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SERVICE QUALITY ASSESSMENT IN THE FAST-FOOD
EESTAUBANT USING A MODIFIED DINESEEV MODEL

Drosica Saneva™
Somja Chortoseva™®

Absiract: Moy researchers make ¢fforts o evaluate the services guality in the hospraliny
mdusry by wsing SERFOUAL seale, it origing form or modiled. The pirpose of this sudy
It empirically imvestipare sevvices quaiiy i fstfbed restourantz, on the basis gf the
modffed DINESERT scale. The main objective i fo evaiume the level of expecioron and the
level of percapion of consumers as regards the gualify qf the service W fazifeod resiruranis.
The questionnaire it comprized of 3 amrertians aud 321 guestons, formulated and esrabiizhed
on the basis gf SERFOUML and modified TINESERT mode!, ar most frequenty cied and used
models of service quality guesdonnaires in linerrure. The questionnaire war corried out m e
Jusr-fhod restaurants, wiich resuited in obrainmg 248 wsable quesdonmaives tha were then
mualyzed. Al 31 anriburer were With negare gap vaiue, wiich thows thar the level of
wxpeciation is kigher than the level of consumers " percephion ar regards the tervicer gualiny
and this poimt out the low level g the tervices quality in flsrfbod resturancs. This smdy &5 gf
rimary importance since the level gf services quality will be emrablished through identiiying
the strong and weak tides of the semvices gualiy in fast-food restauranis.

Key wards: renvice qualiy, SERVOUAL DINESERT, hospiealiny mdusry, fast-food

1. INTRODUCTION

ervice quality is one of the key factors to consumers” satisfaction especially m hospitality

industy such as fast-food restanrants, because it is esseantial to make an effort t measure

the sevice and to improwe their goality [1]. The measurement of service quality mst be
dome wery offen and in time, n arder to have an exact service guality level at the fast-food
Testmmants in ardsr o increase consumers” satifaction and to kesp their atendance [1]. The
mirst popular method for measuning service guoality is the SEREVQUAL model [3], [£]. The
results fom the SERVOTUAL insmmment show that this methed can provide nsefol information
1o assess the expecations and percepiton of consumers in ordar to see the Zaps in the dimensions
of individual service goality [5]. This mode] is applisd in variows service activities, inchiding:
the hospitality industry, botels [§]. [7]: classical restaurants [8], [9]; fast-food restaurants [10].
[11]. The modified version of the SEECUAL mwodsl is proved to be a suitable mode] for gefiing
reliable data of senvice quality [12].

Due to esmmmts specifications and charactenistcs, M the asssssment of service

literanme it has been applisd SERVQUAL q-usnnnmwe called DINESERV [13] The
DIMESERV model was ceaed to 255855 CODSUMErs percepdon of resfauramt ssmvice quality
[14] and is proposed as reliable and relatively simple to0l to determine the level of resmurant
service quality [15]. Most researchers agree that service quality can be measured by comparing

* Faulty of Tomise md esness logitics, Univenity , Gom Delosn™, st Firse Makov=10-4, 3000 Sap,
B Macedonia

=t Famlty of Tecknology and Metallurgy, Univaraity 56, Cyml and Moshodms™, sir., Ruger Boskoric™ 15, 1000
Skopje, B Macedonia
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of consumers expectations with their
perception for service performances [14],
[17]. There ar= mamy factors that can affect
the assessment of consumers regarding the
semvice guality at  fasi-food  restarams,
Arcording to the most researches the main

components of the overall service quality at
fast-fond restagramts ars  feod  qualdy,

phrysical suroundings and emplayess [15],
[19]. Fast-food restaurants that provide a high
qualify service have competitive advamtage
compared to ather restaurants.

In the Pepublic of Macedarda, thers are over
150 fast-food restawaots that bave besn
megistered and o is of greal INpariance to
koow how o monifor measure and impoove
consumers” satisfaction with quality services,
Becmuse of everyday use of service. which is
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offered by these restaumants, by the younger sowrom and hespisalin.
popolation ot alse by the more mahie

ion there is bizger justification to fmprove the existing service gualify. The ressanch
megardms the lewel of service guality in the fasi-food restaurants in Republic of Macedomia is
vt 5o fTeguent. so the am of this ressarch to contribate to frng and improving service quality
iny the haspitality indusory. In arder tounderstand all charae teristics of the semvice goalicy in the
TestamAnis i is necessary fo develop ap appropriate measurement made] [20]. In thiz paper
applied addrfonal and modified version of DINESERY questianmaire.

