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[bookmark: _Toc113107140]Abstract
            Customer satisfaction has gained significant attention, especially in the U.K.’s hospitality sector in recent years. Despite several crises that have negatively impacted the hospitality sector, restaurants have remained resilient in recent years, making it one of the most important sectors in the country in terms of job creation and revenue generation. The purpose of this study was to examine customer satisfaction in London restaurants during the COVID-19 Pandemic: a Case Study of Skylon Restaurant. To complete the study, it was adopted a deductive approach and a quantitative methodology where survey was used to collect primary data  and the sampling was done by using the convenience sampling method using 50 respondents.The findings of this study from the chosen restaurant were spread across all restaurants and revealed customer satisfaction levels, the importance of customer loyalty levels, and the importance of U.K. restaurants.
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[bookmark: _Toc113107142] 1. Introduction
The restaurant industry in London was, together with the entire U.K.’s hospitality industry, suffered by the COVID-19 lockdown restrictions. London restaurants acted as an important early-warning system with reference to the impact of the pandemic on the U.K. economy when the hospitality industry witnessed a sudden fall in bookings (Private Dining Rooms, 2020). The pandemic also suffered the hospitality sector in terms of both financial losses and job losses. During the height of the pandemic, restaurants experienced the biggest drop in sales, at 21%, while bar sales plunged by 14%. As the pandemic worsened, bars, pubs, and restaurants were forced to close to customers to save for delivery and takeaway, which caused bar sales to drop by 60% and restaurants by 56.4% (Private Dining Rooms, 2020). The Quarterly Tracker for the U.K. Hospitality sector revealed that the sector experienced a 23.1% contraction, highlighting how hospitality took an unprecedented and extremely disproportionate hit due to the pandemic. The hospitality industry in the U.K. basically ground to a halt, with about 75% of businesses in the sector closing down and 85% of the employees furloughed (Private Dining Rooms, 2020).
Additionally, with the U.K.’s move to impose restrictions, bookings plummeted, Christmas parties were postponed, and some restaurants closed early for Christmas because of uncertainty and fears about the increasing cases of omicron variant. The new COVID-19 strain turned London into a ghost city, and many restaurants were hit by numerous cancellations as well as no-shows as concerns continued to rise every day (Hui, 2021). This led to massive financial losses for key players in the hospitality sector, Skylon Restaurant included. The margins were very slim, and the rapid spread of the Omicron variant also resulted in mass staff shortages as most people came down with the virus.
Consequently, a recent report on how the COVID-19 pandemic has affected the hospitality sector paints both a bleak and an encouraging picture. The pandemic hit the hospitality sector hardest, which resulted in a complete halt of the entire industry. Recovery is beginning, but the industry has remained a shadow of its former self. While there have been modest signs of recovery, the industry remains vulnerable. As of April 2020, less than 1,650,000 café, restaurant, pub, and bar employees were put on furlough as the country’s first nationwide lockdown closed restaurants for eat-in dining (Hansen, 2021). While that number dropped to less than 590,000 employees furloughed as of May 2021, the number still represented a quarter of everybody on furlough over that period. Meanwhile, year-on-year revenues across hospitality remained 25% lower as of May 2021. Additionally, shutting down the entire hospitality sector effectively forced many suppliers to shut down; from fruit, vegetables, meat, fish, and cocktails to cleaning detergents and many more (Hansen, 2021). Restaurants might have started to reopen, but workers’ hours and profit margins are still not seeing a full recovery. This paper seeks to determine how the COVID-19 pandemic affected customer satisfaction, customer loyalty, and consumer purchasing behavior, with specific reference to Skylon Restaurant located in London.
1.1. [bookmark: _Toc109861995][bookmark: _Toc113107143]Skylon Restaurant
Skylon restaurant is one of the restaurants in the U.K with the richest history, especially related to the Royal Festival Hall in 1951. The restaurant‘s history is intertwined with the defining moment between 1939 and 1963, when food rationing was the order of the day and talking about food philosophy was difficult (Skylon Restaurant London, n.d.). Officially opening its doors in 1965, the restaurant has over the years shown consistent growth and performance in all segments, offering services to thousands of customers, both local and international, and serving modern British cuisine to meet the customer’s expectations (Skylon Restaurant London, n.d.). In addition, the restaurant is also known for its innovativeness and creativity in its services, which has been key to its growth and performance and has also been a key competitive advantage in the ever-competitive U.K. hospitality sector.
1.2. [bookmark: _Toc109861996][bookmark: _Toc113107144]Research Background 
Customer loyalty refers to an ongoing positive relationship between a brand and a customer. This positive relationship increases repeat purchases and makes consumers choose the business of the brand over competitors. It is not easy to achieve customer loyalty, especially in the restaurant industry (Nicoleta, 2021). While there are some brands that everybody knows and loves, most FMCG brands have a harder time gaining loyalty. Consumers have a habit that whenever they like something, it is difficult to choose something different or even test an alternative product (Nicoleta, 2021). However, while people do not usually change their preferred brands, something changed when the pandemic started.
In the case of restaurants, one of the first things that changed was that most customers stopped going to restaurants, especially because most of them had closed. Even so, the ones that remained open did not have as many customers as the pre-pandemic level. Most customers also tried out online shopping, which led to a surge in e-commerce (Nicoleta, 2021). Besides, this was the time when customers started to change their choices when it came to their most favourite brands. Instead of visiting the same restaurant they used to, they began shopping online, and instead of purchasing their favourite brands, they purchased what was offered with free delivery. Another reason for which customers changed to different brands was convenience, as they sought a convenient and seamless experience (Nicoleta, 2021). However, it seems like they are gradually returning to the pre-pandemic period, and it is time for restaurants and brands to strive to win back their customers and make them loyal.
1.2.1. [bookmark: _Toc113107145]Skylon’s customer experiences based on Trip Advisor reviews
Specifically, Skylon Restaurant considers experience as an important measure of their strategic success. In this case, the restaurant has an internal customer experience monitoring system. However, there are several other sites such as TripAdvisor, Yell, TheFork, that allow for public reviews of the restaurant. For example, there more than 3352 reviews of Skylon Restaurant on TripAdvisor with 1,155 of them being excellent, 728 of them being very good, 364 of them being average, 226 of them being poor and 148 of them being terrible(Trip Advisor, 2022). In relation to these reviews, the researcher sought to conduct a comprehensive study on the nature and link of the customer experiences to customer satisfaction and Skylon Restaurant’s success (Trip Advisor, 2022). The restaurant is ranked 2,133 out of 17,474 London restaurants on Trip Advisor. The majority of the visitors rated the restaurant as either excellent or good, with a rating of 4. The traveler type of these rewies are families, couples, solo, business and friends. The reviews are reviewed for the whole year. There are also different type of language used in the reviews from which the most used one is English with 2,621 reviews, the second one is Italian with 56 reviews,  and the third is French with 35 reviews, etc. One customer describes the restaurant as ‘This is a great bar and also a great restaurant. The views are amazing as well. A really good wine list as well. Well worth a look if you are on the south bank’, Another customer indicated that ‘I have visited Skylon twice in the last couple of months. Lovely food, good service and great view of Thames. (Trip Advisor, 2022).’  There are 939 Google reviews which  are not verified. JJ Tran posted 66 reviews and 177photos. One of his reviews is ‘ Lovely location, great views and good food! The staff were good and attentive. Food was well presented and a great quality. The main selling point of this restaurant is the location overlooking the Thames and if you manage to get a sunset booking its quite romantic! The décor is fantastic of its era. A huge selection of wines on offer so there is something for everyon, Clientele ranged from families to small groups of friends to dates, very accommodating atmosphere! ( Google, 2022)
1.3. [bookmark: _Toc109861997][bookmark: _Toc113107146]Research Problem
As the current COVID-19 pandemic gradually eases, businesses are worried about the impact that the pandemic might have on their relationships with their customers. The pandemic has put customer loyalty as well as trust to the test. Businesses want to continue providing more value to their customers and return to profitability and growth as soon as possible after the crisis. This is a moment for businesses to look ahead and develop innovative and improved product offerings that they can introduce into the market at present that will not only serve customer needs now but also offer momentum into the future. Letting customers understand that they are very important by prioritizing their interests can help companies improve customer satisfaction, customer loyalty, and trust. Various research has been done on restaurants before, but a focus on how the pandemic has affected customer satisfaction, loyalty, and consumer purchasing behaviour has not yet been explored. Some have talked about the impact of the COVID-19 pandemic but have not comprehensively covered the specific topic proposed in this research. This research will narrow down to Skylon Restaurant, which has not been done yet. Given that the pandemic is still ongoing and its effects are still being felt within the hospitality industry, conducting research on how the pandemic has affected customer satisfaction and loyalty, as well as consumer purchasing behavior, can help businesses better manage a similar crisis in the future and emerge victorious.
1.4. [bookmark: _Toc113107147]Research Significance
The hospitality industry, which consists of food and beverage outlets like restaurants, pubs, bars, coffee shops, clubs, and accommodation places, has been growing considerably in recent years, especially during the pre-pandemic era. It is also one of the fastest-growing sectors in the world, with an increased demand for regular eating out, besides contributing to national and global economic growth. As such, conducting research on how the pandemic affected restaurants in London will help businesses better understand how to cope with such crises while improving customer satisfaction and loyalty. In particular, a specific focus on Skylon Restaurant will help to reveal finer details concerning the pandemic’s impact on the hospitality sector. This study seeks to gain insight into the COVID-19 pandemic's impact on customer satisfaction and loyalty in restaurants in London, which will be a great thing to help the business in terms of future preparation for similar crises. Recognizing the changes in customer behaviour during the COVID-19 pandemic will enable restaurants to make appropriate improvements to ensure greater customer satisfaction during these uncertain times. The findings of the research could help create significant recommendations for new policies and innovations based on the changes in consumer behavior.
1.5. [bookmark: _Toc113107148]Research Purpose
[bookmark: _Toc109862000]To determine the impact that the COVID-19 pandemic has had on consumer buying behavior, customer satisfaction, and customer loyalty of restaurants located in Southbank, London.
1.6. [bookmark: _Toc113107149]Research Objectives
i. To determine the impact of the COVID-19 pandemic on customer experiences in London restaurants.
ii. To investigate how the COVID-19 pandemic has impacted the customer loyalty of restaurants in London.
iii. To analyse how the customer experiences has influenced consumer buying behaviour at restaurants in London.
1.7. [bookmark: _Toc109862001][bookmark: _Toc113107150]Research Questions
i. What is the impact of the COVID-19 pandemic on the customer experiences of restaurants in London?
ii. How has the COVID-19 pandemic impacted the customer loyalty of restaurants in London?
iii. How has the customer experiences influenced consumer buying behaviour in restaurants in London?
1.8. [bookmark: _Toc109862002][bookmark: _Toc113107151]Hypothesis
i. There is a substantial impact of the COVID-19 pandemic on customer experiences.
ii. The COVID-19 pandemic had a significant impact on customer loyalty.
iii. Customer experiences had a substantial impact on consumer buying behavior.
1.9. [bookmark: _Toc109862003][bookmark: _Toc113107152]Structure of the dissertation 
This study is divided into six sections. The first section of this study is the introduction of the dissertation, which gives an overview and the background of the study topic. The introduction chapter consists of five sections, which are the study background, the research problem, research purpose, research objective, research questions, research hypothesis, and the significance of the study. The second section is the literature review, which examines the existing information from various sources, including journals, published reports, and information from authentic websites, to establish the existing study gap. The third chapter is the methodology, which provides information on how the study was systematically conducted. This entails the strategy used, technique and approach for validity, reliability, avoidance of ambiguity and ensuring consistency in findings. This section also entails data collection procedures, which give step-by-step information on how data was gathered from various sources. The fourth chapter is the data analysis chapter, where I will analyse the collected data in chapter three. The fifth chapter is the findings, where findings from the conducted study are presented and discussed in detail. Lastly, chapter six, which is the conclusion and recommendations chapter, provides a summary of the entire project and also provides recommendations for future studies. 
2. [bookmark: _Toc109862004][bookmark: _Toc113107153]Literature Review

