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Abstract

This paper is a study of the consumer behavior of street food in Bangladesh, which was carried out with the aid of questionnaires targeted at Bangladesh consumers. This research was done in Dhaka City. This marvel is more found in the urban zones of Dhaka City also. In Dhaka City during recent years, there has been an expanding pattern towards the deal and utilization of road sustenance at the street side. 

In Dhaka City amid late years, there has been an expanding pattern towards the deal and utilization of road sustenance at the street side. This wonder is more found in the urban territories of Dhaka City also. This investigation planned to know purchaser conclusions towards road sustenance. Road nourishment part has significant potential for producing salary and business. From the investigation consumer of young aged people find street food tastier and have it frequently. Though they are highly price sensitive and highly concerned about the atmosphere. This investigation will help road sellers to enhance the offers of road sustenance with consumer loyalty. This examination will be useful in creating business particularly for youth from among the monetarily flimsier segment in Dhaka City.
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 (
CHAPTER 1
INTRODUCTION
)

1.1 Background of the Study
Street food is prepared food or drink sold by a hawker, or seller, in a street or other open place, for example, at a market or reasonable. Street food is tasty, prepared to eat food or drink sold on the street, in a market, park or other public place. It is sold by a peddler or merchant from a compact slow down, truck or sustenance truck. Some road sustenance are provincial however many are not, having spread past their place of beginning and delighted in locally for their fascinating or bizarre fixings and flavors. Most road nourishments are viewed as both finger sustenance and drive-thru food and are more sensibly valued than eatery dinners. 1.6 billion Individuals overall eat road nourishment consistently, as per a 2007 Food and Agriculture Organization think about. Bangladesh is a country in South Asia. It is the largest country by area, the second most populous country and the most populous democracy in the world. The economic growth of Dhaka city has been exemplary since its creation as a separate city. The State economy grew at a growth rate higher than the Bangladeshi economy during most of the period. In Bangladeshi food service marketing Street food categorized under unorganized food sector. In Dhaka city, urban street food vendors are provided licenses on terms and conditions similar to regular eating establishments. The City Corporation has prescribed certain guidelines for urban street food vendors and collects an annual license fee from them. Individuals appreciate road nourishment for various reasons: for a brisk, cheap nibble on the run, to test delightful nearby or colorful sustenance in a social setting, to encounter new ethnic cooking styles and to help business visionaries, little sustenance organizations and neighborhood sellers. Road nourishment is prepared to eat sustenance and refreshments arranged and sold by sellers and vendors out in the open places particularly in boulevards and other comparable open places, for example, schools, healing facilities, railroad stations, transport terminals, strip malls and so forth at sensible costs. 

Road sellers are a fundamental piece of urban economies around the globe, offering simple access to an extensive variety of merchandise and ventures openly spaces. They offer everything from crisp vegetables to arranged nourishments. Numerous investigations have analyzed the qualities of merchants and have discovered that road nourishment sellers don't frame a homogenous gathering, yet vary as indicated by different financial and statistic criteria and, in a few areas, fall into recognizable groupings. Regarding method of moving, merchants can be comprehensively characterized into stationary and wandering.

1.2 Rational of the Study
This study would contribute additionally to the existing knowledge in the field of performance evaluation based on working conditions and consumer behavior of the street foods in Dhaka city. This report is titled “Consumer behavior on Street Food in Bangladesh:  A Case Study on Dhaka City” is prepared for fulfilling a partial requirement of both the BBA and the project report Program. To prepare the report as a learner I have taken necessary assistance from my honorable teacher Mohammad Tariq Hasan, Assistant Professor, School of Business & Economics, United International University who supervised me, different kinds of books & some information provided me.

1.3 Objectives of the Study
1.3.1 Broad Objectives
The main objective of the study is Consumer behavior on Street Food in Bangladesh: A Case Study on Dhaka City.

