposes that:  

A0 = 

∑
=

n

i
i

e
i

b
1  

Where, 

Ao = attitude toward the object 

bi = strength of the belief that the object has attribute i 

ei = evaluation of attribute i 

n = number of salient beliefs about the object 
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All beliefs for choosing a restaurant 

•  Atmosphere 

•  Availability of variety of foods in        

the menu 

•  Taste of food 

•  Service quality 

•  Reasonable Pricing 

•  Quality of food 

• Friendly attitude of staffs 

• Overall outlook of the restaurant 

•  Car parking facility 

•  Closeness to work-place 

•  Interior design 

• Quick delivery  

•  Reputation / Image of the restaurant 

Salient beliefs about a 

restaurant 

•  Atmosphere 

• Quality of food 

• Availability of 

variety of items 

• Reasonable 

pricing 

• Closeness to 

work-place 

 

Attitude 

towards a  

Restaurant 

Determination of Salient Beliefs towards the Object 

In the pretesting phase, a total of 15 respondents were asked to get the attributes they consider 

while choosing a restaurant. In an open ended questionnaire, the respondents were requested to 

list down at least five attributes based on priority basis. Based on the feedback the beliefs have 

been identified and analyzing the priority listing it has been determined that out of 15 

respondents, 13 people mentioned about the atmosphere; a total of 11 people mentioned the 

quality of food and reasonable pricing of the restaurants simultaneously; 10 respondents 

mentioned the availability of variety of foods as their considerable attribute. In the same way, 

similar number of people mentioned about the proximity of the restaurants to their workplace. 

Out of 15 respondents, 6 of them stated that they considered service quality and friendly attitude 

of staffs while choosing a restaurant. Besides these, some other considerable beliefs can be 

considered like nice interior decoration, car parking facility, quick delivery facility etc (Figure 1). 

 
Figure 1:  Determinants of salient belief for choosing any product/service 
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Identifying model elements 

Based on the findings of the salient beliefs, the respondents who are the customers of these 

restaurants indicate their belief strength based on the probability of association for each of the 

salient beliefs in terms of these four restaurants. In the same way, the respondents evaluate their 

beliefs to support the strength of each of their beliefs. 

Here, 

bli = How likely is that the restaurant environment suits my mood? 

b2i = How likely is that the restaurant serves hot & hygienic food? 

b3i = How likely is that the cost of food items at the restaurant is reasonable? 

b4i = How likely is that the restaurant has the menu with a good variety of items? 

b5i = How likely is that the restaurant is close to your work-place? 

And 

E1i = the atmosphere of the restaurant is really convenient / pleasant. 

e2i = the food quality of the restaurant is great. 

e3i = the restaurant charges a reasonable price. 

e4i = the restaurant food menu ascertains the availability of variety of items. 

e5i = the proximity of the restaurant to workplace is acceptable. 

Thus, the present study will determine the attitude toward our target object 'restaurant' using the 

following formula: 

Ao =   ∑ bi.ei 

Where Ao = attitude towards the object 

Applying the above formula with the five salient beliefs for the four restaurant models, the value 

for our desired multi attribute attitude model can be identified. Thus, for the four model 

restaurants, four values will be found. Comparing those values, the authors can determine the 

attitude of the customers towards the restaurants. 
 

Research Methodology 

The research issue and the purpose of research will usually determine whether an analytic or 

descriptive survey is undertaken. The questions and variables included in such a survey need 

careful formulation (Ahmed, 2008). To conduct the study, extensive questionnaire survey method 

by simple random sampling has been utilized. First of all, to determine the salient beliefs, a 

simple open-ended questionnaire has been designed and a short survey was conducted among 15 

people to identify the factors they consider while choosing a restaurant. After analyzing the key 

findings the top five key beliefs were determined and the main questionnaire was designed. Then 

the survey was actually conducted by selecting 50 respondents. In order to collect information 

and conduct survey, several corporate houses situated at Gulshan area have been visited and 

observed. This enabled the researchers to collect data from the consumers of the selected four 

restaurants during lunch hours. In the present study the target group is the white collar corporate 

executives working in Gulshan area. In case of restaurant selection multi-segment approach has 

been utilized, and different segments are taken into consideration: middle, upper-middle class and 

lower-upper class. Restaurant 1 (Purnima) and Restaurant 2 (Khushboo) are classified as for the 

middle and upper middle class whereas Restaurant 3 (KFC) and Restaurant 4 (Pizza Hut) are 
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classified as for the lower-upper class consumers. The authors have designed the core survey to 

determine the attitude of the customers towards two different types of restaurants (Fast-food 

restaurant, Regular-food restaurant). The secondary data, which were about restaurants’ 

background and theoretical overview, have been collected through web-surfing and textbooks. 