2.1. [bookmark: _Toc109862005][bookmark: _Toc113107154]Introduction
Customer satisfaction is one of the critical elements in the hospitality industry where restaurants operate (QuestionPro, 2022; Rahman et al., 2012; Ryu & Han, 2011). It is also one of the main competitive advantages contributed by various aspects such as employee knowledge, competencies, and training, as well as quality services, among others. Because of the above-stated reasons, the topic has gained significant attention and attracted a wide body of knowledge concerning various aspects, such as the importance of why restaurants need to ensure customer satisfaction and how to do it.
Another important aspect is customer loyalty and purchase behaviour, which are determined by satisfaction. This chapter provides a critical analysis of the existing body of knowledge from journals as well as published articles from industry experts, government agencies, and authentic websites to understand the intrigues of the customers' satisfaction from experts' and scholars' perspectives. The first section of this chapter provides definitions of customer satisfaction regarding the existing literature, and the second section and the third section provide critical analysis of customer loyalty and its connection to customer satisfaction, respectively. Lastly, this chapter provides an analysis of customer behaviour.
2.2. [bookmark: _Toc109862006][bookmark: _Toc113107155]Customer Satisfaction

Customer satisfaction is when a customer is happy with the services being offered. According to Festinger’s theory of cognitive dissonance, satisfaction is achieved through cognitive dissonance or a state of being comfortable in mind by the customer (Harmon-Jones & Mills, 2019, p.3). In other words, customer satisfaction can be achieved by meeting or even exceeding customers’ expectations. It is the difference between the expected service and experience and is defined by positive feelings after a visit to a restaurant, for example, happiness, delight, pleasure, acceptance, and relief (Rahman et al., 2012). Customer satisfaction is one of the essential factors in determining the profitability of a business. Customer satisfaction is vital to keeping current customers as well as retaining new ones. Dissatisfied customers are considered a retention risk, and if the business loses them, it will affect the brand.
2.2.1. [bookmark: _Toc109862007][bookmark: _Toc113107156]The Importance of Customer Satisfaction
Satisfied customers are more likely to make repeat purchases and engage with the business again. However, unsatisfied customers are an attrition risk for the business. Customer satisfaction can make or break brands. In today’s competitive business world of numerous competing brands, customer satisfaction should be at the centre of customer strategy. Repeat business depends on customer satisfaction, and unsatisfied customers can be detrimental to the business (QuestionPro, 2022). Also, when customers are satisfied, they develop trust in the business and become loyal. Satisfied customers are likely to stand by the business during a crisis because they care and desire to see it succeed. Brands that focus on customer satisfaction have strong sales revenues. They are not likely to lose existing customers and have a sound revenue stream from repeat purchases. Customer satisfaction and improved revenues are directly interrelated. Satisfied customers remain loyal to the brand, interact with it, purchase it repeatedly, and make recommendations to their friends, family, and colleagues. Customer satisfaction also affects brand reputation as well as popularity. Satisfied customers can be the biggest advocates of the brand (QuestionPro, 2022). Their positive word-of-mouth gives the brand credibility and reputation, and helps attract new customers. This can save brands money and time that they would use on promotional and marketing campaigns to attract new customers.
2.3. [bookmark: _Toc113107157]Customer Loyalty
Customer loyalty refers to an ongoing heartwarming relationship between a business and its customers, which is manifested by the willingness of a customer to not only engage with but also repeatedly purchase from the business as opposed to its competitors. Loyalty results from a customer’s positive experience with the brand and helps to build trust. Loyal customers make repeated purchases, use whatever they purchase, interact with the brand through various different channels, and are the biggest advocates who recommend others to the business and provide positive feedback. Loyal customers will relate favorable experiences to the brand and thus increase their possibility to make repeated purchases with the business.
Customer loyalty is achieved when the restaurant records higher customer satisfaction levels, for instance, repeat purchases as well as willingness to pay. Customer loyalty results in a positive reputation for the restaurant from satisfied customers who give compliments to other people (Ryu & Han, 2011). When customers are satisfied, they have trust in the brand and develop loyalty to it. Loyal customers often engage in repeat business, which forms a significant part of the profits. Losing customers can take a huge toll on the business's profits (Hoang & Suleri, 2021). Loyal customers are likely to help in promoting the brand through positive word of mouth to family and friends. Loyal existing customers may promote the brand to their friends and family for the exceptional experiences they have had.
2.3.1. [bookmark: _Toc113107158]Importance of Customer Loyalty
Without a doubt, loyal customers are more likely to return to the business and make additional purchases. As such, loyal customers can drive repeat business, which makes retention of loyal customers important. Customer loyalty also helps increase revenues as repeat customers spend more cash on products and services than first-time customers (Singh et al., 2021). Loyal customers will not only keep coming back, but they will also be brand ambassadors who spread more brand awareness using word-of-mouth. Loyal customers are likely to inform family and friends about the brand, essentially marketing the brand. Existing customer referrals also help attract new customers, making loyal customers brand ambassadors (Singh et al., 2021). Additionally, loyal customers often give valuable feedback, as they are the ones who respond to questionnaires and answer surveys distributed by the brand’s marketing team. 
2.4. [bookmark: _Toc109862010][bookmark: _Toc113107159]Customers' Purchasing Behavior 
Consumer behaviour focuses on how consumers choose, use, and dispose of products or services, including their mental, emotional, and behavioural responses. Consumer satisfaction has a direct relationship with consumer behaviour and determines customers’ potential behaviour as well as loyalty (Hanaysha, 2016). Similarly, Canny (2013) averred that customer satisfaction helps determine business success as it impacts whether the customer will make a repeat purchase or not, resulting in a beneficial or unfavourable situation for the restaurant. It is possible for restaurants to forecast the future purchase decisions of customers based on their satisfaction level (Hoang & Suleri, 2021). Understanding consumer purchasing behaviour is the key to reaching as well as engaging customers and influencing them to buy from you. There are various factors that affect consumer behavior: 
· Personal factors: a person’s interests and views may be influenced by their demographics (culture, age, gender).
· Psychological factors: a person’s response to an advertisement message will depend on their attitudes and perceptions.
· Social factors: friends, family, educational level, income, and social media all affect consumers’ behavior.
Findings of a recent study that was conducted by Ababneh et al. 2022 revealed that compliance with safety measures during the COVID-19 pandemic could help determine customer satisfaction as well as behavioural intentions within the restaurant sector during the COVID-19 endemic. More importantly, the findings showed that when perceived value, service quality, food quality, and COVID-19 safety measures are simultaneously included as customer satisfaction as well as behavioural intention predictors, only food quality and COVID-19 safety measures are significant predictors (Ababneh et al., 2022). As such, there is a need for restaurants to adhere to COVID-19 safety measures and enhance food quality so as to improve customer satisfaction as well as their own behavioural intentions towards their business.
2.5. [bookmark: _Toc109862011][bookmark: _Toc113107160]Theoretical framework 
2.5.1. [bookmark: _Toc109862012][bookmark: _Toc113107161]Keller's Brand Equity model
Companies strive to increase their revenue through various strategies that aim to ensure customer acquisition and retention. Among the strategies is to ensure customer satisfaction, which then determines other factors such as consumer behaviour and customer loyalty (Keller, 1993). Keller's Brand Equity model has, over the years, since its conceptualization in 1993, been used by organisations in increasing and ensuring strong brand awareness among consumers and image to ensure brand equity (Keller, 1993). In essence, Keller's brand equity model consists of factors, assets or liabilities, that make a brand appealing or unappealing to the customer, such that the customer becomes loyal to a specific brand or service (Sinčić Ćorić & Jelić, 2015, p. 1008). In other studies, brand equity is defined as adding value to a brand (Ahmad & Sherwani, 2015, p.60).
Regarding loyalty, Keller's brand equity model has been found to best fit by other scholars in explaining the formation of brand loyalty by customers. In addition, other than the creation of brand awareness that makes a customer loyal to a particular brand, the model also influences the customer's purchasing decisions, which have an impact in turn on behaviour in terms of attitudes, preferences, choices, perception and general decisions (Ahmad & Sherwani, 2015, p.59; Keller, 1993). As a result of loyalty, consumers find themselves buying from a particular brand willingly without being pushed by external forces (Suchánek & Králová, 2019). 
Concerning the relationship between customer satisfaction and customer loyalty, it is important to note that there is a correlational relationship where satisfaction leads to loyalty and, therefore, consumers, once satisfied, find themselves buying repeatedly without being influenced (Ahmad & Sherwani, 2015,p.62; Keller, 1993). The above-stated reasons explain why Keller’s brand equity model is best suited to explain the relationship between brand loyalty and satisfaction as well as the formation of brand awareness as the initial stages for the customer to form associations with the brand. 
2.5.2. [bookmark: _Toc109862013][bookmark: _Toc113107162]Maslow's Hierarchy model for Customer Satisfaction
The Maslow hierarchy of needs theory is probably one of the most used theories in defining and analysing consumer behaviour in the business field, especially in terms of motivation factors. The theory attempts to explain why people behave the way they do(Montag et al., 2020). The theory is based on a five-tier pyramid. The model that explains human needs. In his explanation, Maslow argues that human needs decrease as they move up the pyramid (Ward & Lasen, 2009). Additionally, the needs at the bottom of the pyramid have to be met before an individual is motivated to desire the next level. For instance, the first set of needs, the basic needs such as food and water, must be met before proceeding to security, even though all of them fall under the basic needs.
With regard to satisfaction, Maslow (1943, 1954) argued that humans are psychologically driven to satisfy themselves, or there is a constant search by humans to satisfy their basic needs, which Maslow puts at the bottom of the pyramid and includes physiological needs, which are food and water, as well as safety needs, which include safety and protection in a progressive approach as humans move up the ladder to the final need, which is self-actualization (Ward, & Lasen,2009, p.140). The concepts have been used by marketers to categorise and give priority to consumers' needs. For example, if company A focuses on services that are satisfying to the customers, then loyalty is created due to the constant desire by humans to satisfy what they consider basic. In essence, before a customer becomes satisfied with a product, the first consideration is whether the initial needs have been met. For instance, in the case of a restaurant, the first consideration will be to fulfil physiological needs, and next to examine whether the services are up to perceived safety standards as the customer moves up the pyramid ladder.
In other studies, a component of satisfaction comprises three elements that Maslow’s Hierarchy of Needs fulfils (Dima, Man, & Kot, 2010). These components include emotions, cognitive or conative. The second component is customers’ assessment of products based on experience and knowledge, and lastly, the statement to answer component. In a nutshell, while considering Maslow's hierarchy of needs, satisfaction is achieved through subjectivity, relativity, and variability (Dima, Man, & Kot, 2010). By considering the above-discussed analysis and the relationship between a consumer’s needs and satisfaction, Maslow's Hierarchy of Needs Model presents a proper explanation of customer satisfaction. 