1.3.2 Specific Objectives
The specific objectives are as follows:
· To understand the consumers perception toward street food in Dhaka city. 
· To know the skill development program for street food vendors in Dhaka city.
· To investigate and review the existing literature on consumer behavior in order to form the theoretical foundation behind the identification of the factors that impact on a consumers buying behavior towards street food.
· To analyze the perception of Bangladesh consumers towards the street food products of available in the market.
· To find out the problem faced by consumer behavior on Street Food in Dhaka City.
· To suggest some recommendations in consumer behavior on Street Food in Dhaka City.


1.4 Methodology of the Study
This report has been prepared based on primary & secondary data.

1.4.1 Date Design
Questionnaire survey technique was used for primary data collection. Secondary data were compiled for the best result. The reason is to be providing adequate discussion for the readers that will help them understand more about the issue and the different variables that is involved with it. On the other hand, the literature reviews to be presented that will also represent the secondary data of the study. The secondary sources of data will come from published articles from business and advertising journals and theses and related studies on advertising. To set up this report the required data has been gathered from auxiliary source.To prepare this report the required information gathered from both primary and secondary sources.

a. Primary Data
Questionnaire survey technique was used for primary data collection. Primary data means original data that has been collected specially for the purpose in mind Primary data is data that is collected by a researcher from first-hand sources, using methods like surveys, interviews, or experiments. It is collected with the project research in mind, directly from primary sources. I have used a questionnaire for my survey.		

b. Secondary Data
The Secondary data has been collected from different national and international journals, articles, reports, statistics and surveys as well as from different governmental and non-governmental studies and local NGOs and organizations. The Daily News Papers are also used as a source of secondary information. At the same time, websites of different agencies and organizations were tracked and monitored regularly to gather information. Internet was also used a lot to collect secondary data.


1.4.2 Sample design
Sampling design is an unequivocal arrangement for acquiring an example from a given populace: 
· Sample Procedure: Non-likelihood comfort testing system is utilized in the review.
· The sample size: The sample size is 60 respondents.
· Time period: Time period for data collection is after November 9, 2018 to December 24, 2018.

1.4.3 Analytical tools
Firstly, collected data were edited properly. Then these edited data were classified through proper tabulation according to their nature. After that, data were analyzed in the manner of quantitative data. To analyze data different statistical method (frequency distribution, percentage) were applied. Finally results of the study were presented both by tabular and graphical form. For preparing this report some graph, trend analysis is used. Different software for data analysis and reporting were used. Those are Microsoft word, Microsoft Excel etc.

1.4.4Variable Design
This is a well structure type of questionnaire and used to conducting survey on consumer behavior on Street Food in Dhaka City. Here average time was 4-5 minutes for every respondent. There are 20 questions in the questionnaire.


 (
CHAPTER 2
LITERATURE REVIEW
)

2.1 Consumer behavior
Purchasers are the customers who purchase the items or administrations. Their purchasing conduct is individualistic and is reliant on the client and his condition, be it their salary, discernments, prevailing fashions and likes, economic wellbeing, culture and so forth. Along these lines, there is each need for the advertisers to obviously comprehend the basic leadership and customer purchasing conduct. Loudon and Delia Bitta characterize purchaser conduct as the basic leadership process and physical action associated with procuring, assessing, utilizing and discarding merchandise and ventures (Baker, 2000). The purchasing choice of the buyer begins with an inward want or a goal. At that point, he accumulates information in such manner and scans for the accessible choices to choose the last arrangement, thinking about the different elements. The advertisers need to comprehend the mental state of the purchasers, their choice procedure and grapple with the way that companions, family and environment assume a critical job in such choices. The control of showcasing depends on shopper conduct and expects to make higher client esteem than the contenders. Client esteem is the distinction between the aggregate advantage that the client accumulates from the item and the total of the considerable number of costs that the client pays to possess the item or administration. Item choices, for example, estimating, limited time procedures, adding new items to the line and bundling ought to be reliable with the purchasing expectations and practices of the customers (Khan, 2007). 

2.2 Consumer Decision
In devices promotes the customer will settle on the decision to purchase inventive things to fulfill and satisfy their yearning. In like manner, there are a couple of variables that can affect client to pick which thing they will use for give their necessities.

