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ABSTRACT

Inability of fast food restaurants in Abakaliki mapolis to respond quickly to external businessiremmental
changes could pose a threat to their continuedesxds. Many restaurants fail each year owing tar timability to
understand and adapt quickly to the external enumiental changes. The objective of the study wafngh out the
relationship between economic and socio-culturasinmss environment and consumers repurchase of fdast
services/products. It was a survey research anchtwalred (200) respondents were drawn randomly tastomers of
fast food restaurants in Abakaliki metropolis. HilpEses were tested using correlation and regressialysis. Finding
showed that negative relationship exists betweena@uic environment and repurchases while strongipeselationship
exists between socio-cultural environment and refpases of fast food products/services. Fast fosthueants in the
metropolis should therefore, consider reductioprafes of their products/services or increase dtbeanent. There is also
need to improve on their services, such as intedgabr, cleanliness, friendly posture of the waitand fast service

delivery.

KEYWORDS: External Business Environment, Economic Environmé&waicio-Cultural Environment and Repurchases

of Fast Food Products/Services
INTRODUCTION

Every organization is subjected to the influencethe environment. The environment provides opputiies that
such organizations could exploit to achieve theialg and the same time threats that could subwet goals. The
external business environment is pervasive andctaffevery organization including fast food restatsa(Asdullah,
Rehman& Ahmad, 2015). Fast food restaurants arsetfions that their food preparations are standadjithey offer
service, utilize management systems and laboungdethniques in providing a limited food menu (sl&aRobins, 1981
in Hammad&Rehman, 2012). Despite the negative &ffet fast food on people’s life, especially, obesind gain in
weight (Asdullah et al 2015; Hammad&Rehman, 20&Xas become part of many Nigerians lifestyle (itea, 2012).
The industry is thriving as evidenced from the ntous fast food outlets that are conspicuously ditethajor cities in the
country including Abakaliki. Despite the increasiogture of eating in the fast food outlets in Nigeand the continued
opening of new ones, some fast food outlets argingdoshop (Salami &Ajobo, 2012). Increasing contetiamong these
fast food and turbulent general business environroeuld be some of the factors that lead to failofesome of these

outlets. Economic and Socio-cultural business envirent are part of the general external environaldotces that affect
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the ability of the fast food outlets to serve itssiomers (Samnani, 2014), and no business can tetistlone survive
without customers (Salami &Ajobo, 2012). These emvinents also affect both the purchasing powerthedlisposition
of the customers to the fast food restaurants. hdaod is an essential commodity, reduction irome could affect fast

food consumption because some consumers couldedeximbok the food themselves in other to redusg co

Economic surrounding of any system is very vitatesiit determines the level of disposable incomeoosumers
(Ogundele, 2005), and affects spending patternwisiof interest to every business organisatiom{&mi, 2014). Socio-
cultural environment on the other hand deals witisé intangible elements which affect people’s bieha, relationship,
perception and way of life (Akpor&Masoje, 2012).i¢t made up conditions and cultural influences Whéhape the
personality of an individual and also affects hes/httitude, disposition, behaviour, approachedettisions and actions.
These two business environmental factors play nrajerin decision process of an individual espégiahen the product
or service involved has close substitutes. Whilaesgtudies have been conducted in Nigerian fast iimustry (Konwea,
2012; Salami &Ajobo 2012), not many have actuadlgided at the business environmental implicationthenrepurchase

of fast food products/services.

The present economic situation in Nigeria is velgogy and businesses are struggling to survivebilibya of
fast food restaurants in Abakaliki to respond glyick external business environmental changes cpos# a threat to its
continued existence. Many restaurants fail each ge@ng to their inability to understand, adaptanticipate market trend
especially when the market trend is difficult t@ §Parsa, Self, Njite& King, 2005). The understagddf the environment,
no doubt, might help the restaurants to initiatenpl and programmes that will help them mitigateatieg impacts of
changes from both the economic and socio-culturagirenments so as to retain their customers. Cenisid the influence
of culture and its pervasive effect on people’sdifle, one can argue that repurchase is parthypduct of the value
system of a given person. Therefore, the objedativehis study was to find out the relationship be¢énw economic and
socio-cultural business environment and consumeglrchase of fast food services/products. Theystsidustified
because failure of these fast food outlets is taatat to loss of jobs and means of livelihood ofmgngeople, loss of

revenue to government and many more negative cunsegs.

