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The Abstract

Nowadays, the fast food industry has become highly competitive, therefore
customer satisfaction plays a major role in such competitive environment. The purpose
of this research was (1) to measure the level of customer satisfaction of the 3 largest
KFC Restaurants in Bangkok by comparing customer's expectation and perception, (2)
to measure the level of customer satisfaction with KFC Restaurants in Bangkok in
te1ms of cleanliness, hospitality, accuracy, maintenance, product, and speed of service,
and (3) to determine the level of customer expectation and perception in relation to the
customer's demographic factors.
This study had applied "Customer Satisfaction Processes and Disconfirmation
of Expectation Model" developed by Patterson (1993) to measure the customer
satisfaction toward KFC Restaurants. This research focused on six categories, which
are cleanliness, hospitality, accuracy, maintenance, product, and speed of service.
The questionnaire composed of two parts: demographic and customer
satisfaction measurement were used to collect data from 425 customers at selected
KFC Restaurants. The data were analyzed by using descriptive statistic: the paired
sample t-test, independent t-test, and the analysis of variance (ANOVA).
The results of this study indicated that there is a significant difference between
customer expectation and perception toward KFC Restaurants as well as when
segmented by cleanliness, hospitality, accuracy, product, and speed of service.
Maintenance is the only factor that indicates no difference between customer
expectation and perception.
Moreover, the results showed that customers having different age category,
gender, educational level, occupation, and income level differ in their expectation
toward KFC Restaurants. The research also found that there is a significant difference

in customer perception when segmented by gender. In contrast, the research indicates
that the customers' perception when segmented by age level, educational level,
occupation, and income level are similar.
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CHAPTER I
GENERALITIES OF THE STUDY

1.1 Introduction
Once the world changes with the development of science and technology, new
things emerge and gradually replace old familiar things. Convenience and higher speed
become critical in competitive environments and increasing economic constraints. This
applies also to eating habits. The type of food that serves increasing needs for
convenience and lower time consumption is what we call "Fast food".
According to a study by Pongphan (1998) in reference to a research conducted
by Deemar Company regarding food consumption in the era of globalization,
consumers have more complicated needs for products, and care more for health and
family. They are aware of consumer rights and protection, and are asking for producer's
responsibility in tenns of product introduction. In terms of food consumption, there is
higher proportion of people eating out, at fast food and food centers. In addition, they
seek convenience in buying, cooking, eating as well as higher efficiency and nutrition
relative to quantity.
The simple definition of "fast food" is foods, snack or desserts that are readycooked and convenient to eat with not many utensils required (Plaichuthai et al., 1985).
Fast food was initiated along with the development in Western countries, which
aros~

from a busy lifestyle. People had less time for eating, so fast food was gaining

popularity and since then, it has become the Western people's way of life.
We name this type of food as it is from its original source. Fast food originated
in American society and it is one of American cultural heritage, which spread all over
the world. Some Asian countries whose economy developed rapidly and where peoples'

lifestyle went through dramatic changes have absorbed such a culture. Thailand is also
facing the same situation, transforming from a traditional society to a modern one,
including becoming a booming fast food society.

The Fast Food Market in Thailand

Thailand has absorbed development patterns from Western countries, therefore
Western cultural influences have inevitably spilled into our country. This is particularly
the case for Bangkok where businesses are clustered and expand rapidly. Together with
the inflow of people from other provinces, Bangkok is the business center, and so the
influence of the Western culture is most prevalent. As a result, fast food business first
boomed in Bangkok, and from there on, to other provinces.
The factors driving popularity of fast food business m Thailand include
economic conditions, lifestyle with time constraints, and cultural transfers, most
influencing teenagers to consume fast food so heavily that it has become a fashion. As a
result, the fast food business has been growing at the rate of 30-40% annually with an
absolute market value of above 10 billion baht (Thansethakij, 1998).

Operations of Fast Food Restaurants in Thailand

There are 3 major types of fast food operations (Nipa, 1998):
1) Franchise restaurant from a multi-national fast food chain. The use of the trade
name and sale of food items that originated from abroad are key characteristics of
this type of operation.

Such usage is compensated by means of royalty fee

payment. Operations are carried out under policies dictated by the parent company
that owns the franchise (franchiser), who will in tum, earn a percentage of sales
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from the operators in Thailand (franchisee). Examples of this type of operation
include KFC, Pizza Hut, and Burger King.
2) A Joint Venture. A foreign operator invests in, as well as provides, operating
guidelines, and business consultation to the operators in Thailand. McDonald's is
an example of this type of operation.
3)

Local Fast Food. This type of fast food restaurant is originated within the country.
The operator uses its own trade name and sells its own products. Chester's Grill is
an example of this last type of operation.

f1 ~ Vk et 5;1v ~ 1i ON·
Thai Farmers Research Center Co., Ltd., (30 May 2002) has classified Fast food
(

or Quick Service Restaurant (QSR) into 2 categories as follows:
1. HarCt Fast Food makes up 80% of overall fast food market. The top three hard fast
food are chicken, burger and pizza. However, the competitive market is seen more
in chicken and pizza segments.
1.1

Chicken Fast Food shares 50% of overall fast food market. In 2002, chicken
fast food was expected to be valued at THB 6,300 million. Most of the
competition is among fried chicken fast food valued at THB 6,000 million
with 10% expansion rate as Thai consumers are most familiar with chicken.
Nevertheless, new businesses could not easily enter the market as the leader,
KFC,

has

strongly

held

its

share

with

consistent

advertisement.

Consequently, customers remember the brand very well. Grilled chicken
fast food competition is less well-known.

The expansion is expected to

increase since "Chester Grill," the segment leader has changed its marketing
strategy, especially toward franchise expansion with greatly increased number
of outlets. Furthermore, the company has moved to sell more grilled products
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as a distinction from fried chicken, emphasizing more on home delivery and
working harder on its expansion plans abroad. One of its target overseas
markets is China.
1.2

Hamburger Fast Food shares 19% of overall fast food market. ln 2002, the
Thai hamburger market expects its value to reach THB 2,500 million with l 0
% expansion rate per annum. McDonald's is currently leading the market
with a 90% share. Thus, the competition is seen much less.

However,

Mcdonald's continuously invests in promotional campaigns to remind
consumers of its products. Moreover, consumers have very well welcomed
its premiums.
1.3

Pizza Fast Food, with an expected value of THB 2,300 million in 2002 and
20% expansion rate, holds 17% of overall fast food market share.

The

competition in this segment has tremendously increased, especially from the
2 major players, while smaller businesses have to work harder at
distinguishing themselves to maintain their market shares. Normally, pizza
consumption behavior differs from other fast food as customers pay their visit
in a group of 2 - 4 with less frequency. Businesses in this segment must
organize some types of activities to increase visiting frequencies.
2. Light Fast Food with an expected value of THB 2,400 million in 2002 or an
expansion rate of 20% of overall fast food with the breakdown as follows:
2.1

Donuts - The 2 major players, Dunkin Donuts and Mister Donut, have to
offer varieties such as coffees and beverages to attract more customers
because bakery and coffee premier shops have been trying to steal market
shares.

4

2.2

Ice Cream - Soft Serve ice cream on a cone plays a major role in fast food
business.

Ice cream value in fast food market should reach THB 1, 100

million or 10% expansion rate of overall ice cream market while the ice
cream in fast food segment expanded at a rate of 5 - 7% in 2002. Companies
have continuously developed new ice cream flavors and separate sale
counters to perfect their fast food's restaurants' menu while offering varieties
to consumers.

Nowadays, fast food operators do not only compete with direct competitors but
also race against many indirect competitors that adjust their marketing strategies toward
fast food target consumers. Their indirect competitors are:
1. Japanese Restaurant has jumped rapidly since the end of 1999.

The new

generation has been introduced to Japanese food at a discount price, similar to other
foreign food. Many Japanese restaurants' clients have to wait to be seated for a
minimum of half an hour; the line at a Japanese restaurant is longer than at any
restaurants in malls. Existing restaurants expand, especially in malls, while new
comers continuously enter the market. New Japanese buffet restaurants and price
competitive strategy have decreased Japanese food prices. Consequently, their new
strategies that aim at teenagers and new generation, aim at the same target as the
fast food market.

2. Chinese Restaurant - The economic downfall era dragged Chinese restaurants
downhill during the past 2 - 3 years. Their share decreased from 30 to 10% of
overall restaurant market value THB 10,000 million.

Chinese restaurants have

undergone major turnaround from previous target customers of family on special
occasions, tourists and parties to a more Thai taste that offers less grease. Its target
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turned toward new generation and working people at a cheaper price. Moreover,
Chinese restaurants have entered malls and discount stores offering the same
quality and taste.
3. Vietnamese Restaurant is another business that turns to franchise expansion. It
aims at kiosk or small unit expansion that requires only 6 - 10 square meters with
THB 1 - 1.5 million investment in malls or community areas. Furthe1more, they
offer home delivery.
4. Home Delivery Service originated from daily delivery service of Thai original
cylindrical vessels and 'Room Service' that delivers food from elegant hotels and
restaurants. When it targeted upper class customers, fast food businesses were not
affected. However, when Room Service wanted to expand its popularity toward
medium and lower class customers in 2002 by advertising that it offers inexpensive
and many varieties of food, it has become one of the fearsome competitors in the

-:z:.

fast food businesses.

r-

1.2 Background of KFC
Thai people experienced their first taste of world famous Kentucky Fried
Chicken in 1984 when Central Group bought franchise from R.J Reynolds Industries,
Inc Company, the parent company at that time named "Thai KFC Company Limited".
The first KFC branch was opened at Central Ladproa Department Store, and could
generate revenue at a satisfactory level. However, the expansion of KFC Store during
that period was rather slow due to very high capital requirements.
In 1989, Pepsi Co International realized the potential growth in fast food
business and decided to enter the business in the form of joint venture with
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Chareonpokaphan Group (CP). CP-KFC Development (Thailand) Company limited was
established to operate KFC Restaurants parallel with Thai KFC Company.
The continuous success for more than 8 years has made KFC the leader of fast
food business. In the year 1992, Pepsi Co strengthened the business by 100%
investment in the company named "Pepsi-Cola (Thai) Trading Limited". It expanded
many stores and managed the KFC operation throughout the country. In September
1997, Pepsi Co International decided to focus only on fast food business by opening the
TRICON Global Restaurants, Inc. From that day name "Pepsi-Cola (Thai) Trading
Limited" was changed to "KFC International (Thailand) Limited". At present KFC in
Thailand is composed of 2 business partners as shown in Figure 1.1:

Figure 1.1: Business partners of KFC in Thailand
YUM Restaurants International, Inc.

Thai KFC Company
By Central Group
(Franchisee System)

YUM Restaurants (Thailand )
(Foreign Direct Investment)

Today there are over 300 KFC restaurants spread across Thailand and KFC has
taken the majority market share of 40% of the overall fast food market in Thailand
(Education

Service

Center,

Marketing

department:

Tricon

Restaurant

Intemational(Thailand) Co.,Ltd., 2002).

KFC Goals:
•

To provide consumers with top quality, good value food away from home.

•

To deliver the food in a clean and welcoming environment.
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•

To develop KFC operations so as to maintain the company's leadership status in the
field of quick-service restaurants.
KFC's key direction to success used to be "QSCV" or "Quality-Service-

Cleanliness and Value" and this philosophy has been valuable in leading the company
to success. To keep up its success on all products, KFC has developed the "Unmatched
Operating Excellence" that leads to the "Consistent Quality Experience" also called
"C.H.A.M.P.S." philosophy, which are:C (Cleanliness)

Restaurants are always clean.

H (Hospitality)

Employees are always hospitable.

A (Accuracy)

Your order is always accurate.

M (Maintenance)

\\

The facility is properly maintained.

P (Product)

You always get a consistently great product.

S (Speed of Service)

No problems with the speed of service.

The C.H.A.M.P.S. philosophy has been launched and implemented throughout
KFC Restaurants around the world.

1.3 Objectives of the study
The purpose of this research was to measure customer satisfaction with KFC
Restaurants in Bangkok. Thus, the specific objectives of this study are:
1. To measure the level of customer satisfaction of the 3 largest KFC Restaurants
in Bangkok;t)'y comparing customer's expectation and perception.
2. To measure the level of customer satisfaction with KFC Restaurants in Bangkok
in terms of cleanliness, hospitality, accuracy, maintenance, product, and speed of
service.
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3. To determine the level of customer expectation and perception in relation to the
customer's demographic factors.
4. To provide useful information for the company for the implementation of better
marketing strategies.

1.4 Statement of the problem
Since the fast food industry has rapidl~ developed into a major one over the past
decade, many more players, both Thai and international have entered the market. Since
the launching of its C.H.A.M.P.S. philosophy in 1997 many changes have been
implemented in KFC's market strategy. Based upon objectives in this study, therefore,
the research questions in this study were as follows:
l. What is the level of the customer satisfaction with KFC Restaurants in
Bangkok?
2. What is the level of customer satisfaction with KFC Restaurants in Bangkok in
terms of cleanliness, hospitality, accuracy, maintenance, product, and speed of
service?
3. What is the relationship of customers' demographic factors and their
expectations and perceptions?

1.5 Scope of the study
The research examined the level of customer satisfaction of KFC Restaurants in
Bangkok. This research measured the level of customer satisfaction by selecting the
three largest KFC branches according to sales volume, which are located at The Mall
Bangkapi, Future Park Rangsit, and The Mall Bangkhae.
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In this study, the researcher focused only the level of customer satisfaction of
KFC Restaurants in terms of C.H.A.M.P.S., which means cleanliness, hospitality,
accuracy, maintenance, product, and speed of service located in Bangkok at The Mall
Bangkapi, Future Park Rangsit, and The Mall Bangkhae.

1.6 Limitations of the Study
1. The researcher intended to study the level of customer satisfaction of KFC
customers in Bangkok area only. The result of the study may not be applicable
to other areas and cannot represent the whole since the targeted respondents are
only in the Bangkok area.

z.·

In the data collection process, customers answered the question of expectation
and perception at the same moment, which may affect their responses.

3. Due to time limitation, this data collection method was cross-sectional, in which
the survey was conducted at one frame and represents a snap short of one point
in time. Hence, this study must be used with caution after a certain period of
time.

<:::>

*

1.7 Significance of the study

Since fast food is becoming popular in the Thai market over the past decade,
many companies, which are both domestic and international companies, are trying to
maintain their positions in the market. If companies are to maintain their competitive
edge they must try their best to satisfy customers.
For KFC, its strategy to maintain their product quality is "C.H.A.M.P.S.".
C.H.A.M.P.S. is the operation standard that will ensure the quality of all KFC products
not only in Thailand but all over the world. Every KFC operator is aware of this
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philosophy. They practice it as part of their working life to deliver the best product
guarantee to the customers, which differentiate KFC from other fast food restaurants.
Hence, this study helps determine the level of customer satisfaction of KFC
brand through C.H.A.M.P.S. It can also provide a better understanding about the
customer satisfaction toward fast food in general. In addition, this study serves as a
guideline and direction for Tricon Restaurant Company to develop and evaluate the
strategies. It will be handy to company in learning what their consumers' satisfaction is
and can be exploited in their functional strategies.

1.8 Definition of Terms

ER

These are literal and operational meanings used for uniformity and clarity of
understanding of some words used in this study:

Perception: the process through which people receive, orgamze, and, interpret
information from their environment (Schermerhorn et al., 2000).

Customer Expectation: how or what individual customers feel the service provider
should offer (Parasuraman, Zeithaml, and Berry, 1988).

Customer Satisfaction: is a function of perceived performance and expectation. If the
performance falls short of expectations, the customer is dissatisfied. If the performance
matches the expectations, the customer is satisfied. If the performance exceeds
expectations, the customer is highly satisfied or delighted (Kotler, 2000).
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Service Quality: The overall evaluation of a specific service firm that results from
comparing firm's performance with the customer's general expectations of how a firm
in that industry should perform (Parasuraman, Zeithaml, and Berry, 1988).

Perceived Service Quality: the difference between consumer expectations and
perceptions (Parasuraman, Zeithaml, and Berry, 1985) including:
•

Surprise Quality: the customer's expectation is lower than perception

•

Satisfaction Quality: the customer's perception can meet expectation

•

Unacceptable Quality: the customer's expectation is higher that his/her
perception (Parasuraman, Zeithaml, and Berry, 1985)

Attitude: an individual's preference, inclination, views or feelings toward some
phenomenon. Attitude is one of the more important notions in marketing literature,
because it is generally thought that attitudes are related to behavior (Churchill, 1995).

Food consumption: peoples' consumption of food in terms of consuming frequency,
quantity, number of meals, and behavior before and after consuming (Bergert et al.,
1979).

Fast Food Restaurant: A place where food and beverages can be ordered and received
and finished quickly and easily, and where price is easily noticeable (Pongphan, 1998).

Fast food consumption: Consumers' pattern of fast food eating. For example, what
type of food is selected, why and how they are selected, and how often they have fast
food (Pongphan, 1998).

12

C.H.A.M.P.S.: stands for KFC's belief that the most important thing they can do is

focus on the customer. It is derived from six critical areas: cleanliness, hospitality,
accuracy, maintenance, product, and speed of service (C.H.A.M.P.S. Introduction Kit,
1996).
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CHAPTER II
LITERATURE REVIEW

This part of the study describes different theories and models leading to the
development of the conceptual framework upon which this research study is being
conducted. There are four sections in this chapter: framework of idea and theory,
service quality, fast food in general, fast food in Thailand, nature of fast food business,
and previous empirical research and relevant articles.

ERS/

2.1 Framework of Idea and Theory

The framework of idea and theory was reviewed in the following subject areas:
(1) The Importance of Consumer Behavior
(2) Demographics
(3) Customer Satisfaction
(4) Service Quality
(5) Consumer Perception
(6) Consumer Attitude
(7) Decision Making

2.1.1 The Importance of Consumer Behavior

Consumer behavior refers to the actions and decision processes of people who
purchase goods and services for personal consumption (Skinner, 1994). Consumer
behavior describes the processes used by consumers to make purchase decisions, as
well as to use and dispose of the purchased good or service.
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The study of consumer behavior also includes the analysis of factors that
influence purchas.e decisions and product use (Lamb et al., 1996). Consumer behavior
is the study of how consumers select, purchase, use, and dispose of goods and services
to satisfy personal needs and wants (Hanna and Wozniak, 2001).
According to Schiffman and Kanuk (2000), consumer behavior is defined as
the behavior that consumers display in searching for purchasing, using, eveluating, and
disposing of products, services, and ideas.
Assael ( 1987) distinguished four types of consumer buying behavior based on
the degree of buying involvement and the degree of differences among brands,
according to Table 2.1.

Table: 2.1 Four types of Buying Behaviors

..

~

High Involvement

Low Involvement

Significant Differences

Complex buying

Variety-seeking

between Brands

behavior

buying behavior

Few Differences

Dissonance-reducing

Habitual buying

between Brands

Buying behavior

behavior

Source: Kotler, Marketing Management, The Millennium Edition, (New Jersey:
Prentice Hall International , Inc., 2000) p. 177.

According to Oumlil ( 1985), there are five broad environmental determinants
of consumer behavior: (I) Family influences, comes from household members. This
usually has the greatest total influence on a consumer. (2) Social influences, resulting
from all personal contacts other than family or business. Social influences arise from
workplace, church, school, friends, and peers. (3) Business influences refer to the
direct contact, either at the store or through personal selling, sales promotion, and
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advertising, that the consumer has with business firms. (4) Culture influences, are the
innate beliefs and sanctions developed over time by the social system. The cultural,
ethnic, and life-styles that become a part of the person, those vadables that are
manifested through human contact. (5) Economic influences are the constraints placed
on the consumer by money and related factors.
Consumer behavior is influenced by four factors according to Kotler (2000):
cultural (culture, subculture, and social class); social (reference groups, family, and
social roles and statuses:; personal (age, stage in the life cycle, occupation, economic
circumstances, lifestyle, personality, and self-concept); and psychological (motivation,
perception, learning, beliefs, and attitudes).

2.1.2 Demographic Factors

Demographics play an important role in market domain, segmentation, and
marketing mix decision (Hawkins et al., 1983). Market potential for any product is
equivalent to the number of people who want or need it and also have the necessary
resources to buy it. Hence, it is necessary to evaluate the demographic characteristics
of both present and potential buyers. The most widely used demographic factors are
age, gender, family size, income, occupation, education, and social class (Engel et al.,
1993).
Kotler (1997) mentioned a buyer's decisions are influenced by demographic
factors, which are internal factors including gender, age, income, educational level,
and family size. Engel, Blackwell, and Miniard (1993) quoted individuals apply a
vaiiety of criteria in evaluating purchase, which will vary in importance or influence in
shaping selection. Schaffner, Schroder, and Earle (1998) cited attributes of each
consumer reflect their selection of product differently. They suggested that differences
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of choices result from the vanous factors as individuals have their own sets of
preferences, which to greater or lesser extent, override preferences defined by
demographic factors.

