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Executive Summary
The main aim of the project is to find out whether there are any service quality problems at The Five Guys and to provide suggestions for improvement, to enhance customer satisfaction and repeat purchase intentions. The study first began with a situational analysis in which it was found that the Five Guys restaurant had a good reputation, a range of products and perceived good location. Additionally, it was also found that the UK market environment was getting difficult with poor economic, social, political and technological conditions. These were majorly as a result of Brexit. However, technology was driving both demand and competition in the market. The second phase of the analysis should that there were several key drivers of performance in the market that were important in helping the Five Guys in the market. The current performance was good with industry demand being the highest and expected to increase in the future. The third phase of the analysis should that customers were not satisfied with the company and pointed out problems such as service, staff and facilities. Furthermore, it was found that although they would visit, many would not recommend the company. Some recommendations were suggested to enhance the performance of the company in the future.




1.0. [bookmark: _Toc5248]Introduction 
1.1. [bookmark: _Toc26239]Background
The fast food restaurant industry has been growing exponentially in the UK despite the difficult conditions being experienced in the wider economy. Brexit and the on-going negotiations regarding the UK’s exit. Many factors have contributed to this growth including the growth of technology and mobile ordering apps that have made things easier for customers in the market (Grönroos & Gummerus, 2014). However, consumers continue to have more choice as a result of the growth of these technologies and hence the need to ensure that customers are satisfied to avoid problems switching.
In doing this, the issue of service quality has become imperative in the industry. Providing high quality service to customers is perceived as one of the most important challenges that organizations are facing (Kang & James, 2004). No firm can survive unless it can attract and keep a sufficient number of satisfied customers in the market. Successful performance of firms is dependent on the creation of distinctive value in services they offer in an effective way for a majority of the customers (Quinn, Lemay, Larsen, & Johnson, 2009). This has made the perceived product and service quality become key and one of the most important drivers of competitive advantage for brands in the market.
Customer satisfaction in general is perceived as one of the most factors that determine the firm’s success and increased efficiency. In delivering quality service, organizations are seeking to enhance customer satisfaction and hence their interest is in closing the gap between expectations and reality (Quinn et al., 2009). For many organizations, this is possible and many approaches have been proposed on how to accomplish this (Quinn et al., 2009). However, some firms ignore customer complaints and issues experienced during the service process an element that impacts negatively on their evaluation of the services that they receive at the firm (Gorla, Somers, & Wong, 2010). Along this perspective understanding and solving service quality problems will result in improvements in firm performance.
1.2. [bookmark: _Toc19178]Company description
The Five Guys is a leading fast food restaurant in Swansea city. The restaurant is majorly known for its tasty burgers and chips. The organization has been in existence for a long period of time serving a significant number of people in the area. While the restaurant provides some of the best fast food products and ability to customize orders, there are complaints regarding the quality of service that is received due to poor operations set-up at the facilities. Complaints about plastic service, long periods of processing food, loud music, poor atmosphere, and no waiter service are among the problems that customers face at the facility. This is not in line with the firm’s premium price of food which is expected to go with high quality service. Poor service quality at any restaurant has a negative effect on the performance of the organization (Mekhail Mustak, 2013). It has a negative impact on customer satisfaction and repeat purchase intentions and hence the need for the restaurant to change its service strategy to avoid the negative implications associated with such practices in the restaurant (Ryu, Lee, & Kim, 2012).
1.3. [bookmark: _Toc19234]Project aims and Objectives
1.3.1. [bookmark: _Toc19453]The Project Aim
The main aim of the project is to find out whether there are any service quality problems at The Five Guys and to provide suggestions for improvement, to enhance customer satisfaction and repeat purchase intentions.
1.3.2. [bookmark: _Toc1718391][bookmark: _Toc26389]Project Objectives
The key project objectives include the following.
To conduct a situational analysis to understand the current landscape in the fast food industry in the UK.
To understand the current key drivers of fast food industry performance in the fast food industry in the UK.
To explore whether there are any service quality problems at the five guys restaurant in the UK
To identify the main causes of service quality problems at the five guys restaurant in the UK from consumer reviews.
To provide suggestions and recommendations on how to improve service quality at the restaurant to enhance customer satisfaction.

