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ABSTRACT 
 

Gen-Y consumers are well known for their sophistication, technology wise and 
less loyal to brand. The purpose of this study was to examine the way Gen-Y 
consumers evaluate the service of fast food restaurant by measuring and 
comparing their level of perceived and expected quality towards the restaurant's 
outlet.  Based on SERVQUAL   measurement, five dimensions of service were 
examined in this study. They were tangibility, reliability, responsiveness, 
assurance, and empathy.  Data were obtained using questionnaire, and this was 
personally administered to dine-in customers of one of the major fast food 
restaurant's outlets located in Shah Alam City, Malaysia. Convenience and 
purposive sampling techniques were utilized in this study. A total of 216 responses 
were obtained and the usable responses were 203.   Data were analyzed using 
descriptive statistics and paired samples statistics. The results demonstrated that 
in all five SERVQUAL dimensions namely, tangibility, reliability, responsiveness, 
assurance and empathy, there was a negative quality gap.  Based on the 
descriptive statistic, it can be said that there may be a difference between 
perceived quality and experience at the outlet. Reliability aspect emerged as the 
most critical dimension of SERVQUAL as it recorded the highest negative gap. 
Tangibility aspect recorded the lowest negative gap. The findings suggested that 
the management and staff capable of handling customer's problem and providing 
its service within the promised time are highly critical in fulfilling and exceeding the 
customers' expectations, hence may improve the Gen- Y customers' level of 
satisfaction towards the outlet. 
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INTRODUCTION  
 

The fast food restaurant industry represents a demanding sector that 
stresses on the need for high-level customer service and continuous quality 
improvement. As consumers' lifestyles change, dining out becomes more 
common. According to Research and Markets Report (2017), the global fast food 
market generated revenue of US$533,244 million in 2015 and estimated to reach 
US$743,859 million by 2022. The fast food is defined as food which is quick to 
prepare and serve. It is an alternative to the home cooked food. The rapid adoption 
of fast food represents one of the widespread phenomena of the 21st century. The 
product segments of fast food market include pizza, pasta, burger, sandwich, 
chicken and Asian/Latin American food (Research and Markets Report, 2017). 
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In Malaysia, the top three fast food restaurant market players based on 
value share recorded in 2015 were QSR Brands (42%), Golden Arches (28%) and 
Golden Donuts (18%).  QSR Brands’ value sales in 2015 were RM 2.1 billion 
(Euromonitor International, 2016a).  QSR Brands (M) Holdings Sdn Bhd (QSR) is 
a franchisee of Pizza Hut and KFC in Malaysia. Due to hectic schedules in urban 
cities and income increases in the majority of Malaysian households, consumers 
continued to dine out instead of dining at home. Besides, consumers are becoming 
more sophisticated, so they enjoy and use to socializing by eating and drinking 
with friends. This trend has further contributed to consumer foodservice sales 
(Euromonitor International, 2016a). The market presents an intense competition, 
thus attracting and managing customers' expectation and perception are crucial 
to any market players.   

 

The general concept of unsatisfied customers is that they can create a bad 
image and reduce customer loyalty for the restaurant. Therefore, this could 
potentially impart adverse effects on the long-term profit margin of the restaurant. 
Ha and Jang (2009) argued that service failure occurs when customers’ 
perception do not meet customers’ expectation. A customer who was dissatisfied 
with the service he or she received would spread negative feedback to a higher 
degree compared to if he or she was satisfied with the service (Sánchez-
Hernández et al., 2010). Following the information technology advancement 
including the establishment of various social media platforms, firms are currently 
more exposed to be criticized publicly ‘on-line'. One of these platforms includes 
‘Foursquare', a location-based social networking service where users can "check-
in" via their mobile devices and access the previous customers' feedback from any 
particular outlets.   

 

This study was carried out to measure the service quality of an outlet of one 
of the major fast food restaurants located in Shah Alam City, Malaysia. The study 
aimed to find out what matters most to Gen Y consumers who are the primary 
target of this fast food restaurant chain, particularly to the selected outlet. The 
outlet was surrounded by campuses of public and private higher education 
institutions as well as many public and private firm offices. There were also some 
other fast food restaurants and food stalls operated within the area. The outlet was 
chosen for this study due to substantial customers’ complaints and feedback about 
the outlet’s services observed in the social media channel namely, the 
‘Foursquare’.  