After the data collection phase the questions were coded in the SPSS, and several statistical tools 

and techniques were used after the data entry.  
 

Data Analysis 

In the first part of the questionnaire the respondents were asked about KFC. Among all the belief 

strength questions, the question regarding the food quality got the highest score. The mean value 

is 8.18 which means customers who are certain that KFC offers hot and hygienic food indicates a 

strong belief strength whereas the mean value for the attribute 'atmosphere' is 7.48 which 

indicates customers have moderately belief strength regarding this attribute. For the belief 

evaluation questions, the customers also showed a higher positive evaluation for the food quality 

of KFC as the mean value for belief evaluation of' food quality attribute is 2.17 and the lowest 

standard deviation is 0.747. 

 
Table 1: Descriptive Statistics of KFC 

Evaluative criteria for 

belief Strength & Belief 

Evaluation 

N 

 

Minimum 

 

Maximum 

 

Mean 

 

Std. Deviation Variance 

BS_ atmosphere_ KFC 40 3 10 7.48 1.519 2.307 

BS_ foodQ_KFC 40 3 10 8.18 1.483 2.199 

BS_fbodC_KFC 40 2 10 5.80 1.856 3.446 

BSJbodMemiJCF 40 2 10 6.50 1.974 3.897 

BS_Proximity_KFC 40 1 10 6.78 2.455 6.025 

BE_atmosphere_ KFC 40 0 3 1.95 .815 .664 

BE_foodQ_KFC 40 0 3 2.17 .747 .558 

BE_foodC_KFC 40 -3 3 .73 1.30 1.692 

BE_foodMenu_KFC 40 -2 3 1.00 1.261 1.590 

BE_ Proximity_ KFC 40 -1 3 1.57 1.130 1.276 

Valid N (list wise) 40      

 

In the second part of the questionnaire, similar types of questions were asked on Pizza Hut to the 

respondents. Among all the belief strength questions, the question regarding the food quality got 

the highest score with the mean value of 8.33 and lowest standard deviation of 1.95. It means the 

perceived probability of association between Pizza Hut and the attribute 'food quality' is having 

higher score which indicates a very good strength belief. The mean score for the atmosphere 

attribute is close to the score of food quality though it has higher standard deviation. Besides 
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these beliefs, other beliefs also got moderate scores like proximity to workplace for Pizza Hut 

which has the mean value of 7.85 which is lower than the mean value for the belief 'atmosphere' 

in case of Pizza Hut. However, the standard deviation for the belief proximity (1.777) is lower 

than that of atmosphere belief (2.058). In case of belief evaluation, the evaluation of the attribute 

'atmosphere' has the highest mean value with the lowest standard deviation compared to the 

scores of other attributes' evaluations. The mean score value for the attribute 'reasonable price' for 

Pizza Hut is the lowest in both the belief strength and evaluation which indicates that among all 

the attributes regarding Pizza Hut, the respondents have less emphasis on reasonable pricing of 

foods at Pizza Hut. 

 
Table 2: Descriptive Statistics of Pizza Hut 

Evaluative criteria for 

belief Strength & Belief 

Evaluation 

 

N 

 

Minimum 

 

Maximum 

 

Mean 

 

Std. 

Deviation 

 

Variance 

 

BS_atmosphere_ PH 

 

40 

 

2 

 

10 

 

8.15 

 

2.058 

 

4.233 

 

BS_ foodQJH 40 2 10 8.33 1.953 3.815 

BS_ foodC_ PH 40 2 9 6.35 1.805 3.259 

BS_ foodMenu_ PH 40 1 

 

10 

 

7.50 

 

2.112 

 

4.462 

BS_ Proximity_PH 40 2 10 7.85 1.777 3.156 

B E_atmosphere_P H 40 -1 3 2.02 .947 .897 

BE_foodQ _PH 40 -3 3 1.98 1.405 1.974 

BE_foodC_PH 40 -2 3 .75 1.193 1.423 

BE_foodMenu_PH 40 -3 3 1.28 1.467 2.153 

BE_proximity _PH 40 0  1.73 .987 .974 

Valid N (listwise) 40      

 

