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ABSTRACT

Every quick-service restaurant’s primary concern was to improve the quality of its products
and services, as well as its overall organizational efficiency, to achieve customer satisfaction
especially if the restaurant wanted to introduce its products and services globally.

The purpose of the study was to determine if efficiency, service quality, and customer
preference had a significant relationship to a quick-service restaurant’s success and might achieve
customer satisfaction. The researcher proposed an enhancement program that might help Jollibee
Food Corporation to achieve customer satisfaction and dominance in the quick-service restaurant
industry.

The descriptive correlational method of research was utilized in this study. The
respondents of the study were 100 customers of Jollibee quick-service restaurant and fairly
divided into 50 participants each from Jollibee Canlubang and Jollibee Calamba Crossing. A
validated research-made survey instrument was used for gathering data. The result showed that
the level of efficiency as assessed by the customers was highly efficient which implied that the
customer had an easy time ordering their food. Moreover, the level of service quality and
customer preference as assessed by the customers were very high which indicated that the
restaurant had employees that provided prompt services and great food that led to customer
satisfaction. As an output, an enhancement program was proposed for the restaurant to maintain
high customer satisfaction and business growth.

Keywords- cfficiency, service quality, customer preference, quick-service restaurant
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INTRODUCTION

Food service outlets are places where one can get quick meals and snacks. Food
purchased away from home can be purchased primarily at commercial food service
establishments. Catering, full-service restaurants, fast-food franchises, and some cafeterias are
included in this category of food service establishments Food service production differs from other
types of product manufacturing in several ways. Decisions on product and service development
and delivery are impacted by this divide. In the food industry, customer loyalty may be built by
providing excellent customer service to your customers (USDA Economic Research Service, 2021).

One very well-known food service outlet is Jollibee. Jollibee is now known globally through
its branches across the world and the number of its branches are kept on increasing as the years
go by, it makes every Filipino proud, especially in the place where a lot of Filipinos are living. This
can help them to still feel the presence of the Philippines and its culture. Being a global company
is like introducing your product and services to other countries and their people so every company
planning to enter globally must establish a quick-service restaurant that can meet their
preferences in terms of food, service, and needs.

According to the Allied Market Research (2020), with a projected 6.9% CAGR from 2019
to 2026, the Philippines' quick-service restaurant market will be valued at $7.9 billion by 2026,
up from 2018's $4.6 billion. Restaurants that specialize in fast food and do not provide much table
service are known as quick-service restaurants (QSRs). As a result of the growing popularity of
quick-service and fast-food restaurants in the Philippines, the market for these types of
establishments has grown as well. There has been an explosion in the last decade in the number
of food service establishments in the Philippines. Since 2012, the number of retail locations has
grown from 76,000 to 93,000. This has resulted in a significant rise in the value sales of quick-
service restaurants in the Philippines due to rising consumer demand for convenience foods.

People are increasingly opting to eat outside of the home rather than participate in the
food preparation process because fast-food restaurants are preferred by many people, especially
those who work, prefer to eat out for convenience and time-saving reasons, and several changes
in consumer habits have helped the fast-food industry develop dramatically.

Being in the quick-service restaurant industry, every food business company must always
be ahead of their competitor, especially if the company’s goal is to be known globally. Jollibee
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being the no.1 quick-service restaurant in the Philippines has established its brand through its
dominance in great tasting food, fast and excellent service, and a place where every family is
comfortable and safe. Having said those qualities that make them successful, it is not enough
that they should stop there as the world changes and improved. Jollibee keeps on improving and
setting the highest standard of service through the help of their customers through feedback and
what their customers preferred in choosing where they will spend their hard-earned money. This
company is expected to observe efficiency and service quality to develop among its customers a
sense of loyalty.

This study determined how consumer loyalty to quick-service restaurants builds
relationships through efficiency, service quality, and customer preference. This study was
conducted to serve as the foundation for a customer enhancement program. Increasing the
competitiveness of fast-food restaurants requires achieving a high level of customer satisfaction
with prospective customers.

As such, quick-service restaurants' primary concerns included the improvement of quality
of work and services, as well as their overall organizational efficiency to achieve customer
satisfaction. Customer loyalty played a crucial role in the success of this industry under this
directive. The foregoing circumstances supported the aim of this scientific analysis which was to
examine the specific expectations that buyers had for the fast service restaurant industry, as well
as their perceptions of high quality based on prior experience. Additionally, this research sought
to see if there was a significant relationship between the level of efficiency and level of service
quality, and customer preference toward Jollibee quick-service restaurant.