2.2.1 Social effects 
As per Boone and Kutz (2006) they have communicated on this point in every client have a place with the each party. As prior for the most part experience can emerge out of a gathering of family, neighborhood gatherings, work and network. Likewise, a gathering participation can impacts person's buy choice by qualities, mentality and conduct that a gathering esteems suitable for its part. Consequently, numerous buyers are regularly emphatically settling on choice by individuals who the purchaser knows and trusts. 
2.2.2 Economic Person
Numerous advertisers comprehend shopper conduct from financial aspects. Particularly, the suspicion among individuals and reasonable in their conduct by distinguished the conduct that identifying with value, buyer salary, customer taste, and nature of items. Along these lines, the interest of drug is energy related with low cost of prescription, high cost for items substitutes (abnormal state of purchaser pay, high training, high tastes). Likewise, the nature of items included with administrations. 

2.2.3 Personal Influences 
Every individual is driven by arrangement of needs and loads that affect lead by characteristics, manners, personality and feelings. This could help promoter foreseen the individual effect from the field of mind look into. Thusly, singular characteristics have as for obtaining conduct on our essential initiative and personality can be significant for sponsor to dismembering buyer lead for explicit things or select their choice (Armstrong and Kotler, 2008).The advertisers can all the more likely foresee how purchasers will react to showcasing methodologies. Additionally, they have to comprehend the choice procedures and demonstrations of individuals associated with purchasing and utilizing items. Solomon (1991) expressed that a shopper choice is a reaction to an issue. Schiff man and Kanuk (1978) portrayed that choice is the choice of an activity from at least two elective decisions. It implies that there must be more that one elective decision at whatever point a client is settling on a choice. Kotler (1996) called attention to that the purchaser purchasing process is the aggregate of option, buy choice, and buy assessment.


 (
CHAPTER 3
DATA ANALYSIS
)

3.1 Respondents of Gender
Male and female both are given the equal response, but female respondents are more interested to eat street food.

Table 3.1
Respondents of Gender
	Variables
	Frequency
	Percentage

	Male
	45
	75%

	Female
	15
	25%

	Total
	60
	100%












Figure 3.1
Respondents of Gender

The figure shows that out of 60 respondents 75% respondents are Male and 25% respondents are Female. It can be said that most of the respondents are male.



3.2Respondents of Age
I have segmented the age as four age group, according to the survey all ages people are like to eat street food, but those who are in the last segment they are more concern about the health and try to avoid eat street food.

Table 3.2
Respondents of Age
	Variables
	Frequency
	Percentage

	15 - 25 Years 
	44
	73.3%

	26 - 35 Years
	15
	25%

	36 - 45 Years
	-
	-

	46 - 55 Years
	1
	1.7%

	Total
	60
	100%












Figure 3.2
Respondents of Age

The figure shows that out of 60 respondents 73.3% respondents are 15-25 years, 25% respondents are 26-35 years and 1.7% respondents are 46-55 years old. So it can be said that most of the respondents are 15-25 years old. 
[bookmark: _GoBack]


3.3Respondents of Marital status
Table 3.3
Respondents of Marital status
	Variables
	Frequency
	Percentage

	Married
	51
	85%

	Unmarried
	9
	15%

	Total
	60
	100%












Figure 3.3
Respondents of Marital status

The figure shows that out of 60 respondents 85% respondents are married and 15% respondents are unmarried. It can be said that most of the respondents are married.


3.4Respondents of Religion
Table 3.4
Respondents of Religion
	Variables
	Frequency
	Percentage

	Islam
	53
	88.3%

	Hindu
	7
	11.7%

	Christian
	
	

	Others
	
	

	Total
	60
	100%












Figure 3.4
Respondents of Religion

The figure shows that out of 60 respondents 88.3% respondents are Islam and 11.7% respondents are Hindu. It can be said that most of the respondents are Islam.


3.5Respondents of Occupation
Table 3.5
Respondents of Occupation
	Variables
	Frequency
	Percentage

	Service holder
	37
	61.7%

	Student
	18
	30%

	Business
	2
	3.3%

	Others
	3
	5%

	Total
	60
	100%












Figure 3.5
Respondents of Occupation

The figure shows that out of 60 respondents 61.7% respondents are service holder, 30% respondents are student, 3.3% respondents are businessman and 5% respondents are others occupation. It can be said that most of the respondents are service holder.


