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Abstract 

 

Purpose: The purpose of this study is to determine a) service quality in restaurants b) service recovery 

efforts of restaurants and c) to determine the customer’s reaction after getting service recovery from 

restaurants. 

 

Variables: The dependent variable of research work was service recovery and independent variables 

were fair treatment and accountability of responsible persons. 

 

Methodology: This study was conduct in two phases’ that was pilot study and main study. Thesis framework 

was used to identify hypothesis which was based on research work. The respondents of questionnaire were 

professionals and university students who frequently visit the fast food restaurants. The analysis of data was 

done through ANOVA analytical techniques. Respondents of questionnaire were 64 males and 36 females. 

 

Findings: The main point which researcher has found is that how the different restaurants focus on the 

recovery strategies and how they can handle the complaints of customers. Monetary compensation and 

apology from responsible person are the strategies of service recovery in restaurants. Researcher was also 

identified that customer’s reaction became mo re positive after getting service recovery and customers 

showed loyalty with that restaurant. Customers’ are also involved in positive word of mouth and suggests 

that restaurant to their relatives as well. 

 

Key words: Service recovery, Service failures, Customer loyalty, Word of mouth, Monetary compensation, 

Accountability.
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1. Introduction: 

In the beginning of this study the researcher wants to give a brief introduction about service quality 

and service recovery. Quality of service performance has a strong impact on customers satisfaction. Service 

of restaurants is actually intangible so it is difficult to judge the service. (Tax et al, 1998) 

 

Restaurants have service standards in which customers respond to the performance in many ways to 

restaurant management. Customers respond to these services as by complaint action or non -complaint 

action. 

 

Customers’ complaints to service provider is dependent upon the nature of failures in many ways. These            

feelings of negative reactions are displayed as anger, anxiety, disappointment and self pity. These negative        

emotions also have an effect on the service recovery effort of restaurants (Singh, 1988). 

 

1.1 Background of the Study: 

When customers face failure or mistreated from restaurants or any firms management, they 

generally    respond in many ways. Customers complaints to the service providers on the consequences of 

social benefits of complaining, personal norms and values and behavior’s although most of the times they 

don’t complaints to           service providers as they think that it is a waste of time. They don’t believe on the 

positive consequences’ of complaints. Sometimes customers become emotional in coping up with the 

negative experience.(Stephens et al, 1998)Researchers suggest that there are four types of complainers based 

on they react to firms after facing any type of failures (Singh, 1990). 

 

a) Passive complainers: This type of customers least bother to take any action after failure. They don’t 

want to complain because they think that it is wastage of time and also they don’t involve in negative 

word of mouth.  

 

b) Voice Complainers: These customers actively complaint to provider, involve in negative word of 

mouth. These types of customers usually called as “best friend”.  

 

c) Irate Complainers: They are more involved in negative word of mouth than others but less take action 

against service provider. They do not try these restaurants again. 

 

d) Activist complainers: These customers actively take action against firms, more involved in negative 

word of mouth, and complaints to third parties.  

 

Many customers have shown their anger by complaining and react by breaking up their relations with 

particular restaurants. When customers complain to management they expect that restaurants must treat 

them accordingly. Management usually treat customers positively, by listening their complaints, giving 

them monetary benefits and careful interaction with accountability them. The customers expect two types 

of service recovery from restaurants a) understanding and accountability b) fair treatment. 

 

a) Understanding and Accountability: According to customers accountability is an imperative aspect 

because some time customers do not expect high action from management, but they want accountability 

for this          failure. Accountability can also been shown by apologising against the service delivery 

failure. They also indicated that there are some non monetary remedies which can provided to the 

customers to reduce the frustration and customer’s discontent becomes moderate if the customers 
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understand why these failures occur and how the restaurants management takes action to recover it 

(Kennedy et al, 2003). 