METHODS

The researcher applied descriptive correlational design as the most suitable for her study.
The present study would focus on the efficiency, service quality, and customer preference in
Jollibee quick-service restaurant

Although the correlational approach attained a single meaning, authors described it in a
variety of ways. Researchers could conduct descriptive-correlational studies in which both
descriptive and correlational methods were employed. To test hypotheses or answer questions
concerning the participants' current employment status, descriptive research was used, which
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stressed how things could be found out through descriptive inquiry. On the other hand,
correlational research aimed to discover if and to what extent two or more quantitative variables
were connected through the use of statistical analysis.

The entire group about whom a researcher wished to make conclusions was referred to
as a population. Choosing a sample was the first step in determining the population from which
the researcher collected data. The sample size was always smaller than the population's total
size. There were many ways to conduct research, but sampling was perhaps the most commonly
used method since it allowed us to make generalizations about the findings back to the population
from which they came. G*power 3.1.9 was used by the researcher to count the number of
participants. The study had a sample size of 100 people and an effect size of.30, giving it a power
of 95%. The population of the study was composed of 50 customers in Jollibee Canlubang and
50 customers in Jollibee Calamba Crossing. This study employed a survey questionnaire created
by the researcher herself. Using a sequence of questions and other prompts, the researcher
collected data from participants using a questionnaire. Jollibee's fast service restaurant's
efficiency, quality of service, and client preferences were all assessed with the instrument. The
questionnaire was presented to the experts and professors of LCBA who were not part of the
study. Since revision was necessitated, the researcher applied modification the soonest as
possible after the validator’s final review. A pilot-study was conducted with 10 customers in
another Jollibee branch that was not part of the chosen respondents. During the testing, the
customer was given the same treatment just as like during the study. The reliability of the Laguna
College of Business and Arts School of Graduate Studies instrument was determined using
Cronbach’s alpha to calculate the average inter-item correlation between the survey items. After
the research proposal was approved by the dean of Graduate Studies of LCBA, the researcher
wrote a letter to Jollibee Canlubang and Jollibee Calamba Crossing requesting to allow the
researcher to survey efficiency, service quality, and customer preference in their branch quick-
service restaurant. After the request was permitted, the researcher started the survey by handing
out the questionnaire face to face to the respondents. After that, the researcher briefed the
respondents about the study and informed them that the participation was voluntary. The
respondents were given a choice if they wanted to be part of the study or not. The collected data
were subjected to statistical treatments. The researcher asked for the help of the statistician in
dealing with the statistical treatment or tools to be used. After that, the researcher analyzed and
presented the data properly. The current study maintained some ethical issues. Participants were
made fully aware of the study's objectives and assured that their answers would be kept strictly
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confidential and utilized exclusively for academic and research purposes. Participants were not
harmed physically or psychologically in any way during the research, except for what had been
mentioned. In contrast, the researcher made an effort to create and maintain a pleasant working
environment. The following are the statistical treatment that was applied in the study. To achieve
the fundamental thrust of the study, the following statistical tools were utilized for quantitative
data analysis. Mean and Four-point Likert scale was used to identify the efficiency, service quality,
and customer preference in Jollibee quick-service restaurants. Pearson Product-Moment
Correlation Coefficient was used to determine the significant relationship between the level of
efficiency, level of service quality, and level of customer preference.

RESULTS AND DISCUSSIONS

The following are the results and the analysis done from the data.

Table 1

Level of Efficiency in Jollibee Quick-service Restaurant

Indicators in terms of Efficiency X VI
1. The restaurant menu is easy to read. 3.56 HE
2. The restaurant queuing time is fast. 3.40 HE
3. The restaurant food tastes fresh. 3.51 HE
4. The restaurant food is reasonably priced 3.45 HE
5. The restaurant has free available napkins and 3.54 HE
condiments
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6. The restaurant has sufficient seating available. 3.32 HE

7. Restaurant employees provide service as promised 3.55 HE

8. Employees have a net & professional appearance 3.48 HE

9. The restaurant has visually appealing material 3.55 HE
associated with the service '

10. The restaurant is clean. 3.47 HE

GENERAL ASSESSMENT 3.48 HE

Legend:3.25 — 4.00 Highly Efficient (HE) 1.75 — 2.49 Slightly Efficient (SE)
2.50 - 3.24 Efficient (E) 1.00 — 1.74 Not Efficient (NE)

The general assessment was 3.48 which was verbally interpreted as Highly Efficient. All
indicators were verbally interpreted as Highly Efficient. Furthermore, the indicator “The restaurant
menu is easy to read” had the highest computed mean of 3.56 while the indicator “The restaurant

has sufficient seating available” has the lowest computed mean of 3.32.

