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Abstract 
 

Considering appropriate measures of servicequality that are specifically 

related to the fast food sector in India, the theory of service quality has been 

refined by adding two new dimensions and six new variables to the established 

framework of the original SERVQUAL model comprising five broad 

dimensions to measure and explain service quality.The model of service 

quality comprising seven dimensions which has been developed and validated 

for the measurement of fast food retail service quality is used in the study to 

assess customer satisfaction. A survey approach was used to collect data from 

496 respondents in a metropolitan city in India. In this paper,the dominant 

service quality dimensions that influence customer satisfaction in the fast food 

sector are assessed and the most important dimensions of service quality that 

affect customer satisfaction are ascertained. The expectations and perceptions 

of customers for each item and dimension are found out and the gaps in 

delivering service quality are identified in order to ensure customer 

satisfaction.From the analysis it is found that, although gaps exist in the 

expected versus perceived level of service quality satisfaction, the customers 

are satisfied with the quality of service being delivered by the global fast food 

retailers who have their outlets in India. There are areas where efforts to 

improve should be focused as indicated by some of the gaps that exist.  
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INTRODUCTION 

A number of global fast-food restaurants having their operations in India cater to a 

wide range of taste-buds. According to an entry in Wikipedia, fast food is the term 

given to food that can be prepared and served very quickly. While any meal with low 

preparation time can be considered to be fast food, typically the term refers to food 

sold in a restaurant with preheated or precooked ingredients, and served to the 

customer in a packaged form for dining or for take-away.  

A food consumption trend in the major cities of India is that more consumers are 

eating more meals outside of their homes. Most of the growth in away-from-home 

eating has been in the fast food sector, which is an increasingly competitive industry. 

Franchising has become a popular vehicle for the fast food sector's growth. This 

sector also provides customers with high quality and efficient service. The outcome is 

the drastic change in consumer demands for purchase of fast foods along with the 

socio-economic, demographic and behavioural changes.  

The key strategy to retain the customer is to increase the service quality level. 

Parasuraman et al (1985, 1988) and Zeithaml et al (1990) noted that the key strategy 

for the success and survival of any business institution is the deliverance of quality 

services to customers and that the quality of services offered will determine customer 

satisfaction. 

 

 

OBJECTIVES OF THE STUDY 
The main objective of the study is to measure service quality of global food retailers 

in a major metropolitan city in India with various dimensions of the SERVQUAL 

model and additional two dimensions introduced in this study by finding out how 

applicable some dimensions of the modified SERVQUAL are in the context of fast 

food restaurants and empirically, describe how consumers perceive service quality 

and whether they are satisfied with the services offered by the restaurants in India. 

This study seeks to determine if the perceived quality of the services provided by the 

global fast food retailers to customers meets their expectations and what, if any, gaps 

exist between those perceptions and expectations. 

The specific objectives of the present study include the following:  

 To study the importance of service quality in the fast food industry and to assess 

its influence on customer satisfaction by describing service quality dimensions 

in the fast food industry that perhaps influence customer satisfaction. 

 To ascertain the modified SERVQUAL dimensions which contribute to 

customer satisfaction. 

 To assess the dominant service quality dimensions that influence customer 

satisfaction in the fast food sector by finding the most important dimensions of 

service quality that affect customer satisfaction. 

 To find out the expectations and perceptions of customers for each item and 

dimension. 

 To identify the gaps in delivering service quality in order to ensure customer 

satisfaction. 

 

http://en.wikipedia.org/wiki/Restaurant
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RESEARCH DESIGN / METHODOLOGY 
In the present study, a modified form of the SERVQUAL approach of Parasuraman et 

al., (1985, 1988 and 1994) was used for measuring service quality. The methodology 

includes an exploratory research design.  

SERVQUAL is a multi-item scale developed to assess customer perceptions of 

service quality in service and retail businesses (Parasuraman et. al., 1988). The scale 

decomposes the notion of service quality into five constructs as follows: 

 Tangibles - physical facilities, equipment, staff appearance, etc. 

 Reliability - ability to perform service dependably and accurately. 

 Responsiveness - willingness to help and respond to customer need. 

 Assurance - ability of staff to inspire confidence and trust. 

 Empathy - the extent to which caring individualized service is given. 

