MINTEL

Fast Food - China - May 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Report Price: £2463.80 | $3990.00 | €3129.79

“Domestic fast food restaurants have outperformed full-
service restaurants, indicating a confident outlook for
growth in China. Currently, fast food eaters are anxious
about the ongoing environmental crisis, which has
catalysed fast food outlets’ transformation into healthy
dining stores. Marketing communication tools are the key
shapers in driving healthy eating within Chinese society."
— Esther Lau, Research Analyst
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