It implies that the restaurant is efficient because customers experience an easy time
ordering their food and that this will make the transaction of every customer fast and of course,
that is what every customer wanted. This will also help the restaurant in terms of sales the

more transaction count they gain the more sales come their way.

This can be aligned with the study of Janser (2019), increasing earnings, decreasing
waste, enhancing reputation, and fostering customer loyalty are all possible outcomes of
improving restaurant efficiency. As a result, it makes sense to implement changes that will
increase your company's efficiency. Ensure that all employees, from the top chefs to the front-

of-house crew, have clear instructions and training to ensure smooth operations across all teams.
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According to Chow, Lau, Wing, Sha, and Yun Chow (2007), based on the study of Kanyan,
Ngana, and Voon (2015), a restaurant's success was inextricably linked to the efficiency, value,
and satisfaction of its customers. With this, customer service creates customized experiences for
customers. Confusion and concerns arise as a result of poor customer service. Customers will
most likely turn to competitors, resulting in a loss of revenue. Forming strong links with
customers, which can lead to positive and long-term relationships, is an important part of
providing good customer service. It is advantageous to both the consumer and the business.

When a company provides a service that is suited to their needs, customers benefit.

Table 2

Level of Service Quality in Jollibee Quick-service Restaurant

Indicators in terms of Service Quality X VI

1. Restaurant employees provide prompt services. 3.61 VH

2. Restaurant employees are dependable in handling 3.48 VH
customer's request '

3. Restaurant employees perform service right at the first 3.56 VH
time. '

4. Restaurant employees provide services at the 3.44 VH
promised time '

5. Restaurant employees are never too busy to respond 3.39 VH
to customers '

6. Restaurant employees are always willing to help 3.55 VH
customers '

7. Restaurant employees make customers feel safe in 3.47 VH

their transactions.
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8. Restaurant employees deal with customers in caring 3.44 VH
fashion '
9. Restaurant employees give customers individual 3.50 VH
attention
10. Restaurant employees have the customer's best 3.48 VH
interest at heart '
GENERAL ASSESSMENT 3.49 VH

Legend:3.25 — 4.00 Highly Efficient (HE) 1.75 — 2.49 Slightly Efficient (SE)
2.50 - 3.24 Efficient (E) 1.00 — 1.74 Not Efficient (NE)

The general assessment was 3.49 which was verbally interpreted as Very High. All
indicators were verbally interpreted as Very High. Furthermore, the indicator “Restaurant
employees provide prompt services” attained the highest computed mean of 3.61, while the
indicator “Restaurant employees are never too busy to respond to customers” had the lowest
computed mean of 3.39.

It implies that customers of quick-service restaurants wanted a prompt service in terms
of inquiry and serving. This is an important factor for the restaurant to claim that they have
quality service. Evidently, service quality is a factor to distinguishing any restaurant from its

competitors and make it its authentic style in serving and satisfying its customers.

As stressed by Mensah and Mensah (2018), the importance of the responsiveness and
assurance dimensions in the determination of service quality. Customers want to know that their
service providers are capable of giving outstanding service and that they can rely on them to
make them feel safe and secure. Surprisingly, food did not seem to have much of an effect on
how people rated the quality of the service. Probably since their menus were nearly identical.
Service is what differentiates one restaurant from another, particularly in terms of responsiveness,

assurance and empathy.
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According to Pham, Do, and Phung (2016), the guest feels that the restaurant has a good
value for the money they spent, and he or she is more willing to return to the restaurant. The
conclusion that perceived quality had no direct effect on revisit intention, on the other hand, was
unexpected because clients who receive courteous service in restaurants are typically expected
to return. Customers return to quick-service restaurants because of perceived value, and one of

the most important components of perceived value is service quality.