2.0. [bookmark: _Toc5703]Findings and Critical Analysis
2.1. [bookmark: _Toc15092]Phase one: Situational analysis
2.1.1. [bookmark: _Toc23311]SWOT Analysis
The SWOT analysis model allows for a critical analysis of the company’s strengths, weaknesses, opportunities and threats. Appendix one shows the SWOT analysis for The Five guys restaurant. In summary, the firm’s strengths lie in its range of food products, perceived good reputation and image in the UK, and perceived quality of services (Grönroos & Gummerus, 2014). However, a key weakness at the firm is geographic concentration with the firm only having a few branches in Swansea that expose it to geographic shocks. In terms of opportunities, the firm should seek to use online delivery services and partnerships with other companies to enhance performance (Pitt, Watson, & Kavan, 2006). Threats in the market such as the poor economic and political environment could have a negative effect on the performance of the firm in the long term (Gorla et al., 2010). Other issues such as the growing health consciousness and competition need to be considered because of the perceived negative effect on the firm.
2.1.2. [bookmark: _Toc8583]PESTLE Analysis

The PESTLE analysis model provides an important starting point for companies to understand the influence of the macro environment on the performance of the company. Appendix 2 shows an analysis of the macro environment in the UK and the key factors that are influencing the Five Guys restaurant in the market (Lin & Liang, 2011). In summary, Brexit has created a political problem with many firms still uncertain on the state of their businesses in the market. Secondly, from the economic perspective, growing inflation, slowing economic growth and the effects of Brexit are having a toll on many firms, leading a drop-in consumer confidence and hence discretionary purchase that affects fast food purchase (Gorla et al., 2010). Third, the movement towards health consciousness, the aging population and demand for healthy products is driving down demand for the fast foods in the market. Fourth, technology is shaping the industry with the growth of online ordering and internet shopping affecting how customers make purchases regarding to food (Pitt et al., 2006). Technology is becoming both a blessing and a curse. Fifth is the issue of the environment. With the growing need for environmental conservation, policies and practices that reduce environment degradation are being suggested. Lastly, on the legal front, the UK is ranked among the best countries to start and run a business(Calabrese, 2012). This good legal environment helps to support the growth of fast foods in the market.
2.2. [bookmark: _Toc9783]Phase Two: The current key drivers and performance of fast food industry 
2.2.1. [bookmark: _Toc27280]Key Drivers