 

SERVQUAL represents service quality as the discrepancy between a customer's 

expectations for a service offering and the customer's perceptions of the service 

received, requiring respondents to answer questions about both their expectations and 

their perceptions (Parasuraman et. al., 1988). The use of perceived as opposed to 

actual service received makes the SERVQUAL measure an attitude measure that is 

related to, but not the same as, satisfaction (Parasuraman et. al., 1988). Parasuraman 

et al (1994) presented some revisions to the original SERVQUAL measure to remedy 

problems with high means and standard deviations found on some questions and to 

obtain a direct measure of the importance of each construct to the customer. 

Service quality measures currently available do not adequately capture customers’ 

perceptions of service quality of global fast food retailers in the Indian scenario.In 

addition to the five dimensions presented in the original SERVQUAL instrument, two 

more dimensions which are appropriate to the present study on Service Quality in the 

fast food sector, are also used. The additional two constructs introducedin the study 

are: 

 Recovery–Staff quickly apologize for mistakes / Staff are empowered to provide 

compensation / Staff care about customer complaints. 

 Food Quality–Serve fresh food items / Have a wide variety of food and 

beverage / Food well-cooked and tastes very good. 

 

 

DATA SOURCES 
A survey approach was used to collect data from 496 respondents in Chennai, a major 

metropolitan city in India. The researchers divided the geographical region of Chennai 

into various strata and selected a quota sample. The units selected form a good 

representative sample. The 496 respondents produced a total of 485 usable response 

sets and 11 of these were discarded due to incomplete responses. The questionnaire 

with the adapted SERVQUAL instrument was administered to the respondents and 

the method employed to collect data was personal interviews with the respondents.  

In this study, the model which is being suggested for the measurement of fast food 

retail service quality is composed of 22 items of which 16 were adapted from 

SERVQUAL model (the items that were not appropriate in terms of meaning in this 
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research were deleted from SERVQUAL) and the remaining 6 items were developed 

and validated. 

A structured questionnaire taking into account SERVQUAL dimensions such as 

Tangibles, Reliability, Responsiveness, Assurance, and Empathy, and two other 

additional dimensions namely, Recovery and Food Quality to ascertain customer 

expectations and perceptions of outlets of fast food restaurants such as Marrybrown, 

KFC, Subway, McDonald’s, Papa John’s and Domino’s Pizza along with some 

demographics, was developed and used in this study. Data collection was 

accomplished through a facilitated survey method which used a modified 

SERVQUAL form that utilized the seven-point Likert scale to assess Service Quality 

in Fast Food Retailing along the seven customer service quality dimensions listed 

earlier. The application of the SERVQUAL tool in this study involved rewording it in 

order to make it germane to the fast food sector.  

 

 

ANALYSIS AND INTERPRETATION 
One of the purposes of the study was to find out whether the modified SERVQUAL is 

applicable in the context of the fast food international retailing sector in India by 

carrying out the gap score analysis of perceptions and expectations of consumers. 

Expectations and perceptions were both measured using the 7-point Likert scale in 

which the higher numbers indicate a higher level of expectation or perception. The 

perception minus expectation scores for each item and dimension were first computed 

in order to identify the service quality gaps. The gap score is a reliable indication of 

each of the seven dimensions of service quality in the fast food sector. These scores 

were then analysed.  

As mentioned in the Data Sources section, data on Customer Expectation of the Fast 

Food Retail Services and Customers Perceived Service Quality in Food Retail and 

Customer satisfaction were gathered. From these data tables, the averages ratings 

were computed and un-weighted and weighted gap scores were derived and then the 

relationship between service quality and customer satisfaction was studied.  

A summary of the results for the various dimensions of customer service quality are 

found in Table 1. 

Table 1: Gap Score Analysis Results 

 

Dimension Item in the Dimension – 

Manifest Variables 

(Observed Instances) 

Expectation 

Score 

Perception 

Score 

Gap 

Score 

Tangibles Modern looking equipment 

with clean dining area. 

5.68 5.80 0.12 

Visually-appealing physical 

facilities with good seating and 

parking availability. 

5.46 5.62 0.16 

Employees neat in their 

appearance. 

5.75 5.65 -0.1 

Materials associated with the 5.57 5.69 0.12 
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service (pamphlets or 

statements or menu cards etc.) 

visually appealing. 

Reliability  When they promise to do 

something by a certain time, 

they do. 

5.46 5.58 0.12 

When a customer has a 

problem, they show a sincere 

interest in solving it. 

5.52 5.45 -0.07 

Insist on error free delivery. 5.48 5.51 0.03 

Responsiveness Employees give prompt service 

to customers. 