Table 3

Level of Customer Preference of Jollibee Quick-service Restaurant

Indicators in terms of Customer Preference X VI
1. The restaurant has consistently great food. 3.63 VH
2. The restaurant food is good value for the price 3.46 VH
3. The restaurant has efficient customer service. 3.44 VH
4. The restaurant has friendly, personalized service 3.49 VH
5. Restaurant employees are sympathetic and confident 3.41 VH
6. The restaurant has the right lighting and music 3.42 VH
enjoyable for their customers.
7. The restaurant has a comfortable and clean dining 3.41 VH
8. '?'Le: .restaurant has a modern store design 3.38 VH
9. The facilities of the restaurant are visually appealing 3.48 VH
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10. The restaurant has hours convenient to all customers 3.48 VH

GENERAL ASSESSMENT 3.46 VH

Legend:3.25 — 4.00 Highly Efficient (HE) 1.75 — 2.49 Slightly Efficient (SE)
2.50 — 3.24 Efficient (E) 1.00 — 1.74 Not Efficient (NE)

The general assessment was 3.46 which was verbally interpreted as Very High. All
indicators were verbally interpreted as Very High. Moreover, the indicator “The restaurant has
consistently great food” obtained the highest computed mean of 3.63, while the indicator “The

restaurant has modern store design” had the lowest computed mean of 3.38.

It implies that every customer-preferred great tasting food in every restaurant that they
chose to dine at. Jollibee is one of the quick restaurants in the Philippines that is well-loved

because of its tasty food especially on its bulk market which is kids.

As studied by Gupta, Mc Laughlin, and Gomez (2019), entrepreneurs have come to
understand the importance of receiving positive feedback from customers to build a long-term
viable business. Restaurant owners and managers that have a thorough understanding of the
factors that contribute to customer satisfaction are more equipped to create and present
appealing menu items to patrons. As a result, whether a company sells a service or a product, it
is imperative that its customers are satisfied. If the company's customers are happy, it will grow

and gain a larger portion of the market, which will lead to higher profits.

According to Chandrasekhar (2019), there is a strong correlation between good and
negative consumer perceptions. In a world of severe competition, customer pleasure cannot be
the primary priority. A better understanding of how service quality and perceived value affect

customer happiness, corporate image, and behavioral intentions can be gained from this research.
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Table 4

Test of Significant Relationship Between the Level of Efficiency and Service Quality of Jollibee
Quick-service Restaurant

I . P . .
ndep_e ndent Dependent Variable r Remarks Decision
variable value value
Level of
STy Service Quality .690 .000 Significant Rejected Ho
**Correlational at the level 0.01 *Correlational at the level 0.05(Two-tailed)

As shown in Table 4, the r values of all the variable were interpreted as with moderate
correlation as to correlate level of efficiency and level of service quality, and the computed
probability value was lesser than the level of significant (P<0.05); thus, the null hypothesis was
rejected. The result shows that there was a significant relationship between the dependent and

independent variables.

It can be concluded that the level of efficiency has a highly significant relationship with
the level of service quality of Jollibee quick-service restaurants. The higher the efficiency of

organizational culture, the higher the service quality and vice versa.

Accordingly, Gladson and Adiele (2018) emphasized that this service quality could be
reached in the restaurant/food service industry when companies make purposeful efforts to
promote client happiness and patronage based on good food and service quality. It was possible
to increase eating satisfaction and impact future behavioral intentions if quick-service restaurants
give amazing value-for-money food quality, good service quality, and an atmosphere that meets

and preferably exceeds consumers' expectations.
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As eloquently stated by Namin (2017), when a consumer was satisfied, he or she was
more likely to return, give favorable comments, and promote positive word-of-mouth about the
company. A better financial outcome is possible with the latter. Fast food restaurants needed to
maintain customer satisfaction levels to increase behavioral intentions by retaining current

customers and recruiting new consumers.