3.6Do you like street food?
Table 3.6
Like street food
	Variables
	Frequency
	Percentage

	Yes
	52
	86.7%

	No
	8
	13.3%

	Total
	60
	100%












Figure 3.6
Like street food

The figure shows that out of 60 respondents 86.7% respondents are said yes and 13.3% respondents are said no. It can be said that most of the respondents are said like street food.


3.7How frequently do you prefer consuming street food?
Table 3.7
Prefer consuming street food
	Variables
	Frequency
	Percentage

	Frequently
	35
	58.3%

	Occasionally
	20
	33.3%

	None
	5
	8.3%

	Total
	60
	100%












Figure 3.7
Prefer consuming street food

The figure shows that out of 60 respondents 58.3% respondents are frequently, 33.3% respondents are occasionally and 8.3% respondents are said non of prefer consuming street food. It can be said that most of the respondents are said frequently prefer consuming street food.


3.8Tastes of the street food is good
Table 3.8
Tastes of the street food
	Variables
	Frequency
	Percentage

	Strongly Disagree
	2
	3.3%

	Disagree
	1
	1.7%

	Neutral
	14
	23.3%

	Agree
	28
	46.7%

	Strongly Agree
	15
	25%

	Total
	60
	100%














Figure 3.8
Tastes of the street food

The figure shows that out of 60 respondents 25% respondents are strongly agree, 46.7% respondents are agree and 23.3% respondents are neutral but 1.7% respondents are disagree and 3.3% respondents are strongly disagree of the tastes of the street food. So it can be said that most of the respondents are agreed about the street food is good.


3.9In the selection of street food price is an important factor
Table 3.9
Street food price
	Variables
	Frequency
	Percentage

	Strongly Disagree
	1
	1.7%

	Disagree
	7
	11.7%

	Neutral
	18
	30%

	Agree
	9
	15%

	Strongly Agree
	25
	41.7%

	Total
	60
	100%














Figure 3.9
Street food price

The figure shows that out of 60 respondents 41.7% respondents are strongly agree, 15% respondents are agree and 30% respondents are neutral but 11.7% respondents are disagree and 1.7% respondents are strongly disagree of the selection of street food price is an important factor. So it can be said that most of the respondents are strongly agreed about the selection of street food price is an important factor.


3.10In the selection of street food atmosphere is an important factor
Table 3.10
Street food atmosphere
	Variables
	Frequency
	Percentage

	Strongly Disagree
	6
	10%

	Disagree
	7
	11.7%

	Neutral
	10
	16.7%

	Agree
	14
	23.3%

	Strongly Agree
	23
	38.3%

	Total
	60
	100%














Figure 3.10
Street food atmosphere

The figure shows that out of 60 respondents 38.3% respondents are strongly agree, 23.3% respondents are agree and 16.7% respondents are neutral but 11.7% respondents are disagree and 10% respondents are strongly disagree of the selection of street food atmosphere is an important factor. So it can be said that most of the respondents are strongly agree about the selection of street food atmosphere is an important factor.


3.11In the selection of street food availability is an important factor
Table 3.11
Street food availability
	Variables
	Frequency
	Percentage

	Strongly Disagree
	3
	5%

	Disagree
	1
	1.7%

	Neutral
	13
	21.7%

	Agree
	27
	45%

	Strongly Agree
	16
	26.7%

	Total
	60
	100%














Figure 3.11
Street food availability

The figure shows that out of 60 respondents 26.7% respondents are strongly agree, 45% respondents are agree and 21.7% respondents are neutral but 1.7% respondents are disagree and 5% respondents are strongly disagree of the selection of street food availability is an important factor. So it can be said that most of the respondents are agreed about the selection of street food availability is an important factor.