5.45 5.56 0.11 

Employeesalwayswilling to 

help customers. 

5.54 5.55 0.01 

Employees never too busy to 

respond to customers' requests. 

5.31 5.29 -0.02 

Assurance The behaviour of employees 

instil confidence in customers 

5.46 5.40 -0.06 

Employees consistently 

courteous with customers. 

5.49 5.50 0.01 

Employees have the knowledge 

to answer customers' questions. 

5.51 5.53 0.02 

Empathy Operating hours and locations 

convenient to all customers. 

5.51 5.48 -0.03 

Employees give customers 

personal service. 

5.33 5.42 0.09 

Employees understand the 

specific needs of their 

customers. 

5.37 5.48 0.11 

Recovery Employees quickly apologize 

for mistakes. 

5.50 5.48 -0.02 

Employees are empowered to 

provide compensation. 

5.56 5.51 -0.05 

Employees care about 

customer complaints. 

5.35 5.48 0.13 

Food Quality Serve fresh food items. 5.47 5.57 0.1 

Have a wide variety of food 

and beverage. 

5.47 5.40 -0.07 

Food well-cooked and tastes 

very good. 

5.40 5.48 0.08 

 

 

Based on the results of the study, it is found that Customers have highest expectations 

in many features including employees of the restaurants being found neat in their 
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appearance, modern looking equipment with clean dining area and operating hours 

and locations being convenient. Lowest expectations of the customers include 

employees to be never too busy to respond to customers' requests and employees 

giving customers’ personal service.  

Customers reported highest satisfaction for visually-appealing physical facilities with 

good seating and parking availability,modern looking equipment with clean dining 

area, visually-appealing materials associated with the service and good satisfaction 

with global fast food restaurants for serving fresh food items and giving prompt 

service and in their opinion, when restaurants promise to do something by a certain 

time, they do so and they have employees who have the knowledge to answer 

customers' questions and also care about customer complaints. They were also 

satisfied as the restaurants serve well-cooked food that tastes very much. The lowest 

satisfaction levels were reported at the convenience of the operating hours and 

locations of the restaurants, the employees of the restaurants never being found to be 

too busy to respond to customers' requests and the restaurants not having a wide 

variety of food and beverage.  

The importance weights for each of the seven dimensions constituting the modified 

SERVQUAL scale are given in Table 2. 

 

Table 2: Importance Weights for Dimensions of Service Quality 

 

Dimension Definition / Features Points 

Tangibles Appearance of physical facilities, 

equipment, personnel and written 

communication materials 

18.97 

Reliability Ability to perform the promised 

service dependably and accurately 

16.33 

Responsiveness Willingness to help customers and 

provide prompt service 

14.26 

Assurance Employees’ knowledge to perform 

the service and courtesy and their 

ability to inspire trust and confidence 

12.78 

Empathy Caring, easy access, good 

communication, customer 

understanding and individualized 

attentiongiven to customers 

12.66 

Recovery Empowerment of employees to 

provide compensation and their 

inclination to regain by apologizing 

for mistakes 

9.38 

Food Quality A wide-variety of well-cooked and 

tasty food that is served fresh 

15.62 

Total: 100 
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A pie chart showing the dimension weights is shown in Figure 1. 

 

Figure 1: Pie Chart of Dimension Weights 

 

The un-weighted Gap Score for each of the seven dimensions and the overall un-

weighted and the weighted scores are also obtained and shown in Table 3. 

 

Table 3: Un-weighted and Weighted Scores 

 

Dimension UnweightedGap 

Score for 

Dimension 

Importance 

Weights from 

Table 2 

Weighted Gap 

Score for 

Dimension 

Tangibility 0.075 18.97 1.423 

Reliability 0.027 16.33 0.441 

Responsiveness 0.033 14.26 0.471 

Assurance -0.01 12.78 -0.128 

Empathy 0.057 12.66 0.722 

Recovery 0.02 9.38 0.188 

Food Quality 0.037 15.62 0.578 

Overall Unweighted Gap Score: 0.034 

Overall Weighted Score: 0.528 

 

 

The chart in Figure 2 displays the un-weighted and weighted Gap Scores for each of 

the seven dimensions of Service Quality. 