There are many key drivers of industry performance in the fast food industry in the UK. First is the growth in household expenditure on food and non-alcoholic beverages in the UK.  Market research reports suggest that industry revenue growth is sensitive to consumer spending (Ryu et al., 2012). Thus, when household expenditure on food and alcoholic beverages falls consumers tend to be less likely to spend on discretionary food purchases such as fast foods (Ilhaamie, 2013). In the context of the UK, household expenditure on food and non-alcoholic beverages is expected to rise slightly in 2019 and 2020. This will have a net positive effect on the ability of consumers to purchase fast foods in the industry.
The second factor is the average weekly hours of work. A key driver of fast food purchase is the need for convenience. Fast foods provide convenience required by consumers in the market (Angelova & Zekiri, 2011). Consumers with busier schedules who work more hours are more likely to eat at fast food restaurants or order takeaway foods than engaging in cooking activities at home (Dr. Arash shahin, 2010). Reports indicate that the average weekly hours of work is expected to rise slightly from an already high level in 2018 which is an opportunity for many firms in the industry to enhance profitability. Therefore, fast food restaurants have the ability to improve revenues driven by the growth weekly hours of work.
The third factor that has also been explored in market research and other studies is the issue of health consciousness. Many studies have pointed to a growing number of health-conscious consumers in the UK market and across the world (Kersten & Koch, 2010). Over the last 5 years, consumers have become more health aware and this has helped to reduce the demand for high calorie fast foods (Lin & Liang, 2011). While this has resulted in some operators to introduce healthier options, the wider industry has suffered as consumers in the market have turned away from high calorie foods (Agbor, 2011). The trend towards health consciousness is expected to increase during the coming years and this means that fast food providers have to innovate to enhance performance.
Another issue that is of importance is the consumer confidence index. Changes in the consumer confidence index have been found to have a direct impact on customers’ propensity to spend on different items especially discretionary items such as fast food (Agbor, 2011). It is expected that in an adverse economic state, consumers will choose to save money instead of spending it on discretionary items such as food takeaways. Additionally, consumers are also seen trading down from full-service restaurants (Yarimoglu, 2014). The UK is experiencing uncertain economic environment especially driven by the issue of Brexit. Consumer confidence is expected to fall between 2018 and 2020. This has an important on the consumer spend on fast food items.
Lastly is the issue of demand from full-service restaurants. Firms in the fast food restaurant industry are subject to competition that emerges from full-service restaurants. Demand from these restaurants often act as a proxy for competition within the industry (Calabrese, 2012). Along this perspective, the consumer demand in these restaurants has remained strong over the last five years. This has been due to the changing consumer tastes as well as the rising disposable income levels in the first half of 2018 (Yarimoglu, 2014). Market research estimates that the demand from these restaurants is likely to increase in 2019 which is a threat to the industry revenues.
2.2.2. [bookmark: _Toc22068]Current Performance 
In terms of current performance, the fast food industry has been growing at a steady rate in the last five years. The reason for this is the improving economic conditions, and the reducing levels of unemployment in the UK that have helped to boost disposable incomes and hence led to increased demand for convenient food in the industry (Galvagno & Dalli, 2014). Additionally, studies have indicated that in recent years, the growing number of time poor consumers have focused on delivery services, with major companies in the market such as McDonalds now focused on offering food delivery services through their own- or third-party services (Grönroos & Gummerus, 2014). Therefore, the growth of online ordering services in the last five years has made it possible to increase demand in the market and also opened up consumer expenditure in the process because of the convenience that comes with ordering.
While food ordering and delivery has been an important factor that has driven consumer expenditure, these sites have also led to price competition in the market between different restaurants. This is because consumers are now able to make price comparisons and select products that are of low price (Grönroos & Gummerus, 2014). On the other hand, the growth of health consciousness over the same period is an issue that also continues to support growth in the market expanding menu offerings helping some of the companies to differentiate (Angelova & Zekiri, 2011). Overall, industry revenue is expected to increase at a compound rate of 1.9% in the next five years from 2018 with industry revenues expected to reach 19 billion pounds.
 Another issue of importance is the growing franchise dominance in the industry that is also a factor that is contributing to the growth in performance. Market research reports indicate that profit margins have been constrained in the last 5 years. There has been an increase in competition because of the rising use of online delivery services by allowing consumers to compare menus and prices from different companies (Gorla et al., 2010). It has become more important for companies to compete on prices so as to retain customers that would previously have stuck to a limited number of local takeaways. Among the key players, an important method for improving margins among firms have been the adoption of the franchise focused model (Ladhari, 2008). Such a business model shields the major companies from some of the financial risks that are associated with operating individual stores and hence allowed the major operators in the market to improve their margins through franchise fees. Therefore, from this perspective, the ability of the 
2.3. [bookmark: _Toc6510]Phase Three research: Primary study
2.3.1. [bookmark: _Toc27840]Methodology
2.3.1.1. [bookmark: _Toc1718402]Research Approach
The study used a quantitative research approach. This approach seeks to explain and predict phenomena. The rationale for using this approach was to collect statistical data that would be analysed in order to understand the problem at the company, so as to develop the right strategy that will be used to solve the problems (Walenta, 2019). A quantitative approach allows for hypothesis testing, although this will not be done in the context of this study.
2.3.1.2. [bookmark: _Toc1718403]Research strategy
This study adopted a survey research strategy for use in completing this study (Story & Tait, 2019). A survey is a strategy that allows the researcher to use a small portion of the population to explore a given problem and generalize the findings to a larger population. It was adopted because the study was quantitative in nature and hence the survey approach was consistent with the research approach (Story & Tait, 2019). Additionally, it will also help in generalizing the findings to all customers.
2.3.1.3. [bookmark: _Toc1718404]Population and Sampling
In this study, the population comprised of customers who come at the Five Guys restaurant. The study used a sample of 50 customers who were randomly selected to take part in the study. This was due to budget and cost limitations that did not allow for a large study to be carried out.
2.3.1.4. [bookmark: _Toc1718405]Data Collection
In this study, questionnaires with 10 questions were used. A closed ended questionnaire was preferred for ease of analysis. This is because it is easy to design and administer and has high return rates.
2.3.1.5. [bookmark: _Toc1718406]Data Analysis
In this project, the quantitative approach was preferred. This is because the data collected was statistical in nature and hence a statistical data analysis approach is preferred (Sreejesh & Mohapatra, 2013). Data was presented in the form of tables, charts and figures so as to make sense of the data.