 

b) Fair Treatment: Fair treatment can also play a pivotal role in satisfying the customers. This fair 

treatment may be in the form of outcomes fairness, procedural fairness and interaction fairness (Tax et al, 

1998). Outcome fairness is in the form of monetary compensation, free service, repair, charges and 

replacement. Procedural fairness occurs in the form of policies, rules, and timelines of the complaint 

process. Customer wants easy access to the     management for complaining and in return expects a quick 

response to their reservations. Interaction fairness is very important because customer expect to be treated 

honestly, politely with good attitude. 

 

1.2 Evolution: 

In amidst of 21st century the world has become more focused on service rather than manufacturing. 

Nowadays service has become more standardized expertise and work pool because of intense competition. 

The restaurants who treat their customers positively are concerned about their service quality. If these 

standards were not matched then customers tend to switch the restaurants fulfill their need (Rice, 1990). 

These standards should also be followed in local restaurants of Pakistan because customers have become 

savvier. Service sector growth is continuously increasing in this century. (Heskett et al, 1997) 

 

1.3 Present Status: 

In a recent trend Restaurants business emphasize on the customer relationship management. Customer            

relationship management is the strategy to manage and empower the relation and interaction with customers 

to maintain long term loyalty with customers. 

 

In Pakistan many franchises are now opened. Pakistani peoples are very passionate for fast foods and they        

spend large amount of money to these foods. Nowadays, Youngsters are more passionate to fast foods 

because      they have enjoyment and fun in fast food restaurants.  

 

1. 4Problem Statement: 

The focus of this research is to compare quality standards of local and multinational restaurants, 

Service recovery of local and multinational restaurants of Pakistan and response of customers after 

getting service   recovery from local and multinational restaurants. 

 

The problem of research is clearly defined, researcher have chosen this topic because of growing 

nature of restaurants service in Pakistan. It is very costly for restaurant to lose their customers; each and 

every customer has life time value for the service provider which gives the profit for the firms. Service 

recovery is playing very important role to maintain the relationship between customers and service 

provider. 

 

1. 5 Significance of Study: 

a) For Customers: 

Restaurants have potential to restore the customers’ dissatisfaction and negative emotional evaluation 

or    drive switch to competitors (Smith et al, 1998). Researcher has actually analyzed the customer’s 

expectations     about restaurants service recovery after failures. When customers have communicated to 

restaurants management about unresolved issues, they are unable to get the benefits and compensation. 
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b) For restaurants: 

Service failures and then their recovery is become very important for restaurants performance. It is very      

expensive to lose the customers for restaurants with the intense competition. This phenomena is better 

understood by this imagination, for example if the restaurants have 100 customers visit on the daily basis 

and 25 of the customers are dissatisfied but restaurants management know about only 2 or 3 dissatisfied 

customers’ through their complaint action and have more chance to lose the remaining customers.(Timm, 

2001). This research may help the restaurants to identify their failures reasons, dissatisfied customers, 

assessment of service performance and forecast the future expectation of customers. 

 

1.6 Scope and Limitations: 

Research is limited only to Karachi’s multinational and local restaurants, because of limited time.             

Researcher has only focused on the customers’ experiences and perceptions regarding services of 

restaurants. The major limitation of research was the amount of time between actual restaurants recovery 

experience and administration of scale for the evaluation. 

 

2. Literature review 

Service recovery of restaurants has been studied by many of the researcher which mostly focused on the       

critical service failures and their recovery by restaurant management. Most of the researchers have to 

analyze       the fast food restaurants service failure and recovery effort. 

 

Indo- US service failure and recovery strategies were conducted by Dutta et al (2007). The purpose of 

this study was to explore the reasons of failure in restaurants’ services. This study was to identify perception 

and response of customers after failure and recovery of service. This study was conducted in INDIA and 

USA. Results of study were conclusive of the results on the reasons of service failure in the restaurants in 

the context of developing and developed nation economies. They have also shed light on the behavioral 

aspects of customer’s perception toward these failures and responses of customers. 