1 METHODOLOGY

In this paper will be apalyzed the consumer’s safisfactien apd thelr perception regardins the
qualify of service at fast-food restanrants via goestioners and based on the analyses of the data
meceived, the cumment s@ie of quality of semvices will be determined and guidslines for their
improyvernent will be referred. The research methadology was in five steps drough:

1. Plannms of the measorement with a choice of 3 fast-food restarants, in terms of

infhyemiial facioss (consumers stmachare and locadon);

2. Desipnins questionnaines and defining the sample:

3. Besearch by condordng the sorvey and measuring the sytisfaction and penception;

2. Analbysiz of the data received, and

5. Conchasion

The ressarch was condurted in private fasi-food restanrants with the tofal of 248 consumers,
which mumber, according o the indicators of monitoring, can be taken as a sufficient sample,
The fasi-food restaurants are chosen on the bases of locatien-cenial cify azea, pomber of
emplayess and available space for consumers. The ressarch was conducted in five fast-food
Testamanis in several different cides in Macedonia.

The questionnaire that was applisd in this snady consists of three pants (appendix 1. First part

consists of consumer’s data; age, sducation. and previeus visits to the fast-food restanrant. The
secand part researches the expectations of the consumers, and third part examines the

22
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perceptions of consumers based om 32
aimimmes. Consumers’ expecfations and
pelceplions are measmred oo five paodnt
Likert’s scale, prading as: “Songly agree=1"
o “Sirongly dizagree=5". The ressarch was
conducied based oo modified SERVWQUAL
mnd medified DINESERV model, in which is
added amother dimension to the quality of
sarvice — food quality with a tofal of 32
attritnates divided into § dimensions of quality
of service. 270 questioners were distributed
and 248 were fillad m.

3. RESEARCH RESULTS

Lonja Chorfoseva

Somja produated m 1977 on
Fawuity af Technology and
Liotailemey, University “55.
Oyl amd  Methodiuz ™
Skomie, Macedonia. She god
har master’s degree W
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Motailwrgy, Universine "S55 Oyl aad
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cwrrensly has o posiion of a full-tmme

31. Demopraphic profile of the professor Sonje o an author and co-authar
respondents on murny roieni e papers i the area of Toral

Cualny Menggemens (TOM), sratssioal
Table 1 shows the demopraphicr metheds erc Fuothermaore, she parnicipeses

characteristics of 248 consumers in the fast-
food restaurants. Most are aged between 11-

i several comferances, workshaps, trammg
BrOETOMI, TemInET ad research profects.

30 wears, representing 39% of the total

mumber of the surveved consomers, and 24% are consumers under 200 years of age. The lowest
percentage is consumers over 61 vears of ags or anty 3% of the total pumber of consumers, The
highest nomber of the consumers is with kigh school edocation 48%: and with high education
are 24%. According e this data the most common are the consumers from kizh school and
studants from the universitiss as well as consumers vounger than 30, who have mvors spars time
and e social actvities. Maost of the consamers wisit the fase-food restnrant once to fwice in
a month (31% of the tofal nomber), ar 197%:, ence or mwice weekly.

Nmmber o Fumber " Fumber T

Age Fravious Wl i e K- e Eaducanas

Fid e
L. 1] &0 M4 Tovar s % Py schoal 3£ 15
21-30 a7 17 Ewrydzy 12 §  Highschool 118 4B
3120 s 15 1-2timee 4% 1% Famety B+ =
41-50 iq 14 1-2tmeeinl 41 17  Degee and T

weaks eiar s deges 3
T1-80 1 4 1-2tiowe TE 31 PaDcdies 1

moadly
=l B 3 1-2 timse 40 &

.:I“t.r . 3 -

Tahle 1: Demoeraphic characteristcs of consumers
3.2, Data analyses

For the analysis was determined mean and standard deviaton for each fast-food restnrant, for
pach atmibute of the questionnaire and in the tofl of all fast-food restaurants m terms of

expeciaiion and percepiion of consumers repardime the quality of service. The parpose of this
mnalysis was in perceive the oxment siuation in terms of syfsfaction of the consumers in each

restmmant and i fodal of all fast-food restaurants in relatson to perceive consumer s’ sadsfaction
with service qualify in thiz kind of hospitality indusiry. To determins thess atimbuaies and their

863
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comnaction with the general sabizfaction of the consumers a gaps amalysis had been uz=d-
according to the SERVJUAL method which determimes the difference berween percsived md
gxpecizd service quality. The significance of the expecied and perceived service guality is
performed using the t-test for mdependant samples at the level of siznificance at 0.05 and the
mumber of degrees of feedom dF=N-2=204. The processing of the results was performed using
thie sofiware package Sadstc 10
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Table 1: Mean_ standard deviation of expectations and perceptions, gap value of each
atiributes and dimensions at fast-food restanrants

