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Received: 16.05.2019 Abstract. Research on specifics of selecting locations for QSR and assessing their potential
Received in revised form: 04.06.2019 is becoming increasingly vital in the conditions of high uncertainty and risks associated with
Accepted: 14.11.2019 the restaurant business. Therefore, the investigation of theoretical and applied fundamentals

for justifying factors influencing the choice of QSR location is becoming more urgent. The
aim of this investigation is to consider the development of recommendations on the ways of applying the above mentioned fundamen-
tals .Decisions on deployment of the operating system of service facilities including restaurants are strategic in nature. The key factors
affecting location of projected QSR can be divided into general and specific, which consider the requirements for the territorial location
of the facility in the city/area and the development site. Among them are: proximity to residential areas and other objects necessary for
potential employees and consumers; availability, capacity and significance of transport routes, vehicle speed; volume of transportation
of potential consumers, convenient access roads; composition and territorial dispersion of a cluster of product form and territorial com-
petitors; availability of a high-professional competitive supply network; availability and proximity to traffic generators (magnets); size,
configuration, relief and other technical features; its visibility; zonal restrictions (norms for development of the territory, consistency
with neighbouring objects, possibility of organizing a parking lot); appropriate format of quick-service; possibility of reconstructing
leased premises. Important variables in the decision to choose a QSR location include analysis of: 1) the routes of potential customers,
their initial and final destination before/after visiting a QSR with «HOUSE», « WORK», «SHOPPING (ENTERTAINMENT) « AND
OTHERS» being most decisive; 2) the size of the QSR’s commercial area defined as the distance customers are mentally prepared to
cover for visiting a restaurant; 3) focal distance providing division of the commercial area into sectors of 5, 10, 15, 20 and 30 minutes
of accessibility and showing contribution of the inhabitants of each sector to the overall structure of the QSR sales; 4) existing and
potential generators of QSR customer flows, requirements for their mutual location. When choosing a QSR location it is necessary to
provide a realistic assessment of the market opportunities and threats to the QSR’s further development; take into account sector speci-
ficity in determining the intensity of competition and market capacity; analyze flows of customers; substantiate the focal distance and
the size of the QSR’s commercial area; consider generators of QSR customer flows and specifics of their mutual placement.