Fig 1. Maslow’s Hierachy of Needs Model
[image: ]
Source: (Ward, & Lasen, 2009, p.140).
2.5.3. [bookmark: _Toc113107163]Total Engagement Model

	Total engagement model emphasizes efficiency and effectiveness of the system in aligning its activities with customer engagement. For instance, the company develops and implements a marketing plan that links advertising, services and products and the internal culture. The model provides a clear framework through which the company aligns the level of customer participation and brand engagement and employee satisfaction (Roberts & Alpert, 2010).
2.5.4. [bookmark: _Toc113107164]The Kano Model

	Kano Model prioritizes inclusion of the customer voice into the product preferences. According to Mikulić and Prebežac (2011), the Kano Model provided a way of assessing the product impact and how much it connects to the emotions of the customers. It considers development of features that will delight a customer. When applied to a business restaurant, it can help the management in deciding the product features depending on their ability to satisfy the customer.
3. [bookmark: _Toc109862014][bookmark: _Toc113107165]Methodology
3.1. [bookmark: _Toc109862015][bookmark: _Toc113107166]Philosophy of Research
Research philosophy focuses on the source, nature, and development of knowledge. Simply put, research philosophy is the belief in how to collect, analyse, and use data about a phenomenon (Saunders, Lewis, & Thornhill, 2017, p.104). Essentially, addressing research philosophy involves being aware of and formulating one’s beliefs and presumptions. As shown in the figure below, the research philosophy is located at the outer-most layer of Saunders’ research onion model (Saunders, Lewis & Thornhill, 2017, p.104).





Fig 2. Research Onion Model
[image: ]
Source: (Saunders, Lewis & Thornhill, 2017, p.103)

Generally, research philosophy can be divided into three main branches; positivism, interpretivism, and realism. The Positivism philosophy holds the belief that only "factual" knowledge that is gained through observation is trustworthy. Positivism studies restrict the researcher’s role to data collection as well as interpretation objectively. Put simply, the researcher is objective and does not interfere with the study (Melnikovas, 2018). Positivism holds the view that researchers should concentrate purely on facts and consider the world as objective and external. Another feature of the positivism philosophy is that the researcher follows a highly structured methodology to align with the hypothesis. Positivism relies on quantifiable observations that facilitate statistical analyses. Positivism research studies consider the researcher as an independent entity from the study, and the study has no provision for individual interests (Melnikovas, 2018). Being independent implies that the researcher maintains minimal interaction with study participants when conducting the research.
Realism philosophy views reality as being independent of our minds. Realism is based on the scientific approach to developing knowledge and is associated with scientific inquiry. The main characteristic of realism is that reality, as well as the existence of objects, is independent of the human mind (Saunders & Lewis, 2017, p.104). Realism can be classified into two subgroups; critical realism and direct realism. Direct realism describes what our senses experience and is reflected by the researcher. Put it simply, direct realism describes the world through individual human senses. In contrast, critical realism argues that human beings experience the images and sensations of the real world (Melnikovas, 2018). Critical realism holds that these images and sensations of the real world may be deceptive and may not represent the real world.
Interpretivism focuses on assessing the differences between human beings as social actors. Saunders, Lewis, and Thornhill (2009) construe social roles with regard to their own set of meanings. Additionally, humans construe the social roles of other people in line with their own set of meanings. Interpretivism also assumes that researchers can only access reality through social constructs like language, shared meanings, consciousness, and instruments (Saunders, Lewis & Thornhill, 2009). According to the interpretivist approach, the researcher as a social actor should recognise and appreciate diversity among people. This present research will adopt a positivism research philosophy as the study will use quantifiable data for purposes of conducting statistical analysis of data collected and interpretation of the findings.
3.2. [bookmark: _Toc113107167]Research Approach
There are two main approaches that are used to conduct research: the deductive approach and the inductive approach. The deductive approach is used to test the validity of existing assumptions, theories, or hypotheses, while the inductive approach helps contribute to the emergence of novel theories as well as generalisations (Saunders & Lewis, 2017,p.110). The deductive approach will be appropriate for our present study as it will help confirm or reject the hypotheses formulated for the study.
3.3. [bookmark: _Toc113107168]Research Strategy
The research strategy gives the overall direction that the research will take, including the process of conducting the research. The main research strategies include surveys, experiments, case studies, ethnography, grounded theory, as well as action research (Saunders, Lewis & Thornhill, 2009). It is critical to choose the best research strategy based on the research questions and objectives, the level of existing knowledge on the research topic, the resources and time available, and the researcher's philosophical views. This present study will use the survey method as it is quite easy to administer, can collect data from a large number of participants, and can use statistical data analysis to determine the validity, reliability, and statistical significance of the data.
3.4. [bookmark: _Toc113107169]Time Horizons
	Cross sectional design was chosen because it focuses on short term research which is conducted at one point in time. The data used in this research was collected in July 2022 and the entire research will be completed in September 2022.
3.5. Research Technique
The main research techniques include quantitative research and qualitative research. Quantitative research involves numeric data and is used to test theories as well as assumptions. This kind of research may be used to ascertain generalizable facts about a particular subject. Common quantitative techniques include experiments and observations that are recorded as statistics and surveys containing closed-ended questions (Saunders & Lewis, 2017, p.124). In contrast, qualitative research is represented in words and seeks to understand concepts, views, and experiences. This kind of research enables the researcher to gain in-depth insights on subjects that are not well known. Common qualitative techniques are interviews that contain open-ended questions and observations that are expressed in words (Saunders & Lewis, 2017, p.124). The study will use a quantitative research technique because it aligns with the positivism research philosophy proposed earlier in the study. The mono method is chosen because only quantitative data is being collected. Quantitative method is selected as it allows for calculation of descriptive statistics as well as provides specific numerical values of restaurant features. It helps in determining which features are more important to customers visiting a restaurant. While this method does not allow for in-depth insights and comprehensive data in the study, it allows for data to be collected from large samples. 
Additionally, quantitative data is numerical in nature thus making it easy to collect and record. It allows for the use of scientific and statistical methods to be applied in analysis thus enhancing their objectivity. While quantitative data can be generalized for a particular population, they fail to provide in-depth information on the issue under study. 
3.6. [bookmark: _Toc113107170]Sample size and type
	The researcher targeted Skylon Restaurant customers. A customer sample of 50 was selected using a random method. Random sample was selected from the customers entering the restaurant to ensure equal probability of selection. 
3.7. [bookmark: _Toc109862018][bookmark: _Toc113107171]Sampling Method
There are two main types of sampling techniques, including probability sampling and non-probability sampling. The probability sampling approach entails random selection, which allows the researcher to make significant statistical inferences about the whole population (Saunders & Lewis, 2017, p.133). In contrast, the non-probability sampling method involves making a non-random selection of samples based on expediency or other set criteria, allowing the researcher to gather data easily. This present study will use a non-probability sampling method. This present study will use a non-probability sampling method. However, the researcher will strive to make the sample representative of the total population (Saunders & Lewis, 2017,p.133). In particular, the study will use a convenience sampling method, which includes only those people whom the researcher can easily access. Also, convenience sampling is an easier and cheaper way to collect data.
3.8. [bookmark: _Toc113107172]Data Collection 
3.8.1. [bookmark: _Toc109862020][bookmark: _Toc113107173]Primary Data Collection
	Primary data refers to data that has been collected by the researcher directly from the source through surveys, experiments, and interviews. This research adopted primary data from surveys to describe the factors that impact on the restaurant’s customer experience and satisfaction.
3.8.2. [bookmark: _Toc109862021][bookmark: _Toc113107174]Secondary Data Collection
	Secondary data involves the use of existing data that was collected previously by somebody else but is available for other people to use. Secondary data were used to compare and contrast with the findings from the primary data. 

