AN EVALUATION OF THE DETERMINANTS OF CONSUMER
PATRONAGE OF FAST FOOD OUTLETS IN OWERRI

Obiageli Angela Nnamocha

)

and

Ogwo E. Ogwo

Absiracit

This paper s on “An Evaluation of the
Determinants of Consumer Patronage of Fase-
Food Cutlets . Food s a basic aecessity of life
and how @ s processed and marketed have
implicarions for health and economics. This study
s wrecessitaled by the ebserved fnstability in the
patronage of fasi-food cutlets.  Respandenis for
this stuehy were drawn from 3 eaterics in Chverri,
The findings show that of 10 atrributes
investigated, only 3 were significant in
determining paironage. It is recommended that
proprictors of fast-food establishments should
ensure an appropriate mix of these attributes

theer offers. in oprder 1o ensure  consistent
pelrondage.

Intreduction

Background of the Study

Food 15 one of the most fundamental and

important needs of life. No organism can thrive
without food. How it is produced. processed and
marketed can have a big effeet on health and
ceonomics oo, With the increase in work hours,
fewer howrs for leisure, inereased edueation,
enlightenment and social awareness, as well as an
improvement in the pay packages ol workers, food
15 being prepared and sold at specialized outlets
{called eateries), in order to serve the needs of the
increasing market of busy, elitist people.

However, in some parts of the world (US for
example), unhealthy eating is cited as the second
biggest killer (causes of avoidable deaths) after
smoking,  About 60% of the -population 1s
considered obese, and this can be traceable to the
high levels of fat and sugar 1ypical in fast foods,

People who are fastidious about their health have
condemned the offerings of these fast food
establishments, labeling them as “junk food™. The
1ssues raised include calories, trans fatand portion
sizes, This research focuses on discovering the
maost important patronage attributes and the
importance attached to each attribute, by the (areet
market. This is deemed necessary in ornder to
achieve the ultimate aim of morketing 1e.
customer satisfaction, (including good health)ata
profit to the organization.

Statement of Problem

As earlier noted, there is an explosion in the
number of fast foods outlets in the cities. Todav's
companies face their toughest competition ever
(Kotler and Armstrong, 2004), The emergence ol
each new eatery is heralded by customers who
throng the outlet in order 10 assess their offers,
Mast often, this shift is not sustained for long,
suggesting that the clients are not satisficd with
the products/service offered.

In view ol this, the research problem of this study
15 the observed instability in the patronage of
eateriey,

Why s this 507

What product fealures or
characteristics do consumers desire
from an eatery?

How then can the management of an
catery ensure regular patronage from
its clients?

Objectives of the Study

The primary objective of this research is to find
out the major determinants of customers'
patronage of fast food outlets W Owerr
Mumicipal, The specific abjectives include:
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(1) o determume which aspects or features ol
the offerings that actually  influence
patronage sipnificantly,

(2) o wssess the relative importance or
contributions of each of these features,
(3) T determing the best practices expected

of the management ol cateries, in arder
0 ensure consistency in patronage and
achieve customer satisfaction

Thevretical Framework

(hverview

Ina study by Shriberetal ( 19935), it was found that
in rapidly growing metropalitan areas, there is a
decling in the restaurant activity index, which
measures preference for dinmg out,  This means
that a 10 percent growth in population may
translite 1o @ less than 10 percent growth in
restaurant activity,

[ a sty by Bowen and Shisng-Li (2001), it was
found that customers who were “merely satisfied”
wanld probably not bother with a second outing,
unbike the customers who were “highly satisfied”
or “delighted™.  Delighted customers not only
come lor a repeat treat, but also tell others about
their discovery, Customer satistaction depends on
the prodducts' perceived perlormance in delivering
vilue relative 1o a buver's expeciations.  The
expectations of guests are formed by company
unage. word of mouth. price and quality of
products:

Quality has o direct impact on product or service
performance. This is closely Tinked 1o customer
vitlue and satisfaction.  In the parrowest sense,
quality means “freedom from defiects”. However,
customer-locused delinitions sugpest that quality
beging with customer needs and ends with
customer satisfaction. In a broader sense, quality
also includes product features. These two aspects
together improve customer satisfaction (Juvan,
1992).  Product features add to the cost of the
product provided. Customers must therefore be
willing ts pay for the extra costs if they are to
enjoy the additional features. Freedom from
deficiencics can only be achieved when the stafT
are properly trained, motivated and adequately
supervised to ensure quality control. A mistake
(which we may refer (o as “a deficiency” in the
foud service delivery ) may prove quite expensive,
when viewed from the point of lost market worth,
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Charseteristics of Service Marketing as it Applies
to the Food Service lindusiry