Tabls 2 shows the results for the respondents” expecations and parceptions of samvice quality,
as well as service guality gap. In onder to assess whether the difference between perceived mnd
expecizd quality of service, or caloulated SERVQUAL scores is statistically significant, a t-test

=T 1]
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for mndependent samples had been applied. The mean of the score of the consumers” expeciation
ranges from 3024 4], and the mean of the consumers” parception rates from 2 58-3 82, The
higeest expeciatons as well as the bizzest percepfion regarding the dimensions of the service
quality consumesrs hawve relating the quality of the fiood and semvice. The lowest valus for the
Consumers expeciatons obtainsd the siatement P, The lowest asseszment relating the
perception of semvice qualiiy is the question 4. Om the other hand, the hizhest assessment
relating expeciations, in terms of perceived quality is the satement F74, which means that the
taste of food is an imporint atirdbute for atendance of a fast-food restaurant and io this case
the consumers of this armibate are mors safisfed in comparisen with the other atmmiutes of the
service quality. All six dimensions show a pegative value of SERV{UAL assessment, as the
difference betwesn perceived and expectsd service quality. The siemificancs tested of the
differences betwesn them i= tested using the t-test for each distnct atimbabe. For all the t-vales
the siznificancs level is p=0000 ar 0%, which is less than 0.05, which confirmes statistically
sipmificamt difference between perceived and expecied service guality. This shows that
percepiion of consumers = far lower than thedr expectations.

In the first dimension the armibate 74, is with the lagest negative valuwe, and T4 has the smallest
negative valoe of this dimension. In the sscond dimension reiiabiliny the bigeest gap with
negative wahue is 71 3, whils in the thivd dimsnsion, foed qualiy, kowest mdaqualgap have the
two atmbutes 714 and F13, which means that the expectations for the service received by
consumers is close to their perception of it, but it's not enouzh for a positive value. In the fourth
dimension responsiveness, two of the atritutes 79 and F2T ars with the same nesative valus.
In the fifth dimension @rsuramce the atribute F26 has the largest negatwe walie of this
dimension and in temms of empatiy dimension the largsst pegatve wale of SERVUAL
assessments bas the atimbate 730, something as less negative value is for the atmbute F28.

Intable 3 it has been calonlated the everall SERVUAL score. All the means of the dimensions
e with negafive valoe. The first dimension with commwon elements has the largest pegative
vahs, and the quality of food dimenszion has the lowest negative valoe. The total overall
SERV(UAL score has pegative valoe of -0.77. This indicates that the consumers” expeciarions
regarding service quality Mﬁstfmdrﬁmmamare&rgren:ﬂ'm their perception of it

Thmemdom: SERVOHUAL score

1. Tengihls 055
X Faolishility =070
3. Food Cualiny 1]
4. Renpomsivenes 073
5. Assomncg -7
5. Empatiny AL77

iOverall SERVOTUAL scare: .77

Table 3: Owerall service quality score for all dimensions

The graphic Sgare | shows the mean values of each and individual dimension of service quality
at the fast-food restyrants stutng fom the highest to the lowest negative value SEEVQUAL
score. The common elements dimension has the hiphest nepative value This shews that the
level of perception af tangibls elements af the fase-food rastarant was the lowest in comparison
with expecfations of consumers who hawve highsr expectarions. The food guality dimension has
ihe lowest negative walue, which means that consumer” percepiion and safizfaction for the
service that they had received are not very distinguished.

n&Ls
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Figure 1: Mean values of dimensions from bighest e lowest pegatve vahe

Figurz 1 praphically displays SEREV(JUAL score of each fasi-food restvomant Blestaurant
muher 3 has the most negative assessment which means the consumers’ expecafion: were
mmuch higher than the sadsfaction from the semvice that they received. Eestaurants 4 and 5 have
the lowest nezative valoe of SERVOUAL score. This shows that the level of consumers ™ quality
service satisfaction is approximately with the level of their expectations, but not enough for a
positive SERW{TUAL scors.

-1.6i

14 # Rasbumnt 1
12
1 B Festumant *
.B -l}iE -|] 7 W Resturant 3
06 H Fasturant 4
402
02 B Rastmmant 5
]

Fig,'u:EE: SERVOITAL score actmdjng to Liker's scale for each fast-food restaurant

4. DISCTUSSION AND CONCLUSIONS

The difference between consumer’s expeciafions and their perception for the semvice recemved
is a key indicator for assessing and evaluating service quality at fast-food restaorants. The
questionmaire provided mmportant information oo hew real-performance services mst
consumers” expectations. Thersfore. it is justified in fast-food facilities the semvices to be
meazured with this questionnaire to see if the servipes are fulfilled, ar are they over or below
the consmmers” expeciaions.