3.9. [bookmark: _Toc113107175]Data Analysis
	Data used in this study was analysed using descriptive statistical methods. The descriptive statistical analysis describes features of the population under study such as age, gender and occupation as well as reasons for visiting the restaurant and customer experiences. The descriptive statistics also help to predict the potential factors that influence customer experience and satisfaction.
4. [bookmark: _Toc113107176]Presentation of Data and Discussion of Findings
            This chapter consists of the description of the survey process, findings, and interpretation of the data in relation to the customer experience at Skylon Restaurant. By studying the customer experience at the restaurant, the researcher discussed the impact of the COVID-19 pandemic on customer satisfaction, loyalty, and buying behaviour in various London Restaurants. The Skylon Restaurant’s customers were considered a representative of the total population of restaurant customers in London. From the study objectives, the researcher explored customer satisfaction, loyalty, and buying behaviour by asking certain questions to the sampled customers. These questions were then discussed in relation to the external data sources to achieve the overall goal of the study. 
[bookmark: _Toc113107177]4.1. General information
            Participants in this study were asked general questions to establish their authenticity. These questions focused on the demographic characteristics of the respondents, such as gender, age, and frequency of visit. 
[bookmark: _Toc113107178]4.2. Response rate
            Questionnaires were administered to 50 respondents who answered and completed the questions. This translated to a response rate of 100%. The researcher was satisfied with the way the questionnaires were completed as well as with the responses. The respondents were a good representative of the target population for the current study, which is restaurant customers. 
[bookmark: _Toc113107179] 4.3. Data collection procedure
            The researcher administered a structured questionnaire to the 50 respondents. The questionnaires consisted of closed questions with fixed answers, which the respondents chose. The survey was administered and completed online after the respondents gave their consent regarding study participation. All the participants were above 18 years implying they could give their own consent. 
[bookmark: _Toc113107180]4.4. Data Presentation and Interpretation
            In this section, the researcher examines the age, gender, as well as their frequency when visiting the place. 
[bookmark: _Toc113107181]4.4.1. What is your age? 
Table 1: Age of the respondents of the participants (Source: Stefanovska, 2022)
	Age
	Frequency
	Percentage

	18-24
	5
	10%

	25-34
	16
	32%

	35-44
	12
	24%

	45-54
	8
	16%

	55-64
	9
	18%

	Above 65
	0
	100%




Fig. 1: Age of the respondents of this survey (Source: Stefanovska, 2022)
          This was a good average cross section of the population because is a fair distribution of ages among 50 people. I have done the graphic in order of age.  From Figure 1, I established that the majority of the respondents were between the ages of 25 years and 34 years (32%), followed by those between 35 years and 44 years (24%). The majority of the respondents were in the middle ages between 25 years and 44 years (56%). There was no one who was under adult age and there was no one with over 65. As I intended there was no children or elderly people. 
[bookmark: _Toc112081370][bookmark: _Toc113107182]4.4.2. What is your occupation? 
            The participants in this study were drawn from multiple occupations. They ranged from casual workers to students to professionals. A majority of the respondents indicated that they were out of college and on their first jobs. These occupations included administrative assistants, receptionists, and doctors and nurses. However, there were also financial analysts, lecturers, social workers, and police officers. These people considered Skylon Restaurant to be convenient for their occupation due to its accessibility and availability of the wide variety of food on the menu.

[bookmark: _Toc112081371][bookmark: _Toc113107183]4.4.3. What is your gender? 

Fig. 2: Gender of respondents in the sample (Source: Stefanovska, 2022)
            Figure 2 shows that 56 per cent of the participants in this study were female, while the other 44 per cent were male. It implies that most of the customers at the restaurant were female. This demonstrates that women were more likely than men to seek Skylon Restaurant services.
[bookmark: _Toc112081372][bookmark: _Toc113107184]4.4.4. Frequency of visits in Skylon restaurant

Fig. 3: General Respondents in the sample of survey respondents (Source: Stefanovska, 2022)
            Majority of the respondents indicated that they were frequent visitors to the restaurant. For instance, 48% of the participants indicated that they were "very frequent" visitors. Another 26% indicated that it was their first time, while another 26% indicated that they visited the restaurant "once in a while." This finding implies that the majority of the respondents visited Skylon Restaurant frequently, while the rest had visited the restaurant at least once.
[bookmark: _Toc112081373][bookmark: _Toc113107185]4.5. Customer experience and satisfaction at Skylon Restaurant
This section presents the data findings on the experiences and satisfaction of the customers in relation to the services and products of Skylon Restaurants in London. 

Fig. 4: Customer experience at Skylon Restaurant based on my study from summer 2022 (Source: Stefanovska, 2022)
	I picked three random words elegant, very good and average which will best describe the customer experience in the Skylon restaurant. All the respondents in this study indicated that they had at least a good experience at the restaurant. For instance, 11% indicated that the experience was average while 33% indicated that the experience was elegant. 56% of the respondents found the experience at the restaurant to be very good. The finding shows that there is no one who was disappointed with their experience at the restaurant. Apart from those who considered it average, 89% believed that it was either elegant or very good. This is a high approval rate for the restaurant.

[bookmark: _Toc112081375][bookmark: _Toc113107186]4.5.2. Why visiting the Skylon restaurant ?
Table 2: Reason for visiting the Skylon Restaurant
	Reason
	Frequency (%)

	Occasion
	60

	Birthday
	6

	Business
	20

	Anniversary
	10

	Wedding
	4


(Source: Stefanovska,  2022)
Table 1 show that the majority of the restaurants visited Skylon Restaurant for different 'occasions’ (60%), while 20 per cent used the restaurant for business meetings. Others used the restaurant for their anniversary (10%), birthday (6%) and wedding (4%). These findings showed that the restaurant serves several purposes for its customers. More importantly, the customers visited this restaurant for official and casual activities. In relation to the occasion, the findings imply that customers can drop into the restaurant and conduct their activities relaxing.
[bookmark: _Toc112081376][bookmark: _Toc113107187]4.5.3.  Aspects customers liked most about the restaurant 