One of the most important tasks of a hospitality
business is 1o develop the service side of the
business, specifically, a strong service culivre
The service culture focuses on serving and
satislying the customer,  This can only be
achieved when the characteristics of service
marketing are understood and correctly applicd as
it aftectsthe food service industry,

Intangibility ol Services

According 1o Lewis and Chambers (1989),
someone who purchises a service may go avwmy
emply-handed, but he does not go away emply-
headed.  He has memories that could be shared
with others.

This statement underscores the servioe
characteristic of mntangibility.  Serviees, unlike
physical products, cannot be seen, tasted, lel,
heard or smelt before they are purchased and
consumed,  In order to redoce the uncertainty
cansed by service intangibility, customers look [or
tangible evidence that will provide information
and confidence about the service.  Tangibles
provide signals as to the guality of the intangible
service (Kotler. Bowen and Makens. 2006). An
example of a tangible in the fast food business is
the exterivrof the restaurant,

Inseparability of Services

In most last food businesses, both the service
provider and the customer must be present for the
transaction o gecur (Kotler, Bowen and Makonos,
2006). The food served at an eatery may be
outstanding, but if the service person has a poor
attitude or provides inattentive service, customers
will down-rate the overall restaurant experience

Variahilily ol Services

The quality ofa service varies and depends onw ho
provides it, when and where it is provided. Since
services are produced and consumed
simultaneously, quality control is limited.  The
high degree of contact between the service
provider and the guest means that product
{service) consistency depends on the service
provider's skill and performance at the time of the
exchange. Variability or lack of consistency in the
product (service) offered is a major cause of
custamer dissonance in the fast food line of
business. Managers can solve this problem by
giving definitions of their offerings 10 thew




customers, either verbally or by printing same on
the men.

Perishability of Services

Mast of the offerings of the fast food business
lave a himited span of “life”. The edibles il not
consumed within a couple of hours tend to lose
freshness, overheat or degenerate, even with the
use of refrigerators and micro-wave ovens. The
non-odible . facilities such as seats. camnot be
inventoried when not in use and so the proceeds
accruable therefrom are permanently lost over the
given time period.

Factors Affecting the Peérformance of Fast
Fowd Outleis

Several factors may determine how well an eatery
thrives, but in this paper, we shall highlight three
important ones, viz the attitude of the customer,
the restaurant envirenment and  controlling
customer defection.

The Customer’s Attitude: Attitudes put people in
the frame of mind of cither liking or disliking
product (service). Ttis eritical 1o the survival of an
catery Lo impress a customer on his first time visit.
This 1% because it elicits a positive or favourable
attitude towards the restaurant and would
encourage arepeat visit. Attitudes once formed are
difficult te change. A saying among
restaurantenrs goes thus: “A restavrant 15 only @y
good asthe last meal served”™.

Restaurant Environment: Dining is about the
senses.  The kichen and lood preparation areas
are right in fromt of the customers. and so are
supposed (o be designed to appeal 1o the senses.
Customers observe freshness, cleanliness and
variely at the same time they smell spices and hear
the sizzle of meat on the grill. These stimulate the
appetite and  hlend the ambience of food
preparation with its consumption.

Controlling Customer Defection: Managers
must pay attention to their customer defection
rates and undertake steps to reduce it Causes of
customer defection must be identified in order o
determine how each can be reduced or eliminated.
A high percentage of customers leave because of
poor services, poor guality food, wrong billing,
lack of novelty or too-hiph prices. Given the
Increasing competition in the fast food business
and the costs of altracting new and  loval
customers, it is imperative that customer defection
s i beed.

An Evalwation of the Deteemiients of Consivmer Prtromage of Fase Fooel Ehatfese in Oweerf

Methodolozy

Sample Size:

The sample siee for this study is 100 customers of
fast food houses. An average of about 20
respondents were sampled from each of 5 difleren
eateries in Owerri Municipal.

Sampling Unit:

The population for this stody comprises of all
customers of eateries in Owerri Municipal.  The
sampling unit however constitutes of litersie (4
minimum of secondary school certificate holiders)
shoppers ateach of the selected outlets.

