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Abstract: The present paper studies managers’ perception of
factors that influence customer satisfaction in the restaurant
industry and their attitudes towards conducting a research on
customer needs. In particular, we studied the managers’
perception of the importance of restaurant experience elements of
customer satisfaction. The research involved 50 restaurant
managers in Serbia. Through descriptive and ANOVA analysis,
we differentiated two main profiles of restaurant managers in
terms of age and professional education. Also, we found through
LSD Post hoc test statistically significant difference among
managers in regards to customers’ needs data collection.
Restaurant managers need to obtain education in the hospitality
industry and to pay more attention to customer needs in order to
provide quality service.
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1. Introduction

Customer satisfaction is probably one of the maigrésting and important
topics in scientific papers related to managemenstomer expectations and
service quality. It certainly represents every camys main purpose and goal.
As markets almost constantly shrink, restaurargstigting to boost customer
satisfaction and keep their current customers. Deusy strategies for
attracting new customers is highly dependable omager’'s education,
experience and devotion. The claim that getting messtomers costs five to
eight times more than holding on to current oneéghtrbe another reason why
restaurants rarely invest in such marketing stiased-urthermore, researchers
have found that the total cost of bringing a newtamner to a comparable level
of profitability to that of the lost customer is mpximately sixteen times
greater (Lindgreen et aR000).

Restaurants that realize the importance of knowthg customers’
expectations put their needs and desires at thitercehmarketing research and
its business activities. Research conducted inrotaleobtain the necessary
information is imperative in the highly competitivemarket environment.
Growing competition in the restaurant industry #melincreasing importance of
customer patronage affect the need to provide meftevice and satisfy
consumers (Ladhari et al., 2008).

If restaurants manage to collect relevant infororatibout their customers,
they will be able to provide quality service to tpgests and thus contribute to
greater customer satisfaction. In other words,aruet satisfaction management
is based on knowledge of their expectations. Mageobalancing customer
perceptions and expectations is the key factoaiisfeiction management.

This study includes a research on the managerstepton of the
importance of restaurant experience elements fetiooer satisfaction.

2. Literature Review

Numerous studies reveal that many determinants golaymportant role in
customer satisfaction management. Studies condiumtd_ee (2004) and Qu
(1997) have shown that some of those determinaetsoad quality, service
quality, cleanliness, restaurant atmosphere, caemetocation, quick service,
and reasonable price and value, which also imgicatisit intentions.

According to other published papers (Addis and ,Sa07; Wall and
Berry, 2007), restaurant environment and its vigymdearance affect the level
of acceptability of prices, overall satisfactiondaloyalty. Boshoff and Gray
(2004) investigated in their study whether supesewice quality and customer
satisfaction affect loyalty. The results reveal ttiservice quality impact
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positively on loyalty and cumulative customer datifon. Wakefield and
Blodgett (1996) examined the effects of restausacessibility, aesthetics, seat
comfort and cleanness, and concluded that pereepfiphysical surroundings
significantly affects customer satisfaction. Furthere, Kotler (1973) states
that customer satisfaction does not depend onlyaagible determinants but
also on intangible such as a pleasant atmosphere.

Although it is known that in the hospitality indosthuman factor is the
most important element of quality service, appiaat of technological
innovations clearly facilitates the work of thef§tand contributes to a better
quality of service and consumer satisfaction. Arased Dyer (1999) found in
their study that use of information technology @staurants has four important
roles: cost reduction, better management of empl®ynd revenue, and most
importantly, improving competitive advantage anc thbility to adapt to
specific guests’ requirements. Other studies shbat satisfied customers
become more likely to re-purchase or shop, whidgntincreases company
profits (Gupta et al., 2007), become repeat puenisasf products or services
and provide family or friends with positive feedkaegarding their experience
(Gibson, 2005). Customer satisfaction can also caffeustomer loyalty,
organizational profits, return patronage, complaighaviors and word of mouth
communications (Stevens et al., 1995; Soriano, R0B@iano (2002, p. 1065)
also noticed that: “Restaurant failures are paathgsult of management’s lack of
strategic orientation in measuring and focusing austomer satisfaction”.
Therefore, the role of restaurant managers careberibed as a core element of
running a restaurant business successfully. Thédgapeen what managers think
is important for customers and what customers ttheknselves can be bridged
by research using a questionnaire. A useful ing#gNINSERVQUAL) for this
purpose is developed by a group of authors ancamaa in depth (Zeithaml et
al.,, 1990). Another instrument, specially consedcfor restaurant industry by
Stevens et al. (1995) is DINESERYV. These instrumegpiresent a powerful tool
for managers who can use it to determine customerpectations and
perceptions.

Analyzing the published studies, the authors ndtiee certain lack of
research on the linkage between restaurant manageofile and their
perception of customers’ expectations.

