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ABSTRACT

This study deter mnedthe level of custoner satisfactionin N gerianfast food restaurants
and analyzed custoner’s perception of service quality in the N gerian restaurants. It also
examned the factors enhancing custoner’s repeat patronage and i nvestigated t he i nfluence of
service quality on custonmer satisfactionin N gerian fast food restaurants. These were withthe
viewto providng e npirical i nfor mati on on how service quality enhanced customer satisfacti on
in Ngerian fast food restaurants.

Pri mary data were sourced for this study. The data were sourcedt hrough ad ministration
of questionnaire and conduct of i n-depthinterview The study popul ation consisted of Sout hwest
N gerian fast food restaurant custoners and some e nbers of staff. Multi-stage sanpling
technique was used for the study. A the first stage, three Southwest Ngerian States namnely;
Lagos, Ogun and Oyo were purposively selected because of the high economcally active
wor ki ng class popul ation and the concentration of fast food restaurants therein A the second
stage, 10fast foodrestaurarts were selectedfromeach of thethree States usingstratifiedrandom
sanpling consi deringt he or gani zati onal size andtype of food products offered for stratificati on
A the third stage, the first 20 consenting customers in each of the selected restaurants were
sanpled using convenience sanpling technique, thus resutinginataa of 600 copies of the
questionnaire being administered on the respondents. In addition twentyjudgmnentally selected
custormers and ten purposively selected enployees of fast food restaurants were also
inervewed Data collected were anal yzed using frequency, si nple percentages factor anal ysis
and ordered | ogistic techni que.

The results showed a high level of customner satisfaction (78% in N gerian fast food

restaurants wth hi gh propensity for repeat patronage. The results also showed that custoners’
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perception of service quality included e npl oyee conpetence (73 2%, enypl oyee interpersonal
skills (66.5%, enployee conplaints nmanagement capability (54.3%), restaurant hygiene
(69 6%, signage (67.7%), irnterior designand ambience (76.2%, menu quality(66.8%, product
pricing (70.4% and waiting ti ne (70.29. Further nore, the results showed that the najor
factors enhancing customer’s repeat patronage of fast food restaurants were food quality
(74.5%, location and convenience of reach (72.9%, secured environment (70.6% and price
(70.3%. Hnaly, the results showed that service quality neasured by interaction quality
(t=7.696, p<0.05), physica environnent quality (t=1963; p<0.05 and outcone quality
(t=5.320; p<0.05) had significant influence on custoner satisfaction

The study concluded that service quality enhanced custoner satisfaction in Sout hwest

N gerian fast food restaurarts.
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CHAPTER ONE
I NTRODUCTI ON

1 1 Background tothe Sudy

Custoner satisfactionis a global phenonmenonthat concerns organisations at all levels.
Thisisregardess of whetheritisa publicor private large, mediumor s mall scal ed organisation
or whether it is established for profit or non-profit purpose. It shows that custoners are very
I nportant to every organization They carry out a crucia functioninthe organizational process
(Kagewski &Rtzman 2005) andrenainthejustificationfor all efforts of production ( Lepkova
& Zukaité-Jefi noviene, 2012). A fir mcannot only be product-driven or technol ogy-driven
without recognizing the force of customer in the business core (Kotler cited in O pedluy
Adewuyl & Ayinla 2014).

Cust oner satisfaction has becone an outstandi ngfeat ure for excellenceina conpetitive
mar ket where businesses vie for custoners; this can only be achieved where custoner careis
given high priority (Zairi, 2000). In other words, a firmthat strives to constantly satisfy its
custoners encourages heightened devotedness from them and will in turn enjoy greater
profitability ( Wcks & Roethlein 2009). Further nore, it helps to gauge the organization’s
product and services or their perfor nance wth othersthus enablingthe manager toidentifythe
possible areas for prioritizedi nprove nent ( Fecikova, 2004; Zairi, 2000). Accordingto Rust and
Aiver (cited in Gagi¢, TeSanovi¢ & Jovici¢, 2013), two of the basic and fundanental
conponents necessary for effectiveness in service manage nent are custoner satisfaction and
servce quality. Hence, they have become subjects of great interest to researchers and

