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EXECUTIVE SUMMARY

Increasing adoption of healthy eating habits is driving the growth of the

health and wellness food industry both locally and globally.

† A Healthy Food Restaurant is a restaurant that exclusively or primarily offers healthy

foods/meals to its customers. These meals generally include vegetarian, vegan, raw,

macrobiotic, organic, and low-fat menu options.

† Global Outlook: In 2020, the global health and wellness food market was valued at

approximately $764.2 billion, a figure expected to reach $1.1 trillion by 2027, due to a

global shift in consumer lifestyle choices towards healthier eating and more active habits.

† Local Outlook: Healthy Food QSRs are expanding their delivery menus, giving customers

more healthy meal choices, and offering meal kits that customers can put together at

home.

† The loss of income and decreased purchasing power of several Nigerians has

resulted in a decline in Healthy Food QSR sales.

† Survey Insights: Several Nigerians are unaware of the existence of Healthy Food QSRs.

Google Ads and social media are ranked the top marketing channels in the industry.

† Promos & free meal tastings, price reduction, health concerns/consciousness, and

increased physical presence will influence non-customers to patronize healthy food

QSRs.

† Income levels of non-customers have a moderate effect on their likelihood to

patronize Healthy Food QSRs.

† Recommendations: The adoption of the bundle pricing strategy – packaging meal combos

which cost less than the price of buying each item separately – can encourage upselling

and the value-per-transaction for Healthy Food QSR customers.



Healthy Food QSRs

Regular QSRs

Investors

INTRODUCTION

In conducting the Healthy Food QSR study, Ciuci Consulting designed a

web-based survey and interview guide for data gathering.

• The questionnaires were designed

with the objective of collecting

qualitative and quantitative

information from the respondents.

• The questionnaires included open

and close-ended questions with

options that respondents could

choose one or more alternatives.

Objective

• To gain insights from non-

customers perception of Nigerian

Healthy Food Quick Service

Restaurants.

• To draw valuable insights from

Healthy Food Quick Service

Restaurants on customer

preferences.

Instrument Design

505 Healthy Food QSR 

Non-consumers

7 Healthy Food QSR 

Operators

5 Age Groups
17 – 24

25 – 34

35 – 49

50 – 59

60 – 70

Target

Audience

Data Gathering Tools 

Desktop 

Research 

Phone Calls

Face-to-face Interviews

Web-based 

Survey

4
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KEY INSIGHTS

Respondents were generally not aware of the existence of Healthy Food

QSRs; Google ads & Social media are the industry’s top marketing

channels; and price plays a major role in the conversion of non-customers.

5

† Over 59% of the survey respondents had not heard

about Healthy Food QSRs prior to the survey.

† Social media and friends & family are the major

channels through which knowledge of Healthy Food

QSRs was disseminated.

† Non-customers across all age groups perceive Healthy

Food QSRs as premium, healthier, expensive weight

loss meals.

† Overall, respondents across all income levels believe

that their income level and prices of healthy meals

have a high to moderate effect on their patronage of

Healthy Food QSRs.

† Over 50% of the respondents prefer to purchase

smoothies/juices from Healthy Food QSRs, with over

45% preferring vegetables, salads, and yoghurts,

respectively.

† Existing Healthy Food QSR customers prefer healthy

meals because they are non-GMO, healthier and

fresher.

† Healthy Food QSR customers would like healthy

meals to be more pocket-friendly.

† Customers face recurring logistics challenges during

meal delivery, and this negatively impacts the

freshness and packaging of the meals.

† Respondents aged between 17-59 years heard about

Healthy Food QSRs through three major channels:

Google ads, social media, and friends and family.

† Respondents aged between 60-70 heard about

Healthy Food QSRs through medical

practitioners and hospitals.

† Promos & free meal tastings, price reduction, growing

health concerns/consciousness, and increased physical

presence are the top reasons non-customers may

patronize Healthy Food QSRs.

† Celebrity endorsements, use of local ingredients,

and partnerships with regular QSRs will have

little to no effect on non-customers decision to

patronize Healthy Food QSRs.



OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: GLOBAL OUTLOOK

The health and wellness food market was valued at $764.2 billion in

2020, and is expected to reach $1.1 trillion by 2027, due to increasing

health consciousness among customers.

† A Healthy Food Restaurant is a restaurant that

exclusively or primarily offers healthy foods/meals

to its customers. This includes vegetarian, vegan,

raw, macrobiotic, organic, and low-fat menu

options.1

† The health and wellness food market is segmented

by product into functional food, naturally health

food, better-for-you food, food intolerance products,

and organic food. Some Healthy Food QSRs

incorporate these food segments in their menus.