Keywords: location of quick-service restaurants, commercial area, visitor flow generators, psychology of consumer behaviour.
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AHHoOTaMisi. B yMoBax BUCOKOTO piBHSI HEBU3HAUCHOCTI Ta PU3MKOBAHOCTI BEJCHHS PECTOPAHHOIO Oi3HECY MOCTiKeHHS Creudiku
BUOOpY MicCIsl pO3TalllyBaHHs 3aKJa/(iB XxapuyBaHHs MmBUIKoro obciyroByBanHs (3XIO) Ta owuiHka HOro nepcneKTHBHOCTI cTae BCe
OipII aKkTyaJdbHUM. J[OCTIDKEHHSI TEOPETHYHUX Ta NMPUKIAJHUX 3acaj LI00 OOIPYHTYBaHHsS (aKkTOpiB BIUIMBY Ha BHOIp JIOKaIlii
3aKJIafiB XapuyBaHHS HIBUAKOTO OOCITYyrOBYBAaHHS CKJIAJAalOTh OCHOBY JJAHOTO HayKOBOTO JOJI/UKEHHs. Po3poOneHHs pekoMmeHnamiit
110710 cHO0CO0IB 3aCTOCYBaHHS 3a3HAYCHUX BHUIIE TEOPETHYHMX Ta MPUKIIAJHUX 3acaji CTa€ OCHOBHOK METO wLiei poboTu. PieHHs
IO0 AMCIOKALii OmepamiiHOi CHCTEMH CEepBICHHX O0O0’€KTiB, O SIKHX HaJeXaTh 1 3aKiJald PECTOPAHHOTO TOCIONApCTBA, €
crpareriuanmu. Kitrouosi hakropu, 1110 BU3Ha4aroTh BHOIp Miciyt po3ranryBanHs npoekroBanux 3X1110, MoxkHa MOIITHTH Ha 3araibHi
Ta creuudivHi, SKi BpaxoBYIOTh BUMOTH 10 TEPUTOPIiaJIbHOI AMCIIOKALIl 3aKiIaly y MeXax MicTa/paiioHy Ta MaiinaHunka 3a0yIoBH.
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Cepen HUX: ONMU3BKICTH 10 KU TJIOBUX MacHBIB i iHIINX 00’ €KTiB, HEOOX1THIX I MOTCHLIHHUX MPAI[iBHHUKIB T CII0XKUBAYiB; HASBHICTb,
MOTY)KHICTb Ta 3HAYEHHS TPAHCIIOPTHUX apTepiii; BUAKICTh PyXy aBTOTPAHCIIOPTY; OOCAT TPAHCHOPTHUX NEPEBE3EHb MOTEHIIHHUX
CIO)KMBAYiB, 3pYy4YHICTh IiJ i3/1iB; CKJIaJ Ta TEPUTOpiajbHA PO3MOPOIICHICTh KIACTEePy BHUAOBHX Ta TEPUTOPIaIbHUX KOHKYPEHTIB,;
HasIBHICTh BHCOKOIPOQeCiiHOT KOHKYPEHTO3AaTHOI MepeXi MOCTa4aIbHUKIB; HAsBHICTH Ta HAOMIDKEHICTh 10 T€HepaTopiB Tpadiky
(MarHiTiB); po3Mip, KoH}irypamnisi, pensed Ta iHII TEXHIYHI; HOTO BUIUMICTh; 30HAIBHI OOMEKEHHS (HOPMH Ha PO3BUTOK Ta 3a0yH0BYy
TEPUTOpIi, CYMICHICTh 3 00’€KTaMH IO-CyCiCTBY, MOXKJIMBICTh OpraHi3alii mapKyBaJIbHOTO MalJaH4YHKa); BiAMOBIIHICTE (opmary
3aKJaly; MOKJIIMBICTh TPOBEICHHS PEKOHCTPYKII] y OPEHIOBaHUX MPUMIIIEHHIX. BaXXTMBIMHU 3MIHHUMH Y PillIeHH] Tpo BHOIp Mics
posrauryBanus 3XIIO € anani3: 1) MapipyTiB pyXy HOTEHLIHHUX BiABiAyBadiB — iX MOYATKOBHUI Ta KiHIIEBUI MYHKTH MPU3HAYCHHS
JIO/TIiCIIS BiABIYyBaHHS 3aKJIaly, Cepell AKUX HaiOLIbI BITMBOBUMH €: «J{IM», « POBOTA, «ITOKYIIKU (PO3BAT'U)» TA «IHIIE»;
2) po3mipy apeany komepiiiiHoro BBy 3XIIIO — BifgcraHi, SIKy CHOXKHBa4i IICUXOJIOTIYHO MTOTO/PKYIOTHCS I0JIaTH, 00 BiIBiaTH
3aKJIaj] peCTOPAHHOTO rOCIIoAapcTBa; 3) POoKycHOI BifcTaHi, o nepexdadae moain apeary koMmepuiinoro srumBy 3X1IO Ha cexropu 5,
10, 15, 20 Ta 30-TH XBIIMHHOI JOCTYITHOCTI Ta OKa3y€ BHECOK MEMIKAHIIIB KOKHOTO 13 HUX y 3arajibHy CTPYKTYpPY IPOAaxKiB 3aKIay;
4) HasBHHX Ta MMOTEHLIHHUX reHepaTopiB MOTOKiB crioxkuBaviB 3X11IO, Bumor 1o ix B3aemHoi qucnokarii. O6uparoun gokamiro 3XI11O,
HEeOoOXiIHO peanbHO OLiHIOBAaTH PUHKOBI MOMKIIMBOCTI Ta 3arpo3u AJIst HOTO MOJaIbLIOro PO3BUTKY; BPaXOBYBaTH Tayy3eBy crielu(iky
IIPY BU3HAYEHHI iIHTEHCHBHOCTI KOHKYPEHIIil Ta EMHOCTI pHHKY; aHaIli3yBaTH IOTOKH BiJ[BilyBadiB; 00IpyHTOBYBaTH (POKYCHY BiICTaHb
Ta po3mip apeany komepiiiHoro BBy 3XI1O; BpaxoByBaTh reHeparopu motokis cnokuadiB 3XIIIO Ta 0co6IMBOCTI iX B3a€EMHOT
IACIIOKAIIii.

Kniouosi cnosa: nokayis 3aknadie xapuysanHs WEUOKO20 00CIY208Y6aHHA, apean KOMEPYIUHO20 6NIUBY, 2eHepamopu NOmoKy

8108i0y6aUi8, NCUXONO2IA NOBEOTHKU CONHCUBAUIB

Introduction. The restaurant business is not only one
of the most significant components of the hospitality
sector operating in a tough competitive environment,
but also one of the highly efficient capital investment
areas.

