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                                    Digital skills and research method
Introduction
Business is an ample field for betterment of consumer and supplier. Deals between a consumer and supplier should always be mutual and lucrative for both. Business is about exchange of service or products between two entities. Marketing is a co-creation of relation of buyers and sellers. The term “social marketing” is a little bit different from regular marketing. Social marketing is facilitating individual’s benefit through adopting positive behaviour and result for the improvement of social structure. (Dann, 2010) That means, the focus is the social improvement along with the individual’s interest. Digital and technological presence is making this social marketing easy and time saving.  
The study will demonstrate the relation between customer satisfaction and use of digital equipment and try to draw the aspects of improvement of business depending on social marketing.

Background
Traditional marketing depends on features and benefits of the entities of the trade. It concentrates on the profit of two sides. Most of the processes of traditional marketing is analytical, quantitative and verbal. (Schmitt, 1999) On the other hand, social marketing helps to create a positive environment not only for consumers and suppliers but also for the third party not involving in the exchange. It works for betterment for the society. The following terms are very important to know about the topic.
· What is customer service: It is one of the many sections of a business. Customer service means the action to take care of customer’s need by delivering assistance, helping them and knowing their requirements. In consumer-oriented business, customer service is highly treated and given the most importance.
· Customer satisfaction: Customer satisfaction is the main concern and precondition for today’s global market. (Chen & Chuang, 2006) Customer satisfaction depends on the quality of product or service, one seller provides. Aesthetics, durability and function are important in the case of products and service depends on behaviour. Customers can provide qualitative and quantitative data which can deliver important feedbacks.
· Quality service: Quality service is meeting customers’ satisfaction. Service excellence can ensure customer’s loyalty with the shop. This thing can contribute long term revenue and profitability.

    
The points above are the prerequisite to know about social marketing and the development of marketing based on digital equipment. Because digital equipment upgrades the level of service and make work easier and accelerate work rate.
Acquiring data is important to keep pace with the global business competition. Data consists of few facts and figures. They do not maintain any sequence or arrangement. When raw data are processed and transformed in something useful, it is then called information. The fact which are got from customers, are data. And when any company treat the facts as feedback and can use it in improvement of the company, is called information. There are many objects, which should be aimed by a business entity. This study is going to discuss about customer service in a restaurant. 
Following some important aspects and reason of social marketing in a digital way. 
· To explore customers’ view: Customers’ view or opinion is a very important for a business entity. Because customer is the one, who spend their money to get the product or service. If their opinion is not given importance or neglected, company must pay for their irresponsibility. There are a lot of way to collect data from the customers. The processes will be explained in method section.
· To know the way to improve customer service: Customer service can be improved if the feedback can be collected. If the flaws are unfound, it is impossible to find a way of solution or improvement. Now a day’s online stores are getting advantage as they are getting feedbacks from the customers in form of surveys, comments or likes (Oelke, et al., 2009). They can analyse it easily and can improve their service quality.


Aims and objectives
The main purpose of the study is to conduct a short survey on customer satisfaction. Satisfaction from service of providers are directly connected to trust on the company. (Ranaweera & Prabhu, 2003) That means the more customer satisfaction, the more trust on the company and leads to more profit. 
The study below is going to take a survey on customer satisfaction and analyse the result of the survey to understand the necessity of customer satisfaction in a business. To do the survey, a group of customers were selected from the restaurant, which was taken under investigation. Various questions about different service of the restaurant was asked to fulfil the research questions.
   
Method
The survey is a quantitative survey. There are two types of survey- Quantitative survey and qualitative survey. Qualitative survey depends on descriptive analysis.  And quantitative survey depends on the numeric forms of information. The survey is a quantitative research. Because it depends on the numbers of the participants.



Questionnaire
The research question was- Are customers happy with the service the restaurant provides? Depending on the research question a questionnaire was formed to run the survey. Following the questions, which were set to ask the customers.
· How much you like the food quality and taste here? Rate from 1-10
· Is price and food compatible in this restaurant?
· Is the behaviour of the staff good?
· The environment and toilet facilities are good here. What do you think?
· Is the service fast or slow?
Depending on these questions, the survey was conducted. The questions were set to answer the research questions. The aim was to know the customer satisfaction and trust on the restaurant service.