REVIEW OF THE RELATED LITERATURE
Fast Food

Fast food refers to a restricted menu of foods itlsasuppliers tend to specialize in product susthamburger,
pizza, chicken and sandwiches (Bender & Bender5)98is the food already prepared and held iritéoch menu items
and has minimal or no table service (Aazir and Q2212). It is also seen as a specific type ofawgsint characterized by
both fast cuisine and minimal table service (Saland Ajobo, 2012). Most often, fast food restawsamok their foods in
bulk in advance and kept hot, package to ordeready to take away, even though seating optionsrage available.
Generally, the term refers to those foods sold iestaurant with low preparation time and servedustomers in a
package that makes it easy for take-away (Islan&I2010). Fast food restaurants or outlets betortpe hospitality
industry. The history of fast food according to&al and Ajobo (2012) dates back to 1912 with opgriha fast food
restaurant called “Automat” in New York, U.S.A. Migeria, fast food business has existed for longraditional sense.
These are roasted plantain, roasted/fried yam, sweat (beef kebab), roasted corn, fura de nonal(mghurt) and so on

(Research and Market, 2010; Salami and Ajobo, 20IBgse foods have always had a high patronageasmdtill
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patronized today. However, the introduction andeatance of modern fast food in the country is adpeb of rapid

urbanization and westernization which have affetiedife styles of Nigerians.

Abakaliki metropolis is the Ebonyi State capitatidast food restaurants that are seen in the tipresent are
Crunchies, Mr. Bigg’s, Citi Chef, City Exotic and sn. These types of restaurants or outlets hawergtremendously in
Nigeria and have a lot of patronage in major cititthe country as well as Abakaliki. The road siéstaurants that sprang
up on daily bases in the city can also be categdras fast food restaurants but fall under locstl flaods and are not part
of this study. Therefore, fast food restaurantsasceptually defined in this study as those reatasfoutlets that have
brand names and offer full services of ranges oflpcts obtainable in conventional fast food outietspective of bias to
local content. These foods range from snacks, burgee and so on which could be take-away or eatghin their

premises.
External Business Environment

Every business operates within some constrainir laveraging factors. These two opposing constrtata
great extent, presents business organizations @pfbortunities and threats. Mainly, it is termedeemtl business
environment. They are forces and events outsidert@nisation that impinge on its activities (Pal®eélartely, 2002), it
is also seen as the totality of physical and sdeietors that are considered while making decisigrindividual in the
organisation (Duncan 1972 in Babalhavaeji&Farhadp2@12). External business environment also refesocial forces,
physical environment and institutions that affée aibility of organisations to achieve their godlsey are taken directly
into consideration by members of organisation irttiree objectives and other business decisions atahsp
(Adeoye&Elegunde 2012). Taking any business detigiithout the consideration of the external envinemt is suicidal
because of its major role in the success or otlserwf any organisation. It is critical to the ga#thinment since both
tangible and non-tangible factors that provide lifeblood for the organization are in the enviromnheThe external
environment of any business refers to those ththgs organisation has no control or influence ober, influences the
organisations’ activities in several ways. This iemvment, though, a scenario that is in existenffeces different
organisations in different ways and influences etedmines the operations and performance of susimésses (Osuagwu,
2001), it also determines what is possible to amsiress organisation, and affects its ability tovesaheir customers
(Samnani, 2014). The configuration of an extermalirenment can spur opportunities to one orgarosatind threat to
another at the same time. External business emaiah is classified into general and task envirortin{daleoye and
Elegunde, 2012; Asdullah et al. 2015). The genexédrnal environment seems to be applicable torgthnisations and
industries within an area and regarded as havigdigect influence on them. Elements in the genemsirenment are social
values, educational, political, economic, legalhdgoural, demographic, natural environment, natueaources and
technological environment (Adeoye and Elegunde 220&hile task environment consist of consumerppsars, labour
market, industry, and financial resources (Asdubalal., 2015). Task environment has direct immeacthe organisation
because of its closeness (Grant, 1999). The fofuki® study is on Economic and Socio-Cultural exé business
environment. In line with Popkin et al. (2005), &xtal business environment is seen as the “comynlaviel factors that
influence households and individual decisions. threo words, fast food restaurants’ external envitent is conceptually
defined in this study as those factors (Economit Sacio-cultural) that influence the decision diindual customers to