Chains of quick-service restaurants (QSR) are
characterized by the highest rates of restaurant busi-
ness development in the world and domestic markets,
a tough struggle for optimal positioning in the market
and its most promising segments, finding new cus-
tomers and retaining regulars.

The most critical factor in designing a new QSR
is a proper assessment of the choice of location, which
has a crucial impact on formation of sales volumes,
successful business operations, efficiency of invest-
ments and the rate of return.

Analysis of the latest studies and publications
showed ambivalence towards the quick-service mar-
ket development. Public concern about the negative
impact of fast-food on the health of the population, in
particular on the younger generation is well founded
as for some countries this problem is becoming a mat-
ter of national concern. Most economically developed
countries have raised the issue of the need for local
authorities to regulate QSR development (Lukar E.
Thornton, 2016).

The latest studies by researchers including Ath-
ens, 2016; Bas, 2018; Folch, 2018; Oexle, 2015;
Widaningrum, 2017 demonstrate the relevance of
seeking a compromise model for fast-food planning
and development in the service market. This model
is expected to consider, on the one hand, business in-
terests of the QSR owners, on the other, demands of
the consumers of catering services and their right to
meet these demands, as well as regulatory activities of
the state authorities responsible for guaranteeing food
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safety at the local, regional and national levels.

The behavioural factor is the benchmark for se-
lecting a quick-service location in a certain territory.
In particular, Bernsdorf (2017) proved that there is a
direct correlation between QSR location density in
a certain territory and frequency of visits. The find-
ings of the studies by Garza, 2016 and Barnes, 2017
confirm a positive effect of QSR accessibility and
convenience factors for formation of demand for fast-
food services, in particular for communication and for
spending time with kids (Eckert, 2017).

Nowadays, location of quick-service restaurants
is investigated by leading Ukrainian scientists, in geo-
graphic and economic aspects. The following leading
Ukrainian geographers are investigating the loca-
tion of quick-service restaurants: V.I.Doroshenko,
0.0.Lubitseva, T. I. Shparaga and others. The follow-
ing leading Ukrainian economists are investigating
the location of quick-service restaurants: A.A.Maz-
araki, N. I. Vedmid’, T. I. Tkachenko, V.I.Kutsenko,
V.F. Dotsenko and others.

At the same time the high level of uncertainty
and risk associated with this business makes the need
to study the specifics of choice of location of QSR lo-
cation and to assess its long-term benefits more press-
ing every year.

The aim of this article is to study theoretical and
applied fundamentals for justifying factors influenc-
ing the choice of QSR location and to develop recom-
mendations on the ways of their application.
Materials and methods. Theoretical and practical
aspects of developing a chain of McDonald’s Corpo-
ration restaurants in different countries of the world
and McDonald’s Ukraine Ltd, as well as the results of
studies conducted in McDonald’s restaurants in Kyiv
and Odessa, were used as the information framework
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of the study.(The research results presented in this
article contain internal corporate information of the
regional European and Ukrainian offices of McDon-
ald’s Corporation).

Various research methods and techniques were
used, in particular statistical surveys — for establishing

location is the analysis of the routes of potential
visitors — their initial and final destination before/
after visiting a quick service restaurant, among which
the most influential are: HOME, WORK, SHOPPING
(ENTERTAINMENT) and OTHERS (Table 1).

As we can see, 85% of European, American and

Table 1.Traffic routes of potential visitors to quick-service restaurants depending on the initial and final points of customer

disposition, %

Initial point Final point
«HOME «WORK» «SHOPPING «OTHERS» Total
(ENTERTAIN-
MENT)»

')é.) ‘xd.) ‘xd.) '}é) ‘xd.)
> Bl<| El2|Bl<|E|l2|Bl<|E|2|B|<|E|l2|%|<]|:E
SlS|8|ElE|<|8|E|2|2|8|E|E|2|8|E|2|2|8]|E
— 2 — 2 — 2 — 2 — =2

= =) = = = =) = = = 5
«HOME» 18.0120.0 (2771129 1.0 | 20| 4.7 [11.7| 2.0 | 3.0 55| 159 9.0 [12.0| 8.1 | 8.4 | 30.0 | 37.0 | 46.0 | 48.9
«WORK» 100]13.0]50] 7.0 ]100| 7.0 |10.1] 55| 1.0 {1.0]04] 2.0 | 3.0 | 1.0 | 1.0 | 1.3 |24.0]22.0 |16.5]15.8
«SHOPPING 70180 [87]63 (<) <0407 |20(f1.0[21]54]30] < |1.6[09]120] 9.0 |12.8]133
(ENTERTAINMENT)»
«OTHERS» 20.001200]11.0(109] 10| < (08| 12| 10]| < |1.7]5.0 |120] 6.0 [11.2] 4.9 |34.0]26.0|24.7]22.0
Total 55.0161.0]524]137.1]12.0]9.0 |16.0]19.1] 6.0 |50]9.7]283]27.0]19.0[21.9]15.5| 100 | 94.0 | 100 | 100