3. Methodology

The main material of this study is the data obthifrem a questionnaire
based research conducted in August 2013 in Novirs&erbia. Fifty restaurant
managers were interviewed and asked to fulfill qestionnaire. The answers
were analyzed and summarized using SPSS 17.0 seftiathe first place,
managers were asked to allocate a total of 100tgpaimong the five features
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according to how important each feature is to gusts by their opinion (the
more important a feature is to the manager, theemoimts they should allocate
to it).The original point allocation instrument fonanagers (Zeithaml et al.,
1990) was used in this research. Secondly, manages asked to express the
level of agreement for each of the four statemegltged to marketing research
orientation using the 5 point Likert scale (1 —abtely disagree, 5 — absolutely
agree). These four statements represent a pdre afriginal SERVQUAL scale
for managers constructed by Zeithaml et al. (19B@)iability was tested and
Cronbach’s alpha obtained was 0.610. This demdestthat the questionnaire
has a considerable reliability (Nunnally, 1978).alccordance with the aim of
this study, the following hypotheses are formulated

Hypothesis 1: (a) Restaurant managers are poorlycattd for work in the
hospitality industry, and therefore (b) not capabie ready to be the managers.

Hypothesis 2: Restaurant managers do not recogreréce personalization as a
tool for product differentiation on the market.

Hypothesis 3: Restaurant managers are more comunitidearn what guests
expect but what level of service quality they etxpec

4. Results

In order to investigate differences in managerstuates, we performed a
socio-demographic research in the first place @dpl The results reveal three
important facts: (1) restaurant managers are mayolynger than 40 years
(70%), (2) 44% of all managers have only a highostieducation, (3) 60% of
all managers do not have professional educatidrospitality. In other words,
managers are younger people with poor professionagjeneral education,
which confirms hypothesis 1a.

Table 1 Managers’ Profile

Experience in
Age Frequency  Percentagfhospitality Frequency Percentage
21-30 7 14 1-5 4 8
31-40 28 56 6-10 16 32
41-50 15 30 11-15 14 28
Education 16-20 12 24
Frequency Percentagv>20 4 8
) Professional
High school 22 44 education in Frequency Percentage
hospitality
Bachelor or
. 27 54 Yes 20 40
Diploma
Masters Degree 1 2 No 30 60
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In this regard, Lolli (2013) states that youngemamgers are generally not
prepared for their work in terms of communicatidils, especially when it
comes to subordination (vertical communication). sMg/oung managers
(novice) do not have good communication skills (Eftget al., 2007) and the
same goes for those who have just graduated frdiageo Based on these
findings, it can be concluded that younger and f[eeopithout adequate
education are not the best choice for the restauramager’s position. Thus,
the hypothesis 1b can be accepted.

The lack of necessary professional education amperaence in this field,
leads to expected results shown in Table 2. TheirfedThe appearance of the
restaurant's physical facilities, equipment, penseln and communication
materials” got the highest scores among the five featuresepted. Based on
those scores, it is possible to conclude that nemsagay far more attention to
restaurant physical appearance (23.5) than toithdilized attention (16.36). In
contrast to these findings, other studies (Sori&@f)2) show that restaurant
customers rated place/ambience of the restauratiiedgast important attribute
after food quality (most important), service quakitnd cost/value of the meal.
Many studies have confirmed the importance of thethetics and pleasant
atmosphere in the restaurant business (Liu and 280§9; Wall and Berry, 2007)
its influence on, guests’ expenditures (Baker et H)92), duration of stay
(Gueguen and Petr, 2006) etc., but personal atemgrovided by restaurant
employees is the key factor in providing a high ligpaustomer service. By
managers’ opinion, the knowledge and courtesyafdistaurant’s employees and
their willingness to help customers are less ingmartthan aforementioned
physical appearance.

Table 2 Points Allocation

Points Minimum of | Maximum of

Statements allocated points points

(average) allocated allocated
The appearance of the restaurant’s
physical facilities, equipment, person 23.5 10 50
and communication materials
The restaurant’s ability to perform the
promised service dependably anhd 22.3 10 70
accurately
The restaurant’s V\_/llllngness to help 18.24 5 30
customers and provide prompt service
The knowledge and courtesy of the
restaurant’'s employees and their ability 19.61 5 35
to convey trust and confidence
The caring, |nd!V|du§1I|zed attention the 16.36 5 30
restaurant provides its customers

n=50
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In order to achieve satisfaction among costumeranagers must be
familiar with their needs, which imply the provisi®f personalized service
(friendly staff who knows the guest’s preferencds).this regard, Mati¢
(2006), states that creating a value and customsfaction is the core of
modern marketing practices. Achieving solid conteith customers by meeting
their expectations and providing personalized ses/imakes it a model for
acquiring loyal guests. This means that a restawam offer a service that is
unique and also perceived by consumers as theoptieh. According to this
and the results shown in Table 2, the hypothesanZbe accepted.

