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Abstract

One of the vital needs of increasing populationun country is food. There are a few number ofa@stnt goers to
meet the necessity of food. Most of the peopleunauntry occasionally go to the restaurant t@gmithnic and
some of western food items. The main purpose sfghidy is to identify some key drivers of custorsegisfaction

on restaurant services. The study covers the apioigestaurant goers in Khulna region. This rese#s based on
empirical study. Primarily, researchers contactéti W50 customers for their valuable opinion regagdestaurant
services. But, 246 customers gave their spontanesggmnse in this regard. Chi-square test has appled for

testing hypothesizes by using SPSS software. Tthidysaims to link some factors of service qualitydgrice

fairness of restaurant with the customers’ satigfac The researchers find out that customers sfateant have
negative impression about product and service tyutlirness, price fairness, staff’'s service, emnwinent of the
restaurant, image of the restaurant and loyaltyhef restaurant. The researchers suggest emphasiminigose
critical issues to attract new customers and regaisting customers.

Keywords: Customer Satisfaction, Customer Loyalty, Servical®u

1. Introduction

Bangladesh is a densely populated country. Peapléareasingly moving from rural to urban areapihg to lift
up standard of live. Over the last 10 years theufajon of all urban areas in the Bangladesh grew38%
compared with only 10% growth in rural areas (Badgkh Bureau of Statistic, Dhaka, 2001). One of ver
important need of this increasing population isdfoBeople of urban areas in Bangladesh are meatlijuated to
have their necessary meals from household cooKihgre are a few number of restaurant goers to ooesu
domestic cuisines. Most of the people in our cquoticasionally go to the restaurant to enjoy ettamid some of
western food items. Unhygienic environment, poaodfaquality, insufficient structural facilities, deiency of
available food items, uneducated chefs, unskilladess and ineffective management system make peaeflctant
to consume foods from restaurant in our countrynédbeless, very recent the number of restauransdwes been
increased in the urban areas of Bangladesh bethed®angladeshi way of life has changed. As the@nton of
married women in the work force has been raisajltiag in women having less time to plan and prepaeals at
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home. Today, meals are more of an afterthougherdttan a planned occasion. People themselves yhwithr no

time to cook; so they eat out. The result is tlmurdshing demand of food services of restauranspie the
increasing interest in the area there is veryelittsearch on customer satisfaction of food andicgein our

domestic restaurant. Increase expectations andyttgaoulinary tastes of consumers make the restalmasiness
in general in Bangladesh. This paper will expldre prevailing service quality of restaurant in Ktaureligion and
examine the effects of restaurants’ service qualitgustomer satisfaction.

