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INTRODUCTION:
[bookmark: _GoBack]Fast food outlets are a very common phenomenon these days, because people who hardly have time to prepare their food are on the increase. This category of individuals includes working class people, students, single parents, couples and self-employed people who hardly create time to put cooking in their daily or weekly schedule. This has created the increasing need to buy fast food at home, offices and different places of work, just to fill in the gap to have their daily meals. In the food industry today, it is important to emphasize on customer satisfaction due to increased competition and this can be achieved through improved customer service. Customer satisfaction can be described as one of the most important factors in determining an organisations success. This makes increased efficiency and providing high quality service to customers as one of the most important challenges any company or enterprise faces today. Therefore, improved customer satisfaction is considered a necessary element for success. (Namin, 2017). In addition, product quality and price are also very important elements of customer satisfaction which can also be measured. (Zeithaml and Bitner, (1996). This report is focussed on improving customer services in fast food restaurants within East London in the manor park area. The research will be carried out using both primary and secondary data.















BACKGROUND/ LITTERATURE REVIEW
The importance of improving customer service in fast food restaurants today cannot be over emphasized as fast food businesses have been on the rise over the past decades due to industrialization. As working-class people increased in most nations of the world, a new generation of workers now depend more on fast foods due to less time for cooking their own meals. With increased fast food restaurants opening especially in metropolitan areas, competition has increased thereby bringing about the need for improved services. According to Zeithaml and Bitner (1996), these services may include behaviours, processes and performance that lead to customer satisfaction. In addition to service quality, there are other variables that are related to customer satisfaction which are also important in fast food restaurants. Shock and Stenfanelli (1992) in their theory explained that apart from service quality, place, product and price also affect the restaurants goodwill, operations and their success.
A lot has been researched into the emergence of fast food industries especially in Europe and America with the anti-cooking movement that started more than 100 years ago among socialists with the intention of liberating women from the kitchen and replacing the family with a wider community. (Fernadez-Armesto, 2002). This led to the prediction of the end of home cooking which many ardently desired and in 1887, Edward Bellamy imagined a situation where homes are kitchen less and workers would order dinner from menus printed in newspapers and eat them in their homes. With the emergence of Macdonald's and other big fast food outlets, added to the small and local restaurants in almost every vicinity in Europe and America, there is increased competition globally.

In such a competitive environment, fast food restaurants will need to focus on improving their service quality in order to be able to compete and survive. (Gregory et-al, 1998). The improvement in service quality attracts new customers and this helps the organisation also keep their current customers. (Zeithaml and Bitner, 1996). The higher the quality of the service, the more satisfied the customer is, which in turn leads to increased patronage (customer behavioural intentions), (YU, 2002). This signalled the importance of studying the relationship between service quality (measuring it) and customer’s behavioural intentions. Also, finding out their purchases and comparing it with their satisfaction level. (Oliver et al, 1992), (Meuter et al, 2000).
MacDonald's corporation, the world's largest fast-food restaurant company posted its global sales in January 2009 as rising by 7.1 percent which was in millions of US dollars. Its sales in the Middle East and Africa also rose by 10 percent while new restaurants which opened in the United States of America within the last 13 months of the same period rose by 5.4 percent. (The Globe and Mail, Toronto, 2009). One of MacDonald's main strengths in their global sales worldwide running into hundreds of millions of dollars is the standard improved customer service they have in all their restaurants worldwide.
In a research conducted by Kim and Leigh, 2011 it investigated the direct relationship between customer service quality and customer satisfaction, and this was based on three main factors:
1, Food quality, 2, Customer service and satisfaction and 3, the price value ratio. This research came up with five hypotheses which are stated below;
H1: There is a significant and direct relationship between customer satisfaction and their behavioural intentions in a fast food restaurant.
H2: There is a significant and direct relationship between service quality and customer satisfaction level in a fast food restaurant.
H3: There is a significant and direct relationship between service quality and customer behavioural intentions in a fast food restaurant.
H4: There is a significant and direct relationship between food quality and customer satisfaction in a fast food restaurant.
H5: There is a significant and direct relationship price-value ratio and customer satisfaction in a fast food restaurant.




AIMS:
The aim of this report is to evaluate customer service and satisfaction in fast food restaurants. The project also aims at increasing the level of customer satisfaction in fast food restaurants using the manor park area of East London as a case study.
OBJECTIVES:
The objective of this report is to carry out a survey on improving customer service using both primary and secondary data to come to an acceptable solution and conclusion on the best ways of improving customer service in fast food restaurants. Samples of our administered questionnaire will be within the manor park area of East London. The questionnaire will be administered to a sample of fast food restaurants and that will form the basis of the data which will be analysed to give the results of the survey conducted.