† The availability and accessibility of Healthy Food

QSRs has gained the attraction of middle-class

customers and altered eating habits in leading and

emerging economies.2

† Several traditional QSRs have begun to add healthy

food options to their menu thereby making them

more accessible and less costly.3

† In North America, increased health consciousness

and demand for grab-and-go meals with healthy

ingredients positively affects consumption patterns.4

Organic Food: Foods produced from non-chemical 

farming systems that maintain and replenish soil 

fertility naturally. Examples are organic fruits, 

vegetables, dairy, meat, fish and seafood .5

Better-for-you Food: Foods with reduced 

amounts of unhealthy substances. 

Examples are flavored water, diet sodas, 

yoghurts and wholegrain cereals.5

Naturally Healthy Food: Food products which naturally 

improve health and wellbeing. Example are berries, 

eggs, nuts and seeds, vegetables, sea food, etc. 5

Functional Food: Food products or components that 

provide a health benefit beyond basic nutrition. 

Examples are fortified foods, phytonutrient-containing 

fruits and vegetables, fermented food, etc. 5

Food Intolerance Products: Does not contain 

products which can cause food intolerance 

or allergy. Includes gluten-free, lactose-free 

and diabetic food. 5
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OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: GLOBAL KEY PLAYERS

Some of the notable global players in the Global Healthy food QSR space

include Chipotle, Freshii, Chop’t, Salad and Go, and Veggie Grill.

Chipotle is a Mexican grill restaurant chain

located in United States, Canada, Germany,

France and the United Kingdom. They specialize

in tacos and burritos. Their other meal options

include salads, variety of meat, veggies, rice,

beans, and guacamole.7

The QSR chain sells only healthy foods.

Their meal options consist of only salads,

some of which come with grains, noodles or

warm quinoa. Chop’t stands out amongst

other healthy food QSRs because they offer

customized menu to their customers.6

This drive-through healthy food QSR offers

salads, soups, smoothies, and breakfast

items made with fresh, organic ingredients

at very affordable prices. 6

Veggie Grill is located in the West Coast of the

United States. They offer completely vegan meal

options such as burgers made from pea protein

and chicken made from a combination of soy, pea,

and wheat protein, at affordable prices. 6

Originated in Canada 15 years ago and has

expanded across several locations. They offer

affordable salads, wraps, and bowls. They also

keep readymade options stocked for

customers in a hurry. 6
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OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: GLOBAL TRENDS

The QSR industry has been facing significant changes over the years, as

healthy foods are quickly becoming the go-to option for many Quick

Service Restaurant (QSR) consumers.

Many restaurants have added

vegan options to their menu

following the trend of veganism

on social media platforms. 8

Vegan Options

The rapid growth of delivery

options for quick service

restaurants is expected to continue

in the coming years. 8

Expanded Delivery
Several QSRs are implementing

smart appliances in an effort to

conserve energy and optimize

operational efficiency. 8

Smart Appliances

QSRs are implementing self-ordering options to

improve customer experience. This includes being

able to order food online for quick collection.8 The

adoption of digital platforms for ordering food has

recorded a rapid increase in months when compared

to analyst projections of a few years due to the

COVID-19 pandemic.

Self-Ordering
There is an increasing demand for healthy

meal options by customers, as traditional

brands are being forced to change their menu

because consumers are paying more attention

to their health and wellness.9

Increasing Shift to Health and 

Wellness

The implementation of various

payment methods and

strategies is one of the major

reasons behind the rapid

growth of the global healthy

food QSR industry.10

Speedier Payment Methods

8
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The Nigerian QSR industry is valued at over N250 billion naira but is

lagging in the adoption of Healthy Food QSRs.

OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: LOCAL OUTLOOK

In 1986, UAC Restaurants’ Mr. Biggs pioneered

and revolutionized the Nigerian QSR industry.

Prominent QSRs in Nigeria include Chicken

Republic, Kilimanjaro, Kentucky Fried Chicken

(KFC), Tastee Fried Chicken, Tantalizers, The

Place, Spices, etc.11

With an evolving global consumer trend towards

healthy foods occasioned by increased awareness

on the benefits of healthy eating, fast food brands

are launching new products and drafting health-

related strategies,12 leading to the rapid growth of

the healthy foods niche in the global QSR

industry.

The Nigerian QSR industry, however, lags in the

adoption of healthy foods restaurants due to low

brand visibility and the resulting low demand.