continually buy products/services of fast food aesants. It is external because the outlets haveondrol over them;
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hence, it is conceived as the external contexthithvindividual decisions are made (Popkin et2005).
Economic Environment and Repurchase of Fast Food Bducts/Services

Economic environment goes a long way to determippodunities for an organisation (Ogundele, 2005).
Whether small or big, the influence of the econoarigironment on the success of any firm is not estable. It consists
of those external factors in business’ market &edoroader economy that can influence businessy(St@il 3). Economic
environment consists of those economic factors asclemployment, income, inflation, interest ra®ductivity and
wealth, that shapes the buying behaviour of conssimed institutions (Business Dictionary, 2014)islclassified into
macro and micro (Shaw, 2013), the macroeconomidér@mwent consists of those broad factors that &ffke entire
economy directly or indirectly, as a result, itegffs every participant of the economy. Factors suschmterest rates, taxes,
inflation, exchange rates, consumer discretionacgine, savings rates, consumer confidence leve&snployment level
are major features of macroeconomic environmentrddiconomic factors influence how business decisieme made;
they do not affect the entire economy as a wholeaws (2013) listed the factors as market size, demaopply,
competitors, and suppliers, these factors aregfarhat Grant (1999) called the task environmentavourable economic
environment is one that most of the factors arétipesn its outlook. As a determinant of the leeéldisposable income of
consumers (Ogundele, 2005), a favourable economgraament increases consumer income and spendatigrp
(Samnani, 2014). In other words, consumer spenalirigst food restaurants may reflects the lifeguatt of people in line
with economic conditions (Hammad&Rehman, 2012)cd’hecomes a less sensitive issue in the time afioceaic
prosperity because of increase in consumer dispwsabome, while it becomes a major issue in tinfierexession
(Vrontis&Pavlou, 2008). Though food is an essentiainmodity, reduction in income could affect fasbd restaurants

because some consumers could decide to cook thaliemselves to reduce cost. Thus, the followingpliyesis:

Hi: There is a significant relationship between ecaoemvironment and consumer re-purchase of fasdl foo

products/services
Socio-Cultural Environment and Repurchase of Fast Bod Products/Services

This refers to set of beliefs, customs, practices lzehaviour that exist within a population (Buss®ictionary,
2014). Socio-cultural environment is made up oblection of activities and relationships throughigh people engage in
their personal and private lives. It encompassessttiety and its developed norms and the individna his value.
Socio-cultural environmental variables are valumtsifudes, habits, behaviours, lifestyles basedcoiture, religions,
educational, social conditioning associations (A&le|] Oyenuga and Ogundele, 2003; Wetherly, 201Maziku,
Majenga&Mashenene, 2014). The socio-cultural bssirenvironment therefore revolves around peopiediwithin the
geographical location of such business. It is thenflation upon which individual decision to buyatular product is
based. It therefore, seems that the economic emwieat (micro) upon which economic decision to buyot to buy is
supportive of the socio-cultural environment beeanmney has alternative uses and the priority ®ctmsumer to some
extent is determined by his/her life style. Yourepple are mostly attracted to fast food restaurbatause it provides
them the opportunity to socialize (Konwea, 2012pwiddays, high value is placed on time and thisiheseased the
consumption of meal with minimum time effort, thieyancreasing the demand for meals outside homer(ig&Pavlou,
2008). One of the major variables is value. It wefi what desirable goals are and forms the basisténdard

measurement and judging actions (Maziku et al.,420Values refer to what an individual considerghtior wrong
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(Robbins & Coulter, 2007). Thus, value is centrathis study considering that individual decisi@msl convictions shape

the socio-cultural environment of fast food ressautis, thus, the following hypothesis:

H,: There is a significant relationship between saxittural environment and consumer re-purchase sifféaod

products/services.