 

Robbins et al (2004) have studied the consequence of effective service recovery strategies. They have 

predicted that customer’s loyalty play pivotal role in the recovery process by interacting with perceived 

unfair treatment. They have studied about perception of both procedural and distributive fairness in recovery 

management. Further, they have identified that recovery of service have very strong impact on customers 

loyalty. 

 

Failure incident of fast food restaurants mainly in ordering, delivery system and sanitary condition was 

resolved by service recovery strategies of restaurants. They have theoretical frame work in which 

dependent variable is service recovery effort and independent variables are complete solution, partial 

solution and unresolved matters. The study of Leong et al was depending on the hypothesis of service 

recovery, which was based on the service recovery effort, having an effect on the service resolution level 

(Leong et al, 2008). 

 

3. Theoretical framework: 

Theoretical frame is shown in figure no: 3 which indicate the services from restaurants to recovery 

of failures and then customer’s reaction to that particular restaurant. 
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Dependent variable is service recovery, which is depending on the fair treatment and 

accountability of service provider. Hypothesis of research is based on the service recovery of local 

and multinational restaurants of Pakistan. Data is relevant to 5 no. of hypothesis, which shown the 

service quality, recovery and customer expectation to the restaurants. 

 

 

Service standards of restaurant 

  
 
 

 
Non 

Complaint 
Complaint 

Action 
 
 
 

 

 

Service recovery 
 
 
 
 
 

 

    

Fair treatment 

       

 Accountability     Stay of customer   Exit /switch  

            

            
 

Figure 1: Theoretical framework service recovery 

 

Source: j. Singh “consumer complaint intension and behavior: definitional and taxonomical 

issue” journal of marketing 52 (Jan 1988) pp 93-107 

 

Hypothesis: 

1. On premises order taking failures is mostly occur in local restaurants  

2. Facility and sanitation failures is mostly occur in local restaurant 

3. Service recovery efforts in terms of fair treatment occurs in multinational restaurants 

4. Service recovery in terms of accountability occur multinational restaurants  

5. After getting service recovery customers become loyal with that restaurants  

 

4. Methodology: 

This part of research is describes that the researcher has used inductive approach research design and 

explanatory research design is used. 

4.1 Phases of the Study: The following are the phases of the study. 

 

4.1.1) Pilot study: For the pilot study, Researcher has administered almost 15 questionnaires to students 

and professionals. Feedback for this questionnaires pilot study was 9 (60%). The initial summary 

of questionnaire was checked for the validity, language clarity and reliability. 
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4.1.2) Main study: Researcher has collected almost 100 questionnaire response through online, email and 

by hand. The data is analyzed through ANOVA, in which researcher has compared service 

effectiveness of both the restaurants. (local & multinational) 

 

4. 2 Research Design 

Research type is explanatory in nature in which researcher used correlation. Researchers have deduced 

hypothesis and explain the relationship between the variables. Researchers want to analyze the current 

situation, behavior and response of customers toward the restaurants service recovery. It is a cross-sectional 

study in which survey was conducted to gather the data about customer’s feedback. Researchers have 

conducted research in naturalistic environment. 

 

4.3 Sampling Frame: 

Researchers have used the non-probability technique; specifically purposive sampling method is used. 

The respondents of research were customers who frequently visit fast food restaurants. Respondent’s age 

were between 22 to 35yrs. Equal distribution of questionnaire within males and females who were students 

and professionals. These respondents have related with well established area of Karachi, well educated and 

well mannered. Income of respondents ranges from 30,000 and above. 

 

4. 4  Instrument: 

The basic tool or instrument which used to collect data was questionnaire. Questionnaire was distributed 

through mailed, which researcher has state purpose and importance of this research. Researcher have 

chosen questionnaire as tool to collect data because in many situations it is difficult to observe and analyze, 

by using this questionnaire researchers can enable to measure the concept. Researchers have only included 

close ended question like single answer in Likert-scale 0.5 is used. Questionnaire was basically belonging 

to quantitative customer feedback research. 