From the amalysis of the ob@ined valies for comsumers’ service expectations as the most
important are attribates F74, T4 and FI2, which are pant of food guality, raneible and reliabiliy.
The results show similarsies o other works written by other authers [21], [22]. [23]. Atmbutes
with less wvalue are T8 F2I and F22 of the dimensions sorrance and regponsiveness. These
attribnates are only less mportant in comparison with the other atimbutes, becanse on the Likert's
srale of five vabaes, the lowest &5 foar. This indicates that the consumers”™ guoalities of service
expectatons in fast-food restaurants are great. The values obtamed for the perception of
consumers are lower than the vahies of their expectations. The Lowest vahies bave the questions
T8 and F1 of the dimenzion ramerble. The hishest valoes have the guestions FI4 and 74 which

]
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means that consumer”s percepdon is close to the value of their expectations for service quality.
Maost of the authors have obtained approximately results wiich point ot that the food quality
and the environmental elements are of significant mparance for consumers” betfer perception
[4]. [25].

The calculated gap valwes show that the semvice provider does nof meet the consumers’
expeciations. The total SERVQUAL score is -0.77 which indscates that overall service quality
is below the consumers” expectations and the same can be mproved. According to the data the
st negative score has the tangible dimension which means that consumers prefer betier
environment (parking spacs, restrooms, comfortable seats, nesd amd properly dresssd
emplovess etc]). The attribuotes with the widest sipnificant sfatistical gap represent seriouws
Eﬁme:ﬂmmmﬁrﬂmﬂmmamﬂmm
The restaurant 3 has the mest negative assessment which shows that consumers’ expecation:
are far sreater than the servics they had recefved. Perhaps this nezative assessment is dus to the
spatial environment or the lack of staff during tbusy hours as well as bad compmumication and
coardination between staff, which leads to mabiliy to meef the consomers’ pesds and
preferences. This paper also has its limitations. The results obtained are on the bases of small
mumaber of fast-food restaurants, ooly fve The measuning of service goalify is lmited o 32
attribrtes and 6 dimensions. This research has s benefits such as: the results obfamed show
what are the expectations and what is consumers” syfisfaction with the service received in a
fazt-food restvrants which idepfified the sirengihs and weaknesses of service quality. These
results will help manazers to determine the level of service quality and its improvement by
identifying the deficiencies and their moniterng, improvins and removal. By measaring the
service qualify and the application of the appropnate measurement model, the necessary data is
providad and is wsed for guality management, with which fast-food restaurants will be able o
mpaitor, kesp and improve the semvice goaliny.
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Appendix]: Questionmaire

Faspectad.

This questionnaies & o forms the assssament of customer atisfaction of S axpecid 2nd moanved sanics at f-
food restarants. The questionnatr is conposed of tres parts & follows: part A part B amd part . The serwery
mewalts will ke weed fior scientfic purposes onky. Wi bope that you will help and @ike far paimrizs. of your Gme to
£ o Sy quesionnaim

Aj Cmestions from 1 o 3 are snvwered by completion of one of dee numbers
l‘)?-! I. Education 3 Previoms vizits to the rescomrsnt
- 1} Promary school I} Memr
2)21-30 ) High schoel 2) Evary dxy
33140 1) Dagres 3) 1-2 wakly
9 41-H 4) Dagres: znd Biasies 2} 1-2 oo vl
%) 51-60 - %) 1-2 momhiy
)= &l ) PhD Smdics ) 1-2 yeanty