2. Customer Satisfaction and Service Quality

Many researchers have looked into the importanaisfomer satisfaction. According to Hansemark Alichsson
(2004), “satisfaction is an overall customer attéutowards a service provider, or an emotional treado the
difference between what customers anticipate arat thtey receive, regarding the fulfillment of somezd, goal or
desire”. Kotler (2000) defined satisfaction as:p@arson’s feeling of pleasure or disappointment Itesgu from
comparing a product’s perceived performance (ocaut) in relation to his or her expectations”. Hogad
Maclnnis (2001) said that satisfaction can be daset with feelings of acceptance, happiness, fraiecitement,
and delight. It has been argued that while thedamcepts have things in common, “satisfaction isegally viewed
as a broader concept service quality is a compopérgatisfaction” (Zeithaml and Bitner, 2003). Qurser
satisfaction is defined here in Oliver’s (1997)ter that it is the consumer’s fulfillment responkés a judgment
that a product or service feature, or the produdteovice itself, provides a pleasurable level@misumption related
fulfillment. In other words, it is the overall leivef contentment with a service/product experierEeecent meta-
analysis of the empirical research on customersfeation found that equity exhibited a dominanteeffon
satisfaction judgments with a correlation betwequnity and satisfaction of 0.50 (Szymanski and Hénao01).
Understanding what makes customers satisfied atigfesdion outcomes remain a key challenge andcatit
management issue today (Bloemer and Odekerken-&ah2902). It was observed that the fundamentattioea of
retailing has prominently undergone dramatic tramaftion, particularly with the increased populadf non-store
retailing (e.g. personal selling, catalogues, T¥ming, the Internet, etc.). This burgeoning trémduelled by a
consumers’ increased willingness to purchase \@adlelternative channels, greatly influenced byr ttiganging
lifestyles and work patterns (Msweli-Mbanga and 2003). Service quality determines an organizatsutsess or
failure. Companies and organizations that virtuasery industry employs customer satisfaction messstor the
straightforward reason that satisfied customerseasential for a successful business (Gupta, SLadghlin, E.,
and Gomez, M. 2007). Service quality also determiiaecustomer’s satisfaction. However, the detemtmaf
service quality are complicated with the dynamisibass environment (Pun, K.F., and Ho, K.Y. 200hgerefore,
this measurement dimensions depend on the indiiself. Service quality is influenced by expectatiprocess
quality and output quality; in other words the stamls of service is defined by customers who haperenced
that service and used their experience and feetmdsrm a judgment (Chen, F.P., Chen, C.K.N., é&men, K.S.
2001). In order to achieve a quality service orgatidn, commitment from employees and support fatinfevels of
management is necessary. Therefore, it is impoftanhanagers who provide goods or services cotigtimkeep
track of information about the company’s well beawgfar as meeting its customers’ needs are coedd€¥igbedo,
H., and Parameswaran, R. 2004). Service comparedsying to find ways to improve and provide supequality
service to satisfy their customers (ThongsamalR081). The level of customer satisfaction may riémced by
various attributes from internal and external faxt@ustomer satisfaction may be identified agrivateand external
customer satisfaction of an organization. Fromlifeeature review, researchers on external custosatisfaction
have been identified. However, there seems to hisadissatisfaction of internal customer satisfactfoom
organization’s point of view. This is an issue thas raised concern among certain organizationsamhinterested
in employees’ welfare. Such dissatisfaction hasibdentified through opinion surveys conducted ligamizations.
These dissatisfactions are based on the facifitiesided by the organization for the employeeshsag the staff
cafeteria. As mentioned by John Feilmeier, directbretail management for Morrison Healthcare F&mivice
(cited from (Perlik, A. 2002), we need to run ceafets similar to what an outside business or reg@staurant
would do. Many food service providers have a pdroaghat people only go to eating outlets for thed. There is
an assumption that the primary reason people gedtaurants is for the meal (Andaleeb, S.S., anun@g, C.
2006). Josiam and Monteiro (2004) found that patbmdian restaurants in Minneapolis (USA) metiitao area
were better educated and more affluent. The faat 8ydney is more cosmopolitan and more multicalttinan
Minneapolis may explain this. Food markets werefits¢ to become globally integrated, linking distaultures of
the world (Nutzenadel and Trentmann 2008, Shar{dl889). Food habits undergo continuous changeegsatiapt
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to travel, immigration, and the socio-economic emwinent (Jerome 1982; Lowenberg et al. 1974; Senstual.
1991; Kittler and Sucher 1995). However, Food pefees, a result of physiological and psychological
development and social experience related to thgeeéeof linking a food, play an important role oo#l selection
because they give an indication of the amount tsfsation an individual anticipates from eatingoad. Other
influences of consumer food choices include cultana lifestyle factors, and food trends (ASP 19%&cording to
Zugarramurdi (2003), people are increasingly camegrabout nutrition, food safety at a reasonabt. ddarketers
face a set of environmental issues that substhntiatermine customer acceptance of their prodddis. definition

of good quality food, however, may vary dependippruthe type of food and the individual's food rehce.
Some of the important features of quality includholesomeness, freshness, nutritional value, textcotor,
fragrance, and flavor. It was also found that ag maaterial quality level rises, these variablegéase as well as
operating costs decrease (Giannini et al., 200gagamurdi et al., 2002). The results indicated tha quality of
raw material has a direct correspondence to thétywd the product. To many consumers safe foodnsethat
there will be no danger from harmful elements sastpathogenic microorganisms, naturally occurroxgns and
other potentially harmful chemicals which appearbto deliberately added to food products in the tguiThe
presence of microorganisms in food poses the gedtgeat to human health compared to all forms of
contamination (Rouf, 2004).

3. Objective
The objectives of the study are as follows:
1. To identify the key drivers of customer satisfagtan restaurant services
2. To link the perceptions of service quality and oustr satisfaction of restaurant goers and emplyical
demonstrate the influence of service quality andepon satisfaction judgments.
3. To examine how local customers perceive the quafifpod and service in local restaurant of Bangtd
4. To explore the perceptions of customers on prizadas of food and services of restaurant.
5. To provide some recommendation to improve the serguality of restaurant.