3.12 To entertain friends, do you prefer street food?
Table 3.12
Prefer street food
	Variables
	Frequency
	Percentage

	Strongly Disagree
	5
	8.3%

	Disagree
	6
	10%

	Neutral
	8
	13.3%

	Agree
	20
	33.3%

	Strongly Agree
	21
	35%

	Total
	60
	100%














Figure 3.12
Prefer street food

The figure shows that out of 60 respondents 35% respondents are strongly agree, 33.3% respondents are agree and 13.3% respondents are neutral but 10% respondents are disagree and 8.3% respondents are strongly disagree of the entertain friends prefer street food. So it can be said that most of the respondents are strongly agreed about the entertain friends prefer street food.


3.13Do you think packaging facility need for street food?
Table 3.13
Packaging facility need for street food
	Variables
	Frequency
	Percentage

	Strongly Disagree
	4
	6.7%

	Disagree
	3
	5%

	Neutral
	10
	16.7%

	Agree
	12
	20%

	Strongly Agree
	31
	51.7%

	Total
	60
	100%














Figure 3.1
 Packaging facility need for street food

The figure shows that out of 60 respondents 51.7% respondents are strongly agree, 20% respondents are agree and 16.7% respondents are neutral but 5% respondents are disagree and 6.7% respondents are strongly disagree of the packaging facility need for street food. So it can be said that most of the respondents are agreed about packaging facility need for street food.


3.14Do you prefer take street food instead of lunch?
Table 3.14
 Prefer take street food instead of lunch
	Variables
	Frequency
	Percentage

	Strongly Disagree
	25
	41.7%

	Disagree
	15
	25%

	Neutral
	11
	18.3%

	Agree
	5
	8.3%

	Strongly Agree
	4
	6.7%

	Total
	60
	100%














Figure 3.14
Prefer take street food instead of lunch

The figure shows that out of 60 respondents 6.7% respondents are strongly agree, 8.3% respondents are agree and 18.3% respondents are neutral but 25% respondents are disagree and 41.7% respondents are strongly disagree of the prefer take street food instead of lunch. So it can be said that most of the respondents are strongly disagreed about the prefer take street food instead of lunch.


3.15Do you think eat street food contains on addictives?
Table 3.15
Eat street food contains on addictives
	Variables
	Frequency
	Percentage

	Strongly Disagree
	4
	6.7%

	Disagree
	8
	13.3%

	Neutral
	29
	48.3%

	Agree
	16
	26.7%

	Strongly Agree
	3
	5%

	Total
	60
	100%














Figure 3.15
Eat street food contains on addictives

The figure shows that out of 60 respondents 5% respondents are strongly agree, 26.7% respondents are agree and 48.3% respondents are neutral but 13.3% respondents are disagree and 6.7% respondents are strongly disagree of the eat street food contains on addictives. So it can be said that most of the respondents are neutral about eat street food contains on addictives.


3.16Do you consider street food hygienic?
Table 3.16
Consider street food hygienic
	Variables
	Frequency
	Percentage

	Strongly Disagree
	18
	30%

	Disagree
	13
	21.7%

	Neutral
	16
	26.7%

	Agree
	10
	16.7%

	Strongly Agree
	3
	5%

	Total
	60
	100%














Figure 3.16
Consider street food hygienic

The figure shows that out of 60 respondents 5% respondents are strongly agree, 16.7% respondents are agree and 26.7% respondents are neutral but 21.7% respondents are disagree and 30% respondents are strongly disagree of the consider street food hygienic. So it can be said that most of the respondents are strongly disagreed about consider street food hygienic.


3.17Over the past three years, the quality of street food has improved
Table 3.17
Quality of street food
	Variables
	Frequency
	Percentage

	Strongly Disagree
	5
	8.3%

	Disagree
	6
	10%

	Neutral
	22
	36.7%

	Agree
	19
	31.7%

	Strongly Agree
	8
	13.3%

	Total
	60
	100%














Figure 3.17
Quality of street food

The figure shows that out of 60 respondents 13.3% respondents are strongly agree, 31.7% respondents are agree and 36.7% respondents are neutral but 10% respondents are disagree and 8.3% respondents are strongly disagree of the past three years, the quality of street food has improved. So it can be said that most of the respondents are neutral about the past three years, the quality of street food has improved.