By We polieely azk you to answer the followizs sistements resandizg your r::p-mlhnl.. at lh.r l':l:r-Eu-ud.
mll‘ru:ﬂ.lrh'rm etiom of the sumber from ]t 3 s follows- ; ]
Tha mestmmant ks vinmlly attactive padking arees axd building exiecioms. 1
1 restmmant has vinmlly dmms ama. 1
The Tusimmant Bas S Coeroars Wi 2w ClRD, Dedi A propriaely cows 1
Thhse Tostmmant has 2 pxon that i sasily madsble. 1
The rostmmant has 2 dining arca thar is comfertable and eaey o mors around in 1
Thhse Towtmmant has restroons that am daroaghly clean. 1
15 Tosimmant has constortztle weats m the dxmng room 1
1 mstamant sarves you m the b prommsed. 1
.| Thse Testamant geick by comects amything i wrong. 1
15 Tostmmant 15 depandabls and comsasent. 1
15a mstmmant provides an acoumie muest chec 1
Thse Tostmmant sarves Yoo food exacthy as you ordered 1t 1
Thse food tastes good. 1
Thes firod is warved at 2 proger oo 1
Ths food is fresh 1
The choica of food 1 GiEwsnt T
.| Thw fioid is sarved in good portions 1
.| 15s Tostmmant denng sy e b employess. heimeng sach othar o mamiin 1
peed amd quality of warics.
2| T restamant provides proospt and gaock sanvics 1
21| Ths metmmant mves saim o Eandls Yo specal Teqaeshs. 1
1| The restmmant ks enployees who can answsr vour questions. completely. 1
13.| The restmmant makes you fosl consfortabls 2nd confident W yowr dealings with 1
thars
24| Thw restmmant bas pereomna] who ars both bk and willing to goe you infortion. | 12
ashout marm iferss, their ingroedients, 2nd methods of
1. | The restmmant makes you fosl paromalby wafs.
3. | The restmmant s epployses which seam eduncated, competeat and arporiomced.
20| The restmmant s i gve ey SIS w0 e they tam do tha job wedl
.| 15e mestmmant s epsplioyees who are sensivee fo your manadml needs and wents,
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rathar than alwmrys rebying on policies and procedunss.

| 1is mstzmant makes you feal specal.

.| The Tostmmant anticpates your mdividne noeds and went.
31| The restmmant s ensplioyees who are syoopathetic and s soring if someding is
TN

31, The meetmrant seeme bo have the customars bet Iaresty at heart
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) We poliiedy azk you o amswer the following gqoestons regardins your perception of service qualicy at
e fazi-foed restsnrast by completion of the mumber from 1 te 5 as follows: | (Sromgly agrea) - & (Smomgiy

dizagres).
1. | Whathar the resteummt has visually attmctive perking ansas amd building exteriors. 1343
1. | Whether the restaumnt has vimalby dning area 2343
3. | Whether the restaurant has, staff memibars who am clean, seat and appropriasly drevesd 2345
4. | Wisthar the restumnt has & mers hat 1 sy readable. 12345
i. | Whethar the restumnt has 2 dining ama thert is comforizbie and esy to monw arcond in. 1343
£, | Whethar the restzumnt has resiroonss that am thooomshiy clean. 1343
7. | Whethar the restumnt has dining amas that amo shormashiv cloan 2343
Whathar the restmumnt has conforiable seah in the diming rooos X345
. | Wiathar the restumnt sanes yon o the me promisesd. 23473
. | Whsathar the restzumant qeickhy cormcts amyvthing i wrong 2343
L. | Whether the restmummt is 1o and comaisent. 1343
1. | Whethar the restaurmant provides am acourais muest chedk 1343
13, | Wiksthar the restaumnt senss yora food seacthy as yore opdaned 1. 12333
14. | Whathar the food s good 113473
13. | Whethar the food is sarved at & proper kesarh 11347
16, | Whathar the food is fesh 11343
7. | Whsthar the choice of food is different 11343
18. | Whethar the food is served & sood portions 133473
18, | Whathar the restummt dering besy tows bos amplovess belpizg sach other o maimin | 12343
spead 2nd quality of sendios
20, | Wheathar the restumnt provides prooopt aod quick sendce 1343
21, | Whethar the restumnt gives sxira effiort to kandls yor & if5. 1343
n Emﬂmhamﬂnmﬂnmmtmmjm.mjm' X343
23, | Wissther the: restaurant makes yon tesl comdortable and conbdemt m vour deahings wth 1Z533
tham.
14| Whsthar the restumnt has parsomne] who ars bod 2tk and willing o @5ve you | EES:
infoemeerion abost e thams Shair i , el meshods of prepamton.
15, | Wheather the: restmurnt makes 1 '-:ufn-u.lpu:.l:mlh sad. 11343
28, | Wissther the restaurant has sosployees nduch seem sdncaed, compsiet and wpenenced. [ 12335
7 iﬁ&uﬂmmnpnn@h}w sppert o St they cam do thedr job 11343
25, | W bether the restzurant has sosployees who are sensiizve o yowr mdradue needs and 12355
wenis, miher then abseys relying oo policies and procedores.
[ 75, | W% Erathar the resomuant makes 70U Deal pecal | EEES:
30 | Whether the restaummt antcipate: vour mdeidnal nesds and aants. 11345
31. | Whether the restmurant has sosployees who are pymopathetic and rasnring if sopwdimg is (12343
WTong.
31, | Wheathar the restzumnt seemus 9o have the ousbomars” best moerests at heart 11343




