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Executive Summary

The restaurant business is widespread among the major areas of Dhaka metropolitan area and city people more often visits and spends their time with their friends and family. As in Dhaka, there are not a lot of options for people to spend their leisure time; rather they spend their time in their nearby restaurants. 

This report analyses the overall service quality of restaurants in Dhaka, specifically in Dhanmondi area. Data were collected directly from the customers and consumers of the restaurants by first hand. The survey was done focusing on most of the famous and popular restaurants in this area. Against the question of whether or not customers are happy from the service standard of the restaurants, this study reveals that they are getting quality and standard service by those restaurants. 

All findings are shown and analyzed in the analysis part of the report. The initiative presents the actual scenario of the customers, what their perception about the overall service they are getting from the restaurants. Based on the results several recommendations are forwarded to improve the service quality and to improve the restaurant business industry in this area.

[bookmark: _GoBack]
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[bookmark: _Toc528146898]INTRODUCTION

Restaurant and food business has been one of the most profitable businesses in the past few years in Dhaka city. Since then this business sector has been a topic of analysis and finding patternof business and public perception on it.
Dhanmondi area is one of the major area of Dhaka city, where so many restaurants are available at different places. Especially in the Shat Mosjid Road area, (area begins from Zigatola bus stand to Shonkor bus stand) there are nearly than 100 restaurants are established.  
The perception of the customers about restaurants are depends on many factors such as food quality, interior design, behavior of the employees, cleanness which is why it is complex and interesting to find and explore the findings.

[bookmark: _Toc528146899]Motivation of research:
There are so many restaurants in the Dhaka city. In Dhanmondi area are so many famous and non-famous restaurants and franchise restaurants. However, what about their service? Are they providing hygienic food and materials? Are they following the global standard? Are we overall satisfied? I am motivated for those question for my thesis.      

[bookmark: _Toc528146900]OBJECTIVES OF THE RESEARCH
The objective of the research is to understand the consumer perception about the restaurants in the Dhanmondi area. The purpose of the study is to find out customers satisfaction from overall service from the restaurants.
Specific objectives:
· Identify the key factors that influence service quality of the restaurants,
· To find out are the customers satisfied with the restaurant service,
· Create a service perception model of restaurants customers,
· To show the analysis ofsurveyed data,
· Identify and analyse the problems and findings,
· Giving recommendations for the problems and findings, 
· To summarize to findings, and give recommendations on current scenario.
[bookmark: _Toc528146901]STATEMENT OF THE PROBLEM
In this research, the following are considered: 
· the perception of customers regarding prices and overall service, 
· drive and trends towards restaurant food consumption,
· their convenience, values and related efforts towards consumption,
· the menu at the place they eat, 
· location and their taste preferences,
· customer’s loyalty towards particular restaurants over others,
· customers’ purchasing power,
· availability options and local competition,
· Future opportunities and avenues. 
All these will help us to understand the perception of the consumer segment in Dhanmondi. 

[bookmark: _Toc528146902]SCOPE OF THE PROJECT
The scope of this research is huge. It can be conduct in Gulsan, Banani, Uttara, Khilgaon, Puran Dhaka or even whole Dhaka city. This type of research in every industry benefits the industry to grow in better shape.





[bookmark: _Toc528146903]LIMITATION OF THE PROJECT
This research is based on the sample of only Dhanmondi area. There are so many restaurants in this area and the information is personal for both restaurants as for consumers. As the population is big and people’s perception is a personal aspect, many were not ready to give the information or allow to. People’s participation of the survey was also a very difficult situation for me.

[bookmark: _Toc528146904]Significant of the Study:
This thesis research can play in vital role to find out the scenario of restaurant service in Dhanmondi area. All data has surveyed in first hand by real time customers and consumers of the restaurants. The industry holder members, government, customers all can get info and can see the service perception on the restaurant service in the Dhanmondi area.
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CH 2

[bookmark: _Toc528146905]Literature Review

[bookmark: _Toc528146906]Customer Perception:
Customer Perception is a marketing concept that empathies a customer impression, awareness and consciousness about a company or its offerings.
Personal experiences advertising, reviews, public relations, social media and other channels generally affect customer perception.
[bookmark: _Toc528146907]Why customer perception is important?
In today’s digital age, virtually everything is a google search away. This makes ours goods and services easier to find, but the tradeoff s that our competition is easier to find as well. That means it’s easier for unhappy or unsatisfied customers to leave.
Customers want good quality, but they also want to know are they getting good value. The value isn’t just judged by the product or service they are purchasing, but by the availability and usability of the customer service that supports it.
It’s just not enough anymore to have brand recognition; consumers want to feel good about a brand or a company. They want to do business with civic-minded corporations with positive worldviews.
[bookmark: _Toc528146908]What factors affects Customer perception?
Some factors that influence individual perceptions include:
# Advertising: The campaigns that company runs offer implied perceptions about products and service. What they say about their brand/company and messages customers deliver help others form options.
# Influencers: The people that surrounded an individual have a massive impact on a customer decisions. Whether they be in person or via social media, human nature is such that individuals listen to the opinions and thoughts of around them.
# Personal experience: This is the biggest of all factors that weight in to customer perception. If someone has experienced first-hand the quality of a product or a service or the responsiveness and usefulness of a customer service channel, it will positively or negatively impact customers’ perception.
[bookmark: _Toc528146909]Study variables:
· Customer perception
· Service quality
· Tangibles
· Reliability
· Responsiveness
· Assurance
· Empathy
· Price
· Satisfaction
· 
[bookmark: _Toc528146910]Theoretical framework:
	Gender