4. Hypothesis

1. H;= There is no association between the image ofahgpany and choice of the restaurant, recommenthtrs
as well as loyal to the services of the restaurant.

2. H, = Product and service quality fairnessrasedependent to the serving ordered food accyratel the
dedication of the employees on their services.

3. Hz= There is no relation between the price of the#and the choice of the restaurant

4. H,= There is no association between the customettjoy@the restaurant with the regularly visit tfestaurant
and intend to visit this restaurant again

5. Hs = There is no association between the satisfastadrthe customers with the satisfaction of thdfsta a
restaurant.

6. Hs =There is no association between the satisfactbtise customers with the satisfaction of the \mmvinent in
a restaurant.

7. H;, = Satisfaction with the restaurant do not dependh® overall atmosphere of the restaurant andathe
reasons of complains to the restaurant.

5. Methodology

This is an empirical study which is mainly basedpsimary data. Data are collected from the restaugaers of
Khulna city. This study had been conducted from rB@ll0 to December 2010. Respondents were selected
randomly from customers of the restaurant. Reseambntacted with 450 customer face to face, b6t@#tomers
agreed to participate in the survey. A structuradstjonnaire was designed by using five — pointesceanging
from “Strongly Agree” to “Strongly Disagree”. Ch@gare test is applied to analyze collected datagiyg SPSS
software. Besides, secondary sources, like — jtsirrithesis, books, were explored to assess pastansers
conducted on customer satisfaction in the restaimasiness.

27



Industrial Engineering Letters www.iiste.org
ISSN 2224-6096 (print) ISSN 2225-0581 (online) Pl
Vol 2, No.2, 2012 ns'
6. Analysis and Discussion

Table-1: Image of the Restaurant

Factors Strongly | Agree | Impartial Strongly Disagree significance
Agree Disagree (X~ at €df)

| usually use this restaurant as 86 71 19 58 32
my first choice compared tp CV =205.07
other restaura TV =15.50
I  would recommend this 49 63 11 76 47 0.05LSF
restaurant to others.
| would not switch to another 24 25 32 56 109
restaurant in next tim

Source: Field survey at 12/12/2010

CV- Calculated value of chi square test, TV- tablealue, LSF- level of significance

The image of the restaurant has positive relatigh the choice of the restaurant as a first chom®pared to other
restaurant, recommendation to others and switclanother restaurant in next time. Table-1shows &6&%0
customers choose the restaurant as a first chaieeadthe image of the restaurant but 36% custod®r®t choice
the restaurant as a first choice due to the imdigkeorestaurant, 45% customers recommend otheoshak good
image in market but 50% customers do not recommnathdrs who has no good image in market, only 20%
customers will not szvvitch to2 another restauramént time but 67% customers will switch to anothestaurant in
next time. Since X > X, , it has mentioned that the image of the restausahighly required to make the
restaurant as a first choice and recommend to ®teewell as not to switch to another restaurant.

Table-2: Product and Service Quality Fairness

Factors Strongly | Agree | Impartial | Strongly | Disagree significance
Agree Disagree (X“at4df
Serving ordered food accurately. 38 33 21 71 83 =@%9.40
Employees are dedicated o 15 37 05 90 99 TV =949
maintain speed and quality of 0.05LSF
service

Source: Field survey at 12/12/2010

Product and service quality fairness has the effecthe satisfaction of the customers. Serving r@diefood

accurately and the dedication of the employeesdmtain the speed and quality of service are camsiito know
the product and service quality fairness. Singe X> X, ~ , the product and service quality fairness depenthe

Serving ordered food accurately and the dedicatfothe employee to maintain the speed and quafityeovice.

Table-2 shows that 29% customers of the study aerasagreed that the employees of the restaueave srdered
food accurately but more than 62% customers obthdy areas are not agreed that the employeds oEstaurant
serve ordered food accurately, only 21% customietiseostudy areas are agreed that the employeatedieated to
maintain speed and quality of service but 77% custs of the study areas are not agreed that tipbogees are
dedicated to maintain speed and quality of service
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Table-3: Price Fairness

Factors Strongly | Agree | Impartial | Strongly | Disagree significance

Agree Disagree (X “at 1z df)

Price of food items comparatively 57 64 13 74 38

cheaper. CV =146.95

All customers are treated equally by 72 81 01 26 66 TV =21.00

the price of food item 0.05LSF

| think the price of products and 17 28 33 70 98

services is based on cost.

