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Introduction 

Till that day such two notions as “fast food” and “healthy lifestyle” have been 

incompatible. Thus, we must correct this phenomenon. 

The main reason for starting this project was an observation of an overall tendency in 

the world to eat quickly. Regarding worldwide healthy trends of the last years the next logical 

step supposedly will be to eat fast and healthy. 

To begin with, pursuant to the Maslow's hierarchy of needs (Maslow, 1943), food is one 

of the essential things for the living of all living creatures, not only humans (Figure 1). 

 

Figure 1. Maslow's hierarchy of needs. Source: Maslow, 1943 

On the other hand, in accordance with the World Health Organization report (WHO, 

2018), noncommunicable diseases (NCDs), including heart disease, stroke, cancer, diabetes and 

chronic lung disease, are collectively responsible for almost 70% of all deaths worldwide. 

Almost three-quarters of all NCD deaths, and 82% of the 16 million people who died 

prematurely, or before reaching 70 years of age, occur in low- and middle-income countries. 

The rise of NCDs has been driven by primarily four major risk factors: tobacco use, physical 

inactivity, the harmful use of alcohol and unhealthy diets. 

Despite the fact, that health has a central place in the 3d Sustainable Development Goal, 

which sounds as following: “Ensure healthy lives and promoting well-being for all at all ages” 



and is underpinned by 13 targets and 16 other SDGs (Sustainable development solutions 

network, 2018), the largest restaurant companies in the world in 2018 were McDonald's, 

Starbucks and Burger King (McGrath, 2018), none of which promotes healthy food. 

Furthermore, as on April 9, 2018 (Worldatlas, 2018), the world's largest fast food 

restaurant chains, with more than 10,000 locations, are the following: 

1. Subway, with 44,229 locations, the main meals of which are submarine sandwiches 

and salads; 

2. McDonald’s - 36,900 locations, with hamburgers and fast food; 

3. Starbucks - 25,085 locations - coffee house; 

4. KFC - 20,404 locations - fried chicken; 

5. Burger King - 15,000 locations - hamburger fast food; 

6. Domino's Pizza - 14,200 locations - pizza;  

7. Pizza Hut - 13,728 locations - pizza; 

8. Dunkin' Donuts - 11,300 locations - donuts. 

Subsequently, worldwide obesity has nearly tripled since 1975. In 2016, more than 1.9 

billion adults, 18 years and older, were overweight. Of these over 650 million were obese. 39% 

of adults aged 18 years and over were overweight in 2016, and 13% were obese (WHO, 2016). 

On the contrary, every year amount of people, who want or have to eat healthily is 

growing. Due to the IRI International survey (Nutfruit Magazine, 2018), 70% of people in 7 

European countries (Italy, Greece, Spain, Germany, France, the UK and Holland) prefer buying 

food with less salt, sugar, fat or calories. This is an increase of 41% in just three years. 

But if to talk about restaurants, not stores, nowadays the only alternative to common 

fast food is salads or vegetarian food. Due to the data, provided by websites such as Tripadvisor, 

among those stated healthy restaurants in 6 European capitals (Kyiv, Paris, Berlin, Barcelona, 

Paris and London) are many vegetarian restaurants but no one with really healthy food (see 

Tripadvisor, EU Business School website, Indagare, What’s on). Having analysed restaurants 

menus we figured out that vegetarian restaurants have no fish or meat meals and they are not 

an option for non-vegetarian people, Asian cuisine restaurants usually have plenty of spices in 

their dishes and don’t suit people on the regime, and fast-food restaurants have almost 

everything fried and they are not an option even for healthy people. 

Of course, some restaurants offer boiled or braised meals, but for this, you have, firstly 

find such a place, and secondly, wait for about 20-30 minutes for your order. If to talk about 

generally accepted rules, business people and student have about one hour and 30-40 minutes 

accordingly for their lunch, considering queues, meal preparation, eating and time for going to 



and from the place of lunch. Not so much time for looking for some healthy alternative or cook 

by yourself if you have to be at work for about 8 hours a day or at the university for about 6-7 

hours a day + 2-3 hour for commuting, isn’t it? Or, another example, travellers - they usually 

do not want to spend precious time of sightseeing for waiting for an order. 

Thus, the main target audience of our restaurant will be divided into three groups: 

 Students; 

 Business people; 

 Travellers. 

The main focus will be on those on the regime. We do not account as one of the main 

groups of our target audience those people who are constantly on the regime but do not 

correspond to other three definitions because they do have enough time to go to the grocery and 

to cook everything they like by themselves, so they would most likely spend extra time rather 

than extra money every day. And we need to target our attention at those groups, which would 

rather spend their money in our restaurants and would do it on the daily basis. 

 After such analysis the following idea has risen - to create a worldwide restaurant 

company, which offer its clients a range of healthy food, served directly after an order. The 

menu will be worked out based on the snutritionists prescribings. Thus, all dishes will be made 

in such a way that it could be eaten by those people with some health problems or simply by 

those who want to eat tasty and healthy food. The mission of the company would sound like 

the following: “Feed people fast and healthy”. 

 The preliminary analysis of the organic food production and consuming shows us that 

USA and EU would be the best places to launch this kind of business (Figures 2, 3) (European 

Parliament News, 2018). 

 



 

Figure 2. The organic food market. Source: European Parliament. 

http://www.europarl.europa.eu/news/en/headlines/society/20180404STO00909/the-eu-s-

organic-food-market-facts-and-rules-infographic 

 

Figure 3. Organic farming in the EU. Source: European Parliament. 

http://www.europarl.europa.eu/news/en/headlines/society/20180404STO00909/the-eu-s-

organic-food-market-facts-and-rules-infographic 

After an overall overview of the regions for business placing the next logical stage of 

the project would be to conduct more precise market research and based on its results find 

places for restaurants in city centers, near business centers or in shopping malls in capitals of 

chosen countries to capture attention of the main target audience. 