3.18Price of the street food is Reasonable
Table 3.18
Reasonable Price of the street food
	Variables
	Frequency
	Percentage

	Strongly Disagree
	1
	33.3%

	Disagree
	3
	41.7%

	Neutral
	11
	18.3%

	Agree
	25
	5%

	Strongly Agree
	20
	1.7%

	Total
	60
	100%














Figure 3.18
Reasonable Price of the street food

The figure shows that out of 60 respondents 1.7% respondents are strongly agree, 5% respondents are agree and 18.3% respondents are neutral but 41.7% respondents are disagree and 33.3% respondents are strongly disagree of the price of the street food is reasonable. So it can be said that most of the respondents are disagreed about the price of the street food is notreasonable.


3.19Do you willing to travel a distance to take street food?
Table 3.19
Travel a distance to take street food
	Variables
	Frequency
	Percentage

	Strongly Disagree
	11
	18.3%

	Disagree
	9
	15%

	Neutral
	10
	16.7%

	Agree
	17
	28.3%

	Strongly Agree
	13
	21.7%

	Total
	60
	100%














Figure 3.19
Travel a distance to take street food

The figure shows that out of 60 respondents 21.7% respondents are strongly agree, 28.3% respondents are agree and 16.7% respondents are neutral but 15% respondents are disagree and 18.3% respondents are strongly disagree of the travel a distance to take street food. So it can be said that most of the respondents are agreed about the travel a distance to take street food.
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CHAPTER 4
FINDINGS AND ANALYSIS OF THE STUDY
)

4.1 Findings of the Study
The intention of this study is to know about the Consumer behavior on Street Food in Bangladesh: A Case Study on Dhaka City. The major finding of overall of study is discussed below: 
· In Bangladeshi food service market street food is classify under unorganized food servicesegment, its present market share of 70 percent with compound annual growth rate up to10 percent. To do so, there are business convenience as street food to start their ownbusiness for a reasonable investment, low overheads and small, if any specialist knowledge,skills or experience.
· Street foods arefamous in Dhaka City as 100 percent of peoples are found aware about streetfood.
· Most of the peoples eating street food monthly followed by, 29 % eating weekly, 21% people eat food occasionally and 17 % of peoples eating street food every day.
· Many peoples of Dhaka City eating street food because it’s very tasty with quick preparativeat low cost. While few peoples have group impact they eat street food as treat given byfriends and relatives.
· Street foods available in areas around habitation of peoples, Bus Stands, Railway Stations,Around Schools, Colleges, Universities, Shopping Centers, Markets And Others Public Places.
· Few members of a family avoid street food because they feel it is not hygienic and do nothave nutritional supplements-: they feel that it is not good for health because of very spicy&savory.
· As part of projectpure Street Food, FSSAI will partner with the Ministry of Skill Development &Entrepreneurship to train street food vendors.

 (
CHAPTER 5
CONCLUSION & RECOMMENDATIONS
)

5.1 Conclusion
This paper is a study of the consumer behavior of street food in Bangladesh, which was carried out with the aid of questionnaires targeted at Bangladesh consumers. In Dhaka City during recent years, there has been an expanding pattern towards the deal and utilization of road sustenance at the street side. This research was done in Dhaka City. This marvel is more found in the urban zones of Dhaka City also. To do as such, data was gotten from 60 respondents of Dhaka City. This investigation planned to know shopper conclusions towards road nourishment. Road sustenance segment have impressive potential for producing salary and business. This investigation will help road sellers to enhance the offers of road nourishment with consumer loyalty. This investigation will be useful in producing work particularly for youth from among the monetarily more fragile area in Dhaka City.


5.2 Recommendations
I will also provide the following recommendation can be added. The major recommended of overall study is discussed below:

Recommended for Vendor
· Selection of crude material ought to be cautiously from dependable source or approved wholesalers. 
· Food planning ought to be in sterile condition and containing dietary benefit. 
· Food handlers should wear a uniform it might make constructive effect on buyer observation and they have to keep up close to home cleanliness. 
· Food handlers ought to take an interest in workshops on ability advancement, directed by National Association of road merchants.