 

This empirical study aimed to address two research questions which are: 
1) What are the Gen Y customers’ levels of expected and perceived service quality 
of the outlet? 2) What is the area(s) of improvement which critical to the 
management of the outlet?  

 

Review of the literature indicated that numerous studies had been 
conducted to examine customers' level of expectation and perceived quality in the 
Malaysian context which included the banking, healthcare, and hospitality services 
(Nor Khasimah & Wan Normila, 2013; Pei et al., 2005). This study, however, took 
a micro view in measuring the customers' expectation and perception of the 
service quality of a particular fast food restaurant's outlet targeting at Gen Y. Gen 
Y consumers are commonly known as a notoriously disloyal segment (Lazarevic, 
2012). It's vital to the marketers to successfully create a relationship between their 
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brand and Gen Y consumers. One of them is by developing and increasing 
congruency between their brand and Gen Y (Lazarevic, 2012), by fulfilling and 
exceeding this target market consumers' expectation towards the service quality 
of a brand. 

 
 

Scope of Study 
 

The chosen fast food restaurant chain of this study, by tradition is a casual 
dine-in restaurant. It serves Italian-American cuisine and has established itself in 
the Malaysian market for more than 20 years. As of 2016, there were over 250 
outlets of the restaurant in Malaysia. Taking a case study approach, this study was 
focused on measuring the service quality of one of the restaurant's outlets 
operating in Shah Alam city. The dine-in service was focused on because it 
represented the primary service segment of the outlet and it allowed meaningful 
measurement of the outlet’s service quality using the SERVQUAL model.   

 
 

LITERATURE REVIEW 
 

Service Quality and Customer Satisfaction 
 

Service quality concept is defined as the overall difference between the 
customer's expectation and perception of the service experience (Parasuraman 
et al., 1988). The customers' expectation could be defined as the product or 
service that the client expects or want to obtain from the service provider after they 
have made the purchase. If it is not fulfilled as they have expected, the customers 
will be dissatisfied with the service and will decide not to repeat purchase the 
service (Hernández et al., 2010).  On the other hand, the customer will be satisfied 
when the service received exceeds their expectations (Zeithaml et al., 1993). In 
sum, according to Grönroos (1984), perceived quality of a given service was, the 
result of an evaluation process since consumers often make the comparison 
between the services they expect with perceptions of the services that they 
receive. 

 

In the context of restaurants, individuals’ dining expectations are changing 
over the years due to the changes in social environment, better education, and 
the development of culinary culture, healthy eating awareness, and cultural 
influences.  Customers are more sophisticated in their dining decisions because 
of their willingness to expand dining horizons and to explore new foods (Wishna, 
2000). Previous studies documented that fast food restaurant service quality 
positively affects customer satisfaction (Qin et al., 2010), revisit intention (Nezakati 
et al., 2011) and customer’s purchasing decision (Lim et al., 2013).  

 
 

SERVQUAL Model 
 

There are five service dimensions or better known as SERVQUAL to 
assess service quality: tangibility, reliability, responsiveness, assurance, and 
empathy (Parasuraman et al., 1988). In the SERVQUAL instrument, the service 
quality is measured based on the comparison of customers' expectations and their 
perceptions of delivered service (Andaleeb & Conway, 2006). The difference 
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between expectations and perceptions scores is called the SERVQUAL gap 
(Ladhari, 2008). It was also highlighted that a negative gap indicates that received 
service did not meet customers' expectations. On the contrary, a positive gap 
shows that customers perceived that service delivery exceeded their expectations 
(Ladhari, 2008). 