 

4.5 Data collection: 

The data was collected through on line survey questionnaire. Data was based on the prior experience 

of customers about the restaurants service failures and recovery. 

 

4.6 Treatment of data/ information/ analysis: 

Researcher has analyzed data through MS EXCEL; data presentation in graphical and tables 

form. Researcher has used ANOVA technique to analyze data, because of competitive analysis of 

service recovery in local and multinational restaurant in Pakistan. 

 

5. Results 

Researcher has used ANOVA technique of analysis to compare the local and multinational 

restaurants of Pakistan. This research was based on pilot study and main study. 

5.1: Pilot study: 

In pilot study response rate was (60%) from 15 people only 9 respondents returned questionnaire. In 

this table Researcher have shown the respondent answers against questions. 

 

5.1.1 Demographic Profile of respondents: 

The survey demographic descriptive have presented in table mo: of the 9 peoples which 44% were 

males and 
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55% were females. 22 % of the peoples were students; part time worker 0% and full time worker were 

77%. Age were ranges from 20-25 were 0%, 26-30 were 100 % and over 30 ages were also 0%. Two of 

the restaurants were focus which local restaurants of Pakistan were KBC and multinational restaurants in 

Pakistan were KFC. 

 

(DEMOGRAPHIC DATA FOR PILOT STUDY) 

 

 1) Gender Male Female  

  % 44 55  

 2) Occupation student part time worker full time worker 

  % 22 0 77 

 3) Age 20-25 26-30 over 30 

  % 0 100 0 

 4) TOTA L RESPONDENT 9  

      

Table no: 1 Demographic data for pilot study 

 

Gender 

 

 

 

 

 

 male 

 female 

 

 

 

 

                                    Figure no: 2 Respondents ratio on the basis of gender 

 

Figure no: 2 shows that the participants of females were mo re than males in this research that there is 9 

people in which 44 % were males and 55% were females. 

 

Occupation 

 

 

 

     

         Student 

             Part time worker 

           Full time worker 

 

 

 

 

Figure no: 3 Respondents ratio on the basis of occupation 
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Figure no: 3 showing the ratio of respondents on the basis on occupation in which 22 % of the people 

were students; part time worker 0% and full time worker were 77% 

 

Age 

 

10 

 

8 

 

6 

 

4 

 

2 

 

0                         20-25 26-30 over30 

 

Figure no: 4 Respondents ratio on the basis of age 

 

Figure no: 4 showing the ratio of respondents on the basis of age which was range from 20-25 were 0%, 26-

30, were 100 % and over 30 ages were also 0%. 

 

 

Table no: 2 Pilot study data work sheet: 

 

PILOT STUDY 

DATA 
 

Respondent’s Responses about a KFC AND KBC Restaurant Service 
 

                                                                                                                                                  Good                       Poor 
 

A) On-premise order taking process failures:  

 
1. Restaurants ordering process  

 

KFC 5 4 

KBC 6 3 

 

2. Menu letter size and appearance  

 

 KFC 9 0 

 KBC 6 3 

3. Food quality   

 KFC 9 0 

 KBC 8 1 

4. Waiting time after ordering   

 KFC 8 1 

 KBC 8 1 
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 KFC 9 0 

5. Hygienic staff and waiters   

 KFC 6 3 

 KBC 7 2 

B) Facility and Sanitation Failures:   

6. No. of seats in dining area   

 

KFC 9 0 

KBC 8 1 

 

7. Cleaning of restaurant premise  

 

 KFC 5 4 

 KBC 6 3 

8. Environmental stability   

 KFC 4 5 

 KBC 3 6 

C) Service Recovery Efforts after   

Failure restaurant:   

11.      Apology from staff members   

 KFC 1 8 

 KBC 3 6 

 

12. Give the explanation about service failure  

 