RESEARCH METHODS

Research Design and Sampling

The study adopted descriptive survey design. mast appropriate because the study involves narrai facts
and characteristics concerning individuals (Kotlzard Garg, 2014) with a view to making some préatist Structured
guestionnaire with 18 items was used to measuredtiables under study. Economic environment waasmesd with 8
items, Socio-cultural environment was measured @iiiems while repurchase of product and servicas measured with
4 items. All the items were close ended questicaset on 7 point Likert scale with “Very stronglyreg’ weighted 7

point while “Neither agree nor disagree” was wegghl point.

Infinite population was assumed because it wagcdiffto know for certainty the number of peoplattpatronize
fast food restaurants in Abakaliki metropolis. Aaloof 200 respondents were randomly selected Her study using

convenience sampling technique, out of which 158esof questionnaire were usable.
Validity and Reliability of the Instrument

Content validity was employed to determine thedigliof the instrument. Factor analysis was usedsiablish
the validity of the measuring instrument througbtda loadings as suggested by Hair, Anderson, Tathad Black

(2006). All the items measuring a particular cansttfoaded highly on the construct, thus, confirgrineir validity.

Cronbach alpha was employed to test the reliakiftyhe instrument. This yielded 0.50 which is sgeenough

for the study given the varied background of trepomdents.
ANALYSIS AND RESULTS

Table 1 shows Kaiser-Meyer-Olkin (KMO) of 0.520.neasures sampling adequacy. This was necessa&y giv
that the sample size was arbitrarily chosen. Thiith, KMO, it has been proved that the number of glenwas adequate
for the study and also confirmed the suitabilityfadtor analysis since the KMO value is above ttmeptable limit of 0.5,
(Ogba, 2007). Bartlett's Test of Sphericity gavp-galue of 0.001 which shows that there is a sigaift correlation

among the variables.

Table 1: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.520
Approx. Chi-Square 2,195.684
Bartlett's Test of Sphericity Df 253
Sig. 0.000

Source:SPSS 20.0

Table 2 was the test of the hypothesis which stdtas there is a significant relationship betweenrn®mic

environment and consumer repurchase of fast foodyats/services. From the table, the hypothesapported (r = -234,
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p-value < 0.006). It shows a negative correlatietwieen the two, this is understandable given unfealile economic

environment, the state and country in generaldséaas a result of oil price slump.

Table 2: The Correlations Matrix of Economic Environment and
Repurchase of Fast Food Products/Services

Economic | Repurchase
Economic Pearson Correlation 1 -.234(*)
Sig. (2-tailed) .005
N 148 144
Repurchase | Pearson Correlation | -.234(**) 1
Sig. (2-tailed) .005
N 144 156

** Correlatios significant at the 0.01 level (2-tailed).Sour8€SS, ver. 20.0

The test of hypothesis Il which states that thera Bignificant relationship between Socio-cult@avironment
and consumer repurchase of fast food productstsenis presented in table 3. The hypothesis was salgported (r =

0.176, p-value < 0.030). Though the relationshipvesak, it is statistically significant and therefpthe hypothesis is

accepted.

Table 3: The Correlations Matrix of Socio-Cultural Environment and
Repurchase of Fast Food Products/Services

Socio-Cultural | Repurchase
Socio-cultural | Pearson Correlation 1 176(%)
Sig. (2-tailed) .029
N 158 154
Repurchase Pearson Correlation 176(%) 1
Sig. (2-tailed) .029
N 154 156