METHODOLOGY:
In other to measure the level of improvement of customer services, questionnaires were administered to a sample of fast food restaurants within the manor park area of East London. One set of questionnaires with three intersections was administered to a sample population of twenty restaurants within the area. There was some ethical consideration in taking permission from the management of the restaurants before the questionnaires was administered to their customers. The questionnaires included questions about customer service quality and customer satisfaction. (Cronin and Taylor, 1992). It also included questions about price value-ratio. (Kim and Kim, 2004) and questions about the level of food quality provided to customers. (John and Howard, 1998). This formed the source of the primary data used for the research. Qualitative data uses words or images to describe a subject topic while Quantitative data uses numbers or categories that can be labelled with a number. In this research, I used Quantitative data and the results of the survey will be explained in bar graphs. Three customers in each of the twenty restaurants were selected to fill the questionnaires and the questions explored their opinions on customer services in the fast food restaurant that they patronised. In conducting this research, please note that a fast food restaurant which is classified as a quick service restaurant is different from a fine or top-class dining restaurant. (Toporek, 2015). The questions examines three different areas of customer service. These are 1, Customer service quality, 2, Customer satisfaction 3, Price value ratio.

RESULTS:
The results and findings of questionnaires administered to customers in 20 restaurants sampled are presented below as follows.
CUSTOMER SERVICE QUALITY:
                                     1         2         3       4         5   
Friendliness of staff       2          4          3         6          5
Waiting Period                1          3           7         5          4
Food quality                     3          3           7         4          3
Promptness in service     8         2           5          3          2
Customer care                   2         5           5          3          5
Where 1= Very poor, 2= Poor, 3= Good 4= Very good 5= Excellent.
The ratings in percentage are as follows:
Ratings.     Very poor     Poor     Good     Very Good     Excellent
Percentage.     16             17           27            21                    19
The percentage was calculated based on the frequency of the customer service quality. The bar graph is presented as follows:


CUSTOMER SATISFACTION:
                            1         2         3         4         5
Parking space    3         4         6         3         4
Food products    2        5         4          5        4
Service provided 4       3         7          1         5
Communication   6      2         3          6         3
Feedback               4      2         5          2         7

Rating       Very poor    Poor    Good    Very good   Excellent
Percentage       19         16         25             17                23
Where 1= Very poor 2= Poor 3= Good 4= Very good 5= Excellent.
The bar graph for customer satisfaction is presented below as follows.

Price Value Ratio

The last part of the questionnaire was on price value ratio which was mainly on issues connected with the pricing of the service provided. The results of the survey and administered questionnaire are shown below.
                                           1       2       3       4       5
Price Acceptability          3       5       4       2       6
Price Affordability           2        3      6       4        5
Price Differences              3        4       7       3       3
Price Satisfaction              2        3       2       5       8
Product Quality                 1        3       7        5      4
Where 1= Very poor, 2= Poor, 3= Good, 4= Very good, 5= Excellent.
The percentage rating of the price value ratio is as follows.

Rating    Very poor    Poor    Good    Very good    Excellent
Percentage     11        18          26           19                 26

The bar graph presentation of the price value ratio is as follows


Discussing the results of the survey:
Discussing the results of the survey, we discover that for the customer service quality, the waiting period and the customer care was very poor. This is one of the areas the management of the restaurant should concentrate on improving so as to attract more customers and be mindful of the ever increasing competition. Customers will not come back if they wait too long to get their food or drink orders attended to.
While the food quality was okay by the average customer rating, areas in the customer satisfaction which had to do with the consistency in providing service to the customer and promptness in resolving conflicts with customers should be looked into urgently. This is because these are very sensitive areas that has a big impact on the goodwill of customers. Effective and professional communication can be improved by training employees in customer service techniques. Friendliness and courtesy of staff was also rated low and needs to be improved. Employees and staff of the restaurant should be taught that the way they present and handle themselves reflects on the restaurant as a whole. (Thompson, 2019). At any given opportunity, try to get feedback from your customers by talking to them and ask specific question about the service they received in a friendly manner and what aspects of their experience they would like to recommend to relatives and friends.
Price satisfaction that was rated low means the customers are not getting enough satisfaction for the price they are paying for the service. Product quality in pricing refers to both the price of the food and service together. All these can be looked into and accessed by management so as to come up with an acceptable solution to both parties.
CONCLUSION:
In concluding this research, it is important to note that the behavioural instincts of the present day customers of fast food restaurants who are always on the go, should not be taken for granted and is changing constantly. Management must be up and doing to meet up to the present challenges in this competitive business environment.
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Customer Service Quality

1	2	3	4	5	16	17	27	21	19	



CUSTOMER SATISFACTION

1	2	3	4	5	19	16	25	17	23	



Price -Value Ratio

1	2	3	4	5	11	18	26	19	26	