Fig. 4: Most Liked aspects of the restaurant experience at Skylon restaurant                        (Source: Stefanovska, 2022)
Figure 4 showed that the respondents liked Skylon Restaurant for many reasons. However, the majority of the respondents liked the restaurant for its atmosphere because is good and the people are willing to pay (70%). Other reasons for the restaurant included food (16%), location (12%), and  I found out the price was a low factor in terms what they like about the restaurant (2%). This figure indicated that price was the least important factor that customers considered when selecting a restaurant. For these customers, atmosphere was the most important factor in the selection of the restaurant. However, customers will also consider the food quality and location when considering a restaurant. The location and the food is important. Prices are accepted and the atmosphere is the most important. 
[bookmark: _Toc112081377][bookmark: _Toc113107188]4.5.4.  Expectations were met on that day

	Meeting customer expectations
	Percentage of respondents

	Strongly Agree
	88

	Agree
	12

	Strongly Disagree
	0

	Disagree
	0


Fig. 5: Met expectations on that date  ( Source: Stefanovska, 2022)
	The customers either strongly agreed (88%) or agreed (12%) that the Skylon Restaurant met their expectations. This means that the customers found whatever they were looking for in the restaurant. This can include the product offer, the restaurant environment, and customer service, among others. All aspects of the restaurant met the expectations of all its customers. Besides, there were no customers whose expectations had been dimmed by the restaurant. 
[bookmark: _Toc112081378][bookmark: _Toc113107189]4.5.5.  Customer preferences regarding the restaurant 
[image: ]Fig. 6: Aspects of the experience customers prefer ( Source: Stefanovska, 2022)
Customers were given a range of factors to consider and were allowed to choose one or more or all of them and I got these results . The main attraction for the customers of this restaurant was the menu (45 respondents).  Everybody of the most resposes consider that the menu was significant. 41 respondents liked the service at the restaurant, while 38 respondents liked the atmosphere. 20 respondents liked the price, while 6 respondents liked the nutrition. The table showed that customers’ preferences for the Skylon Restaurant varied from one customer to another. While the majority of the customers liked the menu variety (90%), they also preferred the customer service (82%), atmosphere (76%), and price (20%). It means that the Skylon Restaurant had multiple advantages that satisfied the specific needs of individual customers. These matrix seems to suggest an overall improvement compare to last year


[bookmark: _Toc112081379][bookmark: _Toc113107190]4.5.6 What do you like least?
            As indicated in the responses to the previous question, the majority of the respondents were attracted to Skylon Restaurant for the atmosphere and menu variety.  Customers were given a range of factors to consider and were allowed to choose one or more or all of them and got these results.  The noise (44%) was one of the elements of the restaurant that espondents liked the least, as shown in figure 7.






Fig. 7: Least liked features of Skylon Restaurant ( Source: Stefanovska,2022)
20 percent of the respondents disliked the smell at Skylon Restaurant while 18% disliked interior design. 8 percent of the respondents indicated that they disliked the conversation within the restaurant while another 10% indicated that they disliked the view.






[bookmark: _Toc113107191]4.5.8: Recommending the restaurant to friends 



Fig. 9: Restaurant recommendations to friends ( Source: Stefanovska, 2022)
From Figure 9 above, 96 per cent of the respondents indicated that they were very likely to recommend the Skylon Restaurant to family and friends. The rest of the respondents (4%) also indicated that they were likely to recommend the restaurant to friends. It implies that the restaurant had left a good impression on the customers and they were willing to share the experience with their friends. It could also mean that the customers were satisfied with the services that they received from the restaurant. Either way, the likelihood of recommending the restaurant to friends implies good experiences and a high level of satisfaction with the restaurant's services and features.