 

Tangibility is about the appearance of physical facilities such as the 
equipment, personnel, and written materials provided by the service provider 
(Blose & Tankersley, 2004). The measurement of this dimension in this study 
focused entirely on the dine-in service where customers walk into the restaurant 
and dine in the restaurant. The dimension ‘tangibility' measured the physical 
aspect of the restaurant and the convenience of the layout which would impact the 
perceived quality. The cleanliness of floor, table, chair, the scent of the air and 
suitable dining room temperature, the layout of the tables, counter, and washroom 
would be considered by the customer and contributed to the perceived service 
quality (Ha & Jang, 2009). Malaysian consumers who were in the middle- to high-
income brackets, for instance, choose to dine out as they seek to enjoy good food 
in a pleasant atmosphere where they can relax and relieve stress in daily life 
(Euromonitor International, 2016b) 

 

Reliability is related to the manner of the service provider in handling 
customer's problem, performing the right service as demanded and at the 
promised time (Blose & Tankersley, 2004). Based on the chosen outlet of this 
study, as a non-self-service food restaurant oriented, the outlet’s employee would 
politely greet, walks the customer to an available table, takes customers' orders 
and serves the food at the customer's table. Reliability also consisted of accurate 
order fulfillment and precise in billing (Saghier & Nathan, 2013). It is to avoid the 
disappointment of customers when being served the wrong order. In most service-
based industries, the interaction between the employees and customers are 
important (Andaleeb & Conway, 2006). Employees are the first point of contact, 
and therefore it is critical that the employees are well-trained in providing excellent 
service to customers, with manners (Stevens et al., 1995). 

 

Responsiveness is measured by how the service provider or the 
employees’ readiness to response towards customers’ service demand (Saghier 
& Nathan, 2013). Furthermore, it was also related to the efficiency in responding 
quickly to customers' orders. Most restaurants set a time limit for fulfilling the 
customers' order. For the outlet selected in this study, the standard set was within 
17 minutes which the food ordered should be served at the customers' tables.    

 

Assurance is defined as employee’s knowledge and ability to build trust and 
confidence towards service and product offered. Assurance means that customers 
should be able to trust the recommendations of the restaurant’s employees, feel 
confident that food is free from contamination and be able to say any concern 
without fear.  Further, the assurance dimension includes, customers, feel safe in 
their transactions, employees are consistently courteous to the customers, and 
employees have the knowledge to answer customers' questions (Parasuraman et 
al., 1988). 

 

Another component of SERVQUAL is empathy. Empathy works with 
respectfulness to the customers' emotion. Empathy is caring (Parasuraman et al., 
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1988).  This includes ensuring employees give customers individual attention, 
ensuring operating hours convenient to all customers, being sympathetic towards 
customers' problems and prioritizing customers' best interests at heart.  
 
 

RESEARCH METHODOLOGY  
 

Research Design and Sampling Decision 
 

This study used a survey method to gather the primary data from the 
respondents. It was a cross-sectional study.  The sample for this study was 
customers who patronize the outlet of the chosen fast-food restaurant in Shah 
Alam as dine-in customers. A non-probability sampling method was used in this 
study. It utilized a combination of purposive and convenience sampling (Sekaran 
& Bougie, 2016).  The study was targeted at Gen-Y, aged 19 to 36 who were dine-
in customers.   

 
 

Questionnaire Design and Data Collection Process 
 

The questionnaire consisted of two (2) sections, namely Section A and 
Section B. Section A comprised five demographic questions and Section B 
consisted of SERVQUAL measure adapted from Parasuraman et al. (1988). The 
measure used 7-point Likert scale (1 = strongly disagree and 7 = strongly agree). 
The primary data collection was done through the personal distribution of the 
questionnaires to the respondents (dine-in customers), and this was carried out 
before they leave the outlet. It took approximately 10 minutes for the respondents 
to complete the questionnaire. 

 
 

Data Analysis Techniques 
 

The data gathered from the survey were analyzed using SPSS version 21. 
Descriptive analysis was carried out to form the profile of the respondents and to 
compute the mean scores of expected and perceived service quality of the outlet. 
In order to measure the quality of the services provided by the restaurant’s outlet, 
the differences between the customers’ responses of the pair (expectation and 
perception) are calculated (Zeithaml et al., 1993). If perception exceeds 
expectation (P > E), service quality is very satisfactory. If perception equals 
expectation (P=E), service quality is satisfactory. However, if expectation exceeds 
perception (E > P), service quality is poor (Ilhaamie, 2010, p. 4).   