2.1.3 Customer Satisfaction

Customer satisfaction is an attitude formed toward a purchase. Research
suggests that customer satisfaction is influenced by both the level of effort expended
by consumers and their level of expectations. The level of effort expended mediates
product evaluation and the resulting degree of satisfaction. Effort is a flexible, highly
unstable, and individual yardstick. Equal amounts of effort extended by different
individuals may be perceived by each as an investment or sacrifice of different
magnitude and, as such, may yield different amounts of reward or satisfaction (Hanna,
1978).
Parasuraman (1990) introduced the key premise to customer satisfaction is the
prerequisite understanding of customer satisfaction and delivering of superior service
as customer compare

perception~

with expectations when judging a firm's service.

One of the key influences of customers' expectations is price and they believe that the
more they pay, the better the service should be. Nonetheless, low price with high
quality adds on to his/her satisfaction if the customers perceive value of the
products/services to be higher than what they pay. This premise however depends on
the communication, image of the firm, flow of information to the customers and the
delivery of the promise the film made to the market.
Oliver (1980) defined customer satisfaction in the disconfirmation paradigm
usmg

two

other cognitive

variables

being

pre-purchase

expectation

and

disconfirmation. Pre-purchase expectations are beliefs about anticipated performance
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of the product/service while disconfirmation is the difference between the prepurchase expectations and the perceptions of post-purchase. The model on cognitive
antecedents and consequences of customer satisfaction developed by Oliver is
exemplified in the Figure 2.1.

Figure 2.1: Cognitive Antecedents and Consequences of Satisfaction Model
Pre-Purchase Affect
and Cognition

.
~

Purchase and Use
Behavior

r--.

Post-Purchase Affect
and Cognition

Source: Oliver R. "Cognitive Antecedents and Consequences of Satisfaction". The
Journal of Marketing Research, 17 Nov 1980, p.482

Based on "Cognitive Antecedents and Consequences of Satisfaction Model",
the inter-related behavior and cognitive variables are the function of the following
areas:
1. Post Purchase Affect and Cognition is function of pre-purchase
expectations, pre-purchase attitudes and pre-intentions.
2. Purchase and Use Behavior is function of product performance or
experiences from using the product/service.
3. Post Purchase Affect and Cognition is function of positive confirmation or
disconfirmation negative, satisfaction or dissatisfaction, post-purchase
attitude and post-purchase intention (Oliver, 1980).

Obviously, customer will be satisfied if they get what they want, when they
want, where they want and how they want. This does not mean that a service provider
will be able to meet the customer's wishes. The service provider faces a trade-off
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between customer satisfaction and company profitability. The service as the intangible
product is a tool which can satisfies customer's needs. Then, it can be simply
concluded that the service and satisfaction are highly correlated. It is not only the
service alone, but quality. Service quality is the key to satisfy customer's needs
(Kotler, 2000).

Customer Satisfaction Processes and Disconfinnation of Expectation Model
Patterson (1993) developed one of the most widely recognized customer
satisfaction models known as the disconfirmation of expectations paradigm. This
model shows that satisfaction is related to the variation between a customer's prepurchase expectations (or other comparison standard such as desire or wants) and
perceptions of service performance. Any difference between expectations and
perceived performance is known as disconformation (i.e. a comparison process which
consumption and usage experiences).
As illustrated in Figure 2.2, the model is constructed on the basis of comparing
perceived performance and expectation, which can be summarized as the followings:

..

Comparison Process
Perceived Performance < Expectation

Dissatisfaction

Perceived Performance = Expectation

Merely Satisfied

Perceived Performance > Expectation

Delight

This model implies that performance of the services/products is a potent
variable as customers compare it with their expectations whereas expectations are
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shaped by previous service experiences, word of mouth, various forms of marketing
communications, and awareness of competition.

Figure 2.2: The Disconfinnation of the Expectation Model
•
•
•
•

Perceived
Performance (P)

Experience
Word of mouth
Marketing
Communication
Awareness of
competition

Expectation (E)

\\J
Comparison Process

P<E

P>E

P=E

Negative
Disconfirmation

Confirmation

Positive
Disconfirmation

Dissatisfaction

Mere Satisfaction

Delight

Source: Patterson P.G., "Expectations and Product Performance as Determinants of
Satisfaction for a High-Involvement Purchase:, Psychology and Marketing. 10(5)
Sep/Oct 1993, p.499-462.

2.1.4 Service Quality
In everyday life, we are exposed to quality in a variety of forms, from product
advertising with slogans like "Putting Quality in the Road: (General Motors) and
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"Quality IS Job #1" (Ford) to everyday phrases such as "quality of life" (Russell &
Taylor III, 1999).
Quality is an ambiguous tenn. There are some definitions of quality such as
"Quality is fitness for use, the extent to which the product successfully serves the
purpose of the use during usage" (Juran, 1974), "Quality is confo1mance to
requirements" (Crosby, 1983), or "Quality is exceeding what customers expect from
the service" (Zeithaml, et al., 1990).
Although quality has many definitions, it is important to note that satisfying
the customers' needs and expectations is the main factor in all these definitions. In
service, quality is defined by the customer whether it meets and exceeds customer
expectations. But in the present time, it is harder to gain the customer superior quality
because of:
•
.•
•

The customer's dynamic needs and wants
The company's promise and delivery of superior perfonnance
Competitor's promise that they can do even better

Service quality means getting it right the first time and this need not be a costly
objective. By getting it right the first time, the cost of error correction and customer
dissatisfaction is avoided. For a service provider, winning new customers is neither an
easy nor cost-effective task. It has been estimated that it costs five times as much to
attract a new customer as it does to retain a current one (File and Prince, 1994).
Conversely, a decrease in customer defection rates of five percentage points has been
found to increase profits by 25 to 100% (Reichheld, 1994). For these reasons,
companies delivering high service quality have higher profits accruing from more
loyal customers, lower marketing costs and consequently, higher return on sales (Bell
and Zemke, 1992).
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In order to ensure customer satisfaction, it is important for any service to either
meet or exceed customer expectations. Since many customers have different
expectations based on prior experiences and their present needs, this is difficult to
quantify. Maister (1985) developed some "Laws of Service'', one of which suggests
that the perception from a service encounter should equal or exceed the expectations.
The implied formulation of this is:
Perception - Expectation

Satisfaction

Thus, if perceptions are lower than expectations for any given service
encounter, satisfaction is negative, or in other words the customer is dissatisfied.
Parasuraman, Zeithaml, & Berry (1 988) have stated that a company or
institution can be measured by determining the discrepancy between what the
customer wants (customer expectations) and how the customer experiences the service
(customer perceptions). Customer expectations are formed by word-of-mouth
communications, personal needs, past experience and what and how you communicate
to your customer. Customer perceptions are formed by the customer experiencing socalled moment of truths. A "moment of truth" is the basic atom of service and is used
to describe each episode in which a customer comes into contract with any aspect of
our organization. Remember that a single negative experience at any point in the
service cycle can spoil the entire experience.
The most frequently mentioned means of improving customer satisfaction were
through improvements in service quality. Quality in services was given the highest
priority among a number of critical issues facing American companies in the coming
three years (Edvardsson, et aJ., 1994).
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2.1.S Consumer Perception

Siegel and Ramanauskas-Marconi (1989) stated that perception is how people
see or interpret events, objects and people. People act on the basis of their perceptions
regardless of whether those perceptions accurately or inaccurately reflect reality. In
fact, "reality" is what each person perceives it to be. One person's description of reality
may be far from another person's description. The formal definition of perception is
the process by which we select, organize, and interpret stimuli into a meaningful and
coherent picture of the world.
Devito (1996) pointed that perception is the process of becoming aware of the
many stimuli impinging on your senses-influence what messages you take in and what
meaning you give them. There is no one-to-one relationship between the messages that
occur in the sounds of the voice, the writings on paper and the messages that
eventually reach the brain. Greenberg and Baron (1997) explain that the process of
making sense out of the vast array of sensory inputs the active processing of
information, and is known as the process of perception. Formally, it may define
perception as the process through which people select, organize, and interpret
information gathered by our senses in order to understand the world around us.
Schermerhorn et al. (2000) argued that perception is a way of forming
impressions about oneself, other people, and daily life experiences. It also serves as a
screen or filter through which information passes before it has an effect on people.
The quality or accuracy of a person's perceptions, therefore, has a major impact on his
or her responses to a given situation.
Kotler (2000) described perception as the process by which an individual
selects, organizes, and interprets information inputs to create a meaningful picture of
the world. The key word in the definition of perception is individual. One person
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might perceive a fast-talking salesperson as aggressive and insincere; another, as
intelligent and helpful.
Perception is the process of selecting, organizing, and interpreting sensations
into a meaningful whole. Boone and Kurtz (I 995) defined perception as the rneaning
that a person attributes to incoming stimuli received through the five senses - sight,
hearing, touch, taste, and smell. The perception of an object or event results from the
interaction of two types of factors:
1. Stimulus factors - characteristics of the physical object such as size, color,
weight, or shape (Boone and Kurtz, 1995). The physical characteristics of an
object that produce physiological impulses in an individual (Hanna and
Wozniak, 2001 ).
2. Individual factors - characteristics of the individual, including not only sensory
processes, but also experiences with similar items and basic motivation and
expectations shape (Boone and Kurtz, 1995). The qualities of people that
influence their interpretation of an impulse (Hanna and Wozniak, 2001 ).

Robbin (1993) identifies that when an individual looks at a target and attempts
to interpret what he or she sees, that interpretation is heavily influenced by personal
characteristics of the individual perceiver.
Among the more relevant personal characteristics affecting perception are
attitudes, motives, interests, past experience, and expectations. In addition,
characteristics in the target that is being observed can affect what is perceived. Loud
people are more likely to be noticed in a group than are quiet ones. So, too, are
extremely attractive or unattractive individuals. Motion, sounds, size, and other
attributes of a target shape the way we see it. Because targets are not looked at in
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isolation, the relationship of a target to its background influences perception, as does
our tendency to group close things and similar things together. Objects that are close
to each other will tend to be perceived together rather than separately. As a result of
physical or time proximity, we often put together objects or events that are unrelated.
Persons, objects, or events that are similar to each other also tend to be grouped
together. The greater the similarity, the greater the probability that we will tend to
perceive them as a common group (Siegel and Ramanauskas-Marconi, 1989).

Figure 2.3: Factors influencing the perceptual process
Perceiver
Experience
Needs or Motives
Values
Attitudes

Setting
Physical
Social
Organizational

Perceived

*

Contrast
Figure-Ground Separation
Intensity
Size
Motion
Repetition/Novelty

Source: Schemerhom, Hunt, and Osborn (2000), Organizational Behavior, (John
Wiley & Sons, Inc) p. 86.

Schermerhorn, Hunt, and Osborn (2000) summarized the factors that
contribute to perceptual differences and the perceptual process among people at work
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m Figure 2.3 and include characteristics of the perceiver, the setting, and the
perceived.

Stage of the perceptual process
The stages involved in processing the information that ultimately determines a
person's perception and reactions are shown in Figure 2.4. The information-processing
stages are divided into information attention and selection; organization of
infonnation; information interpretation; and infonnation retrieval (Schermerhorn et al.,
2000).

Figure 2.4:The Perceptual Process

Influence
Factors

Response

Stage of Perceptional Process

Feeling/Thinking
Action

Organization

Interpretation

Schemas/Scripts

*

Source: Schernerhorn, Hunt, and Osborn {2000), Organizational Behavior, {John
Wiley & Sons, Inc) p. 87.

Attention and Selection: Our senses are constantly bombarded with so much
information that if we don't screen it, we quickly become incapacitated with
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·information overload. Selective screening lets in only a tiny proportion of all of the
information available. Some of the selectively comes from controlled processing consciously deciding what information to pay attention to and what to ignore
(Schermerhorn et al., 2000). Selective attention refers to our tendency to heed
information that interests us while at the same time we avoid information that is
irrelevant, threatening, or contrary to our beliefs (Hanna and Wozniak, 2001). People
are exposed to a tremendous amount of daily stimuli: The average person may be
exposed to over 1,500 ads a day. Because a person cannot possibly attend to all of
these, most stimuli will be screened out - a process called selective attention.
Selective attention means that marketers have to work hard to attract consumers'
notice. The real challenge is to explain which stimuli people will notice (Kotler,
2000).
Organization: Even though selective screening takes place in the attention

stage, it is still necessary to find ways to organize the information efficiently. Schemas
help us do this. Schemas are cognitive frameworks that represent organized knowledge
about a given concept or stimulus developed through experience (Schermerhorn et al.,
2000).
Interpretation: In interpreting a stimulus, we scan our memory for cues or

relevant knowledge from prior learning and experience. We combine these cues with
our expectations and intentions in order to interpret the stimulus and derive its
meaning, which may or may not coincide with the intended meaning (Hanna and
Wozniak, 2001 ).
Retrieval: Each of the previous stages forms part of that memory and

contribute to the stimuli or information stored there. The information stored in our
memory must be retrieved if it is to be used. All of us at times can't retrieve
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infonnation stored in our memory. Only some of the infonnation is retrieved
(Schermerhorn et al., 2000).

2.1.6 Consumer Attitude
Attitude is used to refer to an individual's preference, inclination, views or
feelings toward some phenomenon. Attitude is one of the more important notions in
marketing literature, because it is generally thought that attitudes are related to
behavior (Churchill, 1995). A comprehensive definition of attitude by Allport (1935)
is that an attitude is a mental or neural state of readiness, organized through
experience, exerting a directive or dynamic influence upon the individual's response to
all objects and situations with which it is related.
Attitudes are the core of our likes and dislikes for certain people, groups,
situation, object, and intangible ideas (Mowen, 1998). An attitude is an individual's
enduring perceptual, knowledge-based, evaluative, and action-oriented processes with
respect to an object or phenomenon (Kinnear and James, 1996). An attitude is a
person's enduring favorable or unfavorable evaluations, emotional feelings, and action
tendencies toward some object or idea (Kotler, 2000).
Schiffman and Kanuk (2000) pointed out that it is useful to consider attitudes
as having three components: cognitive, affective, and behavioral. Each of these
attitude components is discussed in more detail below. According to Figure 2.5, the
traditional model of attitudes, called the tricomponent model, expresses this
interrelationship and posits that attitudes consist of three components (Hanna and
Wozniak, 2001 ).
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Figure: 2.5 Schematic concept of attitude: The Traditional Model

Cognitive Component
(Knowledge, opinions,
faith, and values)

Behavioral
Component
(Action Tendency)

Affective
Component
(Feeling of Like
or Dislike)

~

Leads to
Source: Hanna and Wozniak, Consumer Behavior: An applied Approach, (New
Jersey: Prentice Hall International, Inc., 2001) p.183.

Cognitive Component
The cognitive component consists of a person's cognitions, that is, knowledge
and perceptions that are acquired by a combination of direct experience with the
attitude object and related information from various sources. This knowledge and
resulting perceptions commonly take the form of beliefs, that is, the consumer believes
that the attitude object possesses various attributes and that specific behavior will lead
to specific outcomes (Schiffman and Kanuk, 2000). The cognitive component is what
a person thinks he or she knows about an attitude object (Hanna and Wozniak, 2001).
Cognitive component is the component of attitude that represents one's awareness of
and knowledge about an object (Zikmund, 2000).
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Affective Component
A consumer's emotions or feeling about a particular product or brand
constitute the affective component of an attitude (Schiffman and Kanuk, 2000). These
emotions and feelings are frequently treated by consumer researchers as primarily
evaluative in nature; that is, they capture an individual's direct or global assessment of
the attitude-object (or the extent to which to individual rates the attitude-object as
"favorable" or "unfavorable", "good" or "bad"). Zikmund (2000) defined the affective
component is the component of attitude that reflects an individual's general feelings or
emotions toward an object. The affective component is an individual's positive or
negative reaction to an attitude object (Hanna and Wozniak, 2001).

Behavioral or Conative Component
Conation is concerned with the likelihood or tendency that an individual will
undertake a specific action or behave in a particular way with regard to the attitude
object. According to some interpretations, the conative component may include the
actual behavior itself (Schiffman and Kanuk, 2000). The behavioral (conative)
component is a person's action tendency or intentions with respect to an attitude object
(Hanna and Wozniak, 2001). The behavioral component is the component of attitude
that reflects buying intentions and behavioral expectations; reflects a predisposition to
action (Zikmund, 2000).

2.1.7 Consumer Decision Making

Consumer decision making is the process people go through to decide what
products to buy and is shaped by many factors, such as internal motivations, social
pressures, and marketing activities (Skinner, 1994). The consumer decision process is
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the procedure by which consumers collect and analyze information and make choice
among alternative goods, services, organization, people, places, and ideas. It is
comprised of two parts namely the process itself and factors affecting the process
(Evans and Berman, 1992).
According to Figure 2.6, consumer decision-making generally consists of five
stages: problem recognition, information search, evaluation of alternatives, purchase
decision, and post-purchase evaluation (Pride and Ferrell, 1997).

Figure 2.6: Stages of the consumer decision process

Problem
Recognition

Search

Identifying
And Evaluating
Alternatives

Purchase

·········

Postpurchase
Considerations

!'

B
Source: Hanna and Wozniak, Consumer Behavior: An applied Approach, (New
Jersey: Prentice Hall International, Inc.,2001) p. 294.
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1. Problem Recognition

Problem recognition occurs when a buyer becomes aware of a difference
between a desired state and an actual condition (Pride and Ferrell, 1997). The
consumer decision-making process begins when a buyer recognizes a problem or an
unsatisfied need or desire (Skinner, 1994).
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The buying process starts when the buyer recognizes a problem or need can be
triggered by internal or external stimuli (Kotler, 2000). Problem recognition is not
merely an outcome of marketing efforts aimed at making consumers aware of product
group or brands. It is, in many instances, the outgrowth of consumers' striving to
fulfill the demands of everyday life (Hanna and Wozniak, 2001 ).

2. Information Search
After recognizing the problem or need, buyers search for product information
that helps resolve the problem or satisfy the need (Pride and Ferrell, 1997). An
information search can focus on product features, prices, availability of brands, seller
characteristics, warranties, and other factors (Skinner, 1994).
Hanna and Wozniak (2001) argue that problem recognition is followed by
search activity. The objective·of search activity is to identify and familiarize oneself
with the course of action available to solve the perceived problem. Information search
can be internal, external, or a combination.

3. Evaluation of alternatives
Some basic concepts will help us understand consumer evaluation processes:
First, the consumer is trying to satisfy a need. Second, the consumer is looking for
certain benefits from the product solution. Third, the consumer sees each product as a
bundle of attributes with varying abilities of delivering the benefits sought to satisfy

this need (Kotler, 2000).
The consumer develops a set of brand beliefs about where each brand stands
on each attribute. The set of beliefs about a brand makes up the brand image. The
consumer's brand image will vary with his or her experiences as filtered by the effects
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of selective perception, selective distortion, and selective retention. The consumer
arrives at attitudes (judgements, preferences) toward the various brands through an
attribute evaluation procedure (Kotler, 2000).
If the evaluation of alternatives yields one or more brands that the consumer is

willing to buy, the consumer is ready to move on to the next stage of the decision
process - the purchase (Pride and Ferrell, 1997).

4. Purchase Behavior
In the purchase stage, the consumer chooses the product or brand to be bought.

Selection is based on the outcome of the previous evaluation stage and on other
dimensions. Product availability may influence which brand is purchased (Pride and
Ferrell, 1997). The purchase decision is the outcome of the search and evaluation
process. The degree of ease or difficulty associated with making a purchase
commitment or actually purchasing a product or service is a function of the financial,
social, and psychological importance placed on the outcome (Hanna and Wozniak,
2001).

*

5. Post-purchase Evaluation

The outcome of post-purchase evaluation is a critical factor in this process.
Feeling of satisfaction or dissatisfaction are instrumental in determining whether
consumers will repeat the act of purchasing the brand, affirmatively recommend it to
others, and form positive attitudes toward the brand and the company that sponsors it
(Hanna and Wozniak, 2001 ).
There are three possible outcomes of these evaluations:
1) Actual performance matches expectations, leading to a neutral feeling;
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2) Perfo1mance exceeds expectations, causmg what known as positive
disconfirmation of expectations (which leads to satisfaction); and
3) Performance is below expectations, causing negative disconfirmation of
expectations and dissatisfaction (Schiffinan and Kanuk, 2000).