[bookmark: _Toc113107192]4.6.9 Survey feedback

Fig. 10: Respondents seeking to receive survey summary feedback (Source: Stefanovska, 2022)
Figure 10 above indicate that only 6 per cent of the respondents were looking forward to receive the summary of the survey. The rest of the respondents did not wish to be informed of the survey summary.
[bookmark: _Toc113107193]4.7. Interpretation
            The analysis of data revealed several factors that influence customer experiences and satisfaction levels at the Skylon Restaurant. The findings suggested that customers were very satisfied with the products and services that the restaurant offered and were very likely to recommend it to their friends. They were also satisfied with the price and the quality of service that they got from the restaurant.
[bookmark: _Toc113107194]4.7.1. Reasons for going to Skylon Restaurant
      Going to a restaurant is one of the most common activities in the world. The study found that people went to Skylon restaurant for multiple reasons. As shown in figure 6, people preferred Skylon Restaurant for the quality of the customer service, the environment/atmosphere, price, cuisine, or food and nutrition. In addition, people went to this restaurant to attend occasions or events like birthdays, anniversaries, and so on. Due to these factors, the majority of the respondents indicated that they were frequent visitors to the Skylon Restaurant. This finding implies that the people visited the restaurant to satisfy different and diverse needs.
            In the current study, the researcher found that 90 per cent of the respondents went to Skylon Restaurant for the menu variety, while 10 per cent also preferred the nutritional value of the foods offered. The finding suggests that a good restaurant should have a wide variety of menu items. A wide variety of menu items will attract more people to the restaurant. However, few people cared about the nutritional value of the foods offered at the restaurant. Meanwhile, a restaurant serves as a perfect location to meet family and friends as well as host different family and social events. In this study, 60 percent of the respondents said that they went to restaurants for specific occasions. For instance, people went to the restaurant to celebrate a life event such as a birthday or anniversary. Therefore, the majority of the Skylon Restaurant’s customers preferred it due to its environment, which is conducive to people attending various events.
[bookmark: _Toc113107195]4.7.2. Customer Experiences at Skylon Restaurant
         70 per cent of the respondents indicated that the Skylon Restaurant’s atmosphere was their main attraction to the restaurant. Generally, a memorable restaurant atmosphere encompasses color scheme, furniture choices, lighting and other aesthetics (Sinčić Ćorić & Jelić, 2015). The atmosphere is also an extension of the restaurant’s brand appeal and a leading generator of customers’ interest in the restaurant. A good restaurant atmosphere influences the customer experience in many ways. For instance, it links the customers’ tastes and preferences to a particular concept.
            82 per cent of the respondents identified customer service as the main attraction to Skylon Restaurant. Consequently, restaurants such as Skylon Restaurant attract customers as they offer friendly, personalised service. Delivering friendly, personalised services depends on the server and the personality of the host. The staff should ensure that they are likeable and able to upsell and cross-sell menu items in the process. One way of personalising the customer service and making it friendlier is by addressing the customers by their names.
         Finally, food presentation and menu variety matter greatly to the customers. According to the study, 90 percent of the customers prioritised menu variety as their main attraction to the restaurant. In this regard, restaurants can improve the customers’ experiences by verifying every plating and presentation to ensure that they meet the set standards. They should empower every staff member to focus on the food quality and presentation and ensure that everyone is accountable for their task. In addition, every item on the menu should not only meet the customer's expectations and improve dining experiences but also enhance the image of the restaurant.
            Food and presentation also impact the restaurant's customers’ experiences. According to this study, 80 per cent of the restaurant's customers went to the restaurant for the food. In addition, 20 per cent of the respondents suggested that the food was the main factor that positively impacted on their experience as Skylon Restaurant customers.
                                   5.  Conclusion and Recommendations
[bookmark: _Toc113107196]5.1. Summary 
    This dissertation begins with a background discussion of the topic and the purpose of the research. It discusses the customer experience and customer satisfaction in London restaurants, focusing on Skylon Restaurant. There were explored different theories and past studies on the customer experiences in restaurants in the literature review section. The literature review showed that customers’ experiences in restaurants were impacted in several ways, especially after the COVID-19 pandemic, as they prioritised their safety. However, there was a significant literature gap in relation to customer experiences and satisfaction among customers of London restaurants. Due to this, it was  conducted quantitative research using a survey design to describe the experiences of various customers at Skylon Restaurant. The findings were presented in the form of tables and charts and interpreted and discussed through comparison with past studies and theories.
[bookmark: _Toc113107197]5.2. Discussion of Findings
            The research found that the menu variety, quality of food, and presentation impacted the way customers felt about the restaurant. These findings were similar to those of Canny (2013), which showed that people went to restaurants to enjoy and appreciate fine cuisine. It supports the argument that people primarily go to restaurants for the greater variety of food. Nicoleta (2021) added that food was the greatest motivator for restaurant attendance. These findings imply that consistently great food is an important pillar of the business and has an impact on how guests perceive their restaurant experience. This argument aligns with the Singh et al. (2021) findings that food quality may suffer when the restaurant does not emphasise quality controls and there is miscommunication among the guests. The restaurant must minimise miscommunications to ensure that the correct customer orders are executed. Singh et al. (2021) added that the cooks or chefs should consistently evaluate the dishes that they prepare to ensure that they are consistent with the customers’ flavour profile.
            People love to have delectable dishes that are developed by creative and highly talented chefs. The restaurant menu is important to many customers because it is often viewed as the masterful creations of expert chefs who are thoroughly trained to master dishes and build perfect tastes. Other restaurants thrive because they have a reputation for good food and expert chefs. This allows them to build a good reputation and brand image over long periods of time. Furthermore, customers were more attracted to the restaurant not only due to its wide variety of food on the menu but also to the manner in which it was presented. This finding supported Singh et al.'s (2021), which showed that the way a dish looks influences the way a customer thinks about the food and its taste. These findings are supported by studies which suggest that food presentation makes it taste better. Therefore, restaurants must put effort into presentation to improve the satisfaction and experience of their customers. The study suggested that when food looks good, it is perceived to taste good. Accordingly, food presentation should look like art to improve the customer experience and satisfaction levels.