  



Project stages 

 After idea creation and development, presented in introduction of this paper, the 

following core stages must be accomplished:  

1. Market research conducting and analysis; 

2. Network creation (with leasing holders, nutritionists, recruitment officers, legal 

counsels, advertisers, designers, suppliers, logistic companies, eco-packaging 

companies, recycling companies and others); 

3. Risks assessment; 

4. Budget calculation (ROE, ROI and others); 

5. Funding obtain through Crowdfunding platforms; 

6. Opening the first restaurant. 

To begin with, we have conducted market research and highlighted its results in the thesis, 

published in the scientific papers corpus of International scientific and practical Internet-based 

conference “35 economic and legal discussions” held by Naukova spilnota. The main aim of 

which was to understand in which regions of the world our restaurant is really needed and 

consequently will have customers. 

Analysis of the data gathered leaded us to such conclusions, that we have sufficient amount 

of information only about Ukrainian and European markets. More precise information is given 

below: 

 for Ukrainian consumers (59 respondents) it is worthy to open such restaurants because 

there is a good percentage of those who eat healthy food and at the same time visit fast 

food chains (positive answers for first 2 questions): 9 respondents - 15,3%; even bigger 

amount of those who would go to the healthy fast food restaurant on the daily basis for 

lunch if there was one (those who answered “Yes” for the question “Is healthy fast food 

chain needed in your area?” and chose an option of “Healthy fast food” for their lunch 

in the 3d question): 24 respondents - 40,7%, which means they are our future regular 

customers; and a significant percentage of those who would like to see such restaurant 

in their area: 47 respondents - 79,7%, which means they would visit such restaurant at 

times; 

 for European consumers (38 respondents) it is worthy to open such restaurant as well 

but after deeper market research for every country. The corresponding results are as 

follows: there are 20 respondents - 52,6% of those who eat in fast food chains and call 

themselves healthy-eaters; 7 respondents - 18,4% of those who are our future regular 

customers; 29 respondents - 76,3% of our possible future clients. 



If to talk about other regions on international market, in general it is reasonable to open such 

chain as well, but the deeper analysis for every region is needed. 

The next step is to gather a team with which the project will be launched and create a 

network of our partners, which will include such people as: 

 leasing holders and legal counsels in those three regions mentioned above for better 

understanding of local laws and faster managing of all legal aspects; 

 a team of professional nutritionists with whom we will jointly work out a menu, entirely 

based on tips for healthy eating; 

 recruitment officers, who will help to find our desired employees; 

 advertisers, who specialize in different types of advertisement for gaining the best 

results from it; 

 designers, who would help to get the perfect design for our restaurants; 

 suppliers of organic food and biodegradable packaging, because it would be logically 

to serve healthy food for people in healthy for environment dishes, bags and glasses that 

decompose in a few weeks, if to talk about takeaway. Such products are developed in 

many countries so far. For example, in Ukraine one scientist from Sumy has made dishes 

and packages which decompose in three and one and a half weeks respectively (TCH, 

2018), in Odessa dishes from ditch reed has been produced which decompose in 1,5 

month (Facebook, 2018) and other two scientists have made dishes from corn which are 

eco-safe and fully biodegradable after a couple of years. The last invention has been 

awarded a status of one of Top-5 best eco start-ups of the world (Сьогодні, 2018). 

Firstly, it helps save our planet and corresponds SDGs, and secondly in such a way we 

will support local manufacturers of those biodegradable products; 

 logistic companies for delivery of that organic food and biodegradable packaging to our 

restaurants, for example Nagel Group, Kloosterboer or AGRO Merchants Group for 

Europe; 

 recycling companies, for example Europe Recycling in Netherlands. 

During risks assessment of this project the main emphasis has to be made on a set of aspects, 

among which are the following: 

 the proper number of customers for gaining the profit; 

 well-organized network for uninterrupted operation; 

 countries risk perspective considered during launching the project. 



Talking about budget calculation, we have to lay emphasis on the possibility of the 

franchising disposal. For this reason, on the beginning we may calculate approximate cost of 

one restaurant launch for example in Lviv, which would be in the range from 30.000 to 70.000$. 

For launching the project of such level funding is needed, therefore we will describe our 

business plan on such crowdfunding platforms as Спільнокошт, Kickstarter, Indiegogo, 

GoFundMe and others for gathering the sufficient amount of money. 

After successful market research, gathering the team, partners and money we will have a 

sufficient basis for opening the first restaurant, after 6-month work of which we would be able 

to make some conclusions about success or fail of this project on the specific market and make 

some modifications for further work. 

Conclusions 

Implementation of the above described project is expected to lead to the following results:  

 Economic effects: 

o Creation of the specific entrepreneurship type, which will promote consumption 

of organic food, what is beneficial for agricultural industry (particularly for 

Ukrainian); 

o Profitability due to the pioneering position on the market; 

o Creation of new workplaces; 

 Social effects: 

o Promotion of the healthy lifestyle; 

o Creation of value chain network; 

o Health maintenance of workers, students and tourists through an offer of the 

healthy and tasty alternative for their lunch / dinner / breakfast; 

 Environmental effect: 

o One of the most important requirements is organic products usage which might 

be an incentive for local suppliers to produce such type of goods long-term 

provision; 

o Usage of biodegradable packaging for saving the planet from garbage 

accumulation. 

To conclude, this project is aimed at giving an opportunity for people to gain energy, 

which is vital for creativity and longer, happier and healthier life of all human beings. 
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