* The research results presented in this table contain internal corporate information of the regional European and Ukrainian offices of McDonald s
Corporation. Ukrainian data are based on surveys of McDonald s restaurants’visitors in Kyiv and Odessa in 2017.

dynamics of certain indicators; analysis and synthesis
— for structuring approaches to classification; compar-
isons, grouping and typing — for comparative analysis
as well as the expert evaluation method. Methods of
computer processing based on the MS Office applica-
tion package were also used.
Results. Traffic routes of potential visitors to quick-
service restaurants. Location of a restaurant is defined
as the selected place of its situation within/outside
the settlement with regards to traffic flows, routes of
potential customers, activities of major competitors,
etc. There are several types of locations for restaurants
with varying effects on their success: a) in the center
of a city/settlement; b) in the residential area of a city
(dormitory suburbs); ¢) in close vicinity to a city; d)
along a highway; e) near a traffic generator (magnet)
— facilities attracting a large flow of wvisitors, for
example, tourist attractions, large shopping centers,
etc.; f) in an area of concentration of the bulk of
customers (near the educational or business centers).

Decisions on the location of the operating system
of service facilities including restaurants are strategic
in nature. In Chase’s writings (1998), the concepts and
methods for the location of production and service
facilities are carefully considered. Along with general
influencing factors, the restaurant sector has its own
specifics regarding the choice of location.

An important variable in choosing a QSR

Ukrainian customers visit a quick-service restaurant
as an intermediate point on their route between
HOME, WORK or SHOPPING. For more details, let
us consider the psychology of behaviour of Ukrainian
customers of quick-service restaurants (Fig. 1).
Almost half of the visits to QSR are on the way
from HOME, and 37.1% on the way to HOME. It is
noteworthy that about a third of Ukrainian consumers
visit quick-service restaurants before SHOPPING/
ENTERTAINMENT, as opposed to 5-10% consumers
in the European countries and the USA. This means
that Ukrainians consider a visit to a QSR as part of
the entertainment (shopping), rather than as a separate
event to meet their food needs.

However, there are consumers who visit QSR
purposefully on the way from HOME (12.9% in
Ukraine) or from WORK (5.5%), and then return to
their starting points (Table 2). The frequency of such
visits is almost twice as low as in other countries,
indicating differences in the nutritional culture of the
population, in particular outside home/work.

Different tendencies in consumer behaviour do
not allow us to assess the potential of a QSR location
only by analyzing the traffic of people visiting it, as
this factor does not indicate the reason for appearance
of potential clients in this place, neither does it
consider those for whom the visit to the restaurant is
the main event.
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«other»

—&— initial point

«home»

x4 48,9

24,3

«shopping»
Entertainment

*’ «work»

- ® - final point

Fig. 1. Initial and final points oftraffic routes of McDonald’s quick-service restaurants’ potential visitors in Ukraine, %

The research results presented in this figure contain internal corporate information of the regional European and

Ukrainian offices of McDonald's Corporation

The presented results demonstrate the importance
of taking into account the factor of location of
the projected QSR in the structure of residential
development, ease/convenience and accessibility
for potential clients coming from HOME. European
experience shows that quick-service restaurants located
next to the flows of people returning HOME function
much better than those located next to morning flows
of people. Therefore, the former option is viewed as a

the size of its commercial area (Athens, 2016).

It is logical to assume that the size of the
commercial area can be defined as the area around the
QSR within the radius of the most distant potential
visit. However, this approach to forecasting will result
in a significant error of estimate. At the same time,
a considerable narrowing of commercial area can
exclude a significant proportion of potential visitors
from the analysis. In particular, the geographic area

Table 2. Visits to QSR (<HOME»and«WORK) as an initial and final point of routes), %

Country initial - final points

«HOME»-QSR — «HOME» «WORK»—QSR —«WORK» Total
Italy 18.0 10.0 28.0
Poland 20.0 7.0 27.0
USA 27.7 10.1 37.8
Ukraine 12.9 5.5 18.4

The resgarch results presented in this table contain internal corporate information of the regional European and Ukrainian offices of McDonald’s Cor-

poratio.

priority when placing a restaurant near the roads.

Forecasting of consumer behaviour by the factor
of QSR “commercial area”.