2.3.2. [bookmark: _Toc19831]		Findings and Analysis
2.3.2.1. Demographic profile of the customers
	Gender
	Frequency Gender
	Percentage

	Female
	28
	56

	Male
	22
	44

	Grand Total
	50
	100


Table 1
The above table indicates that there were 28 females and 22 males in the sample which represented 56% and 44% respectively. More females than males accepted to take part in the study.
2.3.2.2. Age of the participants
	Age
	Frequency
	Percentage

	20
	1
	2%

	21
	4
	8%

	22
	1
	2%

	23
	7
	14%

	24
	8
	16%

	25
	9
	18%

	26
	3
	6%

	27
	5
	10%

	28
	5
	10%

	29
	1
	2%

	30
	2
	4%

	31
	2
	4%

	32
	2
	4%

	Grand Total
	50
	


From the findings above, it can be seen that a majority of the participants were aged between 20 and 32 years of age. The age with the highest number of participants was 25 which made up 18% of the participants and 24 that made up 16% of the participants.
2.3.2.3. Frequency of visit by gender
This section examined the frequency of visiting the restaurant by gender of the participants. The findings are seen in the table below.
	Row Labels
	Don't know
	Four Times
	Once
	Thrice
	Twice
	Grand Total

	Female
	22.00%
	8.00%
	4.00%
	6.00%
	16.00%
	56.00%

	Male
	12.00%
	6.00%
	8.00%
	6.00%
	12.00%
	44.00%

	Grand Total
	34.00%
	14.00%
	12.00%
	12.00%
	28.00%
	100.00%



The findings indicate that 34% did not know how many times they visited the facility. 28% visited the facility twice a week, 12% thrice a week, 14%, four times a week and 12% once a week. A majority of the females (22%) did not know how many times they visited while 16% of the females indicated that they had visited the facility at least twice in a week compared to 12% of the males.
2.3.2.4. Level of satisfaction with services
The participants were asked about their level of satisfaction with services. The findings of the analysis are as indicated in the table below. The findings were compared by gender
	
	
	
	
	
	
	

	Gender/satisfaction level
	Dissatisfied
	Neutral
	Satisfied
	Very Dissatisfied
	Very Satisfied
	Grand Total

	Female
	8.00%
	6.00%
	16.00%
	4.00%
	22.00%
	56.00%

	Male
	14.00%
	4.00%
	14.00%
	4.00%
	8.00%
	44.00%

	Grand Total
	22.00%
	10.00%
	30.00%
	8.00%
	30.00%
	100.00%



The findings in the table above show that 30% of the participants were very satisfied, 30% were also satisfied, 22% were Dissatisfied, 10% were Neutral and 8% very dissatisfied. Of those who were very satisfied, 22% were female while 8% were male. Of those who were satisfied, 16% were female and 14% were male. 14% of those were dissatisfied were males. Those more females than males reported being satisfied and more males than females reported being dissatisfied with the service.
2.3.2.5. Problem Areas
The study also sought to understand where the nature of the problem they had with the firm emanated from. The following table shows problems identified by gender.
	 Problem/Gender
	
	
	
	
	

	
	Environment
	Food
	Service
	Staff
	Grand Total

	Female
	4.00%
	22.00%
	14.00%
	16.00%
	56.00%

	Male
	10.00%
	2.00%
	18.00%
	14.00%
	44.00%

	Grand Total
	14.00%
	24.00%
	32.00%
	30.00%
	100.00%



The findings indicated that 32% of the problems experienced by the customers came from the nature of services delivered, 30% from staff, 24% from food and 14% from the physical environment in the restaurant. More males than females reported their problems as emanating from the environment, more females than males reported their problems to come from food, more males reported their problem to emerge from service and staff.
2.3.2.6. Satisfaction with staff
[bookmark: _Hlk8035122]This section looked at the participants satisfaction with the staff at the staff. The findings are as shown below.

The findings indicate that 23 were very satisfied, 21 were very dissatisfied, 3 were satisfied and 4 were neutral. Based on this, it is not definitive whether the participants were satisfied or not with the staff members due to the small gap between those who were satisfied and those who were not satisfied.
2.3.2.7. Satisfaction with facilities
This section looked at the participants satisfaction with the staff at the facility. The findings are as shown below.

