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ABSTRACT

The purpose of the study is to introduce factorsclwhare important in service
sectors for managers and those who intend to beessiul in customer retention.
Upon to these facts we analyze the steps in omleeduce the risks of customer
defection, then present the main factors that shdad undertaken to increase
customer satisfaction, customer loyalty and custoragention. North Cyprus is
known as a fast growing country. Professional servestaurants started to grow in
the last few years. Many famous national brand< lmeen taken place with special
service in this region, but some restaurants faitedreate a desirable service. We
tried to find the components of these failures define the salvageable solutions to
create new ways and strategies to help the sesectors remain alive in fast
growing and competitive environment. According bodings we realized that the
value is the main factor which plays key role irtifaction. Value acts as an
intersection of retention module, that will be aiced through plausible service in
restaurant and directs the path to satisfactiopgltp and retention. The findings of
this research indicates that lack of value creaitiogervice sector possibly fails the
service provider to retain customer. We mean valkian intention of the customer
toward the service he/she receives. in this reeeaecmean to mention to aspects of
value creation without considering high cost solusi. Because value can be created
through a single act of service provider. Valughis none cost interaction between

the customer and service provider.

Key Words: Competitive environment, value creation, servictaerants.



Oz

Bu calsmanin amaci, hizmet sektoriindeki yoneticiler ve sterii korumayi
hedefleyenler icin 6nemli olan faktorleri aciklayaiektir. Bu bilgiler
dogrultusunda miteri kaybi riskini azaltmaya yonelik adimlar anadidilmistir ve
buna ek olarak myfieri memnuniyetini, mgteri sadakatini ve meriyi elde tutma
olasilgini artiran temel faktorler sunulacaktir. Kuzey Ksbhizli gelsmekte olan bir
ulke olarak bilinmektedir. Ozellikle son yillardarofesyonel servis restoranlari hizla
gelismistir. Bu bdlgede bircok Unli ulusal markanin 6zelvie sunabilmesine
ragmen, bazi restoranlar istenileni servis kalitesimmmakta bgarisiz olmgtur. Bu
calismada, bgarisizlga sebep olan faktdrler ve hizh geln, rekabetci bir ortamda
hizmet sektoriinin ayakta kalabilmesi icin yeni wbmtve stratejiler, kurtarilabilir
cbzimler argtinlmistir.  Arastirmanin  bulgularina goére, gerin  miteri
memnuniyeti Uzerinde 6nemli bir etki birakan tenfattor old@gu sonucuna
variimistir. Deger, migteriyi elde tutma moduld icin bir kesin gorevi gérmektedir;
restoranlarda kabul edilir bir servisle sleyarak, memnuniyet, sadakat ve elde
tutmakla da sonuclanmaktadir. Bulgulara gore, hiznsektérinde deerin
yaratilamamasi, hizmet verenin gteriyi elde tutma konusundaki ¢aisini da
azaltabilmektedir. Burada kullanilan @gh’, misterinin aldgl hizmete yukledii
anlam olarak tanimlanabilir. Bu c¢ghada, dger yaratma ile ilgili bahsedilirken
yuksek maliyeti olmayan c¢ozumler sunulmaktadir. Bigmet verenin tek bir
hamlesi ile de g#anabilmektedir. Dger, maliyetsiz olarak, ngteri ve hizmet veren

arasinda etkikgm sglayabilmektedir.

Anahtar Kelimeler: Rekabet ortami , ger yaratma , servis restoran .
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Chapter 1

INTRODUCTION

1.1 Conceptualization

This chapter includes conceptualization of the wtadd information about study

variables.

Researchers have proposed service quality as tadhautcome and process quality.
Gronos et al. (1982) have assessed these dimenammwsding to beliefs and
behavior, staff appearance, personality and adubgsbf personnel. Czepiel et al.
(1985) mentioned to comparisons between percepficnstomer and characteristics
of service provider and existing realities in protilon in addition to process quality
or outcome quality. Scholars noted that: these dgwas are important factors in
measuring customer satisfaction in each sectorseofice organizations. For the
purpose of assessing perception and existing iesalihey have suggested related
factors in sequence, they conclude perceptions asictesult, cost, risk, prominence
and reverse affects. Factors such as nature, dogaechnology and sophistication
are dependent variables of existing realities afdpction. Experts attempted to
analyze the effects of these factors in web sitapamies. Edwardsson et al. (1989)

noted to accessibility of customer.

In the case of web site company, customer peraepithe comparison between the

accessibility to web site according to existinghtemlogy, speed and sophistication



involved. Factors such as competence, point of vawattitude, demographic
conditions are then added to list as third fack@rvice quality in different industries
such as production corporations or service orgéoizs has earned as a key
component of satisfaction, loyalty and retentioaclt cases of organizations have
been assessed differently according to requirementorganizations. Service
assessed in car company is different than theceagsessed in insurance or website
organizations. For example, car companies havesémtwon tangible factors to
propose the product with service, but service iganizations such as web sites,
insurance or restaurants, service is proposed ynastlintangibles. According to
these presented figures many scholars have propgmestal factors to combine
number of several services to both production orise organization. Edwardsson et
al. (1989) cited that: there