            Additionally, people visited Skylon Restaurant several times. The majority of the customers had been to the restaurant several times. This finding was consistent with Suchánek and Králová (2019), who showed that people visit their favourite restaurants every now and then. According to Main, Arnason, and Sedivy (2022), food aficionados explored new restaurants regularly. Furthermore, restaurants are a perfect location for family outings, as people love to spend quality time with their friends and family. At the restaurant, they will be able to access quality food as well as a warm and friendly atmosphere. Similarly, Hanaysha (2016) explained that people return to a particular restaurant frequently for the food, aesthetic ambiance, and service. The findings of this study also concurred with Ababneh et al. (2022), which suggested that location and exclusivity were important reasons people considered when going to a restaurant.
            The study showed that Skylon Restaurant is a good destination for several events. This finding is in line with Montag et al.'s (2020) argument that the restaurant was the favourite destination for the celebration of special events such as anniversaries, job promotions, and birthdays. The study added that restaurants are excellent social settings where people can enjoy wonderful meals with friends and family, as well as a great atmosphere. Additionally, people went to the restaurants for business. According to Rahman et al. (2012), restaurants are great settings for business and informal settings where customers can freely interact with colleagues and friends. Couples also meet in restaurants during the initial stages of their affair. In addition, people who cannot cook well go to restaurants to avoid cooking. Rahman et al. (2012) suggest that many people have escaped the ordeal of cooking at home and entertaining people. It also removes the worries associated with having to come back home early to cook.
            The research found that the restaurant’s atmosphere was a major attraction for many customers. According to Main, Arnason, and Sedivy (2022), a restaurant’s atmosphere is a product of the concept that a customer considers in every decision. In some cases, the authenticity of the concept does not require a restaurant to have a specific atmosphere. For example, a modern steakhouse does not have precedent. In some cases, customers may not have a preconceived idea of the establishment but are attracted by its look and feel. Therefore, restaurants with a good atmosphere prioritise appearance and feel as a way of improving the customer experience.
            Consistency of the décor and furnishings also helps to improve the restaurant's atmosphere. Main, Arnason and Sedivy (2022) showed that customers were more likely to respond positively to paint colors, decorative accents, and furniture and wall decorations when they had a cohesive theme. In this case, consistency is a vital pillar in creating a memorable restaurant atmosphere and enhancing customer experiences. Softer lighting contributes positively to the ambience and atmosphere of the restaurant. Many fast food and casual restaurants have too bright and fluorescent lighting that may make it uncomfortable for the customers (Melnikovas, 2018). In sit-down locations such as Skylon Restaurant, customers find comfortable and warm lighting to be more appealing. Therefore, restaurants should know that harsh lighting will not be conducive to the customer experience as it contributes negatively to the atmosphere.
Apart from lighting, the restaurant should thoughtfully choose the music. According to Melnikovas (2018), the music is not only a major pillar of the restaurant’s atmosphere but it also contributes positively towards the guests’ dining experience. Unlike small casual and fast food restaurants, which can get away with anything in terms of music, an ideal music choice is essential for an upscale dining experience. The volume of the music also makes the atmosphere conducive for the guests. For example, Rahman et al. (2012) noted that if the music is too loud, the diners will attempt to talk over the music. This leads to crowd noise that ruins the overall dining experience. In line with this argument, Suchánek and Králová (2019) suggested that modern restaurants should be designed with Instagram in mind. Instagram is a visual, social media platform that helps its users discover products and locations. Restaurants with an appealing atmosphere will attract more guests. Therefore, the managers should show the beautifully-plated dishes and trendy colors.
Besides, customer service was a major influencer of customer experience at Skylon Restaurant. Many customers indicated that they liked the restaurant due to the quality of service that it offered. The finding was consistent with the findings, which showed that friendly, personalised services were important for the experience of the restaurant customers. Hansen (2021) highlighted that guests wanted to feel human and not treated just as tools to generate or maximise profits. The restaurant’s approach to customer service will help them in delivering an appropriate human experience. For instance, the customers or guests should be able to engage with the staff throughout their meal and seating. The staff should be sincere, positive, and excited to serve the guests. To achieve this goal, restaurants ensure that those selected for different positions are likeable and have good character. The management must design an appropriate framework showing the priority traits for their customer service staff. According to Hansen (2021), customer service staff can improve customer experiences when they have outgoing personalities, can multitask and move at a fast pace, and can perform under pressure. The staff should be able to handle pressure gracefully and balance different interactions with the guests while making them feel comfortable at all times.
           In addition, Hoang and Suleri (2021) explained that when people hear their first names, they tend to behave in a unique but polite manner. The researchers added that calling people by their first name triggered brain activity in the brain’s middle frontal cortex, which is linked with social behaviour, and in the middle and superior temporal cortex, which is linked with long-term memory and auditory processing. Hoang and Suleri (2021) added that remembering the name of a person is one way of making people like the staff. When you call people by their first names, they will more likely listen to the suggestions you are making.
[bookmark: _Toc113107198]5.3. Conclusion

The goal of this paper was to determine how the COVID-19 pandemic affected customer satisfaction, customer loyalty, and consumer purchasing behavior, with specific reference to Skylon Restaurant located in London. To achieve this aim, there was a set up a survey which asked questions such as why people went to the Skylon Restaurant and what influenced their experiences at the restaurant. The study fulfilled the following objectives as follows:
Objective 1: To determine the impact of the COVID-19 pandemic on customer experiences in London restaurants.
The survey found that the customer experiences at the restaurant did not change even during the pandemic. Customers still preferred the restaurants for the same reasons as the pre-pandemic period. The study established that the respondents went to the restaurant due to the atmosphere, food, and menu variety. These findings were supported by studies such as Montag et al. (2020) and Singh et al. (2021), which suggested that the menu variety and food presentation had a positive influence on customer satisfaction and loyalty to the restaurant. Elsewhere, Nicoleta (2021) indicated that customers in the COVID-19 pandemic era viewed the restaurant atmosphere as the most important influencer of customer satisfaction and loyalty.
[bookmark: _Toc113107199]Objective 2: To investigate how the COVID-19 pandemic has impacted the customer loyalty of restaurants in London.
Despite the issues associated with the pandemic, the restaurant still retained high loyalty from the customers. The survey showed that majority of the customers was returning customers. This finding suggests that customers were not deterred with the health and safety concerns associated with the pandemic.