Sampling Technigue:

The structured questionnaires were  personally
administered and retrieved from the customers who
patronized the eateries during the sampling period.
A convenicnce sampling procedure was used.  This
invalved reaching those respondents who  were
qualified 10 fill the guestionnaires and who were
aceessible to the researchers al the time of their visit
tothe eateries.

Statistical Instrument

The data generated from the questionnaires are of
two types viz - qualitative and quantitative. The
qualitative data was grouped and analvsed using
percentages. The guantitative data which were
pathered were tested with both the rank correlation
and multiple regression analysis.  [n the multiple
repression analysis, the Y value (dependent varinble)
is eiven by the responses of all the 100 respondents'
expenditure figures gathered from guestion 5; while
the X values (independent variables) are gartbered
from the individual values of all the 100 respondents
fareachofthe 10 attributes rmted inguestion | 1.

The model therefore is of the form
Y =atb X +hX. +5X, + X, b X,
by X, +b.X, +b, +b 3 +h, X, L]

Where
= Expenditure level
The intercept
= speedolservice (SO8)
= wariety/assoriment of products (VA P)
= atmosphere {ATM)
= economy/fair pricing (EFP)
= sense of orderf SO0
= handling of customer's complaints{ HCC )
= quality of products/services (QPS)
parking space (PKS)

= children's section (C15)
W= couresy ol sStlT{COS)

= the stochastic or random variable (which
represents all other factors not captured in the
madel ).

=

AAAAR AR AR KT <
|
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PRESENTATION ANDI ANALYSIS OF DATA

The Responses to the Questionnaires are presented in tables below:

Tables 1.2, 3 and 4 represent the level of patronage and lovalty 1o the eatery.
Table |: Frequency of Patronage

SIN | Responses . No. Percentage {%)

1 Regularly 4% 46
2. | Oegasionaly 28 28
|3 Rarely 14 4
|4 Others (whan the need arises) 12 12 O
| Total o ' | 100 ‘]7 100% ‘

Source Survey Data, 2010

Table 2: Customers' reaction when preferred product is unavailable

SIN Responses No. Perc&nﬁaé {%-]? |
| 1. | Buy another available product 35 35 |
|2 Forgo purchase a4 | 8 |

3. Go elsewnere 54 | 54 |
4, No response - 3 3
- |Totaa . 100 100%

Source” Survey Data, 2010

Table 3 - Preferred outlet, when there is a choice

SIN Responses No. | Percentage (%)
K7 No other outlet 26 26

2. Other simiiar outlets (combinations) 41 R

3 Noresponse 33 33 |
| Total ' 100 100%

Source Survey Data, 2010

Table 4 - Customers' reaction when a new outlet is opened closer to home or office

SIN | Responses No. | Percentage (%)
1. Continue shopping here 22 | 22 @
Z Experiment on the new outiet o 41 41
P Switch over completely to the new outlet 24 24
4 No response 5 - & ]
Total 100 100%

Source: Survey Data, 2010
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Tatles 5, 6 and

-

Ane Bvaelierion af tee Doty of Consireer Putvimige of Fast Food Qailets in Owervi

represent the customars' preferences {in terms of products and

Source: Survay Dala: 2010

outiet atinbutes).

Taple 5 -—Mr:rsi F’refened Prod L,ct

§/N  Responses - No. | Percentage {%)

1. Snacks. ice cream and drinks 24 24 T
2 Rice, salad and continental cuisine i 34 4 |
3 Africana cuisine 27 27 B
4 | Various combinations of 1h§_it:-uve _ 15 | 15

| | Total - | 100 ¢ 100%

Source: Survey Data. 2010

Table 6 — Reasons for prefemng another outlet.

'SIN | Responses No. Percentage (%) |
1 Proximity to home or office 25 25

(2. | Bettertasting food =~ - % | . B
3 Variety of products 16 16 B
4 | Cheaper products 8 8

5. | Children's section 2 2

8. Various combinations of the above o 21 21 .

7 No respnns& 14 14

L (Jol ] 10 |  100%
Source: Survey Data, 2010

Table 7 — Attractions to an ﬁatﬂy
SIN l Responses - % - | No. | Percentage (%)
1. | Tasty food — T A7 17

S ' Neat environment 4 4 g
3 | Courlssy of staff 5 5 |
4 | Interior atmosphere and r:mn-fef 8 &
o [ Chiidren’s piayhmlﬁe . 8 B

6 “_I ‘Canvenient parking spau.,e 10 10 B
7 Proximity io homeloffice 14 14

|8 | Assortrient and vanely of products a5 35

Total - o 100 100%
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Incorder o provide o clearer picture of the relationship botw een customer lovalty and patronage
determinants. some cross-tabnlations o tables 1, 6 and 7 are presented below; in tables 8 9. [0and 1],

luble 8 Reasons why the “regular” patrons are attracted (0 an ealery.