For each of these outcomes, consumers' expectations and satisfaction are
closely linked; that is, consumers tend to judge their experience against their
expectation when performing a post-purchase evaluation. The two go hand in hand
(Schiffman and Kanuk, 2000).
The degree of post-purchases analysis that consumers undertake depends on
the importance of the product decision and the experience acquired in using the
product. When the product lives up to expectations, they probably will buy it again.
When the product's performance is disappointing or does not meet expectations,
however, they will search for more suitable alternatives. Thus, the consumer's postpurchase evaluation "feed back" as experience to the consumer's psychological field
and serves to influence future related decision (Schiffman and Kanuk, 2000).

*

2.2 Fast Food In General

Fast food business originated in the United States when the economy of large
cities grew very rapidly. Higher cost of living forced city dwellers to spend a greater
proportion of their time making a living such that little time remained for food
preparation and consumption. Time became more valuable and eating in restaurants
was perceived as waste of time and being expensive. Moreover, fast food was well
accepted by working people with middle income. The most popular menu was
hamburger, bread stuffed with meat and vegetable, offered at economy price. Fast
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food quickly grew, as a result, and became widely accepted to the extent that its
popularity spread to Europe and other countries with similar lifestyles.

The Role of Fast Food in Our Everyday Life
Fast Food or Self Service food refers to food items that can be prepared within
a short time period and do not require many utensils in their consumption process
(Nongyoul, 1993).
Fast food is classified as self-service food, which can be prepared and
consumed in a short period of time and requires minimum utensils. This includes
hamburger, hotdog, cookies, pies and carbonated drinks (Saroch, 1994).
Fast food restaurants are a breakthrough from the traditional catering methods
and standards. They have resulted in more sophisticated operations and styles for
services. They have provided flexibility and comfort with reasonable prices. Their
services are within the level that can satisfy customers with various tastes, drives, and
upbringing. Customer satisfaction has been one of the measurable objectives of other
service-oriented establishments. It is through the satisfaction of the customer's needs
that the business strives. Without the support of customers and satisfaction of their
wants, the existences of fast food restaurants would be in jeopardy. A satisfied
customer would always go back to the same fast food establishment where his wants
and preferences were not merely met but also complemented (Kotler, 2000).
Fast food restaurant image could be derived from the so-called functional
attributes of price, convenience, and selection of menu. Variables such as architecture,
interior design and advertising could influence a restaurant's image as well. Therefore,
consumers can develop images of fast food restaurants regardless of whether
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management consciously attempts to project a specific image or not (Mei Liu and Jung
Chen, 2000).
The term fast food refers to a restaurant that can offer quick service, on
average within 15 minutes (Piset, 1994). The key characteristic of fast food is the
emphasis on cleanliness. Consumers can purchase fast food items and take them away
for consumption at any time, and anywhere, be it within the restaurant or at work.
This is suitable for those rush moments that we require a quick bite of some finger
food with a piece of cardboard container to prevent our hands from getting messy.
Apart from the emphasis on the convenience and speed, nutrition, hygiene, and
product freshness are other factors that cannot be overlooked.

Fast food operators

strive to bring about a balanced diet necessary for consumers.

For example, a

hamburger is made up of carbohydrate, fat, meat, minerals, and vitamins.
Fast food is self-serviced, prepared and consumed in a short period of time and
does not required several utensils (Tavee, 1987). The self-service starts from tray
acquisition, food selection from the food area, and payment at the cashier. The
customers will then pick up utensils by themselves and take them to the table for
eating. (Pissamai, 1978). Pasit (1993) said that fast food is directly translated into
foods that are received immediately after order and that are eaten quickly. It is also
convenient to carry and does not require several utensils for eating. Therefore,
hamburger, sandwich, french fries are classified as fast foods.
Fast food fits well into everyday life of a society that is growing rapidly, where
its dwellers spend more of their time conducing business, traveling, and working than
preparing their meals. Fast food outlets are directing their efforts towards developing
their offerings with emphasis placed on giving consumers a larger choice in order to
keep them from getting bored of the same menu. In each outlet, a consumer can opt
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for a selection of hamburgers, sandwiches, pizzas, pastas, steaks, etc. as well as
various desserts and beverages. Fast food operators are striving to make fast food as
crucial a factor to consumer's every day life as possible.
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G.3

Fast Food In Thailand
At present, Western culture has an increasing role in Thai people's way of

living in regard to lifestyle and consumption behavior. This is what we call "Cultural
Diffusion" which is a transfer of culture from one society to another. In the same way,
American food consumption culture, called Fast Food, has been spreading rapidly into
almost all countries around the world, and of course to Thailand.
Fast food business in Thailand follows the same path of development as that in
the Western countries. Fast food business in Bangkok, in particular, is growing
rapidly owing to the fast economic growth and the fact that more and more people
from the provinces have migrated into the capital for the purposes of work and
education. Faster-paced city life, worsened traffic condition has become inevitable.
The very first fast food restaurant in Thailand was Wimpy, which began selling
hamburgers as its main product back in 1964.

However, it did not enjoy much

success. Until 1970, a period characterized by the increased number of American Gls
living in Thailand saw the first Kentucky Fried Chicken restaurant in the country. Its
first outlet was located on Sukhumvit road, where most foreigners resided. However,
the restaurant went out of business at the end of the Vietnam War when the Gls
returned to their homeland. Besides, it was not quite well accepted by the Thai people
of the period.
The mid-seventies was a period in which Thai people have changed their views
towards food consumption, especially the young, who came to accept Western eating
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styles and habits. Hoburger, a Thai fast food restaurant, which was not part of any
foreign franchise system, opened up in Siam Square area in Bangkok. It received
much acceptance from the public, thus bringing about the influx of various foreign fast
food restaurants, especially those from the United States. Mister Donut, Pizza Hut,
Dunkin Donut, Kentucky Fried Chicken, and McDonald's are examples. Early fast
food consumption habit of Thai consumers revolved around being fashionable,
particularly among the teenagers who frequented these outlets to meet friends. At the
same time, there were also consumers who would like to try something different.
Only a small portion of consumers actually preferred this type of food for its
convenience and speed.
In 1985, the eating behavior of Thai consumers turned towards a convenienceorientation. Fast food restaurants were already offering convenience, high-quality,
and hygienic food items with balanced nutrition, therefore, fast food has come to play
an ever-important role in everyday life of the Thai consumers. In aggregate, the total
volume of fast food consumption amounted to some 3 billion baht, a drastic increase
compared to only 500 million bath in 1980 (Wanthani, 1991 ). This clearly shows the
rapid growth of the fast food market in Thailand.
As for the growth path of the fast food business, it begins with an opening of a .
branch supported by heavy advertising spending to build brand awareness.

After

having instilled its name into the mind of customers, it will quickly establish a
network of branches in order to leverage on its marketing expenditure. Once a target
market is considered saturated, the business will seek out a new target group while
expanding into the provinces with high spending power. Usually, a chain of fast food
restaurants will select locations within business areas that are heavily populated or
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within shopping malls. Moreover, big cities in other regions that are popular among
tourists, such as Pattaya, Chiang Mai, and Phuket, are also among prime target areas.
Today, fast food is increasingly becoming an important part of everyday life
for those living in Bangkok. Especially true for those working outside of their homes,
fast food restaurants have evolved into not only eating facilities, but also meeting
points, as well as a family relaxing spots. For this reason, fast food restaurants are
commodities for people of all ages.
There are 2 categories of fast foods (Amput, 1990). The first is Full Meal fast
food. This category normally consists of meats and vegetables. In a set, there would be
carbohydrate such as breads, french fries, or baked potatoes. Meats will be processed
and transformed into various types, like sausages, hams, bacon, grilled or fried
chicken. Vegetables will be something like pickle, lettuce, and tomato. There are
various sets of foods from small to large to choose depending on consumer's
requirement. The other category is snack fast food, which is considered between
meals type. It could be either food or snack varying from ice-cream to cake, donut,
chips, meat ball, etc.
We can also divide fast food into several businesses segments (K.rungthep,
1989) as:
1. Pizza such as that sold by Pizza Hut
2. Hamburger which has McDonalds as the segment leader for the number of
outlet and sales value, followed by A&W and Burger King, respectively.
3. Fried chicken in which KFC is the market leader.
4. Donut which has Dunkin Donut and Mister Donut as the leaders.
5. Ice-cream which has variety of brands available. Most commonly known
brands include Swensen's and Baskin Robbins.
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While each segment operates and competes upon somewhat different
competitive environments, quality and service standards, it has a common objective on
target groups aiming at all age ranges and groups of people.
In Thailand, there are no less than 30 fast food names, hence fierce competition
for market share is evident. Not only must a firm compete against its rivals in its own
category, but also against those in other groups. Therefore, fast food restaurants are in
a constant race to beat it to the market with new menus as well as new product
developments in order to get into rival's turfs. For instance, a fried chicken restaurant
has begun to offer hamburgers while hamburger outlets are selling fried chicken and
ice cream. Such behaviors are considered defensive activities employed to fence off
the competition.
Not only are restaurants forced to offer large arrays of products to their
customers, the location of each outlet also plays a very important role in determining
its growth. Winning a "hot spot" such as that in front of a well-located department
store or mall, coupled with the establishment of a branch net work have given a
restaurant a competitive advantage.
Amidst the fierce competition and the economic recession, consumers are
forced to spend more wisely and carefully. This factor has adversely affected the
revenue of the fast food restaurants.
frequent.

Customer visits to the stores became less

Therefore, price-cutting promotions have proved to be an essential

marketing weapon that can help bring about higher consumption level. This can be
accomplished via the use of brand-building advertisement and other promotional
activities.
An article "Slow Eating Behavior Fuels The Growth of Fast Food Business" by
Vassana (1997) indicated that though popular fast foods among Thai people that
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include fried chicken, pizza, hamburger, and donut all share a "fast eating'' concept,
most of these outlets have become meeting points and hang-out spots for the young
adults and teenagers, who usually spend at least an hour in these restaurants. The
service speed, which represents a key selling point, has fueled the proliferation of
these eating places to the point that operators can no longer rely on various trade
centers as their only location. Office buildings and stand-alone locations situated in
heavily populated areas, as well as home delivery represent new marketing channels in
which competition is getting more and more intense.

2.4 Nature of Fast Food Business
Fast Food's Unique Characteristics:
•

Fast food has network chains operating in every market. Because of their many
locations, they make eating out convenient. That convenience reinforces
patronage.

•

Fast food has simplified menus and operation formats, resulting in low price and
fast services that are very attractive to customers. This simple operating fomiat
results in fast service and has earned fast food its name. Moreover, self-service is
built into the operating format, reinforcing both speeds of service and lower cost,
especially in the absence of any tipping.

•

Fast food restaurant typically includes almost specialized equipment for preparing
the foods on the menu quickly and a staff properly trained to use the equipment
efficiently and serve a large number of customers in a short time.

•

Fast-service restaurant is a very well organized enterprise designed to operate with
staff that can be trained quickly and easily (Dittmer & Griffin, 1997).

41

•

Franchising and chains have been a key component of the expansion and success
of commercial restaurants, particularly fast food outlets (Connor and Schiek,
1997). With the franchising and chain, they can achieve economies of scale not
only in purchasing of raw material but also in advertising, marketing and
developing of operational skills.

•

The products served in fast food restaurants are highly standardized. How much
difference is there, really, between one hamburger and another or between fried
chicken products? With such a simple and narrow product line, it is difficult for
the smaller chain to complete against the market leader by using product
differentiation (Powers, 1995).

\

Product in Food Service Business:
"Foodservice is about enhancing the guest's experience" (Wadhwa, 2001).
Product in foodservice section is actually the guest's experience. This involves not
only the food served but also the service including the guest interaction, the
atmosphere of the place, etc. This is not to argue that the physical product (food) is
unimportant but it needs to be seen in the overall that determines the guest's total
experience. Thus, product acceptability requires that guest expectation be met or
exceeded. It is clear that all elements of this service product are essential. Additional
services can be crucial in the competitive struggle (Powers, 1995).
Dittmer and Griffin (1997) have stated that the product line of foodservice
includes Food and Beverages, Service, and Ambiance as illustrated in Figure 2.7.
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Fi ure 2.7: The com onent of Product Line in Foodservice Indus

Food and
Bevera2es

Product Line

Source: Dittmer, P.R. and Griffin, G.G. (1997). The dimension of the hospitality
industry: An Introduction (2nd ed.). New York: Van Nostrand Reinhold.

•

Food and Beverage: These include all the items in the menu, which the operator

intends to offer to customers. For example, KFC, specialzes in chicken and offers
additional items that serve as accompaniments to those features.
•

Service: The second component is the service the operator intends to offer to

customer. It includes the interaction to customer. food preparation, dishwashing,
valet parking, background music, special attention to birthday celebration, etc.
•

Ambiance: These are related feature that customers see or sense and that contribute

to the total atmosphere of the establishment including many essential details both
tangible and intangible. These essential details are for example, theme, lighting,
uniforms, furnishings, cleanliness, fixtures, decorations, table settings, etc (Dittmer
& Griffin, 1997).

The Role of Service in the Fast Food Business:
There is evidence that if someone has a good experience at your place of work,
they will tell at least three people, while a disgruntled customer will tell twelve people
about an unpleasant experience with a company (Wilson, 1996). The possibility of bad
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word of mouth and potential loss of other sales makes the problem of the dissatisfied
guest even more serious. As people are better educated and more sophisticated, they
prefer better service. Moreover, competitive options give customers plenty of other
places to go if they don't receive the kind of service they seek. Therefore, excellence
in service is a matter of survival in future.
In the foodservice industry, service is experience for customers or it is the
organization performance from the customer's point of view. Product line in
foodservice includes both tangible goods and intangible goods and both must be
acceptable. All the cheerfulness in the world will not make up for a bad meal, at the
same time, it is also true that a good meal can be ruined by bad service (Powers,
1995).
Although the foodservices in each segment, particularly fast food restaurants,
are considerably similar, service offers the most important opportunity to differentiate
one operator from another. Therefore, the crucial differentiation becomes service and
usually personal service (Powers, 1995).

Using Quality Approach as a Key Success Factor in Service:
Normally, the key success factors in service sector are competitive pricing and
quality (Kasper et al., 1999). There are some companies those use the price cutting in
the hope of gaining market share and lower costs. But price cutting strategy involves
possible traps:
1. Low-quality trap: Consumer will assume that the quality is low.
2. Fragile-market-share trap: A low price buys market share but not market loyalty.
The same customer will shift to any lower-price firm that comes along.
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3. Shallow-pockets trap: The higher-price competitors may cut their prices and may
have longer staying power because of deeper cash reserves.
Thus, by the use· of price cutting as the key success factor, the company may be
able to maintain the market share in the short-term, while at the same time, it causes
the company' profitability to decline in the long-term (Kotler, 2000)
Therefore, to survive in the long-term, the service companies should indicate
quality to be their key success factor in competitive markets. It includes the high
quality of personal selling, speed reaction, the closeness with the customers, etc
(Kasper et al., 1999).

2.5 Previous empirical research and relevant theories related to food
In this section, the researcher reviews previous empirical research studies
related to food. It consists of food consumption, demographic factors (gender, age,
income, and educational level), and factors that influence fast food consumption
(external factors and internal factors).

Food Consumption
Bergert et al., (1979) describes food consumption behavior as the normal way
or act of people' s consuming including consuming frequency, quantity, number of
meals, and behavior before and after consuming. Suitur and Crowley (I 984) also
argued that food consumption behavior is related with attitude toward food.
Solomon and Stuart (1997) suggested individuals select products to satisfy
needs and desires, which will vary from one individual to the other. Individuals'
choices of food, like other products, have their own set of preferences. There are
differences among individuals in their sensory reactions to food.
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Demographic Factors
When we start think about the key drivers from customers' needs, key driver
analysis has a much wider scope. However, one of the most important factors always
refers to demographic information. Moreover, to be further useful to marketing
managers, the collected data of SERQUAL could be analyzed to detect whether there
are significant differences in responses based on the demographic characteristics of
respondents (Gagliano & Hathcote, 1994).
Gender: Rungrudee (1996) studied the relationship of the adoption process of
frozen food consumption with the marketing communication factors, using a sample of
three hundred and ninety-four Bangkokians and found that males are more accepting
of food consumption than females, since male are Jess selective of food than females.
Rowse, et al. (1994) examined food-purchasing behavior in a central Australian
aboriginal community. The results show that women play a much greater role than
men do in takeaway food purchasing.
Age: In a study by Vilailuk (1990), she argued that age is the factor that affects
food selection. Younger people select dining out more frequently than older people.
Correspondingly, the study of Moschis (1992) shows that older people spend greater
portions of their incomes on food at home. Schaffuer et al. (1998) mentioned that age
influences not only the quantities of food eaten, but also the types of food and the
eating place. According to the survey by Seven-Eleven Company, it was found that
most fast food customers fall in the range of 15-24 years old and 65% of total
customers are single (The Seven-Eleven Manager's Manual, 1987). This is in line with
Jirawat's study (1991) that 60% of fast food customers are students and the rest are of
early working age.
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Income: Adirek (1998) argued that income has a relationship with selection of
food center consumption. Those with higher income patronize food centers more than
lower income group. The more the income levels the more capable a person is in the
selection of various foods. A study by Daramas (1998) found a relationship between
income and selection of ready-to-eat food of female teachers. The results show that
female teachers having low-income level would consider buying ready-to-eat food
more than consumers having high-income level would. Cholthicha (1996) cited that
income significantly correlated with food type. The findings demonstrated that
consumers who face financial problem usually select lower priced foods.
Education level: Pakomchai (1992) discovered consumers' buying food
products depends on educational level. Consumers who had bachelor degrees will
decide to buy food by considering information from food registration marks more than
ones that had elementary school degrees. The consumer having high educational level
will know what kinds of food have nutrition and which kinds of food should be
omitted. They will desire various menu entrees and select highly nutritive food but the
consumer having low educational levels will habitually select limited menu entrees.
Occupation: Jirawat (199l)'s study showed that 80 % of fast food consumers
consist of school and university students. According to the survey by Seven-Eleven
Company, it was found that most fast food customers are teenagers, students, and early
working people contribute to the largest portion {The Seven-Eleven Manager's
Manual, 1987).

Factors that influence fast food consumption
From the study of fast food consumption behavior among students in Chiang
Mai (Nongyoul, 1993) cited that consumption behaviors are linked to external stimuli
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that a person senses, and internal factors not controlled by any external stimuli, but by
various other factors. In the study of fast food consumption behavior, Levin's (1977)
theory has been adapted to Philip Kotler's model of consumption on the premise that
consumption of fast food is a result of stimuli in the market that has

transcende'"~

mto

the mind of the customers, and is influenced by the internal factors on the part of the
consumers such as traditional, societal, personal, and psychological factors, all of
which play a role in the decision-making process. These factors determine how
customers respond in terms of product selection, brand selection, seller selection, as
well as time, and amount of purchase.

•

External factors or Marketing stimuli
Market stimuli created by fast food operators in order to induce the demand

from the consumers, namely the Marketing Mix, consist of: product, price, place, and
promotion.
Nongyoul (1993) found that the students' consumption behavior for fast food
depended on marketing stimuli such as product, price, place and promotion more than
internal factors such as culture, society, personal life and psychology.

Product:

Examples are such as the variety of choices on the menu that are aimed to
satisfy the increasing demand of the consumers (Wanchai, 1992). The quality of the
product, balanced nutrition, and the creditability and reputation of the particular fast
food abroad also helps encourage the consumers to try (Jirawat, 1991 ), the ease of and
speed in the consumption (Tavee, 1987), and whether the packaging is environmentfriendly (Wassana, 1990).
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Boobpa (1998) examined the perception of the consumers who eat fast food in
the fast food shop in Muang district, Chiang Mai province. The researcher found that
consumers perceived food taste as the most influential factor in their selection of fast
food. Similarly, the American Association of Family and Consumer Sciences (1995)
founded that taste is the factor related to children's selection of fast food.
According to the Chulalongkom University "Social Research Institute", good
taste of food is the reason for eating fast food while we believe it is the difference of
the taste (from regular meals) that causes consumption from time to time.
The American Association of Family and Consumer Sciences (1995) also
found that convenience influences consumers' buying selection of fast food since it
gives consumer convenience in eating with less utensil and saves time. Nongyoul
(1993) found fast food and convenience are the factors explaining fast food selection
of consumers as fast food is quickly cooked and eaten. It also requires few implements
for consuming. Boobpa (1998) explored eating convenience is one factor of consumer
selection of fast food. Consumers perceive that fast food saves time and is comfortable
to eat at anytime. They also viewed that it requires few utensils.
Dulen (1999) in a survey drawn from a sample of approximately 2,900
restaurant patrons found that quality is the most important factor that consumers
consider when selecting a food restaurant, ranking above service, value and even
cleanliness. Temperature plays a big role in food quality, with some groups ranking it
above flavor. Getting food the way they ordered it has the most impact on consumers'
perception of food quality. Moreover, survey respondents were given a variety of
attributes and asked to rate their importance when choosing a food restaurant. The
results are shown in Table 2.2.
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Table 2.2: The results of Consumer survey on restaurant food quality

Attribute

Respondents rating "extremely important"

Food quality

71%

Cleanliness

71%

Value

51%

Service

48%

Menu Variety

28%

Convenience

27%

Atmosphere

18%

____ J

Source: Dulen J. (1999). Consumer survey on restaurant food quality. The Journal of
restaurants & Institutions, 109(5) 15 February 1999 p. 38-41

Adirek (1998) found the main factor that makes a food center attractive is
variety of dishes offered. The American Association of Family and Consumer
Sciences (1995) found fast food consumption by children is caused the many choices
offered to consumers. The menu variety can draw consumer's interest to eat since they
have many choices to choose from. Boobpa (1998) founded consumer's perception of
menu variety is the reason for their selection of fast food. The results show that food
should have various items for consumer selection and displaying the menu in front of
restaurant is useful for consumers' buying decision because they can make order
before from choice decision. Saavedra (1983) cited various menus being offered by
fast food restaurants as the main reason, aside from excellent service and ambience,
that make one's meal truly worthwhile.