When assessing location it is important to
understand not only the routes of customers, but
also the distance they are ready to cover in order
to visit a QSR. For this purpose we use the notion
of ‘commercial area’ (trading area), which is
traditionally viewed as a geographic territory around
the facility within which all flows of clients move
before/after the visit. The distance that consumers
mentally agree to cover to visit a restaurant determines
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from which it is expected to generate up to 80% of the
cash flow is used in Europe as a tradeoff between the
size of the QSR’s commercial area and the acceptable
error of estimate in predicting the customers’
behaviour.

Convenience of location is not measured by
the distance, but by the time customers are ready to
spend to get to the QSR. Convenience becomes even
more critical if the time for visiting QSR is limited,
especially for customers on the way from/to WORK.
Table 3 shows the results of studying the size of the
commercial area for customers from HOME and
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Table3. The size of commercial area for QSR for consumers from«HOME)» and « WORK» points

Travel time be- % visits Accumulated %
fore/after visiting . .
QSR Germany Italy Spain Ukraine Germany Italy Spain Ukraine
«HOME»
0-5 min. 223 26.6 39.9 25.6 223 26.6 39.9 25.6
6—-10 min. 27.2 43.9 325 23.6 49.5 70.5 72.4 49.2
11-15 min. 19.7 133 12.3 14.6 69.2 83.8 84.7 63.8
16-20 min. 9.4 7.9 6.0 8.4 78.6 91.7 90.7 72.2
21-30 min. 21.4 8.3 9.3 15.3 100 100 100 87.5
>30 min. 12.5 100
«WORK»
0-5 min. 477 48.0 54.0 16.9 47.7 48.0 54.0 16.9
6—10 min. 19.7 30.6 24.4 24.0 67.4 78.6 78.4 40.9
11-15 min. 9.7 9.2 8.2 15.2 77.1 87.8 86.6 56.1
1620 min. 5.6 5.6 43 27.8 82.7 93.4 90.9 83.9
21-30 min. 17.3 6.6 9.1 16.1 100 100 100 100

The research rvesults presented in this table contain internal corporate information of the regional European and Ukrainian offices of McDonald's

Corporation.

WORK, depending on the time spent to get to a
destination before /after the visit to a QSR.

Thus, for 80% of the respondents from the
European countries, the size of the commercial
area of QSR for HOME and WORK destinations is
within 15-20 minutes accessibility. In Ukraine, for
consumers of HOME destination it is a distance that
can be covered in 25-30 minutes, WORK destination
— in 20 minutes. This can be explained by the less
developed network of QSR and their considerable
distance from each other.

The size of the commercial area for customers
in the SHOPPING/ENTERTAINMENT segment is
more dependent on the characteristics of the shopping
center than on the QSR per se (BAS, 2018). Small
(local) shopping centers do not attract a large number

Restaurant

Focal distance

of visitors from remote areas, so for such locations
it is necessary to consider only the population within
8-10 minutes’ walk (Guimaraes, 2018; Krizan, 2018;
Mulicek, 2018). The specificity of generating flows
of visitors to large shopping centers, hypermarkets or
malls is calculated individually.

The closer the QSR is to the customers (their
home, work, shopping area), the more frequently
they wvisit it. This phenomenon is called ‘focal
distance’, which involves the division of the QSR
commercial area into sectors of 5, 10, 15, 20 and 30
minutes accessibility and shows the contribution of
residents in each of these sectors to the total sales
of the QSR (Fig. 2). The frequency and number
of visits are greatest in the central area. These
indicators decrease with increasing distance to the

Fig. 2. Focal distance of a McDonald’s restaurant in London

The research results presented in this figure contain internal corporate information of the regional European offices of
McDonald's Corporation. Prepared by authors using Bernsdorf, K. A., C. J. Lau, A. H. Andreasen, U. Toft, M. Lykke

& C. Glumer, 2017
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QSR location, even if the number of inhabitants in
each subsequent sector grows. Busy highways and
other communication lines make focal distance
streamlined in their sector of commercial area.
So, highways and communication lines increase
frequency and number of visits in peripheral zones of
focal distance near their location. But, the availability
of a busy highway can only be considered as a flood

Size and configuration of the commercial
area are significantly affected by natural barriers
(rivers, reservoirs) and artificial obstacles (roads,
highways and railways) passing through its territory
(Fig.3). Obviously, a barrier means not only the
lack of convenient bridges and walkways, but also a
psychological component when people are not willing
to cross a natural barrier.