In the third segment of the questionnaire about ‘Purnima’, it was observed that the strength of the 

belief is very high when the restaurant is very close to the workplace of the respondents. The 

mean value for this attribute is 8.55 with the standard deviation of 2.96. Not only this, the 

evaluation of this attribute also got the highest mean value of 2.07 and lowest standard deviation 

score of 1.25. Besides this, the strength of the belief is also somehow strong regarding the 

attribute that the restaurant charges a reasonable price as the mean value of this attribute is 6.40 

with the lowest standard deviation of 2.37. On the other hand, strength of the belief for the 

attribute ‘atmosphere’ of the restaurant has got the lowest mean value. The evaluation of this 

attribute is also the lowest among all the attributes which means that the respondents have 

negative attitude towards Purnima restaurant when it comes to the atmosphere of the restaurant. 
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Table 3: Descriptive Statistics of Purnima 

Evaluative criteria for 

belief Strength & Belief 

Evaluation 

N 

 

Minimum 

 

Maximum 

 

Mean 

 

Std. 

Deviation 

 

Variance 

 

BS_atmosphere_Purnima 40 I 9 4.90 2.384 5.682 

BS_foodQ_Purn ima 40 1 9 4.80 2.514 6.318 

BS_foodC_Purnima 40 1 10 6.40 2.373 5.631 

B S_foodMenu_Purnima 40 1 10 6.08 2.990 8.943 

BS_Proximity_Purnima 40 -3 10 8.55 2.961 8.767 

BE_atmosphere_Purnima 40 -3 2 -.28 1.724 2.974 

BE_foodQ _Purnima 40 -3 3 .08 1.745 3.046 

BE_foodC_Purnima 40 -2 3 .85 1.511 2.285 

B E_food Menu_Purnima 40 -2 3 1.40 1.429 2.041 

B E_Proximity_Purnima 40 -3 3 2.07 1.248 1.558 

Valid N (listwise) 40      

 

The last segment, of the questionnaire was based on the salient beliefs of Khushboo restaurant 

which is also a regular food restaurant. After analyzing the answer scores of the respondents, it 

has been observed that the attribute of being close to the workplace for the restaurant has the 

higher mean value of 7.98 which means that the customers have a moderately strong belief that 

the restaurant is close to their respective workplaces. The evaluation of the attribute has also got 

the higher mean value with the lower standard deviation score than all other attribute scores. Here 

the attribute ‘reasonable price’ of the Khushboo restaurant has lower mean score with higher 

standard deviation in both the cases of belief strength and evaluation determination. 

 
Table 4: Descriptive Statistics of Khushboo 

Evaluative criteria for belief 

Strength & Belief Evaluation 

 

N 

 

Minimum 

 

Maximum 

 

Mean 

 

Std. 

Deviation 

 

Variance 

 

BS_ atmosphere_Khushboo 40 3 10 6.73 1.948 3.794 

BS_foodQ_Khushboo 40 3 10 6.63 1.821 3.317 

BS_foodC_Khushboo 40 1 10 6.48 2.439 5.948 

BS_foodMenu_Khushboo 40 2 10 7.03 2.006 4.025 

BS_Proximity_Khushboo 40 4 10 7.98 2.094 4.384 

BE_atmosphere_Khushboo 40 -2 3 .88 1.285 1.651 

BE_fodQ_Khushboo 40 -1 3 .95 1.484 2.203 

BE_fodC_Khushboo 40 -3 3 .72 1.467 2.153 

BE_foodMenu_Khushboo 40 -1 3 1.40 1.194 1.426 

B E_Proximity_Khushboo 40 -1 3 1.48 1.176 1.384 

Valid N (Listwise) 40      
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Findings of the Study  

Theoretically, the multi attribute attitude model accounts for the integration process by which the 

knowledge about the object (product, service, or brand) is combined to form an overall evaluation 

or attitude but the model does not claim that consumers actually add the product’s belief strength 

and evaluation when forming attitudes toward objects. Through this model, it can be attempted to 

predict the attitude produced by the integration process but it is not meant to describe the actual 

cognitive operations by which knowledge is integrated.  
 