LOCAL OUTLOOK

9



The Nigerian healthy food QSR industry is an emerging market

comprising of some players offering a wide range of healthy meal options.

OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: LOCAL PLAYERS 

Nigeria’s pioneer healthy food chain

that serves a wide range of healthy

meal options, detox & meal plans.

They offer dine-in, grab-and-go and

delivery options. They are also

committed to delivering the highest

quality standards to their customers.

They have branches across Lagos and

Abuja.

Formerly known as My Green Apron,

this delivery-only healthy food QSR

offers a variety of best-quality healthy

meals and snacks. The founder was

inspired by health concerns which

were as a result of an unhealthy

lifestyle. She cleaned up her diet, is

healthier & happier, and Kagaa

became a fairy ‘greenmother’.

This healthy food QSR specializes in

superfood smoothies and customized

salads. They offer signature salads,

cold pressed juices, ice cream, and a

range of other healthy meal options.

They also provide customized meal

plans for different diets. They only

offer takeaway and delivery options to

customers.
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Committed to making people happy

through healthy, tasty meals and

drinks, this healthy food QSR creates

a market for young Nigerian farmers

by using locally-grown produce to

prepare their meals and beverages.

They offer dine-in, takeaway and

meal delivery options to customers.

Located in Lagos and Abuja, the

unique selling point for this healthy

food QSR is their mission to ensure

those who eat healthy meals also

consume healthy snacks in between

meals in order to maintain overall

healthy living. They serve dairy free,

gluten-free foods, healthy snacks and

other healthy meal options.

Nigeria’s pioneer strictly vegetarian

restaurant which offers a host of

healthy meal options. The QSR is a

subsidiary of its plant-based food tech

parent company. Their unique menu

options feature plant-based meats

and meals inspired by local delicacies

like Suya, Asun, Pepper Soup and

Nkwobi.



GROWTH DRIVERS

Increasing adoption of healthy eating habits is driving the growth of

the health and wellness food industry both locally and globally.

Renewed demand for local and healthy food drives the growth of

African meals and organic food.

Health concerns such as high blood pressure, diabetes and heart

problems are influencing food buyers’ choices.

The ever-increasing need for many Nigerians to achieve and maintain

a healthy weight drives the demand for healthy and organic foods.

Associated health risks with high sugar consumption are increasing

the demand for smoothies and other low-sugar fruit juices.

Government pressure to support local fruit farmers by banning the

importation of juice concentrates drives the growth of the local fruit

juice market.13

Technological advancements in the form of e-commerce, fintech apps,

and convenient food delivery platforms are making ordering, paying

and delivery of healthy meals much easier.14

Development of new plant-based foods and rise in healthy snacks.14

Health consciousness among Nigerians, increasing technological

advancements and demand for local food are key growth drivers of the

Nigerian Healthy Food QSR industry.

OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: LOCAL GROWTH DRIVERS
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OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: LOCAL CHALLENGES 

As an emerging niche in a developing and highly fluctuating economy,

Nigerian healthy food QSRs face some peculiar challenges.

Unavailability of 

ingredients in local markets

Some of the ingredients used for

these meals are not indigenous

but imported into the country.

Lack of steady power 

supply
The unreliability of power

supply in Nigeria and the

subsequent inability to store

produce poses a major

challenge for healthy food

QSRs.

Lack of trust in the 

authenticity of healthy foods

Due to the prevalence of

genetically modified produce

(GMOs), consumers tend to

doubt the authenticity of organic

foods.15

Lack of knowledge of the 

nutritional value of healthy foods

Foods containing additives such as

preservatives are often preferred to

healthy foods due to ignorance of the

benefits associated with eating healthy.16

Highly perishable 

ingredients

The supply chain and lack of

adequate storage facilities

contribute to a high rate of

spoilage of food items meant to

be used to prepare healthy

meals.

Unaffordability
The ingredients used to make healthy

foods are pricey, subsequently

reflecting on the cost of final

products.15

12



OVERVIEW OF THE HEALTHY FOOD QSR INDUSTRY: LOCAL COVID-19 IMPACT

As a result of the pandemic, the sales of Nigerian healthy food QSRs has

been hit because of measures aimed at reducing the impact of the

pandemic.

Impact of 

COVID-19 on 

the Nigerian 

Healthy Food 

QSR Industry

Nigeria’s QSR industry was reported to be one of the sectors that has 

been most hit by the pandemic, but has responded to these disruptions by 

adopting online ordering systems and partnerships with third-party 

logistics delivery companies.17

Due to the lockdown, eating healthier by cooking at home became a trend 

that had a negative effect on the sales of Healthy Food QSRs.