The findings show that 40% of the participants were dissatisfied with facilities and only 34% were satisfied with the facilities. Those who were very satisfied were 16% and those who were very dissatisfied were 10%. Therefore, there was a general dissatisfaction with facilities at the restaurant.
2.3.2.8. Satisfaction with Product quality
This section examined participant satisfaction with product quality. The findings are as indicated below.

The findings show that about 38% of the participants were dissatisfied with the product quality compared to only 4% who were very satisfied. Therefore, many customers are dissatisfied with the quality of the products/food served at the facility.
2.3.2.9. Likelihood of Return
This section explored participants likelihood of return. The findings are shown below

The findings indicate that 46% would return (Yes), 20% would not return (No), 18% said maybe and 16% do not know. Thus, despite some level of dissatisfaction, it is clear that some of the participants would return to purchase from the organization.
2.3.2.10. Likelihood of recommendation
This section examined the likelihood of recommending the restaurant. The findings are indicated below.

From the findings of the study, 44% would not recommend, 36% would recommend and 20% indicated maybe. Thus, a majority of the participants may not recommend the restaurant to others in the market.
3.0. [bookmark: _Toc17977]Conclusions 
Many organizations are seeking to improve the quality of experiences that they offer their customers. In doing this, they have set up various kinds of processes and activities to enhance these experiences. However, in the context of the Five Guys restaurant, the quality of service delivery at the facility is very poor and is majorly driven by the nature of service and staff. Secondly, a significant number of customers also point to problems related to product quality and facilities. Given these problems, it becomes difficult for customers to engage in repeat purchase or even recommend the organization to others. While overall customers said they would revisit, the difference between those who will return and those who will not is low which means that the restaurant is likely to lose out on customers. There are some recommendations to improve performance as indicated below.
4.0. [bookmark: _Toc19056]Strategic Recommendations
The first recommendation is that the firm needs to start by improving product quality so as to enhance customer satisfaction. The focus on product quality may need to begin with an evaluation of the current products to understand problems that customers are facing with them. This will then result in new product changes that enhance customer satisfaction.
The second element that would be important for the firm is a focus on improving service quality. Service quality can be improved through staff training. This is an activity that can be conducted by the firm and this should be done by focusing on the key processes and procedures within the organization so that the staff is equipped with the right skills and competencies. This will have a positive overall effect on customer satisfaction and repeat purchase. Training along service delivery, service reliability and etiquette can help improve overall levels of satisfaction. 
The third recommendation is for the organization to strive to improve customer experiences in the market, an element that has the potential to enhance the performance of the company. This means understanding customers, products and services and the entire customer journey. This has the potential to impact positively on the performance of the organization.
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Appendices
Appendix 1: SWOT Analysis
	Strengths
	Weaknesses

	The firm has a good reputation in the market that drivers’ growth.
The firm is known for good quality burgers in the market.
The firm has a good performance history
	Geographical concentration in Swansea affects performance.

	Opportunities 
	Threats 

	The use of online delivery services can improve sales and profitability.
New partnerships can be important in enhancing performance
	Underperforming economy affects sales and profitability.
Growing competition in the market is a threat to the company




PESLE Analysis
	Factor 
	Description 

	Political
	The issue of Brexit is impacting on many firms as there is high levels of uncertainty in the country.
Brexit has also caused political tensions in the nation an aspect that impacts negatively on the firm.

	Economic
	Brexit shocks have spilled to the economy and have resulted in slow economic growth.
The slow economic growth has also witnessed a rise in inflation levels in the nation impacting on performance of firms

	Social
	The nation has a high number of aged people and this affects the market for fast food products in the country.
The UK has also seen an increase in health consciousness in the market which is affecting demand in the fast food market.

	Technological
	The growth of e-commerce is providing new distribution channels for the company in the market.
The growth of new technologies in the market are helping fast food companies to engage in deliveries and hence save on time and costs.






Total	Dissatisfied	Satisfied	Very Dissatisfied	Very Satisfied	0.4	0.34	0.1	0.16	




Total	Dissatisfied	Neutral	Satisfied	Very Dissatisfied	Very Satisfied	0.38	0.2	0.24	0.14	0.04	




Total	




Don't know	Maybe	No	Yes	8	9	10	23	


Total	
Maybe	No	Yes	10	22	18	


Total	Neutral	Satisfied	Very Dissatisfied	Very Satisfied	4	2	21	23	





1