SIN | Responses “No. Percentage (%)
T (Valely @ a@
12 Tasty food B 11 23.5‘1_1
< Neatnaess 3 662
| 4. ' Parking space B 8 | 1738
|-5_ - Children’s house B — b 2 - 434
| _LT?taI - 46 100% |

Taple & — Reasons why the “occasional” patrons prefer other outiets and are

altracled to an eatery.

Reasons fnrmﬁrrg Outlet . Attractions to an Eatery .
R&spunsfes No. | FEm::’hge Responses Neo. pe“:;::agﬂ |
metﬁw_ | T1a 50 [ Tasty food 4 | 1428
‘Better taste B 2142 | Parkingspace | 2 | 7.14 |
Varety [ 8 | 2147 |Vaey | 8 | 2857
No response 2 7.14 Intenor atmasphere 5 17.85

Couttesyofstaff | 4 | 1428
== ¥ i Children's house 4 | 1428
L [Neamess T LS
| Total B | 28_] 1Eﬂ'% ik _Tu‘tal 28 ‘II‘.]DE-

Table 10 — Reasons why "rare" patrons prefer other nutlets and their attractions to an

eatery
Reasans fur Prufarred Qutiet

Attractions to an Eatery

Responses No. i Pe rl:i:n tage
e
Better taste } 5 | 36,71
|F’rnx|rﬂﬂy | 8 574
I Vanety BRI = V!
| Tatal 14 1007

NP AR o SR ARy b 14—

Responses | Ne. F&rm:ntagn
L I (%)
Variety 4 | 2857
- I | M2
Tasty food P2 14 27
| Courtesy of =IE1‘1‘ 1 T 14
Proximity to 7 50
homeloffice
14 | 100%

Tolal
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b2 11 - Reasons why “the others (ie thess who patrorize an satery when the
nead arises) prefer ather outlels and thEH Hul'a[:{tf‘ﬂb i an ea[ew

Reasons for Preferred Qutlet Al:tmntmns tc an Eatery
| P T Pa
Responses | No. Perc{s;:age Respaonses No. Ferc[:::t}taga
Battertasta | 1 833 | Better taste |4 5.33
Proximity to , 1 8.33
. 2 186 - i

homel office | £.68 Variety |
Variety | 3 B Parking space ¥ 58,33
Cheaper products | 5 4166 Interiar atmosphere. 3 25
Childien's sectlon | 1 8.33

Total 12 | 100% [Total 12 100%

Table 12 represents the level of price sensitivity of the respondents.
Table 12 - Reactonto a shg hit mf..rease in the price of product chome

|S.|'N Responses N"'i_ B Ferceﬁtage_l%z'
A Forgo buying L 19 |
| 2 ~ Look for alternative cheaper outlet 63 63
S Continue buying 18 18
“Total 100 100%

Souree: Survey Data, 2010

Table 13 represents the various aspests of the sateries’ offer, which the respondents

would wish 1o be impravad upon
Table 14

— Daesired arr 2as i for improvement.

| SIN | Responses No.  Percentage (%)
1  More variety of products and services | 22 23

2 Ensuring safety of produicts 18 19
3 Better prices 1 1w - 18
|4 More parking space 21 2

5 More senving points 18 8 |
» ‘Miscellaneous (better spicing, mare 4 ‘ i

B | personalized sevices, promos, stc )

| Total | 100 | 100% |

Sourte Survey Dala, 2610
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DATA ON THE VARIABLES OF INTEREST

Rank Correlation

The raw scores exiracted from the gquestiennaires were rankec since they were
abstract attnbutes that are qualtative in nature.

The results obtained are as follows:

[~ [EFP [50s VAP [OFS |SCO [PKS [CDS |CO8 'ATM [HCC
| EXP | 0.9996 | 0.9995 | 0.9996 | 0.5997 | 0.9906 | 0,9996 | C.9964 | 0.9985 00985 | 0 9995
which shows a very strong relationship between EXP and the rest of the 10 variables

tested as -1 < r. < 1theoretically.