The movement restrictions effected as a result of the virus caused a 

disruption in food distribution and supply chain as markets were 

opened on alternate days and ingredients could not be easily 

transported across regions in the country.18

The loss of income and decreased purchasing power of most Nigerians 

also contributed to the decline in QSR sales.18

13
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14



15

Customer purchase behavior is shaped by brand awareness, and

significantly impacted by the perceptions they have about a brand, its

products or services and value.

† Customer perception refers to what customers think

about a business or product/service. It sums up how

customers feel about a brand, which may be due to

direct or indirect experiences associated with the brand.

† Perception is a cognitive and psychological process that

affects communication, as people are likely to respond

differently to brands they perceive favourable or

otherwise.19

† In today’s rapidly evolving business environment,

customer perception and experience could take

precedence over traditional competitive advantages like

pricing, features and offerings, and is set to become a

key brand differentiator in coming years.

† Fostering a positive customer perception can help

brands build a loyal and sustained customer base. It is

therefore necessary for brands to understand customer

perception and provide competitive experience or the

brands could risk business failure.

Exposure

Attention

Sensation 

Price 

CUSTOMER PERCEPTION AND THE HEALTHY FOOD QSR INDUSTRY
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COMPONENTS OF CUSTOMER PERCEPTION 

The process of customer perception begins with the information gained

about a product. Opinion about a brand is influenced by four components

– exposure, attention, sensation and price.

This is the next step after exposure. It refers to the

information being noticed and processed by customers.20

It raises questions like:

† Are your products getting the required attention?
† Through which means/channels is their attention

being drawn to your product?
† How do you effectively gain consumer attention

within the least time and with minimal resource
allocation?

Price perception describes what customers think of the

price level of a product when compared to a competitor.20

For the Nigerian Healthy Food QSR Industry, the

questions revolving around price perception include:

† How can a brand know what customers/potential
customers think of its product pricing?

† Is the current pricing perception favourable for
the industry/product?

† How do you achieve optimal pricing perception?

Exposure Attention

SensationPrice

It refers to the sensory response of a consumer to the

external stimulus of a product, and transmission of this

information to the brain.21

To positively influence purchasing decisions, answers to

these questions are required:

† What sensation is produced when
customers interact with your
product/meals?

† Do your products make a good enough
impression to attract preliminary and consistent
purchase?

This refers to the vast amount of information the

customer is exposed to on a daily basis, either

accidentally or through conscious effort.19

For Healthy Food QSRs, it raises questions such as:

† Are consumers adequately exposed to information
about Healthy Food QSRs?

† If so, how much information is required to gain
and maintain their attention?

A good understanding would enable brands create

effective campaign programs.



DATA ANALYSIS: SURVEY
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25.54%

43.76%

23.76%

4.75%
2.18%

17 - 24 25 - 34 35 - 49 50 - 59 60 – 70

Age Distribution
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A randomly selected sample of 505 respondents who represent the non-

customers of Healthy Food QSRs were surveyed for the purpose of this

report.

DATA ANALYSIS | DEMOGRAPHICS

52%
48%

Gender

Male Female

51.49%

25.74%

22.97%

6.93%

2.38%

1.98%

1.98%

1.78%

1.78%

0.79%

Professional

Student

Other (Please specify)

Disease prone

Pregnant

Lactating mother

Vegetarian

Elderly/retired

Gluten-free diet

Pescatarian

Life Stage/ Lifestyle/ Dietary 

Requirement

62.18%

25.15%

7.72%

2.97%

1.98%

Below N100,000

N100,000 – N299,000

N300,000 – N649,000

N650,000 – N999,000

N1 million and above

Monthly Income
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Majority of the respondents had not heard about healthy food QSRs prior

to the report, and this is largely responsible for the low patronage

experienced by Nigerian Healthy Food QSRs.

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | EXPOSURE

33%

59%

8%

Prior Knowledge of Healthy Food QSRs 

Yes No Maybe

Several people are not exposed to healthy 

food QSRs

The insights showed an overwhelmingly

large number of respondents had no prior

knowledge of healthy food QSRs. This shows

a need for healthy QSR brands to invest in

creating more awareness as many Nigerians

are not aware of their existence, and as

such, cannot patronize them.
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Google Ads, social media platforms and word-of-mouth from family &

friends are the top channels through which non-customers got to know

about Healthy Food QSRs.