 
 

ANALYSIS AND RESULTS  
 

The total responses obtained in this study were 216. However, 13 of the 
responses were discarded as their age did not meet the targeted age group i.e., 
19 – 36 years. So, the total usable data was 203, and these responses were 
carried out for the analysis process. Table 1 provided a summary of the 
respondents’ background. All the 203 respondents aged 19 to 36 years. Most of 
the respondents (66%) were working adult, and 26.6% of the respondents were 
students. Most of the respondents (48.3%) indicated their individual monthly 
income as between RM1,501 to RM3,000. The findings of the responses 
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suggested that all the respondents had experience visited the outlet before the 
survey.  A vast majority of the respondents (81.8%) indicated their last visit to the 
restaurant’s outlet was a month before the survey took place.   

 
 

Table 1 : Respondents’ background 

Respondents’ background  n=203 % 

Gender 
Male 88 43.3 
Female 115 56.7 

Occupation 
Student 54 26.6 
Working (including self-employed) 134 66 
Unemployed 15 7.4 

Monthly income  

RM1500 and below 85 41.9 
RM1501 to RM3000 98 48.3 
RM3001 to RM5000 19 9.3 
RM5000 and above 1 .5 

Last visit to the outlet  

Less than 1 week ago 11 5.4 

1 to 2 weeks ago 14 6.9 

3 to 4 weeks ago 12 5.9 

More than 4 weeks ago 166 81.8 
 
 

A reliability test was run to assess the level of internal consistency of the 
measurement items. The Cronbach alpha values for each dimension tested 
namely, tangibility, reliability, responsiveness, assurance, and empathy recorded 
high-reliability scores (alphas of .8 to .9). Next, a descriptive analysis of the five 
SERVQUAL dimensions was carried out to find the levels of customers' 
expectation and perception of the service quality of the outlet. Table 2 highlighted 
the findings. The average levels of service expectation were between 5.353 - 
5.505. Empathy recorded the lowest mean score and the highest mean score was 
for reliability dimension.  The average levels of service perception were between 
4.363 - 4.761.  Responsiveness and tangibility represented the lowest and the 
highest mean scores of service perception respectively.  

 
 

Table 2 : Cronbach alpha and respondents’ expectation and perception on 
the service quality dimensions 

 

Dimensions Cronbach alpha Minimum Maximum Mean 
E P E P E P E P 

Tangibility .926 .918 5.15 4.66 5.58 4.95 5.397 4.761 
Reliability .945 .927 4.97 4.30 5.73 4.59 5.505 4.443 
Responsiveness .887 .925 4.92 4.26 5.65 4.58 5.424 4.363 
Assurance .942 .936 4.97 4.39 5.74 4.66 5.382 4.511 
Empathy .951 .931 5.27 4.30 5.54 4.88 5.353 4.528 

Note: ‘E’ is Expectation and ‘P’ is Perception 
 
 

As per Table 3, the results of paired samples statistics showed that the 
mean score of respondents’ expectation (E) and perception (P) on the outlet were 
5.412 and 4.521 respectively. As such, the service quality gap was -0.891. This 
finding seems to indicate that the service quality of the outlet was poor as the 
expectation exceeded perception (E > P) (Alaamie, 2011).  Although, the gap was 
considered minimal (-0.891), it showed that the respondents’ experience was 
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below than their expectation and it may create dissatisfaction towards the service. 
Thus, improvements are needed across related dimensions (Aghamolaei & Zare, 
2008). Based on the descriptive analysis, the biggest gap for reliability dimension 
was for the item labeled as B8 "The outlet provides its services within the time it 
promises to do so” (-1.43) and item B6 "The outlet is sympathetic and reassuring 
when customers have problems" (-1.26). On the other hand, as highlighted above, 
the tangibility dimension appeared to record the smallest gap in respondents' 
perception and expectation. Among the four indicators of tangibility, indicators 
(items) B1 ("The outlet has up-to-date equipment") and B3 ("The outlet's 
employees are well dressed and appear neat") found to have the lowest gap which 
was -0.49 and -0.63 respectively.   Based on the results of a descriptive statistic, 
it can be said there may be a difference between perceived quality and experience 
at the outlet.  