 KFC 6 3 

 KBC 4 5 

13. Money compensation   

 KFC 7 2 

 KBC 6 3 

14. Free order replacement   

 KFC 5 4 

 KBC 6 3 

 

15. No response from restaurants management  

 

KFC 2 7 

KBC 1 8 

 

D) Customers response after service recovery of that failure 
 

16. You suggest that restaurant to your relatives  

 

KFC 1 8 

KBC 2 7 

 

17. You will be faithful with that restaurant  

 

KFC 1 8 

KBC 3 6 
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5.2: Main study: 

5.2.1 Demographic statistics for main study: 

The surveys demographic descriptive statistics are presented in table no: 3, of the 100 respondents, 64 

were 

 

Males and 36 were females. Eight percent of survey respondents were in the range of 20-25 ages, 64% were 

26-30 and 29 were above the age of 30.32 % o f the respondents were students, and full time worker were 

68%. 

 

 

(DEMOGRAPHIC DATA FOR MAIN STUDY) 

 

1) Gender Male Female  

 % 64 36  

2) Occupation student Part time worker full time worker 

 % 32 0 68 

3) Age 20-25 26-30 over 30 

 % 8 64 29 

4) TOTA L RESPONDENT  100 

     

 

Table no: 3 Demographic data for main study 

 

Gender 

 

 

 

 

 Male 

 Female 

 

 

 

 

 

Figure no: 5 Respondents ratio on the basis of gender 
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Occupation 

 

 

 

         Student 

         Part time work 

         Full time worker 

 

 

 

 

Figure no: 6 Respondents ratio on the basis of occupation 

 

Figure no: 6 showing the ratio of respondents on the basis on occupation in which 32 % of the people were 

students; part time worker 0% and full time worker were 68%. 

 

Age 

 

 

 

 

 20-25 

 26-30 

 over30 

 

 

 

 

 

Figure no: 7 Respondents ratio on the basis of age 

 

Figure no: 7 showing the ratio of respondent on the basis of age which was range from 20-25 were 8%, 26-

30 were 68 % and over 30 ages were also 39%. 

 

5.3 Scale credibility: 

Scale credibility is depending on reliability of questionnaire which was checked through 

SPSS by using cronbach alpha technique. Researchers have analyzed the KFC and KBC 

restaurants based questionnaire. Four types of scale items were used in questionnaire like On-

premise order taking process failures, Facility and sanitation failures, and Service recovery efforts 

after failure restaurants, Customers response after service recovery. 

Cronbach alpha of questionnaire was 79.5% which have shown the reliability of questionnaire. 
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5.4: Interpretation of hypothesis: 

For the testing of hypothesis, researcher has done ANOVA technique to analyze the collected 

data. ANOVA is statistical tool which is very commonly used for comparative analysis of data. 

 

1)  On premises order taking failure occur in KBC restaurants. 
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Graphical presentation: 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation: 

According to this result of ANOVA, researcher has accepts the alternative hypothesis (H1) 

because P-value is less than alpha value F value is more than F crit which have shown that there is 

significant difference between the two groups of restaurants (KFC and KBC), that means on 

premises order taking failure occur in KBC restaurants. 

 

2) Facility and sanitation failure occur in local restaurants (KBC).  
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Graphical presentation: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation: 

 

According to this result of ANOVA, Researcher has accepts the alternative hypothesis (H1) 

because P -value is less than alpha value and F value is more than F crit which have shown that 

there is significant difference between the two groups of restaurants (KFC and KBC), that means 

facility and sanitation failures occurs only in local restaurants. 

3) Service recovery efforts in terms of fair treatment after failures of service occur in local restaurants 

(KBC). 

 

 
 



International Journal of Arts and Commerce                                    Vol. 3 No. 4                              May, 2014 

 

 

127 

Graphical presentation: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation: 

 

According to this result of ANOVA, Researcher has rejects the alternative hypothesis (H1) 

because P -value is greater than alpha value and F value is less than F crit which have shown that 

there is no significant difference between the two groups of restaurant (KFC and KBC) that means 

service recovery efforts in terms of fair treatment occurs in both KFC and KBC restaurant. 