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | ATTENTION

Technology is important to healthy food 

QSRs’ visibility

Despite not being listed as an option,

Google ads was cited by a large number

of respondents as being their source of

exposure to healthy food QSRs. Social

media platforms, family and friends also

played a major role in the exposure of a

high percentage of the respondents.

Seminars/Workshops , Professional/

religious organizations, and traditional

media were the least sources of exposure

to healthy food QSRs.
42.04%

31.09%

28.36%

11.19%

7.96%

5.72%

2.99%

2.99%

1.74%

Other (Please specify)

Social media platforms

Friends/Families

Posters/Flyers

Hospitals/Medical practitioners

TV/Radio adverts

Newspapers

Professional/Religious organizations

Seminars/Workshops

Source of Prior Knowledge



The attention of young to middle-aged 

non-customers are captured through the 

internet

The ability of Google Ads to pop up when surfing

the web has proven advantageous for Nigerian

Healthy Food QSRs. Also, the use of social media

platforms to communicate brand messages has

worked for those in the age groups illustrated.

Family and friends have also been instrumental in

creating awareness about healthy food QSRs.
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The internet has been instrumental in capturing the attention of young

non-consumers but can be further leveraged for more reach.

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | ATTENTION

0%

2%

2%

2%

3%

3%

6%

24%

29%

30%

Seminar/workshops

Hospitals

Medical Practitioners

Professional/religious…

Newspaper

Tv/radio adverts

Posters/flyers

Social media platforms

others

Friends/Families

Ages 17-24

0%

1%

2%

3%

5%

5%

9%

21%

28%

33%

Seminar/workshops

Newspaper

Professional/religious…

Tv/radio adverts

Hospitals

Medical Practitioners

Posters/flyers

Friends/Families

Social media platforms

others

Ages 25-34

0%

0%

6%

8%

9%

9%

10%

18%

23%

38%

Professional/religious…

Seminar/workshops

Newspaper

Tv/radio adverts

Hospitals

Medical Practitioners

Posters/flyers

Friends/Families

Social media platforms

others

Ages 35-49



0%

0%

0%

9%

9%

18%

18%

45%

45%

45%

Social media platforms

Tv/radio adverts

Seminar/workshops

Posters/flyers

others

Newspaper

Professional/religious organizations

Friends/Families

Hospitals

Medical Practitioners

Ages 60-70

Traditional Media & Medical Institutions 

need to be explored as marketing channels 

for older non-customers

The age groups illustrated became aware of the

existence of healthy food QSRs through

posters/flyers which was predominantly specified

in the ‘other’ option and other non-technological

channels.

Social media still plays a key role in gaining the

attention of and reaching 50–59-year-olds. This

may be due to their exposure to the youth at

work or home.

However, 60–70-year-olds with underlying

medical issues got to know about Healthy Food

QSRs through medical institutions and

family/friends.

Since these age groups are more inclined to

traditional media and other offline channels,

efforts should be made by Healthy Food QSRs to

reach them through these channels, as they are

growing to become more health conscious and in

need of healthy diets.
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Seminars/Workshops, Newspapers, TV/Radio adverts are the least

channels through which respondents across all age groups got to know

about Healthy Food QSRs.

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | ATTENTION

0%

4%

8%

8%

13%

13%

13%

17%

25%

46%

Seminar/workshops

Newspaper

Friends/Families

Tv/radio adverts

Hospitals

Medical Practitioners

Professional/religious organizations

Posters/flyers

Social media platforms

others

Ages 50-59
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Respondents are most likely to purchase smoothies/juices, vegetables,

yoghurts, and salads but least likely to purchase brownies/muffins,

couscous, and bulgur wheat from Healthy Food QSRs.

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | SENSATION

Non-Customers prefer what they already 

know or have seen in regular QSRs
In a bid to discover their preferences,

respondents were asked to select healthy meals

they were most likely to purchase from Healthy

Food QSRs. The insights showed that non-

customers preferred the meal options they were

familiar with, as opposed to options like

Couscous and Bulgur Wheat. To further validate

this, respondents included ice cream and healthy

snacks as their other go-to options if (and when)

they patronize healthy food QSRs.
53.47%

48.71%

46.53%

45.54%

34.65%

32.48%

24.75%

21.98%

19.41%

18.42%

12.87%

11.88%

9.90%

8.51%

Smoothies/ Juices

Vegetables

Yoghurts

Salads

Wraps/ Sandwiches

Banana bread

Brown rice

Cookies

Pasta

Waffles/Pancakes

Other (Please specify)