The price for the fast food items must be clearly stated in order to assist the
consumers in estimating their budget (Tavee, 1987).
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Nongyoul (1993) found that the most important factor affecting the students'
consumption behavior of fast food was the high price but low nutrition. Moreover, the
amount of the food was too small for a meal.

The various branches of the fast food restaurant chain exist to satisfy the needs
of the consumers while offering convenience (Wassana, 1990). Restaurant decoration
can also help attract customers while giving the restaurant a unique appearance
(Wanchai, 1992). Having air-conditioners, and an airy atmosphere with an outside
view (Tavee, 1987), or being located within a shopping mall are also advantageous
(Wanthani, 1991). McDonald's at Sri Nakarin offers Drive-Thro service to allow
customers to purchase their hamburgers without having to get out of their cars, thus
adding to the convenience for those in a hurry. Other service features include phonein ordering for later pick-up, and home delivery (Rampai, 1990).
According to the Chulalongkom University "Social Research Institute",
location is the key factor for fast food consumption. Boobpa (1998) explored that
consumer's perception of convenience is the reason for buying fast food. Consumers
commented that it is easy to buy and there are many shops to choose from. The
National Restaurant Association (1994) found that consumers do not go far out of their
way to find the right fast food restaurant.
Korakoj (1988) studied the factors affecting the adoption of fast food
innovation among people in Bangkok. The researcher found that availability of fast
food outlet is the most important factor that affects the adoption of fast food. Other
factors are the outlet's decoration and the taste of the food respectively. Korakoj also
found that consumer's attitude factors toward fast food and consumer's attitude factors
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towards foreign products were not significantly correlated with the level of adoption of
fast food.
Miyoung (1993) studied consumers' attitude toward fast food restaurants in
hotels. The results of data analysis show that customers of in-hotel fast food
restaurants were mostly satisfied with food, service, and amenities provided by these
fast food restaurants. Features such as 'appropriate temperature of the food,'
'employees' greeting you with a smile,' and 'quiet eating atmosphere' had a great
influence on customer satisfaction. The main attributes of customers' expectations of
in-hotel fast food restaurants were 'cleanliness,' 'neatness of establishment,'
'convenience of location,' 'comfortable room temperature,' and 'availability of food on
the menu' by utilizing importance-performance analysis technique. Among these five
attributes, the attribute 'convenience of location' was the most satisfactory factor to
customers because of low expectation and high performance. The best attributes of
these restaurants' performance were 'neatness of establishment,' 'cleanliness,' and
'convenience of location.' Whereas, the worst attribute was 'quiet eating atmosphere.'

Promotion:

This element of the marketing mix such as the service speed (Jirawat, 1991),
the friendly personality of the employees, instant discounts, and attractive premium I
giveaways, are aimed to attract more customers. Other examples include kids' comer
with a playground, and direct-mailing leaflets for customer groups (Rampai, 1990).
Nongyoul (1993) discovered that showing of menu signboard is one reason for
consumers' buying selection for fast food as they can select menu item suitable to their
respective budgets.
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Adirek ( 1998) found sales promotion is the factor that consumers are
influenced by in their selection of food center consumption. Nongyoul (1993) explored
sales promotion influence on selection of fast food. The results show that consumers
prefer to choose fast food due to discount coupons received. Sales promotion seeks a
direct response from customers as they consider it similar added benefits.
In the study of Pongphan (1998), marketing communication factors affecting
teenagers' fast food consumption in Bangkok metropolis, the researcher found that
their attitudes toward its quality, taste, hygiene, speed of service, politeness of staff,
sales promotion and modernity are favorable, whereas their attitudes toward
appropriateness with Thai' lifestyle is moderate. Most samples were exposed to fast
food advertising from television. Furthermore, taste, location, advertising and
reputation of fast food restaurants have greater impact on teenagers' choice of fast
food than its price, sales promotion, decoration and politeness of employees.

•

-

r-

Internal factors

Internal factors on the part of the consumers are influenced by the followings:
Cultural Factor:

Examples are the acceptance or adaptation of customs, lifestyles from the
Western countries, both of which lend themselves well to increasing fast food
consumption among teenagers (Tavee, 1990).

Social Factor:

A person may go for fast food because his/her peers invite him. Rachanee
(1987) studied the attitudes of college students towards fast food business in Bangkok.
The researcher analyzed the following factors: (1) the respondents' use of the service
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in the past, present and future (2) factors affecting their choices of fast food restaurants
(3) attitudes towards the taste of foods and beverages, location, decoration and
atmosphere, cleanliness of food and places, quick services, waiters' etiquette and price
of food and beverages. The results show that the main reason for going there is to meet
their friends. The other two are their friends' persuasion and their hunger. The most
important motivation, which causes the students to go there the first time, is
persuasion by their friends.
According to the Chulalongkorn University "Social Research Institute", trial
for newness, fashion trend, and influence from friends are rather driving fast food
consumption among teenagers, who are the main group of customers.

Personal Factor:
Some people utilize a fast food restaurant as a meeting place (Amput, 1990).
Teenagers may hang out in a fast food outlet for as long as they feel like (Tavee,
1987). Moreover, fast food consumption in Thailand is not strictly seen as the way to
cope with the fast pace of everyday life, but another choice of daily food for the
consumers (Amput, 1990).

Psychology:
Thai people are known to welcome new products. Consequently, consumption
behaviors do change, thus leading to the growth of the fast food business (Wassana,
1990). Some consumers select fast food plainly because they would like to try out
new and different-tasting foods (Jirawat, 1991). National Restaurant Association
(1994) found that the use of a fast food restaurant is attached to the urgency of the
need for food, either physiological or social.
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CHAPTER III
RESEARCH FRAMEWORK

This chapter describes the theoretical framework, the conceptual framework,
definition of variables, research design, and research hypotheses. All the variables
selected are identified by source. The researcher has employed the customer
satisfaction, expectation, and perception theories proposed by several authors as
identified in Chapter II.

3.1 Theoretical Framework

\\JERS

The model proposed in this study is composed of three principal variables,
which are demographic factors, customers' expectation, and customers' satisfaction.
The study was designed to explore the level of customer satisfaction toward
cleanliness, hospitality, accuracy, maintenance, product, and speed of service
(C.H.A.M.P.S.) and relate these to the demographic factors.
Demographics play an important role in market demand, segmentation, and
marketing mix decisions (Hawkins et al., 1983). Engel et al. (1993) also mention that
the most widely used demographic factors are age, sex, family size, family lifecycle,
income, occupation, education, religion, race nationality, and social class. In this
study, the researcher emphasized on such variables such as age, sex, income,
education level, and occupation.
Customer satisfaction is an attitude formed toward a purchase. Research
suggests that customer satisfaction is influenced by both the level of effort expended
by consumers and their level of expectations. The level of effort expended mediates
product evaluation and the resulting degree of satisfaction. Effort is a flexible, highly
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unstable, and individual yardstick. Equal amounts of effort extended by different
individuals may be perceived by each as an investment or sacrifice of different
magnitude and, as such, may yield different amounts of reward or satisfaction (Hanna,
1978).

Figure 3.1: The Disconfirmation of Expectation Model

•
•

•
•

~\"ERS

Experience
Word of mouth
Marketing
Communication
Awareness of
competition

Expectation (E)

Perceived
Performance (P)

Comparison Process

P=E

P<E

P>E

Negative
Disconfirmation

Confirmation

Positive
Disconfirmation

Dissatisfaction

Mere Satisfaction

Delight

Source: Paul G. Patterson "Expectations and Product Performance as Determinants of
Satisfaction for a High-Involvement Purchase:, Psychology and Marketing. 10(5)
Sep/Oct 1993, p.499-462.

In this study, the researcher has applied "Customer Satisfaction Processes and
Disconfirmation of Expectation Model" developed by Paul G. Patterson in order to
measure the levels of customer satisfaction. According to Figure 3.1, this model shows
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that satisfaction is related to the variation between a customer's pre-purchase
expectations (or other comparison standard such as desire or wants) and perceptions of
service performance. Any difference between expectations and perceived performance
is known as disconformation (i.e. a comparison process which consumption and usage
experiences).

3.2 Conceptual Framework
In this section, the researcher has drawn on previous empirical researches and
relevant theories necessary to develop the conceptual framework of the research. The
conceptual model explores the level of customer satisfaction toward C.H.A.M.P.S. of
KFC Restaurants in Bangkok.
Perception is the process through which people receive, organize, and interpret
information from their environment (Schermerhorn et al., 2000). Expectation is how or
what individual customers feel the service provider should offer (Parasuraman,
Zeithaml, and Berry, 1988).
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Fi

re 3.2: Conce tual Framework
Phase I

Phase II

Expectation (E)

Demographics

Age
Gender
Occupation
Education
Income

Cleanliness
Hospitality
Accuracy
Maintenance
Product
Speed of service
Level of Satisfaction
(E-P)
Perception (P)

- Cleanliness
Hospitality
Accuracy
Maintenance
Product
Speed of service

-

r-

•

~

What is C.H.A.M.P.S.?

C.H.A.M.P.S. stands for KFC's belief that the most important thing they can
do is focus on the CUSTOMER! It demonstrates their commitment to be the World's
Favourite Restaurant Brands with the world's best restaurant operations! KFC will
provide the best food and the best experience for the best value (C.H.A.M.P.S.
Introduction Kit, 1996).
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•

What is it?

When asked, customers said these factors most influence their decision to
return to a restaurant:
Product
Quality

+

c::J

+

I Se~ice I + I

Ambiance

I

=

Decision
to Return

Experience
31%

56%

13%

Source: C.H.A.M.P.S. Introduction Kit, 1996 p.8
•

What does this mean?

In selecting a restaurant, customers say that 31 % of their decision to return to a
restaurant is based on quality and consistency of the food. Whether the food is good
equa1s 13% of the decision equation. But, the most important factor of the decision is
the experience, with 56% of the total weight of the equation going toward this factor!
(C.H.A.M.P.S. Introduction Kit, 1996).
C.H.A.M.P.S. is derived from six ciitical areas:
•

The restaurants are CLEAN.

•

The employees are HOS PITABLE.

•

The order is ACCURATE.

•

The faci1ities are MAINTAINED.

•

The restaurant offers a great PRODUCT.

•

Customers are served with SPEED.

This is the beginning of operating excellence, which leads KFC Restaurants to
be the number one in fast food industry in Thailand (C.H.A.M.P.S. Introduction Kit,
1996).
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3.3 Research Hypotheses
A hypothesis is an assumption or 'guess that a researcher makes about some
characteristics of the population under study (McDoniel and Roger, 1996). Hypotheses
are conjectural statements of testing the stated relations (Davis and Cosenza, 1993). In
other words, a hypothesis is an unproven proposition or supposition that tentatively
explains certain facts or phenomena and it is empirically testable (Zikmund, 1997).
In this study, the hypotheses were established in order to test the relationship
between each variable depicted in the regarding to framework. The researcher
classified research hypotheses into 3 parts as shown below:
Part I: Measures the level of satisfaction by comparing the customers'
expectations and perceptions in C.H.A.M.P.S. of KFC Restaurant in Bangkok.
Therefore, the hypothesis is:
There is no significant difference between customers' expectations and
perceptions toward C.H.A.M.P.S. in the three selected KFC Restaurants
in Bangkok.
Hal :

There is a significant difference between customers' expectations and
perceptions toward C.H.A.M.P.S. in the three selected KFC Restaurants
in Bangkok.

Part II: Measures the different between customer expectation and perception
m each C.H.A.M.P.S. philosophy including cleanliness, hospitality, accuracy,
maintenance, product, and speed of service. Therefore, the hypotheses are:
2. Ho2:

There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of cleanliness.
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Ha2:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of cleanliness.
There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of hospitality.

Ha3:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of hospitality.
There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
tenns of accuracy.

Ha4:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of accuracy.

5. Ho5:

There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in

*

terms of maintenance.

Ha5:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of maintenance.

6. Ho6:

There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of product.
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Ha6:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of product.
There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of speed of service.

Ha7:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in
terms of speed of service.

Part III: Testing the influence of demographic factors including age, gender,

education and occupation toward customer's expectation and perception in
C.H.A.M.P.S .. Therefore, the hypotheses are

Expectations:

8. Ho8:

There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when

segmented by gender.

Ha8:

There is a significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when

segmented by gender.
There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when

segmented by age levels.
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Ha9:

There is a significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by age levels.

10. HolO:

There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by education levels.

HalO:

There is a significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by education levels.

ll.H0 ll:

There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by occupation.

Ha 11 :

There is a significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by occupation.

12. H0 12:

There is no significant difference of the customers' expectations of
C.H.A.M.P .S. of the three selected KFC Restaurants in Bangkok when
segmented by income levels.

Hal 2:

*

There is a significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by income levels.

Perceptions:
13. Hol3:

There is no significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by gender.
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Hal3:

There is a significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by gender.

14. Ho14:

There is no significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by age levels.

H 8 14:

There is a significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by age levels.

15. H 0 15:

There is no significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by education levels.

Ha 15:

There is a significant difference of the customers' perceptions of
C.H.A.M.P .S. of the three selected KFC Restaurants in Bangkok when
segmented by education levels.

16. H 0 l6:

There is no significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when

*

segmented by occupation.
H 8 16:

There is a significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by occupation.

17.Ho17:

There is no significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by income levels.

64

Ha17:

There is a significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by income levels.

3.4 Concept and Operationalization oHhe Independent and Dependent Variables

Davis and Cosenza (1993) stated that before operationalization takes place,
concepts must be defined first. Concepts are abstract ideas generalized from particular
facts. Without concept, there can be no theory. Zikmund (1997) mentioned that an
operational definition gives meaning to a concept by specifying the activities or
operations necessary to measure it.
In this research, conceptual definition, operational components, and level of
measurement of each variable are shown in Table 3.1.
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Table 3.1: Operational Definition of Dependent and Independent Variable
Concept

Conceptual

Operational

Level of

Definition

Components

measurement

Ex~ectation

Cleanliness

Restaurants are always • Keep restrooms clean
clean.

Interval Scale

• Pick up trash
• Wipe tables, chairs,
menu boards, etc.

Hospitality

Employees are always

Interval Scale

• Seek out customer

hospitable.

contact.
• Greet every customer
with a smile

~~\"!_ • Be attentive to
customers' needs.

~·

• Thank every

~
Accuracy

~ :0>

customer.

Your order is always

Interval Scale

-

• Double-check all

accurate.

orders.

.

r-

•Bill for the correct

l=-

amount.
Maintenance

maintained.

restaurant facilities
and equipment.

Product

Interval Scale

The facility is properly • Take care of

You always get a
consistently great

• Have good taste with

fl

product.

=

Interval Scale

same standard
•Food served at the
right temperature

Speed of service

No problems with the

• Always prompt

speed of service.

service

66

Interval Scale

Table 3.1: Operational Definition of Dependent and Independent Variable (Continued)
Concept

Conceptual

Operational

Level of

Definition

Components

measurement

Perce~tion

Cleanliness

Interval Scale

Restaurants are always • Keep restrooms clean
clean.

• Pick up trash
•Wipe tables, chairs,
menu boards, etc.

Hospitality

Employees are always

Interval Scale

• Seek out customer

hospitable.

contact.
• Greet every customer
with a smile

~~\"'J.

• Be attentive to
customers' needs.

~·

• Thank every

~
Accuracy

~ :0>

customer.

Your order is always

Interval Scale

-

• Double-check all

accurate.

orders.

r-

• Bill for the correct

[ ::=:!)

l=-

amount.
Maintenance

maintained.

restaurant facilities
and equipment.

Product

Interval Scale

The facility is properly • Take care of

You always get a
consistently great

• Have good taste with

fl

product.

=

Interval Scale

same standard
•Food served at the
right temperature

Speed of service

No problems with the

• Always prompt

speed of service.

service
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Interval Scale

Table 3.1: Operational Definition of Dependent and Independent Variable (Continued)
Concept

Conceptual

Operational

Level of

Definition

Components

measurement

Demogra~hics

Age

The period of time a
person has lived.

Gender

Ordinal Scale

• Duration of life
specific to one person

Sex identification of

• Male or Female

Nominal Scale

• Individual's highest

Ordinal Scale

one person.
Education level

The knowledge of
skill level one has

education level

obtained or developed
by learning process

.J

RSil"y

through formal

~~

instruction at a school
or college.
Occupation

An activity that serves

Nominal Scale

• The career of the

as one's regular of

-

person

likelihood.
Income level

The amount of money

Ordinal Scale

• Individual average

or its equivalent one

income per month

c:.>

received during a
...' 1..
,,,
.

period of time in
exchange for labor or

ol

~@

,mst\i\~

services.
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CHAPTER IV
RESEARCH METHODOLOGY

This chapter provides an overview of methodology that was used in this study
step-by-step in order to understand how data collected for this research was analyzed
and conclusion. The procedures of this study include research method to be used, source
of data, research instrument, target population and sampling procedure, data collection,
pretest questionnaire, data measurement, and data analysis.

4.1 Research Method
(fhis study is a descriptive study, which is undertaken in order to ascertain and to
be able to describe the characteristics of variables in a situation (Sekaran, 1992).
The data were collected by s.11rvey m_gt/1Q4.,_Th!~ . ~ata provided infornrntion about
consumers'

demographi~:~ --~:~~omers'

expectation

an~ - ~:·s-~~~:rs: -~~:~~;ti~fi~The

survey method was used because it was considered the most appropriate in this context.
Moreover, it is quick and can reach the target group effectively. It is also an economical
method. Zikmund (1997) stated that survey can provide quick, inexpensive, efficient,
and accurate means of assessing info1mation about the population.
To accomplish the research objectives, a cross-sectional study was applied in
this research. Cross-sectional study is a study in which data is gathered just once,
perhaps over period of days or weeks or months, in order to answer a research question
(Sekaran, 1992). /
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4.2 Data Source

~1 Primary data
In this research, primary data was collected by a self-administered questionnaire
for finding the information obtained from respondents in sample unit. Zikmund (2000)
mentioned that self-administered questionnaire is a survey in which the respondent
takes the responsibility for reading and answering the questions.
The type of questionnaire used in this research was a closed questionnaire
because it helps respondents to make quick decisions by making a choice among several
alternatives provided. It also helps the researcher to code the information easily for
subsequent analysis (Sekaran, 1992).

ft2.2 Secondary data
Secondary data is studies made by others for their own purposes (Cooper and
Schindler, 2001 ). In this research, secondary data has been gathered from several
sources such as consumer behavior textbooks, newspapers, professional journal,
company annual report, Internet, and magazines. The informations derived by these
procedures provide meaning, concept and model of theory and are used to develop the
framework for this study.

rResearch Instruments/Questionnaires
The researcher used questionnaire to gather the information from the
respondents. The formation of questionnaire was conducted based on the theoretical
framework and previous study. It was constructed into two parts. The questionnaire is
attached in Appendix while the outline of each is shown below:
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Part I : The demographic questionnaire is designed to provide information
including age, gender, education Jevel, occupation and income level. This part contains
5 multiple-choice questions.
Part II : This part of the questionnaire attempts to measure the level of customer
satisfaction by comparing customers' expectation and customers' perception. It is
divided into 2 sections, expectation and perception. There are 24 statements for each,
categorized in C.H.A.M.P.S. philosophy. For each statement, the respondents are
provided with a five point scale, ranging from one (strongly disagree) to five (strongly
agree).