Table 4. Influence of focal distance on QSR sales results in Ukraine and Poland

Travel time before/ Poland Ukraine
after visiting QSR Number of Sales per 1 inhabit- Share of consumers in QSR Share of consumers in QSR
inhabitants ant, Euro/person sales, % sales, %
0-5 min. 48 517 16.86 46.0 25.5
6-10 min. 106 688 6.87 41.0 21.2
11-15 min. 106 943 1.0 6.0 18.8
1620 min. 238 450 0.49 7.0 12.3
21-30 min. - - - 12.5
>30 min. - - - 9.7

e rese?rch results presented in this table contain internal corporate information of the regional European and Ukrainian offices of McDonald's

orporation.

generating factor when McDonald’s is located on
one. According to research results, only 1.0-1.5% of
road-users traveling on city highways with speeds of
60-80 km per hour use McDrive services.

The concept of ‘focal distance’ provides a clear
understanding of the relationship between the number
and frequency of visits to a QSR and the time needed
to get to destination before/after the visit (Table 4).

Thus, in Poland, the sector with the smallest
number of inhabitants (48,517 people) generates up
to 46.0% of restaurant sales at the highest average
monthly bill per inhabitant within 5 minutes of access
to the QSR. Therefore, when estimating the sales of a
new QSR, it is necessary to consider in calculations
not the total population, but the number of potential
customers, taking into accounts the focal distance.
In Ukraine 46.7% of QSR sales are generated by
customers living within 10 minutes accessibility
according to the investigation of V. I. Doroshenko and
V. I. Kutsenko.

There are factors influencing the success of a
QSR regardless of where it is located within the city.
As shown above, customers of HOME destination
on the way to/from QSR generate a significant
number of visits; therefore, for accurate estimation
of QSR sales it is critically important to have the
results of psychological and social surveys of these
customers. Each factor in combination with others
has a variable effect on the QSR’s performance
(Table 5).
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QSR commercial area potential.

Commercial area may also be limited by
competitors operating within the commercial area
regardless of their brands. Convenience is a key

Fig. 3. Commercial area of QSR and influence of engineered
barrier (channels, highways) on its size (Rusanivka district,
Kyiv city, Ukraine)

Prepared by authors using Google Maps images
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Table 5. Influence of factors on QSR success at HOME and WORK destinations

Influencing factors |

Level of influence on QSR success

Customers of HOME destination

1. Time spent on the way to/from QSR:

1.1. On transport

Very high with 5-, 10-, 15- and 20 minutes of accessibility. Level of influence decreases from
center of the city to suburbs. The least influential factor on the highway

1.2. Walking accessibility Low.

As a rule, 5-10 minutes regarding time for transport to/from QSR (Bernsdorf, 2017)

2. Social-demographic portrait of potential customers:

2.1. Family

Very high. Potential segments of customers

2.2. Age distribution High (Garza, 2016)

2.3. Income level
Eckert, 2017)

The higher is the income level, the lower is the demand for QSR services (Garza, 2016;

2.4. Employment Medium

2.5. Education level Low

2.6. Nationality/ethnicity

Variable. Dependence on traditions in organization of catering outside home

3. Competition:

3.1. QSR of the same brand Very high.

Influences size and configuration of commercial area

3.2. QSR of international brand Very high.

Influences size and configuration of commercial area (Bas, 2018)

3.3.  Other competitors High, medium.

Depends on strength and activities of the competitors

Customers of WORK destination

1. The number of companies, offices and their employees within the QSR commercial area:

1.1. Transport accessibility High/medium

employees

Necessary to consider mobility of

1.2.  Walking accessibility High/medium.

reduced

Employees have time limits for
visiting QSR during lunch break
so the commercial area may be

2. Specifics of catering organization at work:

2.1. Own QSR available Very high

QSR may attract customers by specialties and unique offers

2.2. Competitors available High/medium.

lunches

Depends on strength and activities of the competitors, offers of delivery menus and business

2.3. While/blue collar ratio Low/medium.

Blue collars usually bring lunch from home

Prepared by authors using Bernsdorf, 2017; Garza, 2016; Eckert, 2017; Bas, 2018

indicator for visiting a QSR, so with the appearance of
a new more convenient QSR, customers will visit it.
As for the McDonald’s chain, the biggest competitor
for a new restaurant is the one already operating in
the overlapping trading zones. Intersection of the
trading zones of existing and new QSR is called
the convenience line passing exactly in the middle
of the area, as shown in Fig. 4. This intersection of
the trading zones of existing and new QSR may be
perfectly explained by the Voronoy polygon also.