	Tangibles




	Age


	Reliability



	Food Quality



	Willingness to go restaurants



	Assurances



	Price



	Responsiveness 



	Price
	
	Satisfaction 
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CH 3
[bookmark: _Toc528146911]Methodology, Data collection, Analysis & Discussion
[bookmark: _Toc528146912]Introduction:
This thesis report founded on marketing concept: customer perception. The survey, data analysis and findings based on customer perception in restaurant business in dhanmondi area situated in Dhaka.
[bookmark: _Toc528146913]Population and Sample for the Present Study:
Population for the study is the whole dhanmondi area restaurants starting after Science lab area continuing with dhanmondi 1 then finished before Sonkor bustand just before dhanmondi 27.
In my data list there are more than 20 different restaurant including KFC, Alfresco, Cafe login, Take out, Sultans dine, Comic Café, Star Kabab, Pizza hut and many other similar restaurants in this area. 
[bookmark: _Toc528146914]Measurement:
Questionnaire: 
	Tangibles
Comfort and cleanness of the dining area is satisfactory
Visual attractiveness of the building and dining areas are good
Clean staffs are neat and well equipped
Menu is attractive and readable
Parking area and building exteriors are visually attractive
Staffs are clean, neat and appropriately dressed
Restaurant’s décor typical to its image and price range
Seats and environment are comfortable



	Food Quality
The foods are fresh and well presented
The food was tasty
The restaurant offers variety of menu items



	Reliability
Authority shows sincere interest in correcting anything wrong
This restaurant provide accurate bill to customers
This restaurant serves customer in the time promised
This restaurant serves the food exactly as it was ordered



	Responsiveness
The restaurant is providing prompt and quick service
The staffs give extra effort to handle customer’s special request



	Assurance
The staffs are always courteous with customers
The staff have the knowledge to answer customers’’ questions
The restaurant make customer feel safe with the service and food
The staffs are well trained, competent and experienced



	Empathy
The staffs provide attention to all individual customers
Customers feel special for the behaviour of the staffs
The staffs can anticipate the individual needs and wants of customers
The staffs are sympathetic and reassuring



	Price
Food items materials are expensive and high quality
Customers are paying as they planned to




	Satisfaction
Overall satisfaction with dining experience in this restaurant is satisfactory
I am going to come again in the restaurant
I will recommend the restaurant to others
The service quality is excellent








[bookmark: _Toc528146915]Data collection procedures:
This paper based primary data by collecting data from face to interviews, completing questionnaire with the help of google docs. Our sample was different people in Dhanmondi area in Dhaka city visited restaurants recently in that area. In Dhanmondi zone in Dhaka city collected 90 samples randomly from different restaurants. Collecting all necessary information based on this paper. The data has collected from a survey conducted in the month of January 2018 to April 2018. Data are collected in a proper way to eliminate unbiased ness of the result. We asked only information which are related on this research.
















[bookmark: _Toc528146916]PROJECT ANALYSIS REPORT

· Age of the surveyed

	Age Group
	Frequency
	Parcent
	Valid Parcent
	Cumulative Percent

	Valid         20-30
	72
	80
	80
	80

	                 31-40
	13
	14.4
	14.4
	94.4

	                41-50
	5
	5.6
	5.6
	100

	51+
	0
	0
	0
	100.0

	                     Total
	90.0
	100
	100
	


Table No.: 1


Figure: 1.1

Analysis
After completing frequency analysis of the survey, we found that 15 to 30 age people are more outgoing and taking more restaurant food rather than other age people. People from age group between 15 and 30 tend to consume more restaurant food because of trend and modern restaurant food habits. People in this age group prefer more convenient and easily available selecting food.
· Gender of the surveyed

	Gender
	Frequency
	Parcent
	Valid Parcent
	Cumulative Percent

	Valid         Female
	27
	30
	30
	30

	             Male
	63
	70
	70
	100.0

	                   Total
	90.0
	100.0
	100.0
	


Table No.: 2

Figure: 2.1

Analysis
Food consumption and service quality perception result normally does not vary on gender differences. In this survey, data 70% participators are male and 30% are female.