~Data Collection
The researcher used a questionnaire as the instrument of this research. It is a
structured sequence of questions designed to draw out facts and opinions and which
provides a vehicle for recording the data (Hague and Jackson, 1996). The main
advantages of this kind of questionnaire are that it can be collected in a complete form
within a short period of time and can be obtained from the target respondent immediate
completion. This approach is also easy to be interpreted by computer (Zikmund, 2000).
Due to special access granted by the top management of YUM Restaurants
International (Thailand) Co.,Ltd., the researcher was able to gather information in the
selected branches (letter of authorization shown in Appendix). The selected customer
was asked to fill the questionnaire after finishing their meals at tables. Every customer
who answered the questionnaire got a 10% discount card for future purchase
(Appendix).
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4.5 Sampling design
4.5.1 Target Population

The entire group of people, events or things of interest that the research wishes
to investigate is called population (Sekaran, 1992). And the target population is the
specific complete group relevant to the research project (Zikmund, 1997). The target
population of this research was the group of KFC Restaurant customers in the Bangkok
area. At present, there are 84 KFC branches in Bangkok (Appendix)
The researcher selected three branches, which rank the top three in terms of sales
volume in order to represent the total population (YUM Restaurants International
(Thailand) Co.,Ltd., 2002). The selected branches were as follows:

•

The Mall Bangkapi

This branch is on the Ground floor of The Mall Department Store, Bangkapi
branch. It is located at 3522 Laodpraw Road Bangkapi District Bangkok. It has been
opened since August 5, 1994. There are 180 seats available with the area of 357 square-

t,/),

meters.
•

Future Park Rangsit

This branch is on the Ground floor of Future Park Rangsit Department Store. It
is located at 161 Moo II Paholyothiin Road Thanyaburi District Pathumthani. It has been
opened since March 17, 1995. There are 222 seats available with the area of 406 squaremeters.

•

The Mall Bangkea

This branch is on the Ground floor of The Mall Department Store, Bangkea
branch. It is located at 275 Petchkasem Road Bangkea Pasecharoen District Bangkok. It
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has been opened since August 5, 1994. There are 194 seats available with the area of
456 square-meters.

4.5.2 Sampling Procedure
For this research, probability sampling was used for sampling design. Systematic
sampling technique was employed in this research. In this approach, every kth element
in the population is sampled. Beginning with a random start of an element in the range
of 1 to k. The Kth element is determined by dividing the sample size into the population
size to obtain the skip pattern applied to the sampling frame. The major advantage of
systematic sampling is its simplicity and flexibility (Cooper and Schindler, 200 I).

4.5.3 Sampling Unit
In this study, the sampling unit is the person who enters into KFC Restaurants to
eat at selected branches. The researcher selected every

5th

respondent who entered the

three selected restaurants to eat.

*

4.5.4 Sample Size

Sample size refers to the number of elements to be included in the study.
Determining

the

sample

size

involves

several

qualitative

and

quantitative

considerations. Intuitively, the larger the sample, the more accurate the research. This is
in fact a statistical truth; random sampling error varies with samples of different size. In
statistical terms, increasing the sample size decreases the width of confidence interval at
a given confidence level (Schiffman and Kanuk, 1994).
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In this research, the number of sample sizes was selected based on the
theoretical sample sizes for different sizes of population (Table 4.1 ). The population of
this research is the traffic count of people who enter into KFC Restaurants to eat.
According to the information from YUM Restaurants International (Thailand) Co.,Ltd.
(2002), it shows that the traffic count of people entering into the three selected branches
is 100,000 persons per month approximately. The tolerable error of this research is 5%.
Based on this, the most suitable sample size is 382 respondents.

Table 4.1: Theoretical sample sizes for different sizes of population and a 95 percent
level of certainty
Required Sample for Tolerable Error of
Population
5%

4%

3%

2%

79

85

91

96

217

272

340

413

277

375

516

705

356

535

879

1,622

381

593

1,044

2,290

382

596

1,055

2,344

384

599

1,065

2,344

384

600

1,067

2,400

'

100
j

500

h-

1,000

f}J
~

5,000
50,000
100,000
1;000,000
25,000,000

(/

"
\

Source: Anderson, Fundamentals of Educational Research, 1996 p.202

For this study, the researcher collected data from 450 respondents as the target
population or sample size, which was divided into 3 groups as follows:
KFC Restaurants

No. of Respondents

The Mall Bangkapi

150

Future Park Rangsit

150

The Mall Bangkea

150
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4.5.5 Time Frame for data collection

The survey was done on both weekdays and weekends between 11.00 a.m. to
5.00 p.m. The researcher distributed 30 questionnaires per day starting from September
1-15, 2002, which was scheduled as foilows:
•

September 1-5, 2002

The Mall Bangkapi

•

September 6-10, 2002

The Mall Bangkea

•

September 11-15, 2002

Future Park Rangsit

4.6 Pretest

Churchill (1996) claimed that a questionnaire pretest is vital. It is the use of
questionnaire on a trial basis in a small pilot study to determine how reliable and valid
the questionnaire is. In the pretest, the interviewer can see whether some questions seem
confusing or produce resistance or hesitancy among respondents for one reason or
another. Cooper and Schindler (2001) stated a pilot test is conducted to detect
weaknesses in design and instrumentation and to provide proxy data for selection of a
probability sample. It should, therefore, draw subjects form the target population and
simulate the procedures and protocols that have been designated for data collection. The
size of the pilot group may range from 20 to I 000 subjects, depending on the method to
be tested, but the respondents do not have to be statistically selected. In this study, the
questionnaire was administered to 30 respondents on a random basis.
In order to find out reliability, the overall questions in the questionnaire were

processed by a SPSS program using the Cronbach' s Coefficient Alpha Scales. The
finding ofreliability is shown in Table 4.2.
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Table 4.2: The Reliability of C.H.A.M.P.S. Instrument
Cronbach's Coefficient Alpha Indices

C.H.A.M.P.S.

ExQectat.ion

Perce12ti011

0.8514

0.9023

0.7722

0.8990

Accuracy

0.8445

0.8109

Maintenance

0.7853

0.8263

Product

0.8656

0.8896

Speed of service

0.6963

0.8523

Total

0.9314

0.9529

Cleanliness
Hospitality

-

-

The alpha coefficient values measured in the pretest are between 0.6963 0.9529. Generally, indices above 0.60 were considered to be acceptable (Sekaran, 1992).
Thus, all questions were considered reliable and the result of reliability estimates in this
pretest ensured the success of this questionnaire in conducting the main study.

-

4. 7 Data Analysis

Descriptive analysis refers to the transfo1mation of raw data into a form that will
make them easy to understand and interpret. Calculating of averages, frequency
distributions, and percentage distributions are the most common ways to summarize
data (Anker, Kumar and Day, 1998).
The data was interpreted by Statistical Package for Social Sciences (SPSS),
which provides research findings based on statistical results such as frequencies, mean,
t-test, ANOVA, and Correlation Analysis.
The researcher used the bivariate test method to find the relationship between
dependent and independent variables of this study. Data collected was analyzed as
follows:
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•

Descriptive statistics of frequency distribution such as the percentage, mean,
standard deviation for describing the demographic profile.

•

Hypothesis testing was used to explain the difference of respondents'
expectation and perception on the three selected KFC Restaurants in terms of
cleanliness, hospitality, accuracy, maintenance, product, and speed of
service. The details show how each hypothesis was measured in Table 4.3

Table 4.3: Summary of Hypotheses and Statistical Analyses
Statistical

Hypothesis
H0 l :There

IS

no significant difference between customers'

expectations and perceptions toward C .H.A.M.P.S. in the three
selected KFC Restaurants in Bangkok.
Hal :There

is

a significant difference

Paired
Sample

between customers'

expectations and perceptions toward C.H.A.M.P.S. in KFC

T-test

Restaurants in Bangkok.
H0 2:There is no significant difference between customers'
expectations and perceptions toward the three selected KFC
Restaurants in Bangkok in terms of cleanliness.
Ha2:There is

a significant difference

Paired
Sample

between customers'

expectations and perceptions toward the three selected KFC

T-test

Restaurants in Bangkok in terms of cleanliness.
H0 3:There

IS

no significant difference between customers'

expectations and perceptions toward the three selected KFC
Restaurants in Bangkok in terms of hospitality.
Ha3: There

1s a

significant difference

Paired
Sample

between customers'

expectations and perceptions toward the three selected KFC

T-test

Restaurants in Bangkok in tem1s of hospitality.
H0 4:There 1s no significant difference between customers'

Paired

expectations and perceptions toward the three selected KFC
Restaurants in Bangkok in terms of accuracy.
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Sample

Ha4:There

1s

a

significant difference

between customers'

T-test

expectations and perceptions toward the three selected KFC
Restaurants in Bangkok in terms of accuracy.
H0 5:There is no significant difference between customers'
expectations and perceptions toward the three selected KFC
Restaurants in Bangkok in terms of maintenance.
Ha5:There

is

a

significant difference

between

Paired
Sample

customers'

expectations and perceptions toward the three selected KFC

T-test

Restaurants in Bangkok in terms of maintenance.
H0 6:There 1s no significant difference between customers'
expectations and perceptions toward the three selected KFC
Restaurants in Bangkok in terms of product.
Ha6:There

is

a

significant difference

between

Paired
Sample

customers'

expectations and perceptions toward the three selected KFC

T-test

Restaurants in Bangkok in terms of product.
H0 7:There is no significant difference between customers'
expectations and perceptions toward the three selected KFC
Restaurants in Bangkok in terms of speed of service.
Ha7: There

is

a

significant difference

Paired
Sample

between customers'

expectations and perceptions toward the three selected KFC

T-test

Restaurants in Bangkok in terms of speed of service.
Ho8:There 1s no significant difference

of the customers'

expectations of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by age levels.

ANOVA

Ha8:There is a significant difference of the customers' expectations
of C.H.A.M.P.S. of the three selected KFC Restaurants in
Bangkok when segmented by age levels.
H0 9:There

ts no significant difference

of the customers'

expectations of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by gender.
Ha9:There is a significant difference of the customers' expectations
of C.H.A.M.P.S. of the three selected KFC Restaurants in
Bangkok when segmented by gender.
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Independent
T-test

H 0 IO:There

IS

no significant difference of the customers'

expectations of C.H.A.M.P.S. of the three selected K.FC
Restaurants in Bangkok when segmented by education levels.
HalO:There

1s

a

significant difference of the

ANOVA

customers'

expectations of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by education levels.
Hol l:There

IS

no significant difference of the customers'

expectations of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by occupation.
Ha 11 :There

IS

a

significant

difference

of the

ANOVA

customers'

expectations of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by occupation.
H0 12:There is no significant difference of the customers'
expectations of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by income levels.
Ha12:There

is

a

significant difference

of the

ANOVA

customers'

expectations of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by income levels .
H0 13 :There 1s no significant difference of the customers'
perceptions of C.H.A.M .P.S. of the three selected KFC
Restaurants in Bangkok when segmented by age levels.

ANOVA

Hal3:There is a significant difference of the customers' perceptions
of C.H.A.M.P.S. of the three selected KFC Restaurants in
Bangkok when segmented by age levels.
Hol4:There is no significant difference of the customers'
perceptions of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by gender.
Ha14:There is a significant difference of the customers' perceptions

Independent
T-test

of C.H.A.M.P.S. of the three selected KFC Restaurants in
Bangkok when segmented by gender.
H0 15:There is

no significant difference of the customers'

perceptions of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by education levels.
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ANOVA

Ha15:There is a significant difference of the customers' perceptions
of C.H.A.M.P.S. of the three selected KFC Restaurants m
Bangkok when segmented by education levels.
Ho16:There is no significant difference of the customers'
perceptions of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by occupation.

ANOVA

Ha16:There is a significant difference of the customers' perceptions

of C.H.A.M.P.S. of the three selected KFC Restaurants in
Bangkok when segmented by occupation.
H0 17:There is no significant difference of the customers'
perceptions of C.H.A.M.P.S. of the three selected KFC
Restaurants in Bangkok when segmented by income levels.

ANOVA

Ha 17 :There is a significant difference of the customers' perceptions
of C.H.A.M.P.S. of the three selected KFC Restaurants in
Bangkok when segmented by income levels.

4.7.1 Statistic Used
The statistical methods used in this study in order to test each hypothesis were as
followings:
•

Analysis of Variance

Analysis of Variance (ANOVA) is a statistical method for determining the
existence of differences among several population means (Aczel, 1999). Analysis of
Variance is the analysis involving the investigation of the effects of one treatment
variable on an interval scaled dependent variable; a hypothesis testing technique to
determine whether statistically significant differences on means occur between two or
more groups. The F-test is a procedure for comparing one sample variance with another
sample variance. The formula is show below (Zikmund, 2000):
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F

MSw

Where:

F

F-distribution

MSb

Mean Square between groups

MSw

=

Mean Square within groups

Summary for Analysis of Variance
Source of

Sum of

Degree of

Variation

Squares

Freedom

Between groups

ssb

P-1

MSb

Within groups

SSw

N-P

MSw

Mean Square

F-ratio

;?
/.

~
Total

~

F = MSb

-MSw

p_
SS,

N-1

~

~

p

Where:

N

•

Number of groups

=

Number of observations in group

Independent T-test

Saiyod and Saiyod (1995) stated that Independent T-test is used to test the
hypothesis that the mean scores on some interval or ratio scaled variables will be
significantly different for two independent samples or groups. To use T-test for
differences of means, it is assumed that two samples are drawn from normal
distributions and the variance of the two populations or groups are equal. The following
is the formula for T-test analysis:
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t

df

Where:

•

X1

Mean of group 1

X2

Mean of group 2

S1

2

Variance of group 1

S2

2

Variance of group 2

n1

Sample size of group 1

nz

Sample size of group 2

df

Degree of freedom

,,.."

()~

~
1='

-

r-

~

~

Paired Sample T-test

Paired Sample t-test analyzes the difference between the means of two groups
when the sample data are obtained from populations that are related. According to Aczel
( 1999), the formula of test statistic for the paired-observation t test, the statistic t with
(n-1) degrees of freedom is defined as follows:
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t - D -

µDO

- SD/

/ J;
Where:

D

the sample average difference between each pair of
observations

Sn

the sample standard deviation of these differences

n

the number of pairs of observation

µoo

the population mean difference under the null
hypotheses
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CHAPTERV
DATA ANALYSIS

For this study on customer satisfaction with KFC Restaurants in Bangkok, the
researcher had gathered primary data through 450 questionnaires. Data was collected
by distributing questionnaires to selected branches during the period of l st August to
15th August, 2002. In each selected branch 150 questionnaires were distributed. The

number of questionnaires returned were 425 sets divided as follows:
No. of Returned Questionnaire

KFC Restaurants
The Mall, Bangkapi

144

\

Future Park, Rangsit

139

The Mall, Bangkhae

142

In the following session, the researcher presents the findings using descriptive
statistical analysis, as well as inferential statistic analysis for the hypotheses testing.

Descriptive Statistics
5.1 Respondents' Demographic Characteristic
~

Table 5.1: Gender

Gender

32.7

Valid
Percent
32.7

Cumulative
Percent
32.7

286

67.3

67.3

100.0

425

100.0

100.0

Frequency

Percent

139

Female
Total

Valid Male

Table 5.1 shows that 286 respondents are female while 139 respondents are
male, which represents 67.3% and 32.7% respectively.
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Table 5.2: Age
Age category
Frequency

Percent

139
157
72
36
13
8
425

32.7
36.9
16.9
8.5
3.1
1.9
100.0

Valid Less than 21 years
21-25 years
26-30 years
31-35 years
36-40 years
More than 40 years
Total

Valid
Percent
32.7
36.9
16.9
8.5

3.1
1.9
100.0

Cumulative
Percent
32.7
69.6
86.6
95.1
98.1
100.0

Table 5.2 shows that 157 respondents are aged between 21-25 years (36.9%),
139 respondents are aged less than 21 years (32.7%), and 72 respondents are aged
between 26-30 years (16.9%). The number ofrespondents who are aged between 31-35
years, 36-40 years, and more than 40 years are 36, 13, and 8 which represents 8.5%,
3.1 %, and 1.9% respectively.

Table 5.3: Educational Level

~frr1

Education Level

~A

Valid High School
Certificate/diploma
Bachelor's degree
Master's degree or higher
Other
Total

Frequency

Percent

Valid
Percent

Cumulative
Percent

51

12.0
14.8
64.2
4.7
4.2
100.0

12.0
14.8
64.2
4.7
4.2
100.0

12.0
26.8
91.1
95.8
100.0

63

:

273

.

20
18
425

'
'

Table 5.3 shows that the highest educational level of respondents is Bachelor
degree with 64.2%. The next three ranks are Certificate/diploma (14.8%), High School
(12%) and Master degree or higher (4.7%). The remaining (4.2%) are the respondents
who do not fall in the above educational levels.
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Table 5.4: Occupation
Occupation
Frequency

Percent

Valid
Percent

227

53.4
31.l

53.4
31.1

4.5

4.5

5.9

5.9

1.9

1.9

Valid Student
Business employee
Government employee
Self-employed
Housewife
Others
Total

132
19
25
8

14
425

3.3

3.3

100.0

100.0

Cumulative
Percent

53.4
84.5
88.9
94.8
96.7
100.0

Table 5.4 shows that majority of respondents are students (53.4%). The
remaining are business employees (31.1 %), self-employed (5.9%), government
employees (4.5%), others (3.3%) respectively. Housewives are only 1.9% or the
minority of respondents.

Table 5.5: Income per month

~J
~

Valid

Income per Month
Frequency

Less than 5,000
5,001-10,000
~:
10,001-20,000
I~
20,001-30,000
30,001-40,000
More than 40,000
Total

174
154
66
15
4
12
425

SJ'.

Percent
40.9
36.2
15.5
3.5
.9
2.8
100.0

Valid
Cumulative
Percent
Percent
40. 9
40.9
36.2
77.2
15.5
92.7
3.5
96.2
.9
\(
97.2
2.8
100.0
100.0

From this table, it shows that the highest range of income level of respondents
is less than 5,000 Baht per month (40.9%). The rest are 5,000-10,000 Baht per month
(36.2%), 10,001-20,000 Baht per month (15.5%), 20,001-30,000 Baht per month
(3.5%), more than 40,000 Baht per month (2.8%), and 30,001-40,000 Baht per month
(2.8%) respectively.
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5.2 Respondents' expectation and perception towards C.H.A.M.P.S.
The research instrument (part II of the questionnaire) attempts to measure the
level of customer satisfaction by comparing customers' expectation and customers'
perception. It is constructed into

2

sections, expectations and perceptions. There are 24

statements for each, categorized as per C.H.A.M.P.S. philosophy. For each statement,
the respondents are provided with the five point scale, ranging from one (strongly
disagree) to five (strongly agree). Mean scores and standard deviation are calculated
for these responses according to C.H.A.M.P.S .. The results are summarized in Table
5.6 and Table 5.7.

~\"ERs1,_

Table 5.6: Mean Score Rating and Standard deviation of expectation for C.H.A.M.P.S.

Mean Score Rating and Standard deviation of expectation
Std.
(E) C
(/)
(E)H
(E)A
(E) M
(E) p
(E) S
Valid N (listwise)

~

N
425
425
425
425
425
425
425

Mean
4.2535
4.3753
4.3388
4.0006
4.4629
4.2518

.62523
.57568
.60746
.61585
.58248
.60766

Based on Table 5.6, the mean score of product ranks the highest (4.4629)
followed by hospitality, accuracy, cleanliness and speed of service while maintenance
ranks the lowest (4.0006).
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Table 5.7: Mean Score Rating and Standard deviation of perception for C.H.A.M.P.S.

Mean Score Rating and Standard deviation of perception

(P) C
(P)H
(P)A
(P)M
(P) p
(P) S
Valid N (listwise)

N
425
425
425
425
425
425
425

Mean
4.1676
4.2435
4.2082
3.9876
4.2588
4.1024

Std.
Deviation
.62522
.63445
.62443
.66232
.67166
.69202

Based on Table 5.7, the mean score of product ranks the highest (4.258 8)
followed by hospitality, accuracy, cleanliness and speed of service while maintenance
ranks the lowest (3.9876).

Inferential Statistics
5.3 Hypothesis Test
A hypothesis is an assumption or guess that a researcher makes about some
characteristics of the population under study (McDoniel and Roger, 1996). The
hypotheses were established in order to test the relationship between each variable
depicted in regard to the framework. In this study, there are 17 hypotheses to be tested
in order to determine the difference between expectation and perception of
C .H.A.M.P.S. of selected KFC Restaurants. The statistical techniques, which are
ANOVA, Independent t-test, and paired sample t-test are used in order to test all the
hypotheses. If the significant value (p-value) is less than the chosen level of
significance, the null hypothesis is rejected, otherwise, the null hypothesis will be
accepted. The results are shown below:
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Hypothesis 1

H0 1:

There is no significant difference between customers' expectations and
perceptions toward C.H.A.M.P.S. m the three selected KFC Restaurants in
Bangkok..