Taste of food items is compared 46 60 12 55 73

with price.

Source: Field survey at 12/12/2010

Table-3 shows the customers overall opinion abaitepfairness of the restaurant in the study arfde
Researchers find that 49% customers are agreedt dbeuprice of food items comparatively cheaper%61
customers are agreed to treat the restaurant gduathe price of food items, only 18% customeres thinking the
price of products anzd servi<2:es is based on cos#&ha customers agreed that the taste of food iternempared
with price. Since X =~ > X, , the satisfaction of the customers depends offiaileess of price of the items in a
restaurant. Therefore, few customers are agreeitivebyg about the considered factors. So, therarisoption to
modify the prices of the items in a restaurantefs$tudy areas.

Table-4: Customer Loyalty to the Restaurant Service

Factors Strongly | Agree | Impartial | Strongly | Disagree significance
Agree Disagree (X~ at 4 df)
| regularly visit this restaurant. 54 61 02 77 52| V=£5.07
| intend to visit this restaurant again. 63 49 01 6 6 67 TV =949
0.05LSk

Source: Field survey at 12/12/2010

To sustain and regularly visit the restaurant @& tistomers depend on the loyalty to the restaufdr table-4
represents that more than 46% customers regulasitythre restaurant but 52% customers do not relywésit the
restaurant, 45% customers have intention to \%iiﬂ';tltestaurant again but 54% customers have notiateto visit
this restaurant again. In this studycﬁ < X, so, the null hypothesis is accepted. Customer tgyal the
restaurant service has no association with theladguwisit the restaurant and intend to visit teetaurant again.

Table-5: Satisfaction with the Staff's Service

Factors Strongly | Agree | Impartial | Strongly | Disagree significance
Agree Disagree (X“at 12 df

The staff serves food in promised 23 44 03 57 119 CV=76.23
time. TV =21.00
The staff quickly corrects mistak 21 39 07 72 107 0.05LSF
The staffs are well dressed, neat 42 55 10 86 53
and. clean
The staffs are knowledgeable abgut 43 37 16 91 59
the menu

Source: Field survey at 12/12/2010
Regular visit in the same restaurant almost dependhbe satisfaction with the staff's service. Teasure the level

of satisfaction with the staff's service, the rasbars consider the above four factors to whomoensts are
satisfied or not. The table shows that only 27%auers are agreed about the served food in prontisedand
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more than 71% customers were not agreed aboutetireds of food in promised time, about 24% customesse

agreed about the quickly correction of mistakeshefstaff's of the restaurant and more than 72%ocusrs were
not agreed about the quickly correction of mistaibthe staff's of the restaurant , 39% customeesensatisfied
about the neat and clean as well as well dress#tkddtaff’'s of the restaurant and more than 56%totners were
not satisfied about the neat and clean as welleisdressed of the staff's of the restaurant, 32&ta@mers believed
that the staffs are knowledgeable about the memuriore than 61% customers do not believed thatdfadfs are
knowledgeable about the menu.

Table-6: Satisfaction with the Environment of thedRtaurant

Factors Strongly | Agree | Impartial Strongly | Disagree| significance
Agree Disagree (X Zat 8 df)
The dining area is frequented. 36 3( 15 95 70 ©9.722
It maintains appropriate sound le 7C 57 13 88 18 TV =15.50
It has sufficient air conditioning and 29 46 11 82 78 | 0.05LSF
lighting facility.

Source: Field survey at 12/12/2010

Basically, the environment of the restaurant hgsaich on the satisfaction of the customer as wethasemployees
working in a restaurant. In this study, the reslears considered the three areas as a restazureirnrm%ent such as
dining areas, sound level and air conditioning adl vas the lighting facility. Since X™ > X, the null
hypothesis is rejected. That means there is aigpHdtip between the restaurant environment andthihee
considered factors. Here 26% customers are agreedt sdhe frequent dining areas and 67% customersnar
agreed about the frequent dining areas, 51% custoare agreed about the appropriate sound systetheof
restaurant and 43% customers are not agreed dimappropriate sound system of the restaurant , @@¥omers
are agreed about the sufficient air conditioning Aghting facility of the restaurant and 65% custos are agreed
about the sufficient air conditioning and lightifegility of the restaurant and 65% customers arteagoeed about
the sufficient air conditioning and lighting fatyliof the restaurant.