 

4) Service recovery efforts in terms of accountability after failures of service occur in local restaurants 

(KBC). 

 

 Q1     Q2  Q3    Q4  Q5 

                  

Service Recovery Efforts in 

terms of 

accountability after failure of 

restaurants       

                

                

KFC  88   52   48       

                

KBC  12   48   52       

                 

                 

ANOVAs: Single 

Factor                 

                 

alpha value 0.05                 

                 

SUMMARY                 

              

Groups Count   Sum Average  Variance       
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 Q1     Q2  Q3    Q4  Q5 

KFC 3   188  62.66667  485.3333       

              

KBC 3   112  37.33333  485.3333       

                 

                 

                 

ANOVA                 

            

Source of Variation SS   df MS  F  P-value F crit  

            

Between Groups 962.6667   1  962.6667  1.983516  0.231795 7.708647  

              

Within Groups 1941.333   4  485.3333         

               

                

Total 2904   5            

                  

 

Graphical presentation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation: 

 

According to this result of ANOVA, Researcher has rejects the alternative hypothesis (H1) 

because P-value is greater than alpha value and F value is less than F crit which have shown that 

there is no significant difference between the two groups of restaurants (KFC and KBC) that means 

service recovery effort in terms of accountability occurs in both KFC and KBC. 
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5) Customer becomes loyal with restaurants after getting service recovery of the failures. 

 
 

Graphical presentation: 

 

 

 

 

 

 

 

 

 

 

 

Interpretation: 

According to this result of ANOVA , Researcher has accepts the alternative hypothesis (H1) because P 

-value is less than alpha value and F value is more than F crit which have shown that there is no significant 

difference between groups of restaurants (KFC and KBC) that means customers become loyal with 

restaurants after getting service recovery form restaurants. 

 

6. Findings, Conclusion & Recommendations 

6.1: Summary of Findings: 

In order to maintain customer’s satisfaction there are several service recovery strategies used by 

restaurants which become very helpful to reduce the complaints of customers. Researchers have focused 

on service recovery variables like fair treatment and accountability. 
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� The finding implies that local restaurants have more chances of service failures than multinational 

restaurants; these failures may be in case of food quality or environmental cleaning. Multinational 

restaurants environmentally stable and clean because they have a standard rules and Standards for 

their processing.  

� Findings also indicated that service recovery plays very important role to cope up with the service 

failures. Local and multinational both restaurants have good service recovery strategies because 

service recovery is the back bone of any service organization. Restaurants have solid and 

competitive service recovery strategies. Theory of service recovery indicates that service recovery 

strategies include fair treatment and accountability of responsible person.  

� Customers reaction after getting service recovery become satisfied and loyal with that restaurants, 

customers also involve in positive word of mouth and suggest that restaurants to other relatives as 

well. Customer reaction is very important for any service organization so organization carefully 

handle their customers and reduces their complaints by giving the compensations either in terms of 

money or apology.  

 

6.2 Conclusion:  

On the above findings and analysis Researchers have able to draw conclusion, regarding research. 

 

� Service failures mostly occur in local restaurants of Pakistan.  

 

� Customers become loyal with restaurants service after getting service recovery.  

 

  Service recovery of failures is very important for both local and multinational organization. 

 

� Multinational restaurants are better service recovery provider to their customers’ 

because they know the importance of customers’ loyalty .Customer becomes loyal 

with restaurants after getting service recovery effectiveness. 

 

� Complaints by giving the compensations either in terms of money or apology.  

 

Table no: 4 Result of hypothesis 

 
            Nowadays, customers prefer to go the branded restaurants like KFC and McDonalds. That’s why, 

KFC have enjoying the great market share. If the brand is strong and good service provider it ultimately 

leads to the loyalty of customers will be increases. 
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