Hal:

There is a significant difference between customers' expectations and
perceptions toward C.H.A.M.P.S. in the three selected KFC Restaurants in
Bangkok.

Table 5.8: The analysis of the difference in customers' expectation and perception of
C.H.A.M.P.S. using the paired sample t-test
Paired Samples Statistics

Pair I

(E) Total
(P) Total

Std.
Deviation
.43974
.53375

N
425
425

Mean
4.2805
4.1 614

Std. Error
Mean
.02133
.02589

Paired Samples Correlations
Pair I

E Total & P Total

N

Correlation

Si .

425

.506

.000

Paired Samples Test

-

,~

,

Pair I

(E) Total (P) Total

Paired Differences

./I

( I~

":...'-

Mean

Std.
Deviation

Std. Error
Mean

.1191

.49045

.02379

95% Confidence
Interval of the
Difference
Lower
Upper
.0724

.1659

t

df

Sig.
(2-tailcd)

5.007

424

.000

According to Table 5.8, paired samples test shows the significant value of .000,
which is less than .05 (.000<.05). Therefore, the null hypothesis was rejected. It means
that there is a difference between customers' expectations and perceptions toward
C.H.A.M.P.S. in KFC Restaurants in Bangkok at the .05 significant level. It means that
customers are slightly dissatisfied toward C.H.A.M.P.S. in K.FC Restaurants in Bangkok.
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Hypothesis 2
H0 2:

There ts no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
cleanliness.

Ha2: There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
cleanliness.

Table 5.9: The analysis of the difference in customers' expectation and perception of
cleanliness at KFC Restaurants using the paired sample t-test
Paired Samples Statistics

Pair I

(E) C
(P) C

Mean
4.2535
4. 1676

N
425
425

Std.
Deviation
.62523
.62522

Std. Error
Mean
.03033
.03033

Paired Samples Correlations
N
425

(E)C & P C

Correlation
.394

Si.
.000

Paired Samples Test

~

Pair I

(E) C - (P) C

Mean
.0859

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Std.
Error
Lower I Upper
Deviation
Mean
.68829
.03339
.0203 I .1515

"'..:::

t
2.572

df
424

Sig.
(2-tailed)
.010

According to Table 5.9, paired samples test shows the significant value of. 010,
'

which is less than .05 (.010<.05). Therefore, the null hypothesis was rejected. It means
that there is a difference between customers' expectations and perceptions toward KFC
Restaurants in Bangkok in terms of cleanliness at the .o5 significant level. It means that
customers are slightly dissatisfied with cleanliness at KFC Restaurants in Bangkok
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Hypothesis 3
H0 3:

There ts no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
hospitality.

Ha3:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
hospitality.

Table 5.10: The analysis of the difference in customers' expectation and perception of
hospitality at KFC Restaurants using the paired sample t-test
Paired Samples Statistics

Pair 1

(E) H
(P) H

N

Mean
4.3753
4.2435

425
425

Std.
Deviation
.57568
.63445

Std. Error
Mean
.02792
.o3078

Paired Samples Correlations
N

Pair I

{E) H & (P H

425

Q

Pair I

(E) H -(P) H

Correlation
.422

Si .
.000

Paired Samples Test

Mean
.1318

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Std.
Error
Mean
Lower I Upper
Deviation
.0696 I . 1940
.65223
.03164

~-

~
t

4.165

df
424

Sig.
(2-tailed)
.000

According to Table 5.10, paired samples test shows the significant value of
.000, which is less than .05 (.000<.05). Therefore, the null hypothesis was rejected. It
means that there is a difference between customers' expectations and perceptions
toward KFC Restaurants in Bangkok in tenns of hospitality at the .05 significant level.
It means that customers are slightly dissatisfied with hospitality at KFC Restaurants in
Bangkok.
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Hypothesis 4
H0 4:

There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
accuracy.
There is a significant difference between customers' expectations and

Ha4 :

perceptions toward the three selected KFC Restaurants in Bangkok in terms of
accuracy.

Table 5.11: The analysis of the difference in customers' expectation and perception of
accuracy at KFC Restaurants using the paired sample t-test
Paired Samples Statistics

Pair J

(E) A
(P)A

Std.
Deviation
.60746
.62443

N
425
425

Mean
4.3388
4.2082

Std. Error
Mean
.02947
.03029

Paired Samples Correlations
N
Pair I

(E) A & (P A

425

Correlation
.357

Si .
.000

Paired Samples Test
Paired Differences

Pair J

(E A - P A

Mean
.1306

Std.
Deviation
.69872

Std.
Error
Mean
.03389

95% Confidence
Interval of the
Difference
Lower
u er
.0640
.1972

t
3.853

df
424

Sig.
2-tailed)
.000

According to Table 5.11, paired samples test shows the significant value of
.000, which is less than .05 (.000<. 05). Therefore, the null hypothesis was rejected. It
means that there is a difference between customers' expectations and perceptions
toward KFC Restaurants in Bangkok in terms of accuracy at the .05 significant level. It
means that customers are slightly dissatisfied with accuracy at KFC Restaurants in
Bangkok.
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Hypothesis 5

H0 5:

There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
maintenance.

Ha5:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
maintenance.

Table 5.12: The analysis of the difference in customers' expectation and perception of
maintenance at KFC Restaurants using the paired sample t-test
Paired Samples Statistics
Std.

Pair 1

(E) M

(P) M

Deviation
.61585

N
425
425

Mean
4.0006
3.9876

.66232

Std. Error

Mean
.02987
.032 13

Paired Samples Correlations
N
(EM & P)M

Pair I

425

(E) M - (P) M

Si .

.000

Paired Samples Test

~

Pair I

Correlation
.346

Mean
.0129

Paired Differences
95% Confidence
Interval of the
Std.
Difference
Std.
Error
Deviation Mean
Lower I Upper
.73198
.03551
-.0568 I .0827

N

t

.364

df
424

Sig.
(2-tailcd)
.716

According to Table 5.12, paired samples test shows the significant value of
.716, which is more than .05 (.716>.05). Therefore, the null hypothesis was accepted. It
means that there is no difference between customers' expectations and perceptions
toward KFC Restaurants in Bangkok in terms of maintenance at the .05 significant
level It means that customers are satisfied with maintenance at KFC Restaurants in
Bangkok.
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Hypothesis 6
H0 6:

There is no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
product.

Ha6:

There is a significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
product.

Table 5.13: The analysis of the difference in customers' expectation and perception of

•

product at KFC Restaurants using the paired sample t-test
Paired Samples Statistics

(E) p

Pair I

{P) p

N
425
425

Mean
4.4629
4.2588

Std.
Deviation
.58248
.67166

Std. Error
Mean
.02825
.03258

Paired Samples Correlations
N
425

(E P &(P P

Pair I

~fi.,.,

-

Pair 1

(E)P -(P)P

Mean
.204 1

Correlation
.460

Si .
.000

paired samp es T est
Paired Differences
95% Confidence
Interval of the
Std.
Difference
Error
Std.
Lower I Upper
Deviation
Mean
.1 415 I .2667
.65626
.03183

t

*

6.412

df
424

Sig.
(2-tailed)

.000

According to Table 5.13, paired samples test shows the significant value of
.000, which is less than .05 (.000 < .05). Therefore, the null hypothesis was rejected. It
means that there is a difference between customers' expectations and perceptions
toward KFC Restaurants in Bangkok in terms of product at the .05 significant level. It
means that customers are slightly dissatisfied with product at KFC Restaurants in
Bangkok.
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Hypothesis 7
H0 7:

There 1s no significant difference between customers' expectations and
perceptions toward the three selected KFC Restaurants in Bangkok in terms of
speed of service.
There is a significant difference between customers' expectations and

Ha7:

perceptions toward the three selected KFC Restaurants in Bangkok in terms of
speed of service.

Table 5.14: The analysis of the difference in customers' expectation and perception of
speed of service at KFC Restaurants using the paired sample t-test
Paired Samples Statistics

Pair I

(E) S
(P) S

Mean
4.25 18
4.1 024

N
425
425

Std.
Deviation
.60766
.69202

Std. Error
Mean
.02948
.03357

Paired Sam1>les Correlations

N
Pair 1

(E) S & P S

425

Correlation
.335

Si .
.000

Paired Sa mples Test

Pair 1

(E) S - (P) S

Mean
. 1494

Paired Di fferences
95% Confidence
Interval of the
Std.
Difference
Error
Std.
Lower I Uooer
Deviation
Mean
.75257
.0365 1
.0777 I .22 12

I

t
4.093

8"

df
424

Sig.
(2-tailed)
.000

According to Table 5.14, paired samples test shows the significant value of
.000, which is less than .05 (.000<.05). Therefore, the null hypothesis was rejected. It
means that there is a difference between customers' expectations and perceptions
toward KFC Restaurants in Bangkok in terms of speed of service at the .05 significant
level It means that customers are slightly dissatisfied with speed of service at KFC
Restaurants in Bangkok.
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Hypothesis 8

Ho8:

There is no significant difference of the customers' expectations of
C.H.AM.P.S. of the three selected KFC Restaurants m Bangkok when

segmented by gender.
Ha8:

There is a significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when

segmented by gender.

Table 5.15: The analysis of the difference in customers' expectation of C.H.AM.P.S.
at KFC Restaurants when segmented by gender using the independent t-test
Group Statistics

(E) Total

N
139
286

Gender
Male
Female

Std.
Deviation
.45679
.42869

Mean
4.2176
4.3110

Std. En-or
Mean
.03874
.02535

-

Independent samplesTest

[

c

~

Levene's
Test for

Equality of
Variances

t-test for EQualitv of Means
95%
Confidence
Interval of the
Difference

-

(E)
Total

Equal
va1iances
assumed
Equal
variances
not assumed

F

Sig.

t

df

Sig.
(2-tailed)

Mean
Difference

Std. ElTor
Difference

Lower

Upper

.182

.670

-2.06

423

.040 /

-.0934

.04529

-.1824

-.00439

-2.02

258.5

§_5'

-.0934

.04630

-.1846

-.00224

According to Table 5.15, the t-test for independent sample analysis shows the
significant value of .040 and .045, which are less than .05 (.040<.045<.05). Therefore,
the null hypothesis was rejected. It means that there is a difference of the customers'
expectations of C.H.A.M.P.S. of KFC Restaurants in Bangkok when segmented by
gender at the .05 significant level.
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Hypothesis 9
H0 9:

There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by age levels.

Ha9:

There is a

significant difference of the customers'

expectations of

C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by age levels.

According to Table 5.16, the analysis of variance shows the significant value of
.014, which is less than .05 (.014 < .05). Therefore, the null hypothesis was rejected. It
means that there is a difference of the customers' expectations of C.H.A.M.P.S. of KFC
Restaurants in Bangkok when segmented by age levels at the .05 significant level
Moreover, the result of multiple comparison tables (LSD) indicates that the significant
value of age between less than 21 years and 21-25 years is .006, less than 2 1 years and
26-30 years is .044, and less than 21 years and 31-35 years is .012, which are all less
than .05. It means that there are differences in expectations between the customers
with the age of less than 21 years and 21 -25 years, less than 21 years and 26-30 years,
and less than 21 years and 31-35 years. Furthermore, the significant value of age levels
between 31-35 years and 36-40 years is .028, which is less than .05. So, there is
difference in expectations between the customers with ages of 31-35 years and 36-40
years as well.
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Table 5.16:The analysis of the difference in customers' expectation of C.H.AM.P.S. at
K.FC Restaurants when segmented by age levels using ANOVA
ANOVA

(E) Total

Between Groups
Within Groups

Sum of
Sauares
2.741
79.247

Total

81.989

Mean
df
5
419
424

Square
.548
.189

F
2.899

Sig.
.014

Multiple Comparisons
Dependent Variable: (E) Total
LSD

(r) Age
category
less than 21
years

21-25 years

26-30 years

3 t-35 years

36-40 years

more than
40 years

*.

Mean
Difference
(J) Age category
(I-J)
21-25 years
-.1386*
26-30 years
-.1274*
'\.'.
31-35 years
-.2044*
36-40 years
.1058
more than 40 years
-.2379
less than 21 years
.1386*
26-30 years
.0112
31-35 years
-.0658
36-40 years
.2444
more than 40 years
-.0993
less than 2 I years
.1274*
21-25 years
-.0112
31-35 years
-.0770
36-40 years
.2332
more than 40 years
-.1105
less than 21 years
.2044*
21-25 years
.0658
26-30 years
cVJl.,;: .0770
36-40 years
.3102*
more than 40 years
-.0336
less than 21 years
-.1058
21-25 years
-.2444
26-30 years
-.2332
31-35 years
-.3102*
more than 40 years
-.3438
less than 21 years
.2379
21-25 years
.0993
26-30 years
.1105
31-35 years
.0336
36-40 years
.3438

Std. Error
.05065
.06315
.08 133
.12613
.15812

.05065
.06190
.08036
.12551
.15763
.06315
.06190
.08877
.13 106
.16208
.08133
.08036
.08877
.14072
.16999
.12613
.12551
.13106
.14072
.19542
.15812
.15763
.16208
.16999
.19542

The mean difference is significant at the .05 level.
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Sig.
.006
.044
.012
.402
.133
.006
.856
.414
.052
.529
.044
.856
.386
.076
.496
.012
.414
.386
.028
.844
.402
.052
.076
.028
.079
.133
.529
.496
.844
.079

95% Confidence
Interval
Lower
Upper
Bound
Bound
-.2382
-.0391
-.2515
-.0033
-.3642
-.0445
-.1421
.3537
.0729
-.5487
.0391
.2382
.1329
-.11 OS
.0922
-.2237
-.0023
.49 11
-.4092
.2105
.0033
.2515
-.1329
.1105
-.2515
.0975
-.0244
.4908
-.4291
.2081
.0445
.3642
-.0922
.2237
-.0975
.25 15
.5868
.0336
-.3677
.3006
-.3537
.1421
.0023
-.4911
-.4908
.0244
-.5868
-.0336
-.7279
.0404
-.0729
.5487
-.2105
.4092
-.2081
.4291
-.3006
.3677
-.0404
.7279

Hypothesis 10
H0 lO: There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by education levels.
HalO: There is a significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by education levels.

According to Table 5.17, the analysis of variance shows the significant value of
.014, which is less than .05 (.014 < .05). Therefore, the null hypothesis was rejected. It
means that there is a difference of the customers' expectations of C.H.A.M.P.S. of KFC
Restaurants in Bangkok when segmented by educational levels at the .05 significant
level. Moreover, the result of multiple comparison tables (LSDJ indicates that the
significant value of educational level between high school and Bachelor's degree is
.008, which is less than .05. It means that there is difference in expectations between
the customers who have high school and Bachelor's degree educational levels.
Furthermore, the significant value of education between certificate1diploma and others
is .038, which is less than .05. So, there is difference in expectations between the
customers who have certificate1diploma and others educational levels. In addition, the
significant value of education between Bachelor's degree and others is .010, which is
less than .05. So again, there is difference in expectations between the customers who
have Bachelor's degree and others educational levels.
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Table 5.17: The analysis of the difference in customers' expectation of C.HAM.P.S. at
KFC Restaurants when segmented by educational levels using ANOVA
ANOVA

(E) Total

Between Groups
Within Groups

Sum of
Squares
2.390
79.598

Total

81.989

Mean
Square
.598
.190

df
4
420
424

Sig,
.014

F
3.153

Multiple Comparisons
Dependent Variable: (E) Total
LSD

-.1427
-.1763*
-.1549
.0990
.1427
-.0336
-.0122
.2417'1'.1763*
.0336
.0214
.2753*
.1549
.0122
-.0214

Std. Error
.08200
.06641
.11486
.11935
.08200
.06085
.11173
.11635
.06641
.06085
.10085
.10594
.11486
.1I173
.10085

Sig.
.082
.008
.178
.407
.082
.581
.913
.038
.008
.581
.832
.010
.178
.913
.832

95% Confidence
Interval
Lower
Upper
Bound Bound
-.3039
.0184
-.0458
-.3069
-.3807
.0708
-.1356
.3336
-.0184
.3039
-.1532
.0860
-.23 18
.2074
.0130
.4704
.0458
.3069
-.0860
.1532
-.1769
.2196
.0671
.4835
-.0708
.3807
-.2074
.2318
-.2196
.1769

.2539

.14144

.073

-.0241

.5320

-.0990
-.2417'1'-.2753*
-.2539

.11935
.11635
.10594
.14144

.407
.038
.010
.073

-.3336
-.4704
-.4835
-.5320

.1356
-.0130
-.0671
.0241

~

Mean
Difference
(I) Education Level

(J) Education Level

High School

Certificate/diploma
Bachelor's degree
Master's degree or higher
Other
High School
Bachelor's degree
Master's degree or higher
Other
High School
Certificate/diploma
Master's degree or higher
Other
High School
Certificate/diploma
Bachelor's degree
Other
,,~...

Certificate/diploma

Bachelor's degree

Master's degree or
higher

Other

(1-J)

~

High School
Certificate/diploma
Bachelor's degree
Master's degree or higher

*.The mean difference is significant at the .05 level.
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Hypothesis 11
Holl: There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by occupation.
Hall: There is a significant difference of the customers'

expectations of

C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by occupation.

According to Table 5 .18, the analysis of variance shows the significant value of
.003, which is less than .05 (.003<.05). Therefore, the null hypothesis was rejected. It
means that there is a difference of the customers' expectations of C.H.A.M.P.S. of KFC
Restaurants in Bangkok when segmented by occupation at the .05 significant levels.
Moreover, the result of multiple comparison tables <LSDJ indicates that the significant
value of occupation among student and business employee, government employees and
others are .005, .007, and .006, respectively which is less than .05. It means that there
are differences in expectations between the customers who are students and business
employees, students and government employees as well as students and others.
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Table 5.18: The analysis of the difference in customers' expectation of C.H.A.M.P.S. at
KFC Restaurants when segmented by occupation using ANOVA
ANOVA
(E) Total

Sum of
Squares
Between Groups
Within Groups
Total

Mean
Square
.698

df
5

3.492
78.496
81.989

419
424

Si2.
.003

F
3.728

.187

Multiple Comparisons
Dependent Variable: (E) Total
LSD

(I)
Occupation
Student

Business
employee

Government
employee

Self-employed

Housewife

Others

*.

Mean
Difference
(J) Occupation
Business employee
Government employee
Self-employed
Housewife
Others
Student
Government employee
Self-employed
Housewife
Others
Student
Business employee
Self-employed
Housewife
Others
Student
Business employee
Government employee
Housewife
Others
Student
Business employee
Government employee
Self-employed
Others
Student
Business employee
Government employee
Self-employed
Housewife

(I-J)

-.133 1*
-.2822*
-.1081
-.1317
-.3288*
.1331*
-.1491
.0250
.00 14
-.1958
.2822*
.1491
.1740
.1505
-.0467
.1081
-.0250
-.1740
-.0235
-.2207
.1317
-.0014
-.1505
.0235
-.1972
.3288*
.1958
.0467
.2207
.1972

The mean difference is significant at the .05 level.
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Std. Error
.04738
.10337
.09121
.15570
.11919
.04738
.10620
.09441
.15760
.12166
.10337
.10620
.13173
.18242
.15245
.09121
.09441
.13173
.17582
.14448
.15570
.15760
.18242
.17582
.19183
.11919
.12166
.15245
.14448
.19183

Sig.
.005
.007
.236
.398
.006
.005
.161
.792
.993
.108
.007
.161
.187
.410
.760
.236
.792
.187
.894
.127
.398
.993
.410
.894
.305
.006
.108
.760
.127
.305

95% Confidence
Interval
Upper
Lower
Bound
Bound
-.0400
-.2262
-.4854
-.0790
~.2874
.071 1
-.4377
.1744
-.0946
-.5631
.0400
.2262
.0597
-.3578
-.1606
.2105
-.3084
.3112
-.4349
.0434
.4854
.0790
-.0597
.3578
-.0849
.4330
-.2081
.509 1
-.3463
.2530
-.0711
.2874
-.2105
.1606
-.4330
.0849
.3221
-.3691
-.5047
.0633
-.1744
.4377
-.3112
.3084
-.5091
.2081
-.3221
'. 3691
-.5742
.1799
.0946
.563 1
-.0434
.4349
-.2530
.3463
-.0633
.5047
-.1799
.5742

Hypothesis 12

H0 12: There is no significant difference of the customers' expectations of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by income levels.
Ha12: There is a significant difference of the customers'

expectations of

C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by income levels.