Brownies/Muffins

Bulgur wheat

Couscous

Non-Customer Meal Preferences 

9.70%

27.33%

28.32%

14.65%

31.68%

12.48%

5.15%

45.35%

9.70%

Not tasty

Low sugar/Sugar-free

Weight loss

Low carbs

Expensive

Vegetarian

Ketogenic

Premium/healthier…

Other (Please specify)

Non-Customer Perception of Healthy Food QSRsPremium & Expensive Food, a synonym 

for healthy foods
The most common perception amongst the

respondents was that healthy meals are

premium and expensive meals eaten to aid

weight loss. These common perceptions have

contributed to the low patronage of Healthy

Food QSRs. Therefore, strategies need to be

developed to reshape the minds of non-

customers about Healthy Food QSRs while

refusing to compromise quality and positive

brand image.



Healthy eating is seen as a means and not a 

lifestyle by majority

While healthy meals may be perceived as premium

and an aid for weight loss, the common factor which

poses as a disadvantage is frequency.

Premium/healthier food may only be purchased when

one wants to detox. Expensive food might not make

economic sense to individuals due to the steady rising

cost of living in Nigeria; and weight loss programs

may not be an everyday lifestyle for most, making

Healthy Food QSRs the occasional go-to, rather than

daily companions.
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Across all age groups, respondents perceived healthy foods to be

premium, expensive and meant for weight loss. (1/2)

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | SENSATION

45.74%

29.46%

24.03%

23.26%

12.40%

11.63%

9.30%

8.53%

3.10%

Premium/healthy food

Expensive

Low sugar/sugar free

Weight loss

Low carbs

Vegetarian

Others

Not tasty

Ketogenic

Ages 17-24

44.34%

29.41%

26.70%

26.24%

13.12%

10.86%

9.50%

7.69%

4.52%

Premium/healthy food

Expensive

Weight loss

Low sugar/sugar free

Low carbs

Others

Vegetarian

Not tasty

Ketogenic

Ages 25-34

35.83%

35.00%

34.17%

34.17%

20.00%

15.83%

13.33%

8.33%

8.33%

Premium/healthy food

Weight loss

Expensive

Low sugar/sugar free

Low carbs

Vegetarian

Not tasty

Ketogenic

Others

Ages 35-49



63.64%

36.36%

18.18%

18.18%

18.18%

18.18%

9.09%

0.00%

0.00%

Premium/healthy food

Vegetarian

Expensive

Low carbs

Low sugar/sugar free

Weight loss

Ketogenic

Not tasty

Others

Ages 60-70
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Across all age groups, respondents perceived healthy foods to be

premium, expensive and meant for weight loss. (2/2)

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | SENSATION

Respondents aged between ages 50-59

are at a stage where they have

dependents in higher institutions, and

while they should become more health

conscious, are on the verge of retirement

and are saving as much as they can. So,

it comes as no surprise they

predominantly see meals outside of the

status quo as expensive, weight loss aids

(to control blood pressure and other

ailments).

This age group is predominantly made

up of those with underlying medical

conditions.

They often require meal components to

control their medical conditions, and

work in tandem with their medications.

Meals which meet these criteria can only

be cooked at home or provided by

Healthy Food QSRs. Their responses

showed a major focus on healthy meals

being premium, healthier food than

being expensive or meant for weight loss.

45.83%

41.67%

33.33%

25.00%

20.83%

12.50%

12.50%

12.50%

4.17%

Expensive

Weight loss

Premium/healthy food

Low sugar/sugar free

Not tasty

Vegetarian

Low carbs

Others

Ketogenic

Ages 50-59
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Across all income levels, most respondents believed pricing and income

level would have a medium impact on their patronage of Healthy Food

QSRs.

DATA ANALYSIS | COMPONENTS OF CUSTOMER PERCEPTION | PRICING

Price sensitivity decreases as income increases

† Those who earn below N100,000 see their

income level when measured with healthy

meal prices as a make-or-break factor.

† Progressing up the chart, there is a noticeable

decrease in price sensitivity across the income

levels.

† Those who earn above N1million have mostly

gained exposure to different experiences and

are less price sensitive. They are generally on

the fence since they can conveniently afford

the healthy lifestyle and are influenced by

other factors such as personality type,

personal beliefs/biases and values.
45%

31%

23%

20%

40%

39%

55%

62%

53%

20%

17%

13%

15%

27%

40%

Below 100,000

N100,000 – N299,000

N300,000 – N649,000

N650,000 – N999,000

N1 million and above

How Income Level and Price Influence 

Patronage of Healthy Food QSRs
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16.44%

44.55%

39.01%

How Income Level and Price Influence 

Patronage of Healthy Food QSRs

Low

Medium

High

What respondents earn has a major 

impact on patronage
Analysis of how income levels and pricing will

affect the respondents’ patronage of healthy

foods revealed that the former will highly

impact their decision to patronize Healthy Food

QSRs.
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Respondents indicated that promos & free meal tastings, price reduction,

and health concerns/consciousness, have a strong influence on their

decision to patronize Healthy Food QSRs.