Customers visiting a commercial area with the
sole purpose of visiting a QSR will choose the near-
est. Other reasons for visiting a commercial area form
its potential for generating QSR sales (Table 6). Gen-
erators include residential areas, offices, large trading
operators, subway stations, public transport stops etc.

The potential of a QSR’s commercial area is
significantly dependent on the situation of the magnets
- generators of flow of potential customers, attracting
a large number of people. There may be many magnets
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in the QSR area (small shops, cinemas, tourist
facilities, etc.), but it is necessary to concentrate on
the largest one (Fig. 5). These magnets shown in Fig.
5 are located near busy highways because they attract
potential visitors. The number of visitors depends on

¢ —QSR 1

convenience line for QSR 1 and

QSR 2 with crossed trading zones

QSR 2-{m} .'

Fig. 4. Convenience line for visitors of QSR 1 and QSR 2 with crossed trading zones

Prepared by authors

the level of highways capacity. So, the greater the
capacity, the greater the size of the magnets.

Key factors of successful QSR location within the
flow-generating magnets. The number of a QSR’s
customers significantly depends on the convenience

Table 6. Assessment of potential and characteristics of QSR commercial area

Potential assessment Characteristics Features of commercial area — customer flow (sales) generators
Excellent All sales generators are shopping center is successfully operating or is about to be opened (in
developed 1-2 years);
very high population density (to 50% of city residents) most of them
working downtown;
many residential buildings with developed infrastructure;
high level of population motorization
Very good Two sales generators devel- shopping center successfully operating at least 1 year available;
di binations. . . . .
oped 1n any combinations high population density (to 25% of the total), most of them working
For Ukraine the best combina- downtown;
tion is HOME+SHOPPING many residential buildings with developed infrastructure;
high level of population motorization
Good Steady market of QSR sales sales market is enough to form stable demand for QSR products
with certain sales generators is
developed
Satisfactory Formed market is in stagnation main flow generator is a shopping center which used to be popular 10
or declining years ago, but which is now unfashionable
Undesirable Market is weak, any flow neighbourhood with low income level, industrial area
generators are absent
Prepared by authors.

MeD 20 minute
Trade Area S P
MecD Shopping a4
Trade Area
Magnet

Trade Area Road

L

K
> i

Residential

o ek

Fig. 5. Location of flow-generating magnets

Fig. 6. Location of McDonald’s restaurant within flow-generating magnets

The research results presented in these figures contain internal corporate information of the regional European offices of McDonald's

Corporation.
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of its location within the flow-generating magnets. A
powerful magnet has a much larger commercial area
than a QSR, so their mutual location is decisive for
visits to the latter (Fig. 6).
Table 7 presents a list of factors and their influ-
ence the success of a QSR located near a magnet.
Three characteristics are used for assessment of

assessment of the location potential.

Feasibility of the choice of a QSR’s location is
strengthened by the use of integrated methodologi-
cal tools for collection and expert evaluation of data,
both general (social-economic specifics of the terri-
tory/region development) and specific (condition and
characteristics of locations, regularities and tenden-

Table 7. Influence of factors on success of QSR located near a magnet

Level of influence on
QSR success

Influencing factors

Notes

1. Powerful magnet whose commercial area is larger than that of the QSR

Number of magnet visitors | High | QSR visibility and accessibility are crucially important

Type of magnet:

Shopping center (mall, SEC) Very high In priority when choosing QSR location

Shopping center (mall, SEC) Very high Considerably reduces the number of potential customers for

with food-court new QSR

Recreation facility High Necessary to consider the seasonal factor

Tourist center High Seasonal factors are not influential, visibility is critical

Educational institution (school, High Students under 14 years dot not influence considerably. Walk-

college, university) ing accessibility is important (at most 10 minutes) (Thornton,
2016)

Others (cinemas, health facili- Variable Depends on magnet power

ties)

2.  Weak local magnet with less commercial area

8-10 minutes of accessibility to QSR

Number of magnet visitors High

Not always known

Number of magnet employees Variable

Depends on the size and significance of the magnet

Prepared by authors using Thornton, 2016

a QSR’s location relative to a magnet: QSR conve-
nience, visibility and accessibility from the routes
leading to the magnet (Table 8).

Accessibility and visibility of a QSR in relation to
magnets are particularly critical when opening a new
quick-service. From this standpoint, several types

cies in behaviour of potential customers, competition)
as well as by considering factors influencing perfor-
mance of a new QSR (Fig. 8).