According to Table 5.19, the analysis of variance shows the significant value of
.003, which is less than .05 (.003<.05). Therefore, the null hypothesis was rejected. It
means that there is a difference in customers' expectations of C.H.A.M.P.S. of KFC
Restaurants in Bangkok when segmented by income levels at the .05 significant level.
Moreover, the result of multiple comparison tables cLSDJ indicates that the significant
value of income level among less than 5,000 Baht per month and 5,000-10,000 and
10,001-20,000 Baht per month are .037 and .000, respectively which is less than .05. It
means that there are differences in expectations between the customers who have
income levels at less than 5,000 Baht per month and 5,001-10,000 Baht per month as
well as less than 5,000 Baht per month and 10,001-20,000 Baht per month.
Furthermore, the significant of income level between 5,001-10,000 and 10,001-20,000
Baht per month is .026, which is less than .05. So, there is difference in expectation
between the customers who have income levels of Baht 5,001-10,000 and those who
earn 10,001-20,000 Baht per month.
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Table 5.19: The analysis of the difference in customers' expectation of C.H.A.M.P.S. at
KFC Restaurants when segmented by income levels using ANOVA
ANOVA
(E) Total

Between Groups
Within Groups
Total

Sum of
Squares
3.368
78.620
81.989

df

5
419
424

Mean
Square
.674
.188

F
3.590

Si_g.
.003

Multiple Comparisons
Dependent Variable: (E) Total
LSD

(I) Income
per Month
less than
5,000

5,001-10,000

10,00 l -20,000

20,001 -30,000

30,001-40,000

more than
40,000

*.

(J) Income per
Month
5,001-10,000
10,001-20,000
20,001-30,000
30,001-40,000
more than 40,000
less than 5,000
10,001-20,000

20,001-30,000
30,001-40,000
more than 40,000
less than 5,000
5,001-10,000
20,00 l-30,000
30,001-40,000
more than 40,000
less than 5,000
5,001-10,000
I 0,001-20,000
30,001-40,000
more than 40,000
less than 5,000
5,001- 10,000
I 0,001-20,000
20,001-30,000
more than 40,000
less than 5,000
5,001- 10,000
( 0,001-20,000
20,001-30,000
30,001 -40,000

Mean
Difference
(I-J)
-.
\ , 1002*
~; -.2422*
-.1331
-.3991
-.1213
.1002*
-.1 420*
-.0329
-.2988
-.0211
.2422*
.1420*
.1091
-. 1569
.1209
.133 1
.0329
fl.:; ,_ -.1091
-.2660
I•
.0118
.3991
.2988
. 1569
.2660
.2778
. 1213
.0211
-.1209
-.011 8
-.2778

The mean difference is significant at the .05 level.
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Std. Error
.04793
.06262
.11657
.21906
.12929
.04793
.06373
.1 1716
.21938
.12983
.06262
.06373
. 12390
.22305
.13594
.11657
.1 1716
.12390
.24376
.16777
.21906
.21938
.22305
.24376
.25009
.12929
. 12983
. 13594
. 16777
.25009

Sig.
.037
.000
.254
.069
.349
.037
.026
.779
.174
.871
.000
.026
.379
.482
.374
.254
.779
.379
.276
.944
.069
.174
.482
.276
.267
.349
.87 1
.374
.944
.267

95% Confidence
Interval
Lower
Upper
Bound
Bound
-.1944
-.0060
-.3653
-.1 191
-.3622
.0960
-.8297
.0315
-.3754
.1328
.0060
.1 944
-.2672
-.0167
-.2632
.1974
-.7301
.1324
-.2763
.2341
.1191
.3653
.0167
.2672
-.1345
.3526
-.5953
.28 16
-.1463
.3881
-.0960
.3622
-.1974
.2632
-.3526
.1345
-.7451
.2132
-.3180
.3416
-.0315
.8297
-.1 324
.7301
-.2816
.5953
-.2132
.7451
-.2138
.7694
-.1 328
.3754
-.2341
.2763
.1 463
-.3881
-.3416
.3 180
-. 7694
.2138

Hypothesis 13
Hol3: There is no significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants m Bangkok when
segmented by gender.
Ha13: There is a significant difference of the customers' perceptions of C.H.A.M.P.S.
of the three selected KFC Restaurants in Bangkok when segmented by gender.

Table 5.20: The analysis of the difference in customers' perception of C.H.A.M.P.S. at
KFC Restaurants when segmented by gender using the independent t-test
Group Statistics

(P) Total

N

Gender
Male
Female

Mean
4.0411
4.2 198

139
286

I

Std.
Deviation
.55857
.5 12 13

Std. Error
Mean
.04738
.03028

Independe nt Samples Test
Leven e's
T est for
Equality of
Variances

t-test for E ualit of Means
95%
Confidence
Interval of the
Difference

(P)

Total

Equal
variances
assumed
Equal
variances not
assumed

F

Si .

I. I

.297

df

Sig.
2-tailed

Mean
Difference

Std. Error
Difference

Lower

-3 .3

423

.001

-.1788

.05456

-.2860

-.07 152

-3.2

253

.002

-.1788

.05623

-.2895

-.06804

According to Table 5.20, the t-test for independent sample analysis shows the
significant value of .001 and .002, which is less than .05 (.001 <.002<.05). Therefore,
the null hypothesis was rejected. It means that there is a difference of the customers'
perception of C.H.A.M.P.S. of selected KFC Restaurants in Bangkok when segmented
by gender at the .05 significant level.
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Hypothesis 14
H0 14: There is no significant difference of the customers' perceptions of C.H.A.M.P.S.
of the three selected KFC Restaurants in Bangkok when segmented by age
levels.
Ha14: There is a significant difference of the customers' perceptions of C.H.A.M.P.S.
of the three selected KFC Restaurants in Bangkok when segmented by age
levels.

Table 5.21: The analysis of the difference in customers' perception of C.H.A.M.P.S. at
KFC Restaurants when segmented by age levels using ANOVA
ANOVA

,,..A

(P) Total

Between Groups
Within Groups
Total .,

Sum of
Squares
1.243
119.550
120.794

Mean
Square
.249
.285

df
5
419
424

-;,

F
.872

Sig.
.500

-

~~

\

According to Table 5.21, analysis of va1iance table shows the significant value
of .500, which is more than .05(.500>.05). Therefore, the null hypothesis was accepted.
It means that there is no difference between customers' perception on C.H.A.M.P.S. at
selected KFC Restaurants in Bangkok when segmented by age levels at the .05
significant level.
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Hypothesis 15

Ho15: There is no significant difference ofthe customers' perceptions ofC.H.A.M.P.S.
of the three selected KFC Restaurants in Bangkok when segmented by
education levels.
Hal5: There is a significant difference of the customers' perceptions of C.H.A.M.P.S.
of the three selected KFC Restaurants in Bangkok when segmented by
education levels.

Table 5.22: The analysis of the difference in customers' perception of C.H.A.M.P.S. at
KFC Restaurants when segmented by educational levels using ANOVA

According to Table 5.22, analysis of variance table shows the significant value
of .150, which is more than .05 (.150>.05). Therefore, the null hypothesis was
accepted. It means that there is no difference between customers' perception on
C.H.A.M.P.S. at selected KFC Restaurants in Bangkok when segmented by educational
levels at the .05 significant level.
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Hypothesis 16

H0 l6: There is no significant difference of the customers' perceptions of
C.H.A.M.P.S. of the three selected KFC Restaurants in Bangkok when
segmented by occupation.

Ha16: There is a significant difference of the customers' perceptions of C.H.A.M.P.S.
of the three selected KFC Restaurants in Bangkok when segmented by
occupation.

Table 5.23: The analysis of the difference in customers' perception of C.H.A.M.P.S. at
KFC Restaurants when segmented by occupation using ANOVA
ANOVA

(P) Total

Between Groups
Within Groups
Total

~

Sum of
Squares
1.727
11 9.067
120.794

df
5
419

Mean
Square
.345
.284

'

F
1.215

Sig.
.301

, I~
1:::.

I~

424

-

According to Table 5.23, analysis of variance table shows the significant value
of .301, which is more than .05 (.301 >. 05). Therefore, the null hypothesis was
accepted. It means that there is no difference between customers ' perception on
C.H.A.M.P.S. at selected K.FC Restaurants in Bangkok when segmented by occupation
at the .05 significant level.
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Hypothesis 17
H 0 17: There is no significant difference of the customers' perceptions of C.H.A.M.P.S.

of the three selected KFC Restaurants in Bangkok when segmented by income
levels.
Hal 7: There is a significant difference of the customers' perceptions of C.H.A.M.P.S.

of the three selected KFC Restaurants in Bangkok when segmented by income
levels.

Table 5.24: The analysis of the difference in customers' perception of C.H.A.M.P.S. at
KFC Restaurants when segmented by income levels using ANOVA
ANOVA

(P) Total

Between Groups
Within Groups
Total

Sum of
Squares
2.737
118.057
120.794

df
5
419
424

Mean
Square
.547
.282

F
1.943

Sig.
.086
=:::i

-

~

According to Table 5.24, analysis of variance table shows the significant value
of .086, which is more than .05 (.086>.05). Therefore, the null hypothesis was
accepted. It means that there is no difference between customers' perception on
C.H.A.M.P.S. at selected KFC Restaurants in Bangkok when segmented by income

levels at the .05 significant level
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5.4 Summary of hypothesis testing result
Table 5 .25: Summary of hypothesis testing Result (Paired Sample t-test)

Hypothesis
Hypothesis 1
Hypothesis 2
Hypothesis 3
Hypothesis 4
Hypothesis 5
Hypothesis 6
Hypothesis 7

Statistics
Technique
Paired Sample
· t-test
Paired Sample
t-test
Paired Sample
t-test
Paired Sample
t-test
Paired Sample
t-test
Paired Sample
t-test
Paired Sample
t-test

Mean Score

Significant
Value (2-tailed)

Result

0.1191

0.000

Rejected Ho

0.0859

0.010

Rejected Ho

0.1318

0.000

Rejected Ho

0.1306

0.000

Rejected Ho

0.716

Accepted Ho

0.2041

0.000

Rejected Ho

0.1494

0.000

0.0129

-

-~

Rejected Ho

Table 5.26: Summary of hypothesis testing Result (Independent t-test and ANO VA>

Hypothesis
Hypothesis 8

Statistics
Technique
Independent
t-test

F Value

Significant
Value (2-tailed)

Result

0.182

0.040

Rejected Ho

0.014

Rejected Ho

0.014

Rejected Ho

Hypothesis 9

ANOVA

2.899

Hypothesis 10

ANOVA

3.153

Hypothesis 11

ANOVA

3.728

Hypothesis 12

ANOVA

3.590

0.003

Rejected Ho

Hypothesis 13

Independent
t-test

1.101

0 .001

Rejected Ho

Hypothesis 14

ANOVA

0.872

0.500

Accepted Ho

Hypothesis 15

ANOVA

1.697

0.150

Accepted Ho

Hypothesis 16

ANOVA

1.215

0.301

Accepted Ho

Hypothesis 17

ANOVA

1.943

0.086

Accepted Ho

,.

0.003

:!

Rejected Ho

~

110

CHAPTER VI
CONCLUSION AND RECOMMENDATION

This chapter is composed of four sections. The first section is a summary of the
findings of research question and hypotheses. The second part is the conclusion of the
study. The third part is the recommendation provided for the company and the last
section offers suggestion for future research.

6.1 Summary of the findings
This research was conducted with the aim of studying the level of customer
satisfaction with KFC Restaurants in Bangkok. According to Chapter 1, there are three
main research questions in this study. The summaries of the findings based on each
research questions are as follows:

Research Question I: What is the level of the customer satisfaction with
KFC Restaurants in Bangkok?
According to table 5.6, it shows the expectation of customers toward KFC
Restaurants including factors such as cleanliness, hospitality, accuracy, maintenance,
product, and speed of service. The result of the research indicates that the highest mean
score of expectation is product (4.4629) followed in descending order by hospitality,
accuracy, cleanliness and speed of service while maintenance ranks the lowest
(4.0006). It indicates that respondents have a high expectation of the quality of KFC
products while they have a low expectation of the maintenance.
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Like Table 5.6, the perception of customers toward KFC Restaurants including
cleanliness, hospitality, accuracy, maintenance, product, and speed of service in Table
5. 7 indicates the same result that the highest mean score of perception is product
(4.2588) followed in descending order by hospitality, accuracy, cleanliness and speed
of service. The lowest mean score of perception is maintenance (3.9876). It indicates
that respondents have a high perception of the quality of KFC products while they have
a low perception of the maintenance. It can be concluded that the quality of product
plays a major role in customer satisfaction. This can be supported by the study of
Boobpa (1998) on the perception of the consumers who eat fast food in the fast food
shop in Muang district, Chiang Mai province. The researcher found that consumers
perceived the taste as the most influential factor in their selection of fast food.
According to Table 5.8, the data showed that the average mean of the
expectation on the service of KFC Restaurant was 4.2805 while the average mean of
the perception on the service of KFC Restaurant was 4.16J4. The result also shows that
significant value is .000, which is less than the set criteria (.05). Therefore, the null
hypothesis is rejected.

According to the Disconfinnation of Expectation Model

Patterson (1993), this model shows that satisfaction is related to the variation between
a customer's pre-purchase expectations (or other comparison standard such as desire or
wants) and perceptions of service performance. When expectation is more than
perception (E > P), it creates dissatisfaction. Hence, it can be concluded that the
customers are slightly dissatisfied with KFC Restaurants.

112

Research Question II: What is the level of customer satisfaction with KFC
Restaurants in Bangkok in terms of cleanliness, hospitality, accuracy,
maintenance, product, and speed of service?
According to Table 5.25, it indicates that all significant values of cleanliness,
hospitality, accuracy, product, and speed of service are less than the set criteria (0.05).
Therefore, the null hypothesis is rejected. In addition, the mean score of expectation is
greater than perception in cleanliness, hospitality, accuracy, product, and speed of
service. Referring to the Disconfirmation of Expectation Model, it can be concluded
that the customers are not satisfied with KFC Restaurant in terms of all five factors i.e.
cleanliness, hospitality, accuracy, product, and speed of service.
In contrast, the significant value of maintenance is 0.716, which is greater than
the set criteria (0.05). Therefore, the findings show no difference between expectation
and perception in maintenance. Hence, according to the Disconfirmation of
Expectation Model, it can be concluded that the customers are only satisfied with the
service of KFC Restaurant in tem1 of maintenance.

Research

Question III:

What is the

relationship of customers'

demographic factors and their expectation and perception?

'

The result of this study shows that most of respondents are female (67.3%)
aged less than 25 years (69.6%). The majority of respondent completed Bachelor' s
degree (64.2%). Most of the respondents are student (53.4%) and have a monthly
income of less than 5,000 Baht (40.9%).
According to Table 5.26, the summary of hypothesis testing indicates that there
is no difference in perception when segmented by age levels, educational levels,
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occupation, and income levels. Since the significant value of those is greater than the
set criteria (0.05), the null hypothesis is accepted.
On the other hand, the result indicates that there is a

diff~_rence

"'-·

in expectation

.

when segmented by gender, age levels, educational levels, occupation, and income
levels and there is a difference in perception when segmented by gender. The
significant value of those is less than the set criteria (0.05), therefore; the null
hypothesis is rejected. Based on multiple comparisons table cLSD), the differences
among each variable are as follows:
Females have higher expectation and perception toward KFC Restaurants
than males do.
There are differences m expectations between the customers with the
different age range. The customers with the age of 21-25 years, 26-30 years,
and 31-35 years have different expectation comparing to those customers
aged less than 21 years. The customers with the age of 21-25 years have
higher expectation than those customers aged of less than 21 years. The
customers with the age of 26-30 years and 31-35 also have higher
expectation than those customers aged of less than 21 years. The findings
also indicate that the customers with the age of 31-35 years also have higher
expectation than those customers aged 36-40 years.
There are differences in expectations between the customers when
classified by educational levels. The customers who have high school
graduate have lower expectation than the customers who have Bachelor's
degree do. The customers who have certificatetdiploma have higher
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expectation than the customers who have other educational levels do. The
customers who have Bachelor's degree diploma also have higher
expectation than the customers who have other educational levels do.
There are differences in expectations among the customers when classified
by occupation. The customers who are students have different expectation
comparing to those customers who are business employees, government
employees and others respectively. The customers who have others
occupations have higher expectations than those customers who are
students do. The customers who are students have lower expectations than
those who are government employee and business employee do.
There are differences in expectation among the customers who have
different income levels. The customers who have income levels at 10,00120,000 Baht per month have higher expectations than those customers who
have income less than 5,000 Baht per month do. The customers who have
income levels at 5,001-10,000 Baht per month also have higher
expectations than those customers who have income less than 5,000 Baht
per month do. The findings also reveal that the customers who have income
levels at 5,001-10,000 per month have lower expectation than those
customers who have income levels at I 0,001-20,000 Baht per month do.
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6.2 Conclusion
The purpose of this research is to study customer satisfaction with KFC
Restaurants in Bangkok. The research measures the difference between customer
expectation and perception of KFC Restaurants in terms of cleanliness, hospitality,
accuracy, maintenance, product, and speed of service (C.H.A.M.P.S.) in order to know
customer satisfaction and understand service quality problems. This study found that
there is a difference between customer expectation and perception of KFC Restaurants.
The research also shows the same results that there is a difference betweeµ customer
expectation and perception with KFC Restaurants when segmented

~X-~l~!!n.liness,

hospitality, accuracy, product, and speed of service. Surprisingly, maintenance is only
factor that indicates no difference between customer expectation and perception. This
is because most customers focus on products and services rather than tables, ·seats, or
lights, data of which is shown in Table 5.6 and 5.7. The maintenance mean score
received the lowest in both expectation and perception. In conclusion, it indicates that
the actual perfo1mance of KFC Restaurants does not match customers ' expectation.
Therefore, customers are not satisfied with the overall service of KFC Restaurants.
Moreover, the results showed a difference in both customers' expectation and
perception when segmented by gender. Femal<Y indicates higher expectation and
perception than male does. This might be because females are more sensitive to food
rather than males. This can be supported by the study of Rungrudee (1996) on the
relationship of the adoption process of frozen food consumption with the marketing
communication factors, using a sample of three hundred and ninety-four Bangkokians.
The researcher found that males are more accepting of food consumption than females,
since male are less selective of food than females. The finding also show a difference
in customers' expectation when segmented by age level, educational level, occupation,
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and income level. It may be caused by the difference experience of each customer. The
customers who are older will have more experience in their lives, as same as the
customers who have higher education therefore they have higher expectations than
those customers who are younger and have lower education.
In contrast, the research indicates that the customers' perception when
segmented by age level, educational level, occupation, and income level are similar.
This may be because the KFC staffs always treat their customers equally hence, the
customers can not feel the difference.
In addition, the results from this research showed that the product is the most
important factor when customers choose to eat at KFC Restaurants followed in
descending order by hospitality, accuracy, cleanliness, speed of service, and
maintenance. Since it is known that KFC is the chicken expert, therefore when
customers think of KFC they will think of KFC chicken product immediately.
However, the mean score of other factors are also high and indicate small gaps from
products. The reason is that presently customers demand not only a good product but
also a good service experience.

*

6.3 Recommendation

At present, fast food industry shows very high competition as well as customers
have higher expectation as compared to previous years. Fast food companies are
required to develop their performance in every category to be able to survive in such a
strong competitive environment. From this research, although, the results showed small
difference between customer expectation and perception, KFC Restaurants still need
the improvement in order to close this gap as much as possible or make it a zero
defects. The researcher who was asked to do this study by Yum Restaurants
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International {Thailand) Co.,Ltd. recommends that KFC Restaurants improve their
operation by looking at each factor as follows:
•

Cleanliness: KFC staffs should clean tables and trays more quickly

especially during peak hours. In terms of construction, the company should
consider the materials to be used for each purpose. They should be suitable
for heavy use and easy to clean. In addition, KFC staffs should be
appropriately trained in all cleaning processes and on how to maintain the
store cleanliness. All equipment and chemical used must be approved by
quality control department to ensure the quality safety and suitability.
•

Hospitality: The company especially at store level should recruit all crew

members carefully in the recruitment process. The staff they select should
possess good personality who is service-minded, friendly and willing to
work with all kind of people. In addition, the company should provide
continuous

training program on

service

improvement, personality

development to enable them to provide the proper service to the customer.
The consistency of service is very crucial, team manager must reinforce and
encourage all staff to practice at all time.
•

Accuracy:

In terms of product availability, the store should be able to

forecast the sales volume for each period during peak hour or normal hour
so all products can be prepared properly. KFC staffs should be well trained
on product varieties so they can arrange all orders correctly. The other
training program is equipment technology for food preparation and
accounting propose which will help staff to manage order faster. Moreover,
the cash machine should not be too complicated to operate, simple to use,
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and can accommodate different types of orders and compute each
accurately.
•

Maintenance:

At present, fast food restaurant is not only a place for

customer to have meal and leave but also a place for them to enjoy and have
some activities with their family and friends or even a place to celebrate
their special occasions. Therefore, the restaurants should have warm and
friendly environments like their home. All equipment, utensils, tables and
chairs should always be well maintained. The improvement of all
equipment to be more friendly user should be part of maintenance plan.
•

Product: The company should enhance the standard of products by

improving the cooking process in terms of equipment and staff knowledge
New equipment with high technology should be applied and staff should be
well educated about product knowledge and procedure.