 
 

Table 3 : Paired samples statistics  

 Mean n Std. Deviation Std. Error Mean 

Pair 1 Tangible2 4.7611 203 1.33575 .09375 
Tangible1 5.3966 203 1.50219 .10543 

Pair 2 Reliable2 4.4433 203 1.36305 .09567 
Reliable1 5.5054 203 1.44856 .10167 

Pair 3 Responsive2 4.3633 203 1.41578 .09937 
Responsive1 5.4236 203 1.47368 .10343 

Pair 4 Assurance2 4.5111 203 1.40616 .09869 
Assurance1 5.3818 203 1.50315 .10550 

Pair 5 Emphathy2 4.5281 203 1.33400 .09363 
Emphathy1 5.3527 203 1.51407 .10627 

 
 

CONCLUSION, LIMITATION AND FUTURE STUDY 
  

Service quality ensures that customers are satisfied during every single 
visit, consequently benefitting the firms in its long-term profitability and customer 
loyalty (Wicks & Roethlein, 2009). The results of the study showed that the score 
for each dimension recorded a negative gap between the expected and perceived 
service quality. The findings suggested that, reliability was highly important to Gen 
Y respondents in assessing the service quality of the outlet. Although minimal, the 
negative gap recorded between the customers’ expectation and perception 
suggested the areas of improvement needed to be carried out by the management 
of this fast food restaurant outlet. The findings indicated that the ability of the outlet 
to serve their customers as fast as promised is important.  An improvement is 
needed to enhance the speed of the service, as failure to do so may lead the 
customers to view the service as not dependable.  The customers were also 
expected the staff to pay attention to any problem they faced at the outlet.  
Practically, the staff should take an immediate effort to solve the problems faced 
by the customer. The outlet management may focus on rigorous training and 
development efforts for its staff to increase their level of service competencies 
which includes the ability to immediately do corrections to anything that is wrong 
and to improve the speed of the service. Appropriate workforce capacity planning 
also will help the outlet to respond to its customers efficiently. Enhancement in 
service quality is vital as it will increase the confidence of the consumers and other 
stakeholders towards the business. Further, as the outlet is operated on a 
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franchise basis, any complaint or negative feedback about the outlet or any other 
outlets in the restaurant chain regardless their locations tend to affect the 
expectation and perception of consumers on the overall service quality offered by 
the restaurant chain.  

 

This study was not without limitation. The results of the study cannot be 
generalized both to other outlets of the restaurant chain and to any other 
restaurants operating in the same industry. It was a context specific. The choice 
of outlet for this study was made considering the negative customers’ feedback 
observed through the social media medium. Given the outlet's strategic location 
and the competition it faced, the findings of the study were expected to provide 
beneficial inputs to the outlet management in improving their service.  

 

In a future study, a probability sampling design is suggested to be 
employed, so that any significant difference between customers’ expectation and 
actual experience can be tested.  Also, a future study in the form of comparative 
study of service quality of different outlets of the restaurant chains targeting at Gen 
Y is seen as useful. The study may yield a broader perspective in addressing this 
consumer market’s needs and expectations. Despite fast food are commonly 
known as unhealthy food, the growth of the fast food restaurant industry in 
Malaysia was notable. According to Research and Markets Report (2017), the rise 
in exposure to international cuisine through media and traveling is expected to 
drive this market. This seems to indicate a positive signal to the fast food 
restaurant operators as it represents a huge opportunity for them to increase their 
sales and profit. However, on the other hand, the growing demand for fast food 
among consumers, regardless of their age and other socio-demographic factors 
is likely to carry an inverse effect on consumer well-being. The consumption of 
fast food as one of the out-of-home foods is regarded as the key driver in 
increasing levels of overweight and obesity. This is due to their unfavorable 
nutritional content (Janssen et al., 2018).  Towards promoting public health, 
amongst others, the regulators are suggested to consistently review the relevant 
policies in managing density of fast food outlets. The existing study (Thornton et 
al., 2016) indicated that an access to a higher number of fast food restaurants may 
encourage greater consumption of fast food products. It is recommended for the 
fast food chains to introduce healthier menu. Numerous advertising platforms such 
as TV, social media and e-billboard can be utilized to market the products, hence 
to promote consumer well-being.    
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