Sample and sample frame
The participants were the customers of the restaurant. The authority set the wi-fi settings in a way that it popped up when they accessed the wi-fi and the staffs requested them to fill up the survey. Seventeen customers filled up the survey altogether. The participants were different in age, gender and culture.
First of all, a written questionnaire was made. After that, it was delivered to some of the staffs of the restaurant to agree with the question. Then the questionnaire was transformed in an online form using “online forms” to reach more people. Then it was set by the authority to connected with the wi-fi.
Result
The first question was set to know about the quality of food- what people think about the taste. The option was given in a form of rating the food. Among seventeen (17) people, thirty-five percent (35%) of the customers rated six, forty-seven percent (47%) of customers rated eight and only Eighteen percent (18%) of them rated up to eight. That indicates that, the food quality is good enough. But some customers were not enough happy about the food taste and the quality.
Th next question was about the compatibility of food taste, amount and price of it. It              
                              Figure 1: Price-compatibility with food quality
will indicate the suitability of the pricing. The customers opinion turned out interesting. That 65% of the customers were in support of the compatibility of the price but Thirty-five (35%) of them were not so happy about the pricing. This section must be improved through proper e 
The third question’s answer could give the feedback of staffs’ behaviour. The options were set in three sections- bad, good, very good. In this question customers’ review was interesting. Around six percent (6%) of the customers gave bad feedback about staffs’ behaviour or service. More than seventy percent (70%) of the customers voted for ‘good’ option. And one interesting fact is that above twenty-three percent (23%) customers clicked for ‘very good’ option.
                                 
Figure 2: Review about staffs’ behaviour The fourth question was set thinking about the environment and other facilities such as toilet facilities, internet facilities and cleanness. The result came out in variety. There was no bad review for the toilet facility but for internet review, the result was of variety. Seven percent (7%) of the customers voted for bad feedback and other ninety-three percent (93%) of them voted for the average option. No one clicked for very good option. That indicates the lack of service about the internet. It might be the speed or the accessibility. It needs to be improved. 
The last question was about the service speed. The answer could estimate the overall speed of the service provided. Over seventy-six percent of participants claimed that the service was fast but over twenty percent of them reviewed slow service. 
                                        Figure 3: Service speed review
Discussion
The analysis of a survey can help a lot to the company or brand. Since the survey was the customer feedback it can provide important information about the weaknesses so that the company can improve them. The survey can make someone realize, how important customer service feedback is. The feedback of customer satisfaction and loyalty is often neglected but this feedback can help to improve the business. Customers are the reason why and for whom a business authority making the product or providing the service. Companies are very much depended on the customers more than customers dependant on the company. (Singh, 2006) 
Food is the main product for what people come in a restaurant. Food quality and taste is the most important thing for a food shop. It is not only about the taste. Food quality also indicates on the hygiene of the food.  Most of the customers voted for the good option. But it can be improved more by improving the taste of the food and by hiring better cook for the food. People are always attracted to the delicious and good amount of food.
Compatibility of food and price is another important topic for a restaurant. Customers need more food by paying enough. Because, customers do not want to waste their money. From the survey, it can be said that more than fifty percent customers are happy with the combination of taste, amount and price. But this topic needs to be focused. Because thirty-five percent of the customers were seemed to be unhappy with the food and price compatibility. 
From the survey result, it can be said that, customers are quite happy with the staff’s behaviour. But it was very unfortunate that, some customers found that bad. Staffs should be trained properly to handle the customers and the unwanted situations.
The review for the overall environment and other facilities was good. But there may be some problems with the wi-fi accessibility and speed. It needs to be improvised. And the last question was set to understand the speed of the service. The speed was also overall good.   

Conclusion
Social marketing is an important term for the business now a days. This term amplifies the relation of consumer and provider relationship. Most of the time customer’s review is neglected in this case. So, this report draws an important view towards the provider from the consumers. Through this report analysis, customer’s thought of the restaurant service got cleared and it can help the provider to improve their service more. This is how, social marketing works. It benefits everyone.  
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