Table-7: Satisfaction with the Restaurant

Factors Strongly | Agree | Impartial Strongly | Disagree| significance
Agree Disagree (X Zat 4 df
| am satisfied with the overall 54 61 02 77 52 Cv=1754
atmosphere. TV =9.49
There is no reason to complain. 63 49 01 66 671 0.05LSF

Source: Field survey at 12/12/2010

The above table shows that null hypothesis is tejecThat means there is an association betweesatisfaction
and atmosphere of the restaurant as well as thglagring of the customers. But we find that onlyd ¢ustomers
of the restaurant of Khulna division are agreedarding the satisfaction with the overall atmosphefethe
restaurant. Again more that 45% customers havedhwlain to restaurant of Khulna division.

7. Conclusion and Recommendations

7.1. Image of the Restaurant

Image of the restaurant has positive impact ors#tisfaction of the company. But more than 51%aruasts have
negative idea about the image of the restauratfterstudy area. They do not use the restaurameasfirst choice
compared to other restaurant, they would not recenthto others and they may switch to another restain next
time. For these reasons the authority of the reatdun the study area should take the necesséipnao build the
image of their restaurant.

7.2. Product and Service Quality Fairness

Measuring the product and service quality fairnesasidered how much the employees are servedadbe f
accurately and how much they are dedicated to the¢ies and responsibilities. But more than 69%aasrs are
not agreed about the level of serving ordered faczlirately and the dedication of the employeest &m be said
that staffs don’t have adequate competency anctdtaln to serve quality food in right time. Thenmefoowners of
the restaurant should take care about the neceslsisyand motivation to supply foods in the rigime.
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7.3. Price Fairness

To know about the price fairness of the food itéma restaurant ask different question to the eusts mentioned
in the table where on an average 51% customerstagnee about the price of food items comparaticbeaper,
are not treated equally by the price of food itethey do not think that the price of products aad/iges is based
on cost and taste of food items is compared witbepiSo, restaurant owners should redesign the pfiproducts
comparing with the quality and taste of the foeulris.

7.4. Customer Loyalty to the Restaurant Service

It is found that customer loyalty to the restaursgnvice has no association with the regular \dsitestomers of the
restaurant and intended customers to visit thewweaht again. They are totally opposed regardieddialty of the
restaurant. That means the customers of the stadhs are not loyal to the restaurant services. Toegot agree
about the matter to the respondent. So, they adevelop the strategy to make the loyal of theéaruer to the
restaurant.

7.5. Satisfaction with the Staff's Service

Satisfaction with the staff's service is measurgé@sking questions about promised time to servd,fefficiency to
solve mistakes, well dressed, neat and cleanliaedsknowledge of the staffs about the menu. Onage65%
customers express about the dissatisfaction wlstaff's services where 48% customers are noteddieat they
serve the ordered food in promised time and 43%ttody can not correct the mistake quickly. Soahthority of
the restaurant in the study areas should play apaitention with the performance of the staff¢hia restaurant.
7.6. Satisfaction with the Environment of the Rerstat

The environment of the restaurant has great impacthe satisfaction of the customers. In this wt68%
customers are not satisfied with the environmenhefrestaurant. 67% customers are not agreedhéhatining area
is frequented, 43% customers are not agreed ttmaaiitains appropriate sound level and 65% custeraer not
agreed that it has sufficient air conditioning digiting facility. So, authority of restaurant shdwspecial care
regarding this issue.

7.7.Satisfaction with the Restaurant

Satisfaction with the restaurant means customezsatisatisfaction level about the restaurants lkmown through
the asking question about the overall atmosphetheofestaurant and any matter of complains. 528tooers are
not satisfied about the overall atmosphere of #staurant and 54% customers have any reasons glaiomto the
restaurant in the study area. So, they shoulddintdthat reasons and should take corrective messarsolve the
problem immediately.
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Appendix:
Socio — demographic structure of the respondents
Items Sample (%) Items Sample (%)
Gender: Educational Level:
Male 75.2 llliterate 7.7
Female 24.8 Primary School 28.1
High School 30.9
College 9.7
University 23.6
Age: Residence:
<25 6.1 Bagerhat 26.8
25-49 56.2 Khulna 41.9
50 - 65 29.3 Satkhira 24.0
>66 8.5 Others 7.3
Marital Status:
Single or living alone 81.3
Married or living together 18.7
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