Table 5

Test of Significant Relationship Between the Level of Efficiency and Level of Customer
Preference in Jollibee Quick-service Restaurant

Independent r P

. Dependent Variable Remarks Decision
variable value value
Level of Level of Custome
Vel o Vel Of LUSTOMEN — gogxx 000 Significant  Rejected Ho
Efficiency Preference
**Correlational at the level 0.01 *Correlational at the level 0.05(Two-tailed)

As shown in Table 5, the r values of all the variables are interpreted as with a moderate
correlation to correlate the level of efficiency and level of service quality, and the computed
probability value was lesser than the level of significance (P<0.05); thus, the null hypothesis was
rejected. The result shows that there was a significant relationship between the dependent and

independent variables.
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It can be concluded that the level of efficiency has a high significant relationship with the
level of customer preference of Jollibee quick-service restaurants. The higher the efficiency of

organizational culture, the higher the level of customer preference and vice versa.

As indicated by Bapna (2015), it was evident that the location, helpfulness of the staff,
cleanliness, and décor were all factors in determining WTP. — (Willingness to pay). Customers'
dining experiences were improved because of these features, which included high levels of
consistency in service and quality assurance. It would be interesting to see further studies on the
relationship between customer satisfaction with food and service quality and brand image
alignment as measured by customer loyalty in various restaurant categories. Depending on the
sort of restaurant, patrons' preferences may change. This will help restaurant owners execute
more effective strategies for retaining customers.

As confirmed by Kukanja and Planinc (2019), the theoretical assumptions that restaurant
quality perceptions and operational efficiency may be linked, according to the findings of this
study. The most efficient restaurants also provided higher-quality services to their clients. First,
this study showed that high-quality service may be delivered by efficient (cost-effective)
management of a restaurant's business operations, which supports CSE (Cost-effective Service

Excellence) for the restaurant industry.
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Table 6

The Proposed Enhancement Program

KEY RESULT PERSON/S SUCCESS
AREA OBJECTIVES STRATEGIES/ACTIVITIES INVOLVED INDICATORS
Efficiency To provide Floor Plan for easy Restaurant 95%- reduce
operational circulation of restaurant System unnecessary/
efficiency to the employees and customers excessive
customers of movement of
Jollibee quick- restaurant
service employees and
restaurant customers
inside the
store.
Sufficient seating capacity = Management 95%- sufficient
for customers Team seating
capacity will be
achieved by
maximizing the
tables and
chairs
according to
customers’
needs.
Service Quality To provide Completeness of manpower Hiring 95%-
service quality pooling Manager/3rd customer's
to the customers Party needs and
of Jollibee quick- Agency requests will
be promptly

responded to
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service
restaurant

Customer To achieve a

Preference customer
preferred
restaurant

Training of restaurant
employees

Renovation/Upgrading store
to the company's latest store
design

Sustaining in delivering great Management

tasting food

Training
Manager/ TL

Restaurant
System

Team

by restaurant
employees

95%-
restaurant
employees will
be able to
deliver
confident,
efficient, and
effective
customer
service.

95%- the
restaurant will
gain an
increase in
sales by
attracting
potential
customers.

100%-
customer
loyalty and
customer
satisfaction.

After gathering all the data to answer the previous statement of the problems, the researcher
discussed in this part how an action plan was derived from the findings of the study.

kkkkkkkkkkkkkkkkkkkkkkkkkkkhkkkkkkkkkkkkkhkkkhkkkkkkkhkkkkkkkkkhkkkkkkkkkkkkkkkkkkkkkhkkkkkkkkhkkhkkkkkkkkhkkkkkkkkk

Editor-in-Chief: Alvin B. Punongbayan
Managing Editor: Raymart O. Basco

Editorial Team

Associate Editor: Andro M. Bautista
Web Editor: Nikko C. Panotes

Manuscript Editors / Reviewers:

Chin Wen Cong, Christopher DC. Francisco, Camille P. Alicaway, Pinky Jane A. Perez,
Mary Jane B. Custodio, Irene H. Andino, Mark-Jhon R. Prestoza, Keive O. Casimiro, Ma. Rhoda E. Panganiban
Rjay C. Calaguas, Mario A. Cudiamat, Jesson L. Hero, Albert Bulawat, Cris T. Zita, Allan M. Manaloto

kkkkkkkkkkkkkkkkkkkkkkkkkkkhkkkkkkkkkkkkkkkhkkkkkkhkkkkkkkhhkkkkkkhkkhkkkkkhkkhkhkkkkkhkhkkkkkkkkkkkkkkkkkkkkkkk



INSTABRIGHT e-GAZETTE
ISSN: 2704-3010

Volume IV, Issue |

August 2022
Available online at https://www.instabrightgazette.com

kkkkkkkkkkkkkkkhkkkkkkkhkkkkkhkkkkkkhkkkkkkkkkkkkkkkkhkkkkkkkhkkhkkkkkkhkhkhkkkkkhkhkkkkkhkhkkkkkkkkkkkkkkkkkkkkkkk

The restaurant should provide a clean and comfortable ambiance and restaurant employees
who are not busy responding to customers’ requests or needs to achieve a great customer
experience. Great tasting food and service quality can be achieved thru well-trained employees.