Recommended for Customer
· Currently the demand to eat outside at simple and helpful areas is expanding and individuals currently anticipate an assortment of moderate and worldwide standard sustenance and administrations in Dhaka itself.
· As should be obvious in our study KFC being most favored by buyers, Bangladeshi junk food new companies have huge degree and chance to investigate the necessities and oblige the differing and developing drive-thru food request in Dhaka.
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Questionnaire
Dear Respondent,
As a student of United International University, I have been assigned to conduct a research program this report on “Consumer behavior on Street Food in Bangladesh: A Case Study on Dhaka City”. To accomplish the goal of conducting the research I need your valuable participation and opinion on series of questionnaire listed below. Your response will be kept confidential and only be used for the academic purpose.

1. Respondents of Gender
a) Male		b) Female

2. Respondents of Age
a) 15 - 25 Years 	b) 26 - 35 Years	c) 36 - 45 Years
d) 46 - 55 Years

3. Respondents of Marital status
a) Married		b) Unmarried

4. Respondents of Religion
a) Islam		b) Hindu		c) Christian
d) Others

5. Respondents of Occupation
a) Service holder	b) Student		c) Business
d) Others

6. Do you like street food?
a) Yes		b) No

7. How frequently do you prefer consuming street food?
a) Frequently	b) Occasionally	c) None


	(SD: Strongly Disagree, D: Disagree, N: Neutral, A: Agree, SA: Strongly Agree)

	SL
	Particulars
	SD
	D
	N
	A
	SA

	8
	Tastes of the street food is good
	
	
	
	
	

	9
	In the selection of street food price is an important factor
	
	
	
	
	

	10
	In the selection of street food atmosphere is an important factor
	
	
	
	
	

	11
	In the selection of street food availability is an important factor
	
	
	
	
	

	12
	To entertain friends, do you prefer street food?
	
	
	
	
	

	13
	Do you think packaging facility need for street food?
	
	
	
	
	

	14
	Do you prefer take street food instead of lunch?
	
	
	
	
	

	15
	Do you think eat street food contains on addictives?
	
	
	
	
	

	16
	Do you consider street food hygienic?
	
	
	
	
	

	17
	Over the past three years, the quality of street food has improved
	
	
	
	
	

	18
	Price of the street food is Reasonable
	
	
	
	
	

	19
	Do you willing to travel a distance to take street food?
	
	
	
	
	



Gender
Respondents of Gender	Male	Female	75	25	Age
Respondents of Age	15 - 25 Years 	26 - 35 Years	36 - 45 Years	46 - 55 Years	73.3	25	1.7	Marital status
Respondents of Marital status	Married	Unmarried	85	15	Religion
Respondents of Religion	Islam	Hindu	Christian	Others	88.3	11.7	Occupation
Respondents of Occupation	Service holder	Student	Business	Others	61.7	30	3.3	5	Like street food
Like street food	Yes	No	86.7	13.3	Prefer consuming street food
Prefer consuming street food	Frequently	Occasionally	None	58.3	33.300000000000004	8.4	Tastes of the street food
Tastes of the street food	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3.3	1.7	23.3	46.7	25	Street food price
Street food price	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	1.7	11.7	30	15	41.7	Street food atmosphere
Street food atmosphere	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	10	11.7	16.7	23.3	38.300000000000004	Street food availability
Street food availability	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	5	1.7	21.7	45	26.7	Prefer street food
Prefer street food	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	8.3000000000000007	10	13.3	33.300000000000004	35	Packaging facility need for street food
Packaging facility need for street food	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	6.7	5	16.7	20	51.7	Prefer take street food instead of lunch
Prefer take street food instead of lunch	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	41.7	25	18.3	8.3000000000000007	6.7	Eat street food contains on addictives
Eat street food contains on addictives	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	6.7	13.3	48.3	26.7	5	Consider street food hygienic
Consider street food hygienic	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	30	21.7	26.7	16.7	5	Quality of street food
Quality of street food	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	8.3000000000000007	10	36.700000000000003	31.7	13.3	Reasonable Price of the street food
Reasonable Price of the street food	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	33.300000000000004	41.7	18.3	5	1.7	Travel a distance to take street food
Travel a distance to take street food	Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	18.3	15	16.7	28.3	21.7	image1.png