A comparative analysis was made on the resultant responses of two different types of model 

restaurants within the same restaurant form. The results based on the survey findings are 

summarized below in the tabular format: 

 
Table 5: Factor comparison of the four model restaurants in Gulshan area, Dhaka 

Product 

Form 

 

Attributes/ 

Objects 

 

Atmosphere 

 

Food 

Quality 

 

Reasonabl

e Price 

 

Variety 

in Food 

Menu 

 

Proximity to 

Workplace 

 

Total 

 

  

 
bl. el 

 

b2.e2 

 

b3.e3 

 

b4.e4 

 

b5.e5 

 

 

 

Fast-food 

 

KFC 

 

604 

 

722 

 

210 

 

309 

 

481 

 

2326 

 

Restaurant 

 

Pizza Hut 

 

712 

 

721 

 

208 

 

446 

 

579 

 

2666 

 

 

 

Total 

 

1316 

 

1443 

 

418 

 

755 

 

1060 

 

4992 

 

 

 

Purnima 

 

60 

 

136 

 

311 

 

413 

 

789 

 

1709 

 

Regular-food 

Restaurant 

 

Khushboo 

 

306 

 

329 

 

300 

 

458 

 

519 

 

1912 

 

 

 

Total 

 

366 

 

465 

 

611 

 

871 

 

1308 

 

3621 

 

Grand Total 

 

 

 

1682 

 

1908 

 

1029 

 

1626 

 

2368 

 

 

 

. 

The above table shows that among all the four restaurant models Pizza Hut has the highest score 

of 2666. Then KFC has the second highest score of 2326. Both these restaurants are fast food 

restaurants. Among all the four restaurants, Purnima restaurant has the lowest attitude score 

which is 1709. So it can easily be determined that the customers have more positive attitude 

towards Pizza Hut, which is a fast food restaurant. Among the regular food restaurants, the 

customers have more positive attitude towards Khushboo than Purnima restaurant. 
 

Regarding the fast food restaurant forms, customers have more positive attitude towards Pizza 

Hut over KFC. Based on the salient belief score it can be figured out that KFC has got higher 

score for the attributes like atmosphere, variation in food menu and restaurant's proximity to 
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customers' workplace. KFC has more score compared to Pizza Hut in terms of the attributes, food 

quality and reasonable price. On the other hand, scores of two of the model regular food 

restaurants show that between Purnima and Khushboo customers have got more positive attitude 

towards Purnima for the attributes like reasonable price and closeness of the restaurant to the 

workplace whereas for some other attributes like atmosphere, food quality and variation in food 

menu, customers have more positive attitude towards Khushboo restaurant. So between the two 

models of regular food restaurant, customers have more positive attitude towards Khushboo 

restaurant. 
 

Analysis of the two forms enabled the authors to conclude that customers have more favorable 

attitude towards fast food restaurants for lunch. It is observed that customers have more positive 

attitude toward fast food restaurant for the bundle of attributes like atmosphere of the restaurants 

and food quality whereas the customers show their favorable attitude towards regular food 

restaurants because of the attributes like reasonable price, variation in food menu and due to the 

closeness of the restaurant to the work place.  
 

Limitations and Future Research 

During the true endeavor of conducting the survey, the authors have faced some pitfalls, both 

expected and unexpected. Only the Gulshan area has been covered to conduct the survey and only 

2-3 corporate offices have been picked up to interview the corporate executives who are used to 

visit those restaurants mentioned above during their lunch hour. While conducting this survey, a 

very smaller number of female corporate executives were seen as respondents. As a result, the 

attitude of the female group is not giving a precise picture for this study. The authors have 

surveyed a total of 40 respondents, so it is also a matter of fact that 100% accurate data cannot be 

obtained by surveying such a small size of sample where hundreds of working people are visiting 

those restaurants during lunch hour everyday. Due to the resources constraint large demographic 

part has not been considered in this present study which is left for further research in continuation 

of this topic. Besides, a good number of students and foreign expatriates reside in the mentioned 

locality who have not been added in our study and which can offer the opportunity for future 

researches. 
 

Conclusion 

The present study indicates that the consumers have more favorable attitudes towards fast food 

restaurants than regular food restaurants in terms of having lunch during working hours. It is 

believed that the more favorable the attitude towards an object the more likely the consumers 

intend to select any particular restaurant for dinning. It also reveals that tendency among 

corporate working consumers to choose a fast food restaurant is higher compared to regular food 

restaurants for lunch. Continuous improvement in delivering quality food as well as effective 

food service with the full involvement of the restaurant staffs can make the people fascinated to 

the restaurants. The restaurants in the selected area can project on their unreleased potential by 

bringing varieties in approaches, cuisines, service delivery, etc. to meet the emerging trends of 

consumer needs. 
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