Conclusions. Below are the parameters recommend-
ed for the choice of location of QSR which are able to
generate traffic of potential customers:

Table 8. Key factors of successful QSR location relative to magnets

Characteristics of QSR
location

Recommended parameters of QSR location

1. Convenience

‘Comfort zone’ is the commercial area at a distance of 20-30 minutes accessibility. Magnet located
within the QSR commercial area is of priority

2. Accessibility

Easy maneuvering on the way to/from QSR and access road to it including easy accessibility by car

3. Visibility

spot the QSR

Building, poster, signs indicating the road and direction to QSR are conspicuous. Customers can easily

Prepared by authors

of QSR locations are distinguished by the level of
visibility and accessibility of magnets and transport
arteries (Fig. 7). It is necessary to consider all flows
of magnet visitors moving near the QSR for proper

1. Potential QSR location should be between
HOME, WORK or SHOPPING destinations;

2. Itis more promising to choose a QSR location
near flows of consumers going HOME than
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QSR locations as to their visibility relative to magnets

A 2 L 4
. MAGNETS — TRANSPORT ROUTES
»| 1. QSR location is visible from each 1. QSR location is visible from all directions; time for
main entrance (exit) of the magnet | maneuvering is sufficient. QSR location is accessible from

both directions of the road

2. QSR location is visible from the main direction; time for

2. QSR location is poorly visible from catle ! e ! !
| maneuvering is sufficient. Location is easily accessible from

one of the main entrances (exits) of the

> magnet the main direction
—»| 3- QSR location is visible from the main direction, but time
3. QSR location is visible only from one for maneuvering is limited
N entrance (exit) or magnet has many _»| 4 Location visibility is limited from both directions; time for
ept.rances and exits (dispersed flow of maneuvering is not sufficient
visitors)
| S. Location visibility is essentially limited from both
directions, very little time for maneuvering
4. QSR location is not visible from the . . .
> magnet. Only regulars know about it. N 6. VlSlblllj[y is completely limited, it is necessary to start
maneuvering in order to see the location
Fig. 7.Types of QSR locations by the level of their visibility and accessibility from magnets and transport arteries
Prepared by authors
4 )
- political stability (national, regional);
» - demographic and economic factors of development of the main sales markets;
§ - size and quality of the workforce;
“E‘ - favorable business environment and tax policy for business;
§ - source of inputs and raw materials, logistics costs;
§n - protection of environment, sate management;
2 - availability of the developed public utilities and technical infrastructure;
= - cost of a land plot and construction;
|- living conditions (climate, level of education, medicine, culture, crime etc.).
.
S
1. Requirements to territorial location of the quick-service restaurant within the city/district:
- proximity to residential areas and other objects necessary for potential employees and consumers;
- availability, capacity and significance of transport routes, vehicle speed;
z - volume of transportation of potential consumers, convenient access roads;
*§ - composition and territorial dispersion of a cluster of product form and territorial competitors;
‘; - availability of high-professional competitive supply network;
5‘5 - availability and proximity to traffic generators (magnets).
= 2. Requirements to a building site:
2 - size, configuration, relief and other technical features; its visibility;
= - zonal restrictions (norms for development of the territory, consistency with neighboring objects,
possibility of organizing a parking lot);
- appropriate format of quick-service restaurant ;
- possibility of reconstructing the leased premises.
\ J

Fig. 8. Factors influencing QSR location
Source: data based on works by Chase, 1998; Thomas, 2014; Zhang. 2018 further elaborated by the authors
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in the vicinity of morning flows;
3. QSR location: distance for HOME destination

should be covered in at most 20 minutes and
distance from/to WORK — for 10 minutes;

4. Assessment of QSR commercial area
potential should be ‘excellent’, ‘very good’
or ‘good’;

5. No artificial or natural barriers;

6. Proximity to powerful magnet (traffic
generator) with commercial area greater than
that of QSR; no other QSRs belonging to the
magnet;

7. Convenience, accessibility and visibility of
magnets in relation to QSR.

The presented factors are average and always
vary between countries, cities, and different locations
based on geographical, cultural and demographic
characteristics. When choosing a QRS location only
one of the listed factors may prove dominating. How-
ever, even a well-chosen location cannot guarantee
the successful business, as high quality of services
and food, and optimal price-quality ratio may become
a decisive factor in shaping behavioural intentions of
consumers (Namin, 2017).

When choosing a QSR location it is necessary
to perform reliable assessment of market opportunities
and threats to the restaurant’s further development, to
take into account sector specifics in determining the
competition intensity and market capacity, to analyze
flows of visitors; to justify the focal distance and QSR
commercial area, to consider generators of QSR cus-
tomers flows and features of their mutual location.
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