practitioners across dfferent countries and i ndustries.
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Service quality plays strateg ¢ business raes inany organisation ( Yusoff, Isnail, & A,
2010; denes, Gan, Kao, and Choong, 2008). It has been categorized to be an i nportant
phenonenon in public and private; goods production or servicing firms (Zahari, Yusoff &
Ismail, 2008). Further nore, it i npacts positively on organization’s operation and enhances its
financial perfor mance (Caro & Roener, 2006; Tam 2000). Hence, in the present day
conpetitive environment, an organizationthat wil survive nust be preparedto render quality
service toits custormers.

Service quality measurement provides illumnationintothe firnis present nanage nent
processes and serves as a cautionary indicator for future business outcones. It gives an
understanding of how custoners see the organization’s perfor nance relative to their
expectations prior tothe transaction Theoretically, researchers have provedthat thereis no one
abso ue objective and universal’ way of evaluating service quality because custoners
eval uation is affected by the conponents of the industry ( Ragpoat, 2004). Hence, specific
characteristics of each service industry should be adopted for service quality neasurenents
(Surmaedi & Yar nen, 2015). In other words, restaurant service quality attributes should be
desi gned and e npl oyed for restaurant service evaluation

Grilbert, \eloutsou, Goode and Moutinho (2004) argued that restaurant service quality
measurenent nust be done frequently as it is bound to change fromday to day, enpl oyee to
enployee, outlet to outlet, and even from custoner to customer (Fakokunde, |warere &
Mustapha, 2014). The whole essence of providing a reliable and dependabl e restaurant service
must be well propagated and adequatel y pratected by practitioners and other stakehol dersinthe
industry. This wil ulti natelyi nprove custoner satisfaction and encourage cust oner repur chase

intentions.
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Fast food retailingis athriving worldwde venture. Van 2yl, Seyn and Marias (2010),
poi nted out that patronage of fast food products has i nproved considerably all over the world
resulting in an astoundi ng i ndustrial grovth The increaseinthe general popul aion perception
that fast food is perhaps onthe long run nore efficdent and cheaper may be attributed tothe
pressure of work and city life coupled wth other social activities encouraging restaurant
business patronage. Several restaurant types exist but Fast Food Restaurants (FFR are also
known as ‘ qui ck service restaurant’ i ndi catingt he speed of delivery. They are a class of nodern
registered and standardi zed restaurants in which orders are taken on the counter and not table
waited These types of restaurants were initialy characterized by take-away and dri ve-through,
but recent devel oprents have included option of sit-in

The idea of fast and convenient food is not newinthe N gerian cultural environnent.
Traditionally several food vendors and ha wkers offer different types of ‘readyto eat’ and ‘take
away’ neals and snacks. However, M. B ggs, owned by a congloneratein N geria ( United
African Conpany, UAC) can be referred to as the first nodern fast food outlet in N geria
(Fakokunde, Iwarere & Mustapha, 2014). The outlet was comnissioned in 1986 in Lagos state
and the brand has expanded to over a hundred and seventy outlets in al nost fifty different
N gerian cities andtowns. The success story of M. B ggs has attracted and transfor ned several
indi genous and international brands resultingin hundreds of brands inthe countrytoday. The
business was initially known for sales of snacks, pastries and ot her i ntercontinental foods but
withthe gained acceptance, the business offering expanded to offering traditional cuisines.
Mustapha, Fakokunde and Awol usi (2014), idertified fast food business in Ngeria as a
promsing venturethat is boundto gi ve good profit despite any unpredi ctable economc, political

or social occurrence. Competitionlevel inthisindustryis natched only by the
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