CONCLUSIONS

Based on the aforementioned findings of the study, the following conclusions were
derived:

1. That according to the respondents, having sufficient seating capacity is what makes a
restaurant efficient. Customers of quick-service restaurants are those who are in a hurry or a
breaktime and needed a restaurant where they can order and dine but due to the current situation
that the country is facing, limited seating capacity and customers allowed inside the restaurant
are one of the challenges that the restaurant is facing in terms of efficiency and customer
satisfaction.

2. That restaurant employees are too busy to respond to customers, as the pandemic is
still in our country and restrictions are still implemented, hence, limited skeletal workforce and
shortage of staff is the hindrance that the restaurant employees are facing to attend all the
inquiries, request and other needs of customers at once.

3. That customers also prefer modern design and ambiance when it comes to choosing a
particular restaurant. This will make their experience more memorable in the restaurant. In an
era where people nowadays, desire go-to places with aesthetic design and Instagram able

ambiance, every restaurant needs to comply and sync with these trends to achieve the customers

preferences.

4. That the level of efficiency, based on the result of the study, has a highly significant
relationship with the level of service quality of Jollibee quick-service restaurant. The higher the

efficiency of organizational culture, the higher the service quality and vice versa.
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5. That the level of efficiency has a highly significant relationship with the level of

customer preference of Jollibee quick-service restaurants. The higher the efficiency of

organizational culture, the higher the level of customer preference and vice versa.

6. That efficiency, service quality, and customer preference, relying on the consistency of
the results of the study, have an effect to achieve total customer satisfaction. Since the
competition in the quick-service restaurant industry is on high an enhancement program
identifying the lapses, the strengths, and opportunities of Jollibee quick-service restaurant is
necessary for the company to continue implementing the efficiency of the operations, quality of
service, and knowing what your customer preferred to maintain high customer satisfaction and

business growth.

RECOMMENDATIONS

1. They may provide a floor plan that allows for simple movement of staff and customers
in which the different stations are positioned in a way that produces sense and reduces
unnecessary back and forth. This may also help the restaurant to have sufficient seating capacity
by mixing their tables and chairs of different sizes, this most likely will formulate an optimal table
mix that allows different groups of customers to maximize the use of tables and chairs according

to their size.

2. Completeness of manpower is one of the factors that restaurants may be prioritized
to gain customer satisfaction through efficient and effective customer service. Continuous hiring
of restaurant employees may be done. On-time training of all restaurant employees on the
restaurant’s standard operating procedures may help them be confident and reliable in their

specific jobs or task. Well-trained employees may deliver efficient and effective service quality
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that leads to customer satisfaction. This may also reflect on the restaurant’s brand image and

reputation in the quick-service restaurant industry.

3. Renovation of the store to the latest design of the restaurant may help to attract
potential customers to dine and avail of the services of the restaurant. Customers preferred a
restaurant with great tasting food and quality service with a clean and comfortable ambiance,
and this may be sustained or improved by the restaurant to gain customer satisfaction and sales
for the business may help them grow the business by adding other branches and dominating the

quicks service restaurant industry.

4. Jollibee quick-service restaurant may accomplish or have the ability to serve food fast
and by giving quality of service by immediately assisting them on their requests and needs with
a minimum expenditure of time and effort because it has a big impact on customer satisfaction

which is the main reason why there is high competition in this industry.

5. Every customer of a quick-service restaurant prefers this kind of eating place because
they are the ones who are always on the go and they needed their food to be served fast so
having an efficient operation where everything is in order and fast may guarantee satisfaction to

every customer.

6. Utilization of the proposed enhancement program may be recommended to mitigate
the risk on each key result area that corresponds to the person/s involved in each strategical
activity.

7. Future researchers may conduct a similar study by using other variables from the
proposed recommendation plan that are also reflected in the study, such as customer satisfaction

and employee job satisfaction level.
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