DATA ANALYSIS | FACTORS CONTRIBUTING TO PATRONAGE OF HEALTHY FOOD QSRs
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7.72%

9.90%

24.16%

19.21%

39.01%

1

2

3

4

5

Price Reduction

6.14%

11.49%

18.42%

24.36%

39.60%

1

2

3

4

5

Health Concerns

4.36%

6.93%

24.95%

26.73%

37.03%

1

2

3

4

5

Lifestyle Change/ Health 

Consciousness

8.32%

7.13%

22.97%

26.14%

35.45%

1

2

3

4

5

Increased Physical 

Presence

On a scale of 1-5 (5 being the highest

and 1 the lowest), non-consumers

believed all factors represented in the

charts have a strong influence on their

decision to patronize Healthy Food

QSRs. Of these strong factors, the

ranking is outlined in descending

order: promos & free meal tastings,

health concerns, price reduction,

lifestyle change/health consciousness,

increased physical presence, more

grab-and-go meal options,

partnerships with regular QSRs and

the use of local/familiar ingredients in

meal preparation.

7.72%

9.11%

20.59%

19.41%

43.17%

1

2

3

4

5

Promos & Free Meal 

Tastings
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To understand existing customer preferences and challenges faced by

Healthy Food QSRs, Ciuci Consulting interviewed 7 healthy Food QSRs

located in Lagos, Abuja and Asaba.

DATA ANALYSIS | INTERVIEWS

Customers’ Recommendations
† Addition of juices to their menu

† Addition of healthy fizzy drinks to their menu

† Price reduction

Customer Preferences
† Customers prefer Healthy Food QSRs due to the fresh and non-

GMO ingredients used to prepare the meals.

† Healthy drinks like juices and smoothies are loved by customers

due to their ability to choose the components.

† There is a high demand for parfaits and smoothies.

Challenges facing Healthy Food QSRs
The major challenges faced in delivering quality services to their

customers include:

† Logistics issues that cause delays in meal delivery and negatively

impacts freshness and packaging.

† Little or no grab-and-go options which discourage customers as

meal preparation time can be a bit long.

† High pricing expressed by customers
† Allergies to some ingredients



† Menu options incorporating healthy meal options for

kids. Globally, this is a growing trend and incorporating

this option provides the required variety that caters to a

different age demography.

† Conducting R & D for ingredients allows Healthy Food

QSRs to prepare meals using local ingredients. This can

potentially reduce costs and result in affordable meal

prices and increased patronage.

† R & D can significantly reduce the risk of using

ingredients that cause allergic reactions.

† Having promos and free meal tastings – to give non-

customers a feel of how healthy meals taste – can act as

an avenue to attract patronage.

† Bundle pricing strategy by packaging meal combos

which cost less than the price of buying each item

separately can encourage upselling and the value-per-

transaction for customers.

† Placing of food trucks at strategic locations can be of

great help to Healthy Food QSRs. These food trucks can

serve light meals such as salads, sandwiches, wraps

smoothies, juices and healthy snacks.

† This would increase visibility and sales

† It could also potentially reshape the perception of

non-customers to seeing healthy meals as

accessible and regular food; and significantly

reduce price sensitivity.

† To acclimatize non-customers to the existence of Healthy

Food QSRs in Nigeria, multiple marketing channels

ranging from medical institutions, posters/flyers,

partnerships with regular QSRs who are seeking to

include healthy meal options, TV/Radio adverts, to

promos and free meal tastings need to be explored to

increase brand awareness.

† Flooding as much channels as possible with

Healthy Food QSR promotions will cause the

attention of more individuals to be drawn to the

existence of Healthy Food QSRs.

† Due to price sensitivity across varying income levels,

pricing and product segmentation need to be explored

and incorporated into the industry’s pricing strategy.

† Implementation of advanced payment options has been a

major factor in the global growth of healthy food QSRs.

To enable faster transactions and reduce wait time for

payments, easier payment channels like fintech

applications, digital currencies, e-Wallets, and payment

through social media platforms can be utilized.