[bookmark: _Toc113107200]Objective 3: To analyse how the customer experiences has influenced consumer buying behaviour at restaurants in London. 
The study suggests that the customer behaviour did not change at the restaurant. During the pandemic and post-pandemic era, people became relatively more concerned about their safety and health, thus the reduction in event attendance. However, this study revealed that a good restaurant atmosphere is still an attractive feature to many customers looking to hold events outdoors. As such, some respondents considered Skylon Restaurant the perfect location to organise events, business and informal meetings. These findings were consistent with those from previous studies, which had shown that the restaurant atmosphere and customer service positively impacted customer experience and customer satisfaction. The study suggested that the experiences of the customers at Skylon Restaurant were positive as they were likely to recommend it to their family and friends. The high level of customer satisfaction and experience was associated with the atmosphere, food, location, menu, and price. Customers also indicated that they enjoyed the quality of customer service at the restaurant.
[bookmark: _Toc113107201]5.4. Limitation of the Research
            While the study revealed several factors which impacted on the quality of customer experiences and level of customer satisfaction, the findings failed to answer questions such as the relationship between customer satisfaction and experience with specific factors. Furthermore, the sample size used in the study and the case study of Skylon Restaurant was too small to allow for generalisation among all UK restaurants. Conducting a study on a single restaurant is inadequate for answering various research questions regarding customer experiences in London as a whole. The study also had limitations in relation to specific restaurant features that potentially improved customer experiences and satisfaction. These features also enhance customer loyalty and customer retention. Furthermore, factor analysis and hypothesis testing statistics will provide a clear picture of the statistically significant factors which influence customer experience and satisfaction.
[bookmark: _Toc113107202]5.5. Recommendation

            The study process, findings, and conclusions could have important implications for theory, policy, and managerial practice. Theoretically, this study provides a good foundation for discussing methodological options that are appropriate in investigating and discussing customer experiences and satisfaction in restaurants. While quantitative methodologies help to determine the nature and relationships of various variables, the quantitative survey designed for this study focused on a single restaurant. As such, it provides important insights into a specific market segment in the hospitality industry. The methodology illustrates that regardless of the diversity of the customers’ demographics and preferences, they can still find common grounds that attract them to a specific restaurant. For instance, Skylon Restaurant’s customers were attracted to it due to its menu variety, atmosphere, and quality of customer service. These were features that were found to be consistent in other studies as well. As such, these findings enrich the previous methodologies and theories of restaurant customer experiences.
            The findings of this study also have important theoretical implications for studies on customer experience and satisfaction among restaurant customers. For instance, the findings of this study can help in the development of a theoretical framework for studying customer experience factors in the case of restaurant business. Also, the findings provide important theoretical insights on the factors that impact customer satisfaction in restaurants. The study showed that the restaurant's atmosphere and location were important to the customers, especially during the pandemic. While the customers’ keenness on a particular location and atmosphere could be linked to their concern for health, it was found to be an important factor in decision-making. As such, the study found that atmosphere and location could potentially improve the customer experience and, ultimately, satisfaction with the restaurant. These findings were similar to several other studies, such as Singh et al. (2021), which confirmed atmosphere and location were important determinants of the quality of customer experience within a restaurant.
In practice, the discussion of findings provides managerial ideas that can help in a restaurant’s management decision-making in relation to customer satisfaction, loyalty, and retention. The findings provide the restaurant management with specific ideas on features that attract customers to London restaurants, such as atmosphere, location, food, and menu, as well as customer service. These suggestions are similar to those found in studies such as Suchánek and Králová (2019), which suggested that restaurants with a favourable atmosphere in terms of lighting, music, and interior design were not only likely to attract customers but also maximise their customer experiences and satisfaction. It helps the managers to decide on appropriate features that can improve the experiences of their customers even during the pandemic.
[bookmark: _Toc113107203]5.6. Recommendation for Future Researchers

         In recognition of these limitations, the study recommends further studies on this topic with larger samples. For instance, the study should include more restaurants discussing customer experience and satisfaction. Another study should emphasise factor analysis on customer experience factors such as food, customer service, and atmosphere and the significance of every factor. The researcher also recommends a multi-variate correlation analysis between various factors and their customer experience and satisfaction. Finally, the researcher recommends regression analysis to develop a model linking specific restaurant factors with the customer experiences, especially during a pandemic.
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          Apendix:
 Sample of survey questions:
1. What is your age ?
A)  18- 24
B) 25- 34
C) 35-44
D) 45-54
E) 55-64
F) Above 65
2. What is your occupation?



3.  What is your gender?
A) F
B) M
4.  How often do you visit Skylon restaurant ?
                   	 A ) My first time
                    	 B) Once in a while
                   	  C) Very frequent 
                   	   D) Never
5.   Please think of your most recent experience at Skylon restaurant and how would you describe it ? Pick the word which best describes the experience.
A) Elegant
B) Very good 
C) Average
D) Boring
E) Frustrating 
6.   What is the reason for visiting Skylon restaurant ? 
A) Occasion
B) Birthday
C) Wedding
D) Business
E) Wedding
7.   What is the thing you liked the most about Skylon restaurant? 
A) Food
B) Atmosphere 
C) Price
D) Location
8.  Do you think Skylon restaurant is meeting customer expectations?
A) Strongly Agree
B) Agree
C) Strongly Disagree
D) Disagree
9. What do you like about UK restaurants? ( Tick all that apply)
A) Price
B) Service
C) Menu
D) Atmosphere
E) Nutrition 
[bookmark: _GoBack]10. What do you like least? (Tick all that apply)
A) Noise
B) Smell
C) Interior design
D) Conversation
E) View
11. How likely is that you would recommend Skylon restaurant to your friends?
A) Very likely
B) Likely
C) Not Likely
12.  If you would like to be informed to recive the summary of this survey, please email me at mar.stefanovska@hotmail.com . Thank you for completing this survey, which will help me in my future career.
A) Yes
B) No 




No. of respondents	18-24	25-34	35-44	45-54	55-64	Above 65	5	16	12	8	9	0	
Gender	Female	Male	56	44	

Frequency	My first time	Once a while	Very frequent	Never	13	13	24	0	

Customer experience	Elegant	Very Good 	Average	25	42	8	

Percentage of respondents	Food 	Atmosphere	Location	Price	16	70	12	2	
Least liked features	Noise	Smell	Interior Design	Conversation	View	44	20	18	8	10	
Recommend to friends	Very Likely	Likely	Unlikely	96	4	0	
Survey feedback	Yes	No	3	47	
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