Standardization in the hospitality industry is oofethe latest trends but
providing a personalized service, as an oppositgorgcis crucial for
differentiation, supreme quality service and guestisfaction and loyalty.
Therefore, those two opposite processes must lferped simultaneously. By
using analysis of variance ANOVA (Table 3), an &tige of statistically
significant correlation between the dependent demis examined (activities
towards collecting information from the customeagd independent variables
(socio-demographic characteristics of respondents).

Table 3 Analysis of Variance ANOVA According to theAge Structure of Respondents

Means
ltems age age age F-value LSD
group 1| group 2| group 3 Post hoc
21-30 | 31-40| 41-50 test
We regularly collect 4,4286 | 4,3571 | 3,8000 | 5,586*

information about the needs of 3<1,2

our customers

We rarely use marketing 4,8571 | 4,5357 | 4,2000| 2,625
research information that is
collected about our customers

e

We regularly collect 4,1429 | 4,4286 | 4,0667 1,630
information about the service-
quality expectations of our
customers

The managers in our company 4,5714 | 4,5714 | 4,3333 | 0,585
rarely interact with customers -

0

*

p<0,01
**Statements with a (-) sign at the end are negdyiworded and therefore they were
reverse scored

The results of the one-way variance analysis indicthat there are
statistically significant differences (p <0.01) Wwetn age groups regarding the
first statement. Furthermore, LSD Post-hoc test w@asducted in order to
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examine those differences in depth. The resulisS&d Post-hoc test show that
the oldest respondents (age group 3) are lesy liketonduct a research about
customer needs than younger respondents. In otbetswyounger restaurant
managers (age groups 2 and 3) recognize the inmoertaf being up to date

with dynamic customer needs.

Managers do not perform market research often dnamgl appropriately
(adequate questionnaires). Moreover, they do notvkhow to turn the data
collected from the research into a tool for adegumaarketing performance and
to improve the quality of services. According tareauthors (Narver, Slater,
1990, Han et al., 1998), companies that are madadiiented should be in a
position to “feel" the market (consumer preferehcaisd on this basis to
innovate service that provides superior qualitgh® consumer. Regarding the
importance of marketing research orientation othéhors emphasize that the
results of the research have great positive impactervice quality, customer
satisfaction, staff satisfaction, market share @Agd et al., 2003), and the
financial performance and profit.

Based on the results shown in Table 3, it can Imeladed that marketing
research conducted in restaurants is more relatedrtisumer needs rather than
the quality of services they expect. These findiemsfirm hypothesis 3.

When innovating services, managers should takesiotount whether it is a
new service in the restaurant or new service onntheket, because only the
services that are new on the market have a positipact on business success
(Leskiewicz Sandvik, Sandvik, 2003).

5. Conclusion

Conducted research allowed us to identify a praffliehe managers and to
determine whether there is a significant differemteheir attitude towards
market research. Based on these results, it wasluded that managerial
positions are mostly occupied by younger peoplehwpbor hospitality
education. Since managers are the most responfsiblsuccessful business
activities they should be the most experienced eshecated which is not the
case in the presented example.

Giving much greater importance to restaurant desigwl interior in
comparison to the restaurant human factor (whica key factor in delivering
high-quality services), and customized service, banlinked to the lack of
appropriate education among the managers, lackguflar market research and
poor monitoring of trends in this area. Modern coners are no longer content
with the aesthetic component and a fair offer; theyt to get the personalized
service for which some restaurants are recognizabtkthrive on the market.
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Therefore, it is unacceptable for managers to e factor significantly lower
rating.

In addition, a surprising fact can be pointed duttolder and more
experienced managers less frequently conduct dsear consumer needs. As
a final conclusion, we can say that research onswmoer needs is not
sufficiently implemented, and that collected dat rarely used to improve the
business activities, which is directly related t@dequate education of most
managers and their weak perception of customer sne&dirthermore,
improvement of service quality and increase of oamer satisfaction cannot be
achieved to a proper extent.
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UPRAVLJANJE ZADOVOLJSTVOM GOSTIJU
U RESTORATERSTVU - REC MENADZERA

Apstrakt: Rad istrazuje percepciju menadzera o faktorima koji utiu na
zadovoljstvo gostiju u restoraterstvu 1 njihove stavove o sprovodenju
istrazivanja o potrebama gostiju. Posebno je istrazivana percepcija menadzera
o vaznosti elemenata restoranskog dozivljaja za zadovoljsvo gosta.
Istrazivanje je obuhvatilo 50 menadzera restorana u Srbiji. Kroz deskriptivnu
1 ANOVA analizu, diferencirana su dva glavna profila menadzera restorana
prema starosti 1 struénom obrazovanju. Takode, putem LSD Post hoc testa
ustanovljena je statisticki znacajna razlika izmedu menadzera prema
orijjentaciji ka prikupljanju informacija o potrebama gostiju. Menadzeri
restorana moraju steé¢i ugostiteljsko obrazovanje i obratiti viSe paznje na
potrebe gostiju u cilju pruzanja kvalitetne usluge.

Kljuéne reci: zadovoljstvo gosta, restorani, kvalitet usluge, SERVQUAL,
menadzment