· Comfort and cleanness of the dining area is satisfactory


	Opinions
	Frequency 
	%
	Cumulative %

	Strongly disagree
	1
	1.1
	1.1

	Disagree
	6
	6.7
	7.8

	Neutral
	12
	13.3
	21.1

	Agree
	48
	53.3
	74.4

	Strongly agree
	23
	25.6
	100.0

	Total
	90.0
	100.0
	


Table No.: 3
Figure: 3.1
Analysis
This above table is all about that people’s satisfaction of having Visual attractiveness of the building and dining of restaurant. People always want to have attractive and good visualise of restaurant building and dinning at the situation of spending time. In this data analysis, we found 68.9% are satisfied on the other hand 31.1% are not. If we compare the two side of opinion, the positive side is maximum but as 31.1% is, like not to be satisfied it should take into concern to make them satisfied by providing their exact wants.


· Visual attractiveness of the building and dining areas are good

	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	11
	12.2
	13.3

	Neutral 
	16
	17.8
	31.1

	Agree
	42
	46.7
	77.8

	Strongly Agree
	20
	22.2
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 4
Figure: 4.1

Analysis
This above table is all about that people’s satisfaction of having Visual attractiveness of the building and dining of restaurant. People always want to have attractive and good visualise of restaurant building and dinning at the situation of spending time. In this data analysis, we found 68.9% are satisfied; on the other hand, 31.1% are not. If we compare the two side of opinion, the positive side is maximum but as 31.1% is, like not to be satisfied it should take into concern to make them satisfied by providing their exact wants.

· Clean staffs are neat and well equipped


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	8
	              8.9
	10

	Neutral 
	10
	11.1
	21.1

	Agree
	49
	54.4
	75.5

	Strongly Agree
	22
	24.4
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 5
Figure: 5.1

Analysis
The above table states a very important fact of any restaurant that and it is Clean staffs are neat and well equipped. Each customer wish to have those things are very well in the restaurant. It is a satisfactory fact we analysed in our project and got some result, which said that almost 80% customers are satisfied and the rest is not, actually satisfied which has a percentage of 21.2.If we think overall about this data, it states a positive reaction of the related fact although some customers are dissatisfied. To give a perfect and standard service to the customers all the restaurants of Dhanmondi need to have some steps to make happy those are not yet.
· Menu is attractive and readable


	Opinions 
	Frequency 
	Percentage
	Cumulative %

	Strongly Disagree
	3
	3.3
	3.3

	Disagree
	5
	              5.6
	8.9

	Neutral 
	15
	16.7
	25.6

	Agree
	48
	53.3
	78.9

	Strongly Agree
	19
	21.1
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 6
Figure: 6.1
Analysis
A very important sati factionary case for restaurant is what they are offering in their menu for the customers and how meaningful it is to their customers. Customers eagerly wish to have a good menu to get and to read. Without offering something good, it is not possible to make customer happy. 74.4% of Dhanmondi customers are happy with the menu offering by the restaurant and the meaning of the menu. Nevertheless, the thing is, 25.6% are not satisfied with the offered menu and to get menu what it exactly has. This percent of dissatisfied customers should take into caring to avoid any trouble to face in the future. Some variations need to include in the menu and to make the menu easy to read for the customers who are not satisfied.
· Parking area and building exteriors are visually attractive


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	22
	24.4
	24.4

	Disagree
	21
	              23.3
	47.7

	Neutral 
	12
	13.3
	61

	Agree
	21
	23.3
	84.3

	Strongly Agree
	14
	15.6
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 7
Figure: 7.1
Analysis
Customers need a good parking area as well a good exteriors view. Customers face trouble if they do not get enough space to park their vehicles. They also expect a beautiful outside view rather than noisy and improper. These two facts are analysed in this paper and found that 38.9% customers only have satisfaction where majority of the customers are not satisfied with the parking space and exteriors view, which contains a percentage of 61.1%. It is a very concern for the restaurant of Dhanmondi area and they must have to take some immediate actions to solve this problem otherwise they will lose customers day by day. They should keep some fixed parking area and make a beautiful outside view with some good works.
· Staffs are clean, neat and appropriately dressed


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	6
	              6.7
	7.8

	Neutral 
	18
	20
	27.8

	Agree
	47
	52.2
	80

	Strongly Agree
	18
	20
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 8
Figure: 8.1
Analysis
It is need to ensure for all restaurants that their Staffs are clean, neat and appropriately dressed. It makes customer happy and satisfied if they get the related case exactly. It affects psychologically on customers if the staffs are ok then the overall service will be ok. Therefore, it is need to maintain by the restaurant authority. Here 72.2% customers are really happy and satisfied about the staffs matter on the other side 27.8% customers are not agree and happy about the staffs facts. Authority should have some standard regarding cleanness and dress code to maintain. They should monitor and evaluate their staffs according to this standard so that all staffs follow the given standard.

· Restaurant’s décor typical to its image and price range


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	12
	                13.3
	15.5

	Neutral 
	21
	23.3
	38.8

	Agree
	43
	47.8
	86.6

	Strongly Agree
	12
	13.3
	100.0

	                            Total
	90
	100
	


Table No.: 9
Figure: 9.1
Analysis
Restaurant’s decoration should be according to its image and price. Sometimes it happens that the decoration are not enough good comparably to restaurant’s image and service. It affects customer mind very significantly. In this data survey we got two third of the customers are satisfied and happy of this subject where one third customers have given negative opinion and the percentage is respectively 61.1% is positive and 38.9% is negative. In this scenario, the positive percent maximum but negative percent gives alarm to the authority. Restaurant authorities should set decoration according to their image and price so that it makes sense to pay for customers.

· Seats and environment are comfortable


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	3
	3.3
	2.2

	Disagree
	12
	              13.3
	16.3

	Neutral 
	8
	8.9
	25.2

	Agree
	44
	48.9
	74.1

	Strongly Agree
	23
	25.6
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 10
Figure: 10.1
Analysis
Restaurant’s seat and environment plays an important role in customer satisfaction and happiness. Customers should feel comfortable and enjoyable of seats and environment. Seat should be wide, spacious and comfortable .Environment of a restaurant needs to be comfortable. The physical and non-physical environment like decoration, crowd, and cleannessshould has to make customer satisfaction. In that case about 74.5% customer’s feedback is, positive and 25.5% customers hold negative feedback. As this, a very important issue authority should take into concern of negative feedback of the customers. They should arrange quality and comfortable seat and should set in way that customers feel comfortable spending time.
· The foods are fresh and well presented


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	8
	              8.9
	11.1

	Neutral 
	17
	18.9
	30

	Agree
	38
	42.2
	72.2

	Strongly Agree
	25
	27.8
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 11
Figure: 11.1
Analysis
People go to restaurant to take food and they go expecting something good from the restaurant. Pure and fresh food are the very important influencing factors in the customers mind to choose best. Customers should not serve by the preserved and spoiled food. Customers also want to serve food in a proper way. Considering this fact in this project topic, we got that 70% of the customers are positive in giving feedback. In contrast to this, almost one-third customers are not while giving their feedback and these percent is 30. As all the restaurants are not same by providing service it differs from but it is true, a good number is not happy about this service. Therefore, it should take into concern to serve fresh and to serve food in a way that makes people happy.
· The food was tasty

	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	15
	              16.7
	18.9

	Neutral 
	22
	24.4
	43.3

	Agree
	30
	33.3
	76.6

	Strongly Agree
	21
	23.3
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 12
Figure: 12.1

Analysis
As people wish fresh and pure food they wish the good taste of the food. People want the food that is tasteful and delicious to eat. It depends on some like good chef, masalla and so on. By considering this fact as an important issue we analysed this data and discovered that 56.6% customers provided good feedback which and 43.4 people stated negative answer. Therefore, it is a matter to think that more than one-third people are unhappy that holds almost 50%. As customers generally go to restaurant for having food and if they do not have it like they want their need to some steps to solve this problem immediately otherwise it will be a way of collapsing of business.
· The restaurant offers variety of menu items


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	3
	3.3
	3.3

	Disagree
	9
	              10
	13.3

	Neutral 
	23
	25.6
	38.9

	Agree
	40
	44.4
	83.9

	Strongly Agree
	15
	16.7
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 13
Figure: 13.1

Analysis
People always some like varieties in their life and of course in food also. Customers tend to have something different from before. Restaurants authority should bring out verities in their menus to make customers satisfaction increase. In this case of research we found 61.1% of satisfied customers and 38.9% of dissatisfied. Actually two third are positively answered and the rest one third had negative feedback. According to this survey can say that verities of menu influence very keenly and it is an important material to take into considerations. Restaurant should understand the changes of food and should offer according to new demand.
· Authority shows sincere interest in correcting anything wrong

	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	10
	              11.1
	13.3

	Neutral 
	30
	33.3
	46.6

	Agree
	33
	36.7
	83.3

	Strongly Agree
	15
	16.7
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 14
Figure: 14.1

Analysis
People make mistakes and they correct it .to run any business mistakes might be happened but correcting the mistakes is sincerity of business. This should be applied in restaurant business also if anything goes wrong like in quality, commitment,  price and any others way. However, n practical we found that almost half of the customers, which has a percentage of 46.6, are not happy and have a negative words about this subject. As more than, half of the customers that have a percentage of 54.4 are positive it is concern matter to solve. Authority should show highest sincerity of any mistakes happened by them while serving.
· This restaurant provide accurate bill to customers


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	5
	5.6
	5.6

	Disagree
	13
	              14.4
	20

	Neutral 
	8
	8.9
	28.9

	Agree
	39
	43.3
	72.2

	Strongly Agree
	25
	27.8
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 15
Figure: 15.1

Analysis
Customers are very price sensitive and they want a rational price amount. Sometimes it happens that bills are too much against serving food and this creates negative impressions in customers mind. To avoid this restaurant need to provide logical and legal bills to the customers. 71.1% of customers are satisfied about bill but 29.9% are not in this research. The unhappy customers are that numbers to consider about them. Although majority are satisfied, some action needs to take for the dissatisfied.

· This restaurant serves customer in the time promised

	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	11
	12.2
	14.4

	Neutral 
	20
	22.2
	36.6

	Agree
	44
	48.9
	85.5

	Strongly Agree
	13
	14.5
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 16
Figure: 16.1

Analysis
The above table states the customers’ perception about time management of the restaurant. According to the survey 63.4% customers says that the restaurants serve the customers as they promised, 22.2% customers are neutral and 14.4% customers do not think the restaurants serve customers in the time they promised. 



· This restaurant serves the food exactly as it was ordered

	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	3
	3.3
	3.3

	Disagree
	6
	6.7
	10

	Neutral 
	17
	18.9
	28.9

	Agree
	40
	44.4
	73.3

	Strongly Agree
	24
	26.7
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 17
Figure: 17.1

Analysis
The above table states the customers’ perception about the order accuracy by judgement the food. According to the survey, 71.1% thinks that the restaurant serve the food exactly it was ordered, 18.9% customers are neutral and 10% customers have given negative response on this matter.  



· The restaurant is providing prompt and quick service

	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	3.3

	Disagree
	15
	16.7
	10

	Neutral 
	24
	26.7
	28.9

	Agree
	36
	40
	73.3

	Strongly Agree
	14
	15.6
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 18
Figure: 18.1

Analysis
The above table states the customers’ perception about prompt and quick service provided by the restaurants. 55.6% customers says that the restaurant provide prompt and quick service, whereas 26.7% customers are neutral and 17.8% customers are saying the restaurants do not good at giving prompt and quick service.


· The staffs give extra effort to handle customer’s special request


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	12
	              13.3
	14.4

	Neutral 
	24
	26.7
	41.1

	Agree
	41
	45.6
	86.7

	Strongly Agree
	12
	13.3
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 19
Figure: 19.1

Analysis
Sometimes customers wish a little more or something additional with the actual service. This should be considered as a service also for customer’s satisfaction. It increase value for customers and a positive feedback are obvious for such service. 58.9% of served customers are happy that they got special service but 41.1% are unhappy that they did not have any special service from Dhanmondi area’s restaurants. It is nothing difficult to provide some special service according to customer’s request. The entire restaurant should have this for their good reputation and to hold customers.
· The staffs are always courteous with customers


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	7
	              7.8
	8.9

	Neutral 
	18
	20
	28.9

	Agree
	45
	50
	78.9

	Strongly Agree
	19
	21.1
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 20
Figure: 20.1

Analysis
The above table states the restaurant staffs’ behaviour and courtesy towards the customers in Dhanmondi area restaurant. From the survey data, we can come to the findings that nearly 80% people are satisfied with the staff behaviour and courtesy. Whether nearly 20% is not satisfied, they either unsatisfied or neutral. So some restaurant need to be concern about this matter too. Showing courtesy to the customer is the first step to make them loyal customers. 

· The staff have the knowledge to answer customers’ questions


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	9
	10
	11.1

	Neutral 
	22
	24.4
	35.5

	Agree
	43
	47.8
	83.3

	Strongly Agree
	15
	16.7
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 21
Figure: 21.1

Analysis
The above table states the expertise or the knowledge skill in his/her job of a restaurant staffs. From the survey data we found that nearly 54% customers says that the staffs have enough knowledge to answer their query information, whereas nearly 47% customers says that they have not or neutral. Therefore, it is alarming matter for Dhanmondi area restaurants as nearly 50% of the restaurants staffs could not provide information about their product or service.

· The restaurant make customer feel safe with the service and food


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	6
	6.7
	8.9

	Neutral 
	17
	18.9
	27.9

	Agree
	42
	46.7
	74.5

	Strongly Agree
	23
	25.5
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 22
Figure: 22.1

Analysis
The above table states the safety issue of the restaurant food and service. From the research data, we found that 71% customers feel safe to take service and food from the Dhanmondi area restaurants. Nearly 20% customers are confused or neutral with the safety issue and nearly 10% customers do not feel safe. In any market place, 30% customers do not feel safe taking the service or consuming the product, and then it is severe problem in the industry.

· The staffs are well trained, competent and experienced


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	8
	8.9
	10

	Neutral 
	21
	23.3
	33.3

	Agree
	42
	45.6
	78.9

	Strongly Agree
	19
	21.1
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 23
Figure: 23.1

Analysis
The above table states the training and experience skill of the staff of the restaurant staffs. Again nearly, 66% customers have given a positive feedback, whereas 34% customers provide negative feedback. Again, it is not good for restaurant or any business.



· The staffs provide attention to all individual customers


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	14
	15.6
	17.8

	Neutral 
	22
	24.4
	42.2

	Agree
	38
	42.2
	84.4

	Strongly Agree
	14
	15.6
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 24
Figure: 24.1

Analysis
The above table states the attention giving tendency to every customer of the restaurants staffs. From survey data, the result is not satisfactory. Only 57% customers are satisfied in this issue, whereas rest 47% does not satisfied with this issue.



· Customers feel special for the behaviour of the staffs


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	13
	14.4
	16.6

	Neutral 
	20
	22.2
	38.8

	Agree
	39
	43.3
	82.1

	Strongly Agree
	16
	17.9
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 25
Figure: 25.1

Analysis
The above table states the special behaviour provided the restaurant staffs to customers. From survey, data the 60% customers says they feel special for the behaviour of the restaurant staffs, whereas 40% customers do not feel special.



· The staffs can anticipate the individual needs and wants of customers


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	13
	14.4
	16.6

	Neutral 
	24
	26.7
	43.3

	Agree
	42
	46.7
	90

	Strongly Agree
	9
	10
	100.0

	                            Total
	90.0
	100.0
	



Table No.: 26
Figure: 26.1

Analysis
The above table states the anticipating power of the restaurant staffs to determine the needs and wants of the customers. Only 56% customers say that they are satisfied with the issue, other 44% are not satisfied with this issue. 



· The staffs are sympathetic and reassuring


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	0
	0
	0

	Disagree
	11
	12.2
	12.2

	Neutral 
	25
	27.8
	40

	Agree
	45
	50
	90

	Strongly Agree
	9
	10
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 27
Figure: 27.1

Analysis
The above table states the sympathetic and reassuring aspects of the restaurants staffs to the customers. From the survey data, 60% customers say they are not satisfied with this issue, whereas 40% customers are not satisfied with the issue. 



· Food items materials are expensive and high quality


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	1
	1.1
	1.1

	Disagree
	13
	14.4
	15.5

	Neutral 
	25
	27.8
	43.3

	Agree
	34
	37.8
	81.1

	Strongly Agree
	17
	18.9
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 28
Figure: 28.1

Analysis
The above table states the satisfaction levels of the customers’ about the food ingredients and materials are using in the restaurant products. Only 56.7% customers given positive review, rest 43.3% do not think that food materials are expensive and high quality. This is a matter of concern, as about half of the customers of this restaurant business saying that they are eating bad quality food from those restaurants. 

· Customers are paying as they planned to


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	2
	2.2
	2.2

	Disagree
	16
	             17.8
	20

	Neutral 
	27
	30
	50

	Agree
	30
	33.3
	83.3

	Strongly Agree
	15
	16.7
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 29
Figure: 29.1

Analysis
According to the survey, only 50% customers think that they are paying right, 30% customers are neutral on this matter, and rest 20% customers think that, they are not paying according to their planning.



· Overall satisfaction with dining experience in this restaurant is satisfactory


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	3
	3.3
	3.3

	Disagree
	14
	             15.6
	18.9

	Neutral 
	21
	23.3
	42.2

	Agree
	37
	41.1
	83.3

	Strongly Agree
	15
	16.7
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 30
Figure: 30.1

Analysis
The above table states that the overall satisfaction customers are getting from the dining experience. 57.8% customers are saying that they are satisfied, 23.3% are neutral and 18.9% customers are not overall satisfied. Overall dining experience matters a lot; it includes interior design, stuff behaviour, food taste and freshness, outlook of the dishes, time to bring the ordered foods in table. But around 43% customers are not exactly satisfied in this criterion. 


· I am going to come again in the restaurant


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	4
	4.4
	4.4

	Disagree
	15
	             16.7
	21.1

	Neutral 
	17
	18.9
	40

	Agree
	40
	44.4
	84.4

	Strongly Agree
	14
	15.6
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 31
Figure: 31.1

Analysis
According to the survey, 60% are revisiting the restaurants, 18.9% customers getting confused and 21.1% never visit the restaurants. Therefore, the Dhanmondi area restaurants are losing 21.1% customer every day they are serving.



· I will recommend the restaurant to others


	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	5
	5.6
	5.6

	Disagree
	16
	             17.8
	23.4

	Neutral 
	18
	20
	43.4

	Agree
	37
	41.1
	84.4

	Strongly Agree
	14
	15.6
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 32
Figure: 32.1

Analysis
Word of mouth is a strong marketing weapon in all business sectors, which influence business a lot. According to the survey, 56.7% customers recommended others to take service from their restaurant, 20% customers are going to neutral position and 23.4% customers don’t recommended others to take service from the restaurant. 


· The service quality is excellent

	Opinions 
	Frequency
	Percent
	Cumulative Percent

	Strongly Disagree
	6
	6.7
	6.7

	Disagree
	17
	             18.9
	25.6

	Neutral 
	24
	26.7
	52.3

	Agree
	28
	31.1
	83.3

	Strongly Agree
	15
	16.7
	100.0

	                            Total
	90.0
	100.0
	


Table No.: 33
Figure: 33.1

Analysis
The above table states the customer’s perception on the service quality in the Dhanmondi area restaurants. Only 47.8% customers saying that the service quality in this area restaurant are satisfactory, 26.7% customers are not either satisfied or unsatisfied, 25.6% customers saying that they don’t like the service quality in Dhanmondi area restaurants.    



[bookmark: _Toc528146917]Findings:
From the survey data and analysis it reveals that the restaurants in the dhanmondi area not giving qualityful and expected service to the consumers. Many restaurants are not following the quality standard. Most of the stuffs are either not trained or not showing curtsey to the customers. Many customers are disgusted about the pricing in the restaurant’s menu items. Most of the restaurants are not following the global or international standard or food items. Many customers fears about the raw materials or indigents of the food items. The clearness and cleanness about service, ethical practices are not available in our country. Parking area is a big problem in Dhaka city. Internal décor and furniture set up are low or average quality in most of the restaurants. Overall, service quality is rated average by most of the data precipitants.

[bookmark: _Toc528146918]Recommendations:
1. Most of the customers are unhappy with the parking service of the restaurants, it has to be solving or taking steps in this matter.
2. Restaurants should price their menu items honestly; both over pricing and high pricing should avoid.
3. Food ingredients and materials should be hygienic, good in quality and not come from wasted source. 
4. Some restaurants have to make their food tasty enough for the customers, rather make it normal or bad in taste. Because customer go to the restaurants to have something special.
5. Restaurants should react more quickly if any unpleasant issue occurs, and act according to rules and regulation and follow the law of the country to stop this type of events occurring in future.
6. Not over promise to the customers in menu or item description or image of the food item.
7. Restaurant staffs should show customers courtesy, try to fulfil their special requests by giving extra effort, knowledge full about the menu items and overall service of the restaurant.
8. Restaurant staffs should take care and pay attention to each individual customer, guide or help them to take proper service or food item if they ask for it. 
9. Restaurants should follow international quality standards, bring international dishes in their menu, and maintain same quality and taste.
[bookmark: _Toc528146919]Discussion:
As in Dhaka city, there are not so many places to enjoy with family and friends or with close ones; people rather choose area wise restaurants to spend quality time with them. It is a great business opportunity sector if the customer gets good service and food items and have a positive perception about the restaurants it will be beneficial for all of the parties in this industry even the whole economy and the country foremost.
[bookmark: _Toc528146920]CONCLUSION
In Dhanmondi area, there are so many and various restaurants for all type of customers and consumer groups. Some customer in this area said that they use to visit Dhanmondi area restaurants most of time as other restaurant area are such as Gulsan, Banani, Khilgaon or Uttara are far from their area (Dhanmondi) and it is time consuming too for the traffic jam in Dhaka.
Majority have a preference towards quality and special food items, taste, and service being served at the restaurants by the restaurant staffs. Since they happen to consume most of their meals outside their homes, they expect food at the joints to be healthy and nutritious.
This survey found out customer likeliness about quality food, taste, good customer service, reasonable pricing and easy methods of payment in the restaurants business in Dhanmondi area. Our country has a wide scope if improvement and development specially in terms of quality food and proper customer service. Now the demand to eat outside at easy and convenient locations is increasing and people now expect a variety of affordable and international standard food and services in Dhaka. Bangladeshi restaurant food startups have great scope and opportunity to look into the needs and cater to the diverse and growing restaurant demand in Bangladesh. 




[bookmark: _Toc528146921]Appendices:
Consumer Perception of Restaurant Services
Questionnaire

Dear Respondent:
I am a student of BBA program at the United International University doing internship on “Consumer Perception of Restaurant Services” as a partial requirement for the fulfillment of the degree. For preparing my Internship Report I am collecting data from the restaurant respondents on their perception of service quality of different restaurants in Dhanmondi area.
Please put your valuable opinion and answer the following questions. I assure you that your information will be used only for academic purpose. 

	Gender
	Male 
	
	Female 
	

	Age (Year)
	20-30
	
	31-40
	
	41-50
	
	50 and above
	

	Name of the Restaurant
	





	


Question Items
	(5) Strongly Agree 
	(4) Agree 
	(3) Neutral 
	(2) Disagree 
	(1) Strongly Disagree 

	Tangibles
	5
	4
	3
	2
	1

	Comfort and cleanness of the dining area is satisfactory
	5
	4
	3
	2
	1

	Visual attractiveness of the building and dining areas are good
	5
	4
	3
	2
	1

	Clean staffs are neat and well equipped 
	5
	4
	3
	2
	1

	Menu is attractive and readable
	5
	4
	3
	2
	1

	Parking area and building exteriors are visually attractive
	5
	4
	3
	2
	1

	Staffs are clean, neat and appropriately dressed
	5
	4
	3
	2
	1

	Restaurant’s décor typical to its image and price range
	5
	4
	3
	2
	1

	Seats and environment are comfortable
	5
	4
	3
	2
	1

	Food Quality

	The foods are fresh and well presented 
	5
	4
	3
	2
	1

	The food was tasty
	5
	4
	3
	2
	1

	The restaurant offers variety of menu items
	5
	4
	3
	2
	1

	Reliability

	Authority shows sincere interest in correcting anything wrong
	5
	4
	3
	2
	1

	This restaurant provide accurate bill to customers
	5
	4
	3
	2
	1

	This restaurant serves customer in the time promised
	5
	4
	3
	2
	1

	This restaurant serves the food exactly as it was ordered
	5
	4
	3
	2
	1

	Responsiveness

	The restaurant is providing prompt and quick service
	5
	4
	3
	2
	1

	The staffs give extra effort to handle customer’s special request
	5
	4
	3
	2
	1





	
Assurance

	(5) Strongly Agree 
	(4) Agree 
	(3) Neutral 
	(2) Disagree 
	(1) Strongly Disagree 

	

	The staffs are always courteous with customers
	5
	4
	3
	2
	1

	The staff have the knowledge to answer customers’’ questions
	5
	4
	3
	2
	1

	The restaurant make customer feel safe with the service and food
	5
	4
	3
	2
	1

	The staffs are well trained, competent and experienced
	5
	4
	3
	2
	1

	Empathy

	The staffs provide attention to all individual customers
	5
	4
	3
	2
	1

	Customers feel special for the behavior of the staffs
	5
	4
	3
	2
	1

	The staffs can anticipate the individual needs and wants of customers
	5
	4
	3
	2
	1

	The staffs are sympathetic and reassuring
	5
	4
	3
	2
	1

	Price

	Food items materials are expensive and high quality
	5
	4
	3
	2
	1

	Customers are paying as they planned to
	5
	4
	3
	2
	1

	Satisfaction

	Overall satisfaction with dining experience in this restaurant is satisfactory 
	5
	4
	3
	2
	1

	I am going to come again in the restaurant
	5
	4
	3
	2
	1

	I Will recommend the restaurant to others
	5
	4
	3
	2
	1

	The service quality is excellent
	5
	4
	3
	2
	1
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Gender Group
Series 2	Female	Male	30	70	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	12.2	17.8	46.7	22.2	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	12.2	17.8	46.7	22.2	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	8.9	11.1	54.4	22.2	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	3.3	5.6	16.7	53.3	22.2	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	24.4	23.3	13.3	23.3	21.1	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	6.7	20	52.2	15.6	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	13.3	23.3	47.8	20	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	3.3	13.3	8.9	48.9	13.3	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	8.9	18.899999999999999	42.2	25.6	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	16.7	24.4	33.300000000000004	27.8	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	3.3	10	25.6	44.4	23.3	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	11.1	33.300000000000004	36.700000000000003	16.7	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	5.6	14.4	8.9	43.3	16.7	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	12.2	22.2	48.9	14.5	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	3.3	6.7	18.899999999999999	44.4	26.7	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	16.7	26.7	40	15.6	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	13.3	26.7	45.6	21.1	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	7.8	20	50	22.2	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	10	24.4	47.8	16.7	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	6.7	18.899999999999999	46.7	25.5	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	8.9	23.3	45.6	21.1	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	15.6	24.4	42.2	15.6	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	14.4	22.2	43.3	17.8	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	14.4	26.7	46.7	10	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	0	12.2	27.8	50	10	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	1.1000000000000001	14.4	27.8	37.800000000000004	18.899999999999999	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	2.2000000000000002	17.8	30	33.300000000000004	16.7	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	3.3	15.6	23.3	41.1	15.6	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	4.4000000000000004	16.7	18.899999999999999	44.4	15.6	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	5.6	17.8	20	41.1	22.2	Column2	Strongly Disagree	Disagree	Neutral 	Agree	Strongly Agree	6.7	18.899999999999999	26.7	31.1	15.6	Age Group	20-30	31-40	41-50	51+	80	14.4	5.6	1.1000000000000001	6

