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ABSTRACT: 

-

place of  dining out play an important role in shaping preferences toward casual dining. Differ-

 the most important 
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lenio (nacidos entre 1981 y 2000), entre dos culturas y en el seno de su cultura (Rozin, 2003), 

 género 
-

-

diferencias encontradas entre las preferencias de las mujeres y de los varones polacos son 
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RESUMO: 
(nascidos entre 1981 e 2000), entre duas culturas e no seio da sua cultura (Rozin, 2003), por 
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forma a à restauração 
-

preferências em relação a restaurantes informais. As diferenças encontradas entre as prefe-

-

Palavras-chave: preferências alimentícias, restaurantes 

customers. Literature is replete with studies of  segmentation, motiva-

sector is confronted with cultural diversity and its accompanying het-

n comparing restaurant perceptions of  

that 

-

They also found that convenience of  fast food is more important to 

.

LITERATURE REVIEW

-
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-

-

-

-

-
-

-

more so for the Americans. In a casual dining study of  American and 
-

-
-
-

duct mystery shopping in casual dining restaurants in their two native 
countries. That study found that American and Polish students have 

to have a preference for independent restaurants rather than chain res-
taurants, compared to the American students who had no preference. 

-

indigenous and locally produced food (Torres, 2002). The tastes and prefer-
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-

understanding cultural differences in relation to individual differences, 
suggesting that there are real human predispositions of  various sorts 
and that culture is a powerful force, and why it is surprisingly easy for us 
to understand the viewpoint of  people from other cultures. That study 

-

-
ferences may also vary in their endorsement of  rejection of  a culture’s 

-

larger in older generations and suggested that the current world-wide 

-
-

on individual differences including values, whereas contemporary cross-
-

-

dynamic system including interpersonal and psychological and may 

-

opinion today that customer preferences regarding food choices are a 

-
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constructs measures were adapted from a study of  full service restau- from a study of  full service restau-

-
  

was

Table 1. Characteristics of  the participants

Variable N

American 313

Polish

204

Female 589

through age  20

21-25

15

more than 30 5

The seven constructs used in the study are:
1. 
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2. Attitudes towards advertising
3. 
4. 
5. Dining out 

Procedural costs 

-

the purpose of  the current study,  means that data from one cul-

seven constructs.   means that data from one segment, such as 

with regard to that segment.  -

men and women were found in two of  the seven construct measures: 

Table 2. Gender differences within, between and combined cultures 

Within cultures Between cultures
Combined Country

 Poland USA Female           Male

0.000* 0.000* 0.111

Attitudes towards advertising 0.012 0.000* 0.000*

-
geneity 0.001 0.434 0.000* 0.000* 0.003

food perception 0.000* 0.119 0.034

Dining out 0.124 0.343 0.000* 0.000* 0.583

Procedural costs 0.002 0.000* 0.000* 0.035

0.000* 0.101 0.000* 0.000* 0.000*
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-

than Polish students in terms of  their casual dining preferences. The 

Poles and Americans.

-
can female students have very different casual dining preferences. For 

Polish and American males share some preferences, there are more 
differences than similarities.

Gender differences in "Social Event and Relationship"

F t

F t 

that Poles prefer homemade food and go to restaurants to meet friends 

social life. It also appears that social aspects associated with dining out 
are more important for women than for men. 

-

-
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-

constructs, while for the Americans there are no gender differences in 
perceptions. Only one culture showed gender differences, somewhat 

-
pendent restaurants preferences and the role of  casual dining in everyday 

-

-
dence in food products that they have seen advertised than in unad-

-

Table 3. Attitudes to Advertising

Variable  

American (313)

Female (589)

American (313)

188

Female (589)
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-
-

-

Attitudes towards advertising  are 

preferences.  They depend on individual attitudes to advertising and do 
-

Analyzing cross-cultural differences reveals that attitudes to adver-
-
-

-
-
-

-

-

-

-

-
lar preferences. In the case of  independent restaurants, the situation 



Table 4. Branded/chain vs. Independent restaurants

Variable Frequency   

Favor independent restaurants 234

288

American (313) 144

125

Female (589) 202

Favor independent restaurants

American (313) 54

180

Female (589)

that preference for either restaurant type is more related to individual 

In the current study,  are the respondents who 

 are respondents who 
-

-
tomer and occasional customer segments are similar. The analysis 

-



Table 5. Frequent vs. Occasional Customers

Variable    Frequency           

285

Occasional customers

8

American (313) 181

104

Female (589) 213

American (313) 131

Female (589)
 

-
tions to return (e.g.: 

-

-
-

of  going out to dine. Only attitudes towards advertising and per-
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Table 6. Individual differences 

Branded
Vs.Ind

Attitude
Adverts

Brands
Heterogeneity

Quality
Aspect

Dining 
out

Procedure
Costs

Social
Event

country 0.111 0.000* 0.003 0.034 0.035 0.035 0.000*

Positive vs. 

to advertising 0.000* 0.000* 0.000* 0.000* 0.000*

vs. Independent 
Restaurants 0.001 0.002 0.005 0.003

Occasional 
0.000* 0.049 0.000* 0.000* 0.000* 0.000*

-
encing preferences.  However, the current study did not support that 

-

Thus, differences within cultures are associated with factors other than 

females in all seven construct measures were found, indicating casual 

to restaurants and place of  dining out and in everyday life plays an impor-

The most detailed analysis shows that the preferences in only one construct, 

-

preferences in the construct  are not 



149

-

-

-

-

-
parisons. In the current study, representative samples of  respondents 
from two cultures were carefully surveyed. This tool was also shown 

The construct measures were also used to analyze individual customer 
preference differences.

-
licate this study in other cultures. Only undergraduate students were 

-

-

research tool, future analysis could focus on respondent segmentation 

young adults. . 139-145.

-
lege students. 

situational contingencies and the theory of  reasoned action: Applica-
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tion to fast food restaurant consumption. 

-

(3). 235-255.
-

of  an upscale seafood restaurant. 
(4). 398–411.

-
nation loyalty and preferences.

perspective. 
-

ł
ług turystycznych . 

. (english: 

), red. Oz-

-
icznych (english:

In press (in Polish).
-

erences: A cross-cultural comparison. 
search. (1). In press. 

restaurant selection: direct and moderating effects of  customer attri-

-
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-

 

ług gas-

Warszawa. in Polish.
-

. 332-351.
-

ture variation: Individual differences and the cultural logics of  honor, 
face, and dignity cultures.  Ad-

ług gastronom-
icznych w żywieniu ludności w Polsce (English: The importance of  
food services in nutrition of  the Polish population), 

-

-

 

A multiple-item scale for measuring consumer perception.
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-

or masseuse. (2). 122-132.
-
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-

answer. 
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