* Correlation igyeificant at the 0.05 level (2-tailed).Source: SP&S. 20.0

Multiple regression analysis was carried out tahier test the formulated hypotheses. The reasdhaistwo
hypotheses were formulated in the study which méfaaismore than one independent variable accoubtetthe variance
in the dependent variable; the result is preseimtadble 4. The regression model possesses a is@mtifF-test score~¢
15.825; P <001) which shows that it has good exitay power (Hughes & Morgan, 2007). To ensure that
multicollinearity was not an issue, tolerance vatu variance inflation factor (VIF) was tested.l€Fance value was
0.999 which is greater than 0.10, while variandéaiion factor was 1.00, which is less than 10. Hmalysis showed
absence of multicollinearity (Tabachnick&Fidell, @). The result showed mixed relationship betweeateraal
environmental factors considered and repurchastasif food products/services. Economic environmenhegatively
related to repurchase of products/services of fizamtl restauranté3 = - 0.224, P< 0.005)Socio-cultural environment
shows a moderate relationsk{lp = 0.361, P< 0.001)lt is therefore, necessary to device strategy wikthelp fast food
restaurants to overcome challenges posed by tisemqireconomic environment since it is affectingrthreegatively. More
attention should also be directed to those issussrélates to the socio-cultural environment, esply the value system

of people within Abakaliki Metropolis.
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Table 4: Multiple Regression Analysis

Independent variables (R) T-value P-value
Economic Environment -0.253 -2.919 .004
Socio-cultural Environment 0.336 4,718 .000
R 0.185
Adjusted R 0.174
F-value 15.825 .000

Dependent idhle: Repurchase of products/service of fast foestaurants Source: SPSS, ver.
20.0

CONCLUSIONS, IMPLICATIONS AND RECOMMENDATIONS

The economic environment in Ebonyi State todayussiriess unfriendly occasioned by falling oil prieesl high
inflation as a result of pressure on naira. Citizettuggle to make ends meet and the negative ingpamany businesses
is enormous. Fast food sub-sector is not exemiexn the study, there is a negative relationshipvben the economic
environment and consumer repurchase of fast foodygts/services. It seems that consumers contmueduce their
purchases as inflation reduces their purchasingepawd at the same time increase the prices oliptstdervices of these
fast food restaurants. Therefore, as the economiiranment becomes more hostile by virtue of ecoironardship,
uncertainty and high inflation, the rate of repash of fast food products/services decrease. $hisline with Asdullah
et al. (2015) assertion that in a poor economyplgemay prefer to save their money by eating atéoamd this could
expose fast food firms to profit losses. Adeoyel@0also found that the economic environment hagrgract on the
performance of Nigerian food and beverage indug&opnomic surrounding of any business (fast foatlargants) goes a

long way in causing its failure (Ogundele, 2005).

A strong positive relationship was found betweerisaultural environment and repurchase of fastdfoo
products/services in Abakaliki metropolis. Fastdagestaurants can therefore, leverage on factatsaibpeal to the value
system of the people in the metropolis to retairstigotheir existing customers and through theierefice attract new
ones. This will in no small measures enhance tparohase of their products/services. Since repsecima reflection of
customers’ loyalty which deals with the same brpodchase despite situational influences (Salmanir&S2014), it
shows that fast food restaurants can actually ingioyalty by skewing their product/services tovgattie prevailing

value system of consumers in the metropolis

The implication is that the ability to retain antract new customers lies in the strategies adopyethst food
restaurants at this point in time. They could cdesithe reduction of prices of their products/sssi or increase
advertisement. There is also need to improve oin seevices, such as internal décor, cleanlinggmndly posture of the
waiters and fast service delivery. While some efaptions may be difficult given increased operalaost, sacrifices are

required in a period of economic downturn to beedblretain customers, and thereby improve long @erformance.

LIMITATIONS

First, the study considered fast food restauranthimwthe urban area and within the same localthe
generalization of the findings with a different @owment should be approached cautiously becauskffefences in the
prevailing economic and socio-cultural environme3gcondly, there is no doubt that a relationshiigtexoetween the

external business environment and fast food restasifrom the study, but this relationship may bigjiect to moderation
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of another variable. Future research may considféereint geographical locations (Cities) considgrithe heterogenic
nature of Nigerian society with its attendant diéfet cultures.
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