Moreover, the

product, both fresh and dry, should be properly controlled such as freshness
and cleanliness by quality control. Furthermore, the Quality control
department should research further on how to make better quality and easy
implementation, which will ease the operation process and produce quality
results. In addition, variety of menu is also important in order to satisfy
customers. Therefore, the research and development depattment should
always create new menu to market.
•

Speed of service: The company should always focus on operational skill

development of staff as it is believed that if you are expert you can do it
faster.

Training program and competition program among staff are the

ways to develop the skill. Moreover, high technology and equipment also
helps to increase speed of service.
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However, the company should enhance their operation standard by improving
all factors simultaneously. In addition, KFC staffs are very important in order to
enhance the operation standard. So the company should recognize staff who
performance company standard a reward or incentives as well.

6.4 Suggestions for further research

As this research was conducted in Bangkok area only, further research
should extend to other provinces. This is because the respondents living in
different environments and having different profiles may have difference
expectations and perceptions.
As this research focused only on C.H.A.M.P.S., further research should
investigate on other aspects such as promotion, location, etc.
This research covered only the customers who are having their meals within
KFC Restaurants. Because the home delivery service plays an important
role in fast food business at present, further research should measure the
customer satisfaction of respondents who use home delivery service.
As this research indicated that there is a significant difference in customer
expectation when segmented by demographic factors, further research
might focus on how the differences in demographic profiles of customers
relate to their expectations.
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To Whom it May Concern

This is to certify that we. Tricon Restaurants International (Thailand) Co .. Ltd. granted the permission
to Miss Pimpawat Kamolsiri in distributing her questionnaires in all KFC restaurants in Bangkok for
education purpose.

!n this regard, Miss Pimpawat was forma!ly allowed to make contact with all our customers in order to
acquire necessary information she might seek for. The Company also agreed to furnish with
Company Profile and other required dOC!Jments.

-

This permission was aimed to support her thesis in the topic of " Customer Satisfaction towards KFC
~wants

in Bangkok " only.

( Sran Smutkochorn )
Senior Director. KFC Brand & Finance

,.
TACO
BELk

::>N International (Thailand) Co., Ltd. 140 one Pacific Place Bldg.• Ground Floor and Meuanine. Su1<hum111t Road. Klongtoey. 8ang1<ott 10110. Thailand. Tel. (662) 653-2900 Fax. (662) 65.1-2877

QUESTIONNAIRE

This questionnaire is designed to obtain information about "The Satisfaction of
customer toward KFC Restaurants in Bangkok". As part of the data collection for MBA thesis,
Assumption University, I would much appreciate your answering this questionnaire. I assure
you that all information will be held in the strictest confidence.
Branch _ __ __

Part I Demographic Profile

1) Gender

1.

Male

2. Female

2) Age
1.

Upto 20 years

2. 21-25 years old

3. 26-30 years old
4.

31-35 years old

~~\'J ERS/J)~
()~

5. 36-40 years old
6. Over 40 years old
3)

Educational Level

1.

High School

2.

Diploma Certificate

~
1='

-

3. Bachelor Degree

r-

4. Master Degree and above

~

5. Others

4) Occupation

~

1. Student
2. Company Officer
3. Government employee
4. Self-employed
5. House-wife

6. Others

~

~,..,fl1a1r~ai\\I

5) Income Level

1. Upto 5,000 baht per month
2.

ol

*
~@

5,001-10,000 baht per month

3. 10,001-20,000 baht per month
4. 20,001-30,000 baht per month
5.

30,001-40,000 baht month

6.

Over 40,000 baht per month

Part II

•

Based on your experiences as a customer of KFC Restaurants in Bangkok, please
indicate the extent to which you think such a KFC Restaurant would possess the feature

described by each statement.

1 = Strongly Disagree

2 =Disagree

3 =Normal

4 =Agree

5=

Strongly Agree

1
Cleanliness
6. Lobby and entryway floors, walls, and glass will be clean and free of
dirt and fingerprints.
7. Counter and self.service areas will be clean, uncluttered and well
stocked.
8. Tables and seats will be well maintained, free of dirt, trash, and stains.
9. All utensils will be clean.
10. KFC
smile.
11 . KFC
12. KFC
13. KFC

Hoseitalitl£
staffs will greet you with eye contact, a friendly comment, and a
staffs will focus on you attentively as an individual customer.
staffs will be consistently courteous with all customers.
staffs will be always willing to help customers.
Accuracl£

14.
15.
16.
17.

All items you ordered will be available for purchase.
You will receive the correct items and sizes as ordered at first time.
All items you ordered will be billed for the correct amount.
If you receive chanae, it will be correct.
Maintenance

18. KFC restaurants will have modern looking equipment.
19. KFC restaurants will properly decorate tables and seats.
20. Menu boards and menus will look fresh and not torn, faded or
smudaed.
21. Tables and seats will be in aood repair.
Product
22.
23.
24.
25.

Chicken will be still hot and crispy when received.
Drink, buraer and french·fries will have appropriate temperature.
All KFC products will be fresh.
KFC products will have no food contamination. ~I~~
Seeed of service

26. You will Qet your order quickly.
27. KFC staffs will give prompt service to customers.
28. KFC staffs will clean table when customers finish their meals quickly.
29. If the food is not in stock, the waiter will accelerate the order within a
few minutes.

2

3

4

5

•

The following set of statements relate to your feelings about the KFC Restaurant you
have just eaten at. For each statement, please show the extent to which you believe the
KFC Restaurant has the feature described by each statement.

1 = Strongly Disagree

2 =Disagree

3 =Normal

4 =Agree

5=

Strongly Agree

1

2

3

4

Cleanliness
30. Lobby and entryway floors, walls, and glass are clean and free of
dirt and fingerprints.
31. Counter and self-service areas are clean , uncluttered and well
stocked.
32. Tables and seats are well maintained, free of dirt, trash, and stains.
33. All utensils are clean.
Hoseitalitll
34. KFC
smile.
35. KFC
36. KFC
37. KFC

staffs greeted you with eye contact, a friendly comment, and a
staffs focused on you attentively as an individual customer.
staffs are consistently courteous with all customers.
staffs are always willing to help customers.
Accuracll

38. All items vou ordered were available for purchase.
39. You received the correct items and sizes as ordered at first time.
40. All items vou ordered were billed for the correct amount.
41 . If you receive change, it was correct.
Maintenance
42. KFC restaurants have modern looking eouipment.
43. KFC restaurants properly decorate tables and seats.
44. Menu boards and menus look fresh and not torn, faded or smudged.
45. Tables and seats are in good repair.
Product
46. Chickens are still hot and crispy when received.
47. Drink, burger, french-fries, and side items have appropriate
temperature.
~<
,._
48 . All KFC products are fresh.
J07;.;-.~~
49. KFC products have no food contamination. ~~ll'f)]-hJ

°"

-

-

Seeed of service
50. You can get your order quickly.
51. KFC staffs give prompt service to customers.
52. KFC staffs can clean table when customers finish their meals
quickly.
53 . If the food is not in stock , the waiter accelerated the order within a
few minutes.

Thank you for the time you have spent in completing this questionnaire.
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•

Reliability of Expectation

Cleanliness

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

ECLEAN1

Lobby and entryway floors, walls, and gl

2.

ECLEAN2

Counter and self-service areas will be c

3.

ECLEAN3

Tables and seats will be well maintained

4.

ECLEAN4

All utensils will be clean.

Reliability Coefficients
N of Items= 4

N of Cases=
Alpha =

.8514

Hospitality

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

EHOSP1

KFC staffs will greet you with eye conta

2.

EHOSP2

KFC staffs will focus on you attentively

3.

EHOSP3

KFC staffs will be consistently courteou

4.

EHOSP4

KFC staffs will be always willing to hel

Reliability Coefficients
N of Cases=
Alpha=

.7722

30.0

N of Items= 4

*

~@

$~

Accuracy

R E L I A B l L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

EACCU1

All items you ordered will be available

2.

EACCU2

You will receive the correct items ands

3.

EACCU3

All items you ordered will be billed for

4.

EACCU4

If you receive change, it will be correc

Reliability Coefficients
N of Cases =
Alpha

=

30.0

N of Items= 4

.8445

Maintenance

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

EMAIN1

KFC restaurants will have modern looking

2.

EMAIN2

KFC restaurants will properly decorate t

3.

EMAIN3

Menu boards and menus will look fresh an

4.

EMAIN4

Tables and seats will be in good repair.

Reliability Coefficients
N of Cases=
Alpha=

.7853

30.0

*~
N of Items= 4

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

EPROD1

Chicken will be still hot and crispy whe

2.

EPROD2

Drink, burger, trench-fries, and side it

3.

EPROD3

All KFC products will be fresh.

4.

EPROD4

KFC products will have no food contamina

Reliability Coefficients
N of Cases =
Alpha =

N of Items = 4

30.0

.8656

Speed of service

R E L I A B I L I T Y A N A L Y S t S - S C A L E (A L P H A)

1.

ESPEED1

You will get your order quickly.

2.

ESPEED2

KFC staffs will give prompt service to c

3.

ESPEED3

KFC staffs will clean table when custome

4.

ESPEED4

If the food is not in stock, the waiter

Reliability Coefficients
N of Cases =
Alpha =

.6963

30.0

*
N of Items= 4

C.H.A.M.P.S.
RELIABILITY ANALYSIS - SCALE (ALPHA)

1.

ECLEAN1

Lobby and entryway floors, walls, and gl

2.

ECLEAN2

Counter and self-service areas will be c

3.

ECLEAN3

Tables and seats will be well maintained

4.

ECLEAN4

All utensils will be clean.

5.

EHOSP1

KFC staffs will greet you with eye conta

6.

EHOSP2

KFC staffs will focus on you attentively

7.

EHOSP3

KFC staffs will be consistently courteou

8.

EHOSP4

KFC staffs will be always willing to hel

9.

EACCU1

All items you ordered will be available

10.

EACCU2

You will receive the correct items ands

11.

EACCU3

All items you ordered will be billed for

12.

EACCU4

If you receive change, it will be correc

13.

EMAIN1

KFC restaurants will have modern looking

14.

EMAIN2

KFC restaurants will properly decorate t

15.

EMAIN3

Menu boards and menus will look fresh an

16.

EMA!N4

Tables and seats will be in good repair.

17.

EPROD1

Chicken will be still hot and crispy whe

18.

EPROD2

Drink, burger, trench-fries, and side it

19.

EPROD3

All KFC products will be fresh.

20.

EPROD4

KFC products will have no food contamina

21.

ESPEED1

You will get your order quickly.

22.

ESPEED2

KFC staffs will give prompt service to c

23.

ESPEED3

KFC staffs will clean table when custome

24.

ESPEED4

If the food is not in stock, the waiter

Reliability Coefficients
N of Cases=
Alpha=

.9314

30.0

N of Items = 24
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Reliability of perception

Cleanliness

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

PCLEAN1

Lobby and entryway floors, walls, and gl

2.

PCLEAN2

Counter and self-service areas are clean

3.

PCLEAN3

Tables and seats are well maintained, fr

4.

PCLEAN4

All utensils are clean.

Reliability Coefficients
N of Cases=
Alpha =

30.0

N of Items= 4

.9023

Hospitality

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

PHOSP1

KFC staffs greeted you with eye contact,

2.

PHOSP2

KFC staffs focused on you attentively as

3.

PHOSP3

KFC staffs are consistently courteous wi

4.

PHOSP4

KFC staffs are always willing to help cu

¥?
Reliability Coefficients
N of Cases=
Alpha

=

.8990

30.0

~o)
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N of Items= 4
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Accuracy

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

PACCU1

All items you ordered were available for

2.

PACCU2

You received the correct items and sizes

3.

PACCU3

All items you ordered were billed for th

4.

PACCU4

If you receive change, it was correct.

Reliability Coefficients
N of Cases =
Alpha=

N of Items= 4

30.0

.8109

Maintenance

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

PMAIN1

KFC restaurants have modern looking equi

2.

PMAIN2

KFC restaurants properly decorate table

3.

PMAIN3

Menu boards and menus look fresh and not

4.

PMAIN4

Tables and seats are in good repair.

Reliability Coefficients
N of Cases=
Alpha =

.8263

30.0

N of Items= 4

R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

PPROD1

Chickens are still hot and crispy when r

2.

PPROD2

Drink, burger, french-fries, and side it

3.

PPROD3

All KFC products are fresh.

4.

PPR004

KFC products have no food contamination.

Reliability Coefficients
N of Cases =
Alpha =

30.0

N of Items= 4

.8896

Speed of service

R E L I A B J L I T Y A N A L Y S I S - S C A L E (A L P H A)

1.

PSPEED1

You can get your order quickly.

2.

PSPEED2

KFC staffs give prompt service to custom

3.

PSPEED3

KFC staffs can clean table when customer

4.

PSPEED4

If the food is not in stock, the waiter

Reliability Coefficients
N of Cases =
Alpha=

.8523

30.0

*

~
N of Items= 4

C.H.A.M.P.S.

RELIABILITY ANALYSIS

-

S C A L E (A L P H A)

1.

PCLEAN1

Lobby and entryway floors, walls. and gl

2.

PCLEAN2

Counter and self-service areas are clean

3.

PCLEAN3

Tables and seats are well maintained, fr

4.

PCLEAN4

All utensils are clean.

5.

PHOSP1

KFC staffs greeted you with eye contact,

6.

PHOSP2

KFC staffs focused on you attentively as

7.

PHOSP3

KFC staffs are consistently courteous wi

8.

PHOSP4

KFC staffs are always willing to help cu

9.

PACCU1

All items you ordered were available for

10.

PACCU2

You received the correct items and sizes

11.

PACCU3

All items you ordered were billed for th

12.

PACCU4

If you receive change, it was correct.

13.

PMAIN1

KFC restaurants have modern looking equi

14.

PMAIN2

KFC restaurants properly decorate table

15.

PMAIN3

Menu boards and menus look fresh and not

16

PMAIN4

Tables and seats are in good repair.

17.

PPROD1

Chickens are still hot and crispy when r

18.

PPROD2

Drink, burger, french-fries, and side it

19.

PPROD3

All KFC products are fresh.

20.

PPROD4

KFC products have no food contamination.

21.

PSPEED1

You can get your order quickly.

22.

PSPEED2

KFC staffs give prompt service to custom

23.

PSPEED3

KFC staffs can clean table when customer

24.

PSPEED4

If the food is not in stock, the waiter

Reliability Coefficients
N of Cases ==
Alpha =

.9529

30.0

N of Items = 24

Yo~
~
.,,.

-

r-

l=-

~

*

~@

LIST OF KFC BRANCHES IN BANGKOK

No.

Name

Location

I

Amornphun

Bangkok

2

Imperial World Samrong

Bangkok

3

Future Park Bangkae

Bangkok

4

Dreamworld Amusement

Bangkok

5

Big C Rungsit <Save One)

Bangkok

6

Jusco Ratchada Kitchen

Bangkok

7

Future Park Rangsit

8

Fashion Island Ramindra

Bangkok

9

Fashion Island Kiosk

Bangkok

Banglumpoo Bangpho

Bangkok

lnt'l Airport Arrival

Bangkok

10

~_,

.....

Bangkok

j

11

12

-

~

2

Int'l Airpo1t Departure

Bangkok
-

~

13

Jusco Prachautis

Bangkok

14

Diamond Square Chokchai 4

Bangkok

15

The Emporium Sukhumvit

Bangkok

16

Jusco Pakkret

Bangkok
I

17

Jusco Sukhumvit 11

''-'

°'"'r,'!;'.

Bangkok

=~

18

Jusco Ratchada Satellite

Bangkok

19

F&B Talingchan

Bangkok

20

Hua Lam Phong <So

Bangkok

21

Jet Samutprakam <Express)

Bangkok

22

Infinite Paknam (S)

Bangkok

23

Lotus Minburi Satellite

Bangkok

24

Lotus Bangkae

Bangkok

25

Lotus Chaengwattana

Bangkok

26

Lotus Laksi

Bangkok

27

Dusit Zoo Satellite

Bangkok

28

Jusco Laksi Knock Down

Bangkok

29

International Airport Terminal Kiosk

Bangkok

30

Lotus Chonburi

Bangkok

31

Future Park Rungsit Satellite

Bangkok

32

Sukhumvit Na Na <Drive thru)

Bangkok

33

Lotus Bangna

Bangkok

34

Fortune Ratchadaphisek

Bangkok

35

International Airport Terminal 1 <K)

Bangkok

Esso Charansanitwong

36

1-\{o;::

Bangkok

13

"

37

Lotus Bangna Island Kiosk

Bangkok

Bangkapi

Bangkok

Banglumpoo

Bangkok

Food Lion Srinakarin

Bangkok

Jusco Minburi

Bangkok

42

Jusco Laksi Satellite

Bangkok

43

Imperial Ladprow

38

~

-.
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39
40
41

t/)

"/
/

-

L\.
1
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L

Bangkok

44

Jusco Bangbon

Bangkok

45

Jusco Wanghin

Bangkok

46

Daokanong Express

Bangkok

47

Lotus Prachacheam

Bangkok

48

Lotus Pitsanuloke

Bangkok

49

Lotus Rama II

Bangkok

...,

50

Lotus Rama4

Bangkok

51

Lotus Rattanathibeth

Bangkok

52

Lotus Ramintra Satellite

Bangkok
--·--

53

Lotus Sakapiban 1 Satellite

Bangkok

54

Laksi Plaza

Bangkok

55

Laksi Plaza Delco

Bangkok

56

Lotus Sukhumvit 50

Bangkok

57

Lotus Rama 3 Satellite

Bangkok

58

Lotus Theparak

Bangkok

59

The Mall 3

60

The Mall 5

Bangkok

61

The Mall 5 Kiosk

Bangkok

Mall 5 Satellite

Bangkok

The Mall 6

Bangkok

The Mall 6 Kiosk 1

Bangkok

Mall 6 Satellite

Bangkok

The Mall 7 Bangkae

Bangkok

67

MALL7

Bangkok

68

The Mall 7 Kiosk 1

62
63
64

·-

r;;.

,"-'..

~
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~

-= I.""'

Bangkok

-

~

L--

65
66
~

Bangkok

[
\

69

The Mall 8 Bangkapi

70

The Mall s Kiosk 1

Bangkok

71

Mall s Satellite

Bangkok

72

Multiplex Bangkae

Bangkok

73

Minburi Island Kiosk

Bangkok

74

Minburi Market (S)

Bangkok

75

Major Cineplex Pinklao

Bangkok

)~Jj~

Bangkok

76

Major Cineplex Ratchayothin

Bangkok

77

Major Cineplex Ramkamheang <S)

Bangkok

78

Major Cineplex Sukhumvit

Bangkok

79

Major Hollywood Pakkred

Bangkok

80

Makro Charansanitwong 3 7

Bangkok

81

Makro Ladprao CS)

Bangkok

82

Makro Satom

Bangkok

83

Market Plus

Bangkok

84

Major Rungsit Satellite

Bangkok

GRAPH OF RESPONDENT CHARACTERISTIC

Gender

Male

67%

1),

~~

~
::::»

~

31-35 years
8%

Age Categocy

-,....

~

36-40years
3%

More than 40
years
2%

~

Less than 21
years
33%

26-30 years
17%

21-25 years
37%

Education Level
Master's
degree or
h ig her

Others
4%

High School
Graduate or
lower
12%
Certificate/di
ploma
15%

5%

Bachelor's
degree
64%

,,.;;;,

Occupation

Q..

Government
employee

Self-employed

Others

~
.,,.

6%

3%

-

r-

l=-

~

4%
Student

Business
employee
31%

54%
Housewife

2%

ol~~'tO
'6\~

Monthly Income (Baht)
30,001-40,000
1%

More than
40,000

5,001-10,000
36%

20,001-30,000
4%

~\\

.s>

/.;;;,

Q..

=
ff)

~

Less than
5,000
40%

l 0,001-20,000
16%
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