† Variation in service options such as on-request service

and grab-and-go options will cater to different customer

needs. Grab-and-go options can cater to customers in a

hurry and eliminates the logistics challenges associated

with meal delivery.

RECOMMENDATIONS

To increase penetration into the Nigerian market, Healthy Food QSRs

need to explore multi-channel marketing options such as the use of food

trucks to increase visibility and accessibility.
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WHO WE ARE: ABOUT CIUCI 

Ciuci Consulting specializes in the optimization of business operations

through innovative strategies and consumer intelligence with a focus on

socioeconomic impact.

Since inception in 2007, We have executed over 350 projects across different industries and sectors, published hundreds of

reports and conducted 14 analyst training programs with the aim to boost human capital development.

In managing businesses and their operations, Ciuci Consulting provides strategic implementation and integration services

that enable companies achieve world class business performance. It also offers standard and bespoke training and

coaching to organizations and their staff, and reviews organization’s financial planning structure and processes, as well as

provide on-site interim financial expertise.

We are founded on the principle that companies in Africa experience tough challenges that require practical and realistic

solutions, not just reports. We have ethically-driven professionals who strongly believe in integrity and partnership as key

ingredients for delivering high-quality results to our clients.

ABOUT US

Over the years, Ciuci has developed a

culture of excellence, integrity and

discipline. We consistently add real value to

our clients’ businesses thereby making the

phrase “value add” more than a cliché.

Solid 

Legacy

OUR VALUE PROPOSITION

Our management team is made up of world-

class professionals who have a track record of

success across industries and functions

World Class 

Leadership

Delivering top-notch service is our passion.

We deliver value beyond our professional fee

on every client engagement

Passion for 

Excellence

We use our extensive global experience applied with

in-depth local knowledge to develop practical

solutions that positively affect the bottom-line of our

clients

Deep Local 

Knowledge

Our workforce is made up of talented professionals

with a passion for excellence and strong analytical

thinking, strategic planning and project management

skills. Our team comprises of individuals from top

universities in the world.

Top-Tier 

Talent

We are keen on providing our clients with practical

solutions. We work seamlessly to assist our clients

whenever they need us. This has led to the

introduction of services such as interim management

Execution

Focused
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† How Top Beverage Companies achieved Brand Loyalty in

Nigeria

† Operating in a Risk-free Bank

† Possibilities of Mobile Banking in Nigeria

† Basel 0.01: Getting the Basics Right in Risk Management

for Banks in Developing Countries

† What Nigerian Banks should Become

† Crashing Cost: Is Downsizing the Solution to High

Operating Costs in the Nigerian Banking Sector?

† Healthcare Funding in Nigeria

† Nigeria’s Health Care Delivery: The Missing Links

† Harnessing the Potential of Nigeria’s N86 billion Sesame

Seed Market

† The Glowing Black Star: A Review of Ghana’s Economy

† Winning in Africa: An Investor’s Guide to the Nigerian

FMCG Market

† Operating in a Risk-free Bank

† Rethinking Sustainability For Nigerian SME’s

† The Second Wave of COVID-19 in Nigeria: Public

Perception and its Likely Impact on the Healthcare

System

† Analyzing the Impact of the Lockdown on the Nigerian

Beverage Industry

† What the Next Generation of FMCG Customers Want

† Consumer Trends in Nigeria’s Quick Service

Restaurants Industry

† The Winning Formula for Nigerian Fast-Food Players

† Five Things to Know About the Nigerian Consumer

† Unlocking the Potential of Agriculture in Nigeria

† Buying Decision Drivers of Detergent Users in Nigeria

† Buying Decision Drivers of Cubed Seasoning in Nigeria

† Retail Assurance in Nigeria: Assessing Fundamental

Consumer Perspective

† What Nigeria’s Retail Banking Customers Want:

Customer Insights for Retail Banking

† Critical Success Factors for An Effective Customer

Loyalty Program

† Unlocking Nigeria’s SME Value and Productivity

through Science and Technology Parks

† Guidelines for Performance Management in Hospitals

† Healthcare Funding in Nigeria

† Nigeria’s Health Care Delivery: The Missing Links

† Harnessing the Potential of Nigeria’s N86 billion

Sesame Seed Market

† The Glowing Black Star: A Review of Ghana’s Economy

† Winning in Africa: An Investor’s Guide to the Nigerian

FMCG Market
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OUR PUBLICATIONS

We have published over 150 research reports and articles across different

industries. Both local and international media houses have referenced our

reports because they give in-depth insights on different sectors in Nigeria.

Some of our publications at www.ciuci.us
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