Given the results of the Rank Correlation, it became necessary to understand the
strength of the relationships which was established with the correlation technigue.
Therefore in agreement with Ochigngse and Zumbo (2002), the regression analysis
was carried out an the relationship between Expenditure and the 10 atfributes

studied.

Regression Analysis

The Y-variable is the dependent variable and is given by the customers’ responses
on the average amount they spend on each visit to the satery. The X variables are
the independent variables given by the customers' responses on their rating of
several altributes about the eatery.

Y
X values
EFP -
S0s -
VAP
QPs -
S0C0
PKS -
CDS -
cOs
ATM -
HCC =

L]

© @ N oA W

5
£
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Expenditure Level

Economy and Fair Pricing

Spead of Semvice

Varely and Assorment of Products
Cuality of Product/Servics

Sense of Order

Parking Space

Children's Section

Courtesy of Stalf

Atmosphars

Harnidfing of Customer Complaints




Table 14:

Multiple Regression Resuits
i_ Unstandardized Coefficionts

A Evadaarion af the Detedadoants of Consioee Paranage of Fot Food Outtery bn Oweer

Maodel " t

Sonstant - 2895 0526 - I
EFp -0.166 -0.557 o

505 100635 - E

VAP 021 o 2.247 i
Qps 'udnu'_ 1 1.513 e

SO0 ' (0150 1.651 -

PHS 1 0.082 B - D858 -
CDS 0067 b | 0.848 -
ATM ot 1244 — |
Hcc -pogd 1037 ]
Table 15: Slmple Ftegress:nn Resulls

i

SIN | ,‘E:;::Ig:é"t_ _Cnnstant _ !.F ot R-Squared ?::_afﬁcienr

1 EFP 16.304 7313 2704 0.59 0.254
2 [S0s [21.274 !ﬁu’_s__a__ 0289 [0.007 0.032 e
3. _[VAP _ [16744  [7463 [2732 |01 0244
4 | QPS 115291 | 9789 3129 091 |0.298 -
5. [800 | 19.00 1 2.158 1.468 0.022 1 0.136

6. | PKS 19.091 [ 1.634 1278 | 0.016 0.130 .
7. | CODS 21251 |0.182  |0427 | 0.002 0035 |
8. [COS§ 2200 10,000 0000 [0.000  0.000

8 |ATM 18281 3.00 1,732 0.030 0.166 .
10 [HCE 2200 (0000 [0000 (0000 0000

In ble 14, we have the summary of the multiple
regression and in table 13, the summary results of
the simple regression. From the above resulls, the
multiple regression model result was
unimpressive. Oaly VAP Variety and Assortment
of Products) is signilicant in the model.  This
means that when all the 10 variables of interest (all
tuken together) were regressed against
expenditure, only VAP was sipnificant in
explaining  the expenditure pattern of the
costomers,  The co-elficient of VAP is equally
positive (02015, All the other variables are
insignificant, Apart from EFP (Economy and Fair
Pricing) and HCC (Handling of Customer's
Complaints), which have negative coelficients of
0,166 and 0.094 respectively, all the other
varishles under investigation have positive
coellicients,

Due 1o the unimpressive nature of the multiple
regression results, the researchers were Ted into
constructing the simple regression model. | lene,
each of the 10 independent variables was
regressed against the dependent variable ic. the
level of expenditure of the respondents. The
results are as summarized in table 15, 11 15
observed that 3 variables viz OPS (Quality of
Product/Serviee), VAP Variety and Assortment of
Products) and EFP (Economy and Fair Pricing)
have positive refationships with the expenditure
level, Theircoefficients of 1.298,0.244 and 0.254
respectively are all positive. All these 3 variables
are also significant in explaining the expenditure
dynamics of the customer. o this model, it is also
ubserved that all other variables are positive but
insignificant i explaining the expenditire level of
the customers. This result is an improvement on
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the carlicd multiple realession resulis,

I'he sunple rearessien resull js o the Torm EXP=
atbts ] Therelowe. Giting the regression line for
cach ol the independent vanables and  the
dependent varialile, we hayve:

i EXp = 16,304 + 0254 EEP
(2. 704) —— | 1
{2 1EXP 22T+ 00328508
(28 wswgwaiss | CQNE
(3} EXP = 6, 744 + 0. 244 VAP
(2.734) R~ [ 5
{4y EXP = F5.291 +0.295 QPS
(3.129} e n4
(5 ExXp = 19091 + 0,136 500
(1.408) PP 1 1
ih) EXP = 19,091+ 0. 130 PKS
(1.278) SRR 4 (4L
(71 EXp = 21,251 + L0355 CDS
(0427 e <1 1 I
(5 EXFP = 2200000 0C0N
L0y s eqn §
i) EXP = TE28 1+ 166 ATM
{(1.732) RSN -1 | 1 '
(1 EXp = 2200000 HCC
OERYy . i eqn 10

Mote that the figures in parentheses are the -
vilues.

Singe only 3 vanables QOPS. VAP and EFP are
sigmidicanl i explaining changes in expenditune
bevel, et us consider their R-squared values,

R-sgun red value for QFS = 0.91
R-squa red value For VAT = 0.71
R-sgua red value for ETP = .69

Lnterpretation of the R-Squared Resulis

OPS with Resquared value of 091 means thial ol
all the total variations in the depéndént varlahle
(expenditure level ) QIS explains or acconms for
@1 pereent of such ehianges,  This conlivms the
literature earlicr revicwed which asserts that the
guality of product {serviee) wounld significantly
impact o pattonage, here explained by the
expenditure level,

Nest, s the R-squared value ol VAP which s
.71, This means that about 71 percent of the total
variations inexpenditure level is acconunted for by
variely/assortment of products, The reason s that
every comsunier has o right to and prefers 1o
exere s 0 Ireedom ol cheiee, and so would prefer
outlets where he can choose freely from among
various altemntives.

Finally, FFE which 1s also signiticant and positive

les it R-siquaie vitlue of 0,69, This means thintol
all the ol variptions inoexpenditore Tesels.
ceonomy and fair pricing accountad Tor nhout 649
percent of such vanations, Thisis in lne witl the
rationality  principle of  consumer behuay iour,
which states that the average consumer would
want 1o part with hess resotrees for more units ol a
product (service),

From equation 4, for a unit merease m DPS,
expenditure level will inerease by 0298 units. all
other variables being held constant, — Foom
equation 3. fora unil increase in VAR expenditure
level will increase by 0244 units, all other
variahles being held constant,  From eguation |
for a unit erense in EFP, expenditore level will
increase by 0234 units, all other vanahles being
held eonstant.

Discussion of Findings

Tables 1, 2. 3 and 4 indicate that the patronags of
most customers is “regular™ but in the event of o
product being unavailable, more than hall ol the
respondents (54%) would switch or “go
elsewhere™. Ttwas also found that product or shop
lovally 15 low since most respondents would
exercise the preference to shop elsewhere (11%4)
and wounld experiment on a new outlet (41700 o
even switch completely (24%) an the introduction
of anoutlot eloser W their hone or office,

Table 5 indicates that rice, conmiwenty] dishes and
Alvican euasie are moast prelorted oflecs
]'ulluu.u-.ll!_v:ilt:u:k-..'uld lee=ern

Fromi tables 6 and 7, varietv aond assortmen | ol
products 18 the most important attracton wineh
customers have o an eatery.  Other impartan
attractions inclode quality of the product,
affordability, 1asty food. proximity to home or
office and convenient parking space. Some pihic
features such s neat enviromment, childien’s
plavhouse. courtesy of stoff and personalizod
services were nof considered very important by
the respondents. The researchers are of the
opimion that these features are already [n-built n
the packages offered by the cliss ol entorics
studied, and so, the respondents wok them for
granted.

Tables 8.9, 10 and 11 wive on idea ol the
relationship which exists between the level of
customer lovalty (as indicated by Frequency ol
patronagey and pulronage delermimants.  These
tables indicate that the most regular patrons o the
core lvalists are attracted o an ealery principally
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becavse ol the varets o products. tasty food and

availabality of parcking spaces. This group is of

vlonest dmpartonee do the sudivil ol the
crganisations, We alse obseve that those who
patrinize the eateries less regularly (iLe

oecasionallyy are aticted principally because ol

the variety of products and prefer other outlers
principallv die 1o proximing better tasting food
and viriety of products. The rare pitrons prefier
other vutlets and nee attrieted G an ditery mainly
due o proximity.  Other patrons are attracted by
the availability of parking spaces and prefer other
autlers mainly becouse their products are cheaper.

Fable 12 mdicates that many ol the respondents
are price-sensitive (63%), and so would switch
outlets i the event of a minor price increase.
Table 15 indicates that the customers of the
cateries desire some improvements in certain
aspects of the services they receive, The most
desired changes are in theareas of product variety,
mone serviee points (e ease time-wastes) and
reduced prives.

Summary of Major Findings, Recommendations

and conclusion

Major Findings

I Many respondents  prefer continental

dishes and Africana cuisine to snacks. ice

cream and othefolters i the entenies.

The most important patronage attributes

i the respondents are variety of the

products. guality of the product and

alfordability,  Giher relevant atinbutes
are the tasie of the foed, convenient
parking spacesand proximity.

3 Respondents are concerned about the
risks and hazards aszsociated with the
reaular consumption ol fast foods in
eaterics.

4. Most of the respondents are not sStrong
loyalists.  They po where they can pel
what they want: and would not continue
patronage 1F there is a better alternative
nuthet.

8 Many ol the respondents are price
sensitive and may switch, inthe eventofa
alight price change.

[ (]

Recommendations

Based on the lindings above, the researcher

recommends the following:

(1 Continental dishes and africana cuisine
shourld e encowraged and concentrated
on by the management of eateries.

(2) The best standards should be ohserved for

Ui Lovarbparrioan g #hie Bbeteranivnnis of Commer Patrosige of Dasd Eod ehfers i d0yiered

the procurement.  preservation and
processing of food by the managemen of
vateries in order weensure the good health
ol theircustomers.

() Variery  should be enbanced, so that
customers can chovse from  many
alternative dishes,

(4) Competitive al customer-1riendly prices
should be charged. since it has been
observed that some respondents are price-
sensitive.

(5) The management of these eateries should
develop a good combination of the most
important  attributes wlhich customers
desire (variety. quality of products. fair
prices, good parking spaces, ele) 5o 4s to
develop and sustain levalty,

Conclusinn

Thig atudy was able toestablish thar ot afallthe ten
patronage determinants studied, only three o them
viz Variety and Assortment of Products. Qualiny of
Product/Service and Economy and Fair Pricing
were significant and relevant in determining the
patronage of fast food cutlets in Cwerri Municipal,
The relative importance which customers attributed
to each of these was also sttistical lv determined.
The mim of the rescarch has therefore been
achioved.
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uestionnaire

1.

-

-

Viseriun Aciudemn of Mitesispdmigad Jovrod 20

How frequently do vou patronize fast-food
estublishments? Regulariyv Daily/Weekly)( )
Cicgastonally (once ma long while{ ) Rarely
L}

Ofhers

What do vou prefer 1o buy most?  Snacks
and jce cream | ) Ricefcontinental dish { )
African cuisine ()

T i o e s o W R R

[ vour preferred product s unavailable now,
what would you de?  Buy another availahle

| Spest! of sarvice
| Manslyrassanment . erocucts
Almesphers
| F - i e
= GUMHE TS LS
seiye- ol oroer
actidents)

i | Handling nf Customers

COMEms

3 | Qunlty ol produclsssenvicas
[ Far«ing spans

flldren’s s2chon

“mtidesy of staf

Journal ol the Academy of

Iqueuiidy -and minhl

Ly

i,

LE,

Eaceslent

prodict{ ) Forgo purchase until lnter( ) Go
ioanothereatery | |

Others ..o L R L S R TR

Suppose there is a shight inerease inthe price
of vour choice here (say, from N3O to N1,
how would vou react?  Forgo buyving 1 )
Look for alemative cheaper outlet )
continue buving( ),

R BT oo o iy P T A "

On the average, abouwl how much do vou
spend on each visit to an catery?

IT you were to exercise a choice, where would
you prefer to go, instead of here?

What are vour attractions to an eatery? [Mease
tick ondy 3. Tasty food (). Neatenvironment
{ ), Courtesy ol stall( ) Interior stmosphere
and comfort{ ), Children's playhouse( )
Convenient parking space (). Proximity 1o
home/office, Assortment and  variety  of
products( ),

State any 2 areas you would want some
improvement upon, inthis establishment

IF vou are quite satistied with this oo, snd g
new one s opened close o your home or
office, what would you do? Continoe
shopping heret ), Experiment on the new
ane { ) Switch over completely o the
accessibleoutfit] )

R ot e A A LS PO B A e EEe

Rate thiscatery on the fallowing paints