TANGIBILITY
19%

RELIABILITY
16%

RESPONSIVENESS
14%

ASSURANCE
13%

EMPATHY
13%

RECOVERY
9%

FOOD QUALITY
16%

DIMENSION WEIGHTS

TANGIBILITY RELIABILITY RESPONSIVENESS ASSURANCE

EMPATHY RECOVERY FOOD QUALITY
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Figure 2: Graph of Gap Scores 

 

 

The result of the adapted SERVQUAL instrument used in this study has identified 

along the seven dimensions (Tangibility, Reliability, Responsiveness, Assurance, 

Empathy, Recovery and Food Quality), either positive performance levels (perceived 

level of actual service exceeds the expected level of service for some dimensions) or 

negative performance levels (expected level of service exceeds the perceived level of 

actual service for some dimensions). The respondents were also asked to assign 

different levels of importance to each dimension. The questionnaire that was 

administered to the respondents included a section that asked the respondents to 

divide 100 points between the seven dimensions based upon their perception of 

importance. The respondents were asked to assign the most points to the most 

important dimension and fewer points to the least important dimension in their 

opinion. 

The average importance score was also used to weight the gap scores for each 

dimension. A Pie Chart (Figure 1) was used to show the dimension weights. Weighted 

scores were then established by multiplying the dimension weight and the dimension 

gap score. The weighted score was used to clarify the significance of the 

perception/expectation gaps that were measured during this study. The results were 

then obtained for each dimension and the performance level along the seven 

dimensions were ascertained.  

Parasuraman et al., (1985) suggested that when perceived service quality is high, it 

will lead to an increase in customer satisfaction. According to Parasuraman et al., 

(1988), overall service quality is measured by obtaining an average gap score of the 

various dimensions. The Gap score is a reliable indication of various dimensions of 
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service quality. Using a modified SERVQUAL model, service providers can obtain an 

indication of the level of quality of their service provision, and highlight areas 

requiring improvement. In this regard, to evaluate overall service quality as perceived 

by fast food consumers, there were two additional dimensions, namely Recovery and 

Food Quality. These two dimensions are vital in measuring service quality in fast 

food restaurants with regard to the fact that these dimensions form a part of the key 

reason as to why consumers eat in fast food restaurants. 

The overall un-weighted and the weighted measures of service quality suggest that the 

level of service the customers receive is higher than what they expect indicating there 

is a good amount of satisfaction. This could be possibly because of either the prompt 

delivery of error-free services to consumers or the quality of the food or the promises 

to consumers on their services being kept by the restaurants or the visually-appealing 

physical facilities with good seating and parking availability,modern looking 

equipment with clean dining area, visually-appealing materials associated with the 

service or the serving of fresh food items that are well-cooked and taste very good or 

because the restaurants have employees who care about customer complaints and also 

understand the specific needs of the customers giving them personal service. Almost 

all of the seven dimensions seem to be very central and important to the customers but 

they are very sensitive to the tangible or the physical appearance dimension and to 

how reliable and assuring a fast food restaurant is in providing good and quality food 

and services to them. It is noted that this rating is a comparative assessment and 

therefore some dimensions of service quality score lower in comparison to other 

attributes or issues. Some dimensions were reported to be satisfactory by the 

respondents.  

It is very obvious from the results that the restaurants are doing very well in fast food 

retailing and have been able to deliver quality service in their retail outlets. As sought 

by the respondents, some of the issues could be prioritized as the most important ones 

for offering better and improved service quality to customers and to make dining out a 

pleasurable experience.Most importantly, this study has identified and diagnosed the 

customer service gaps that exist within the fast food industry.The results of this study 

are hoped to drive the fast food industry leadership to focus on the performance gaps 

that have been obtained, which will allow the leadership or the management to 

prescribe and implement initiatives that will fill those gaps, thus increasing the quality 

of service that the global fast food outlets in India provide. 

From the analysis it is found that, although gaps exist in the expected versus 

perceived level of service quality, the customers are satisfied with the quality of 

service that is delivered by the global fast food retailers who have their outlets in 

India.  

 

 

CONCLUSION 

Many important and interesting business issues in the fast food industry have been 

explored in the present study. The tools used in the study have come to our aid in 

understanding the nature of the fast food business to draw meaningful conclusions and 

to give insights as to how to gain an edge on competitors. Many logical conclusions 
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have been drawn from analyzing using various tools the actual data that was collected. 

The present study and its findings offer need-oriented types of marketing strategies to 

enable the global fast food retailers who have their outlets in India to be more 

competitive and to improve the service quality and thereby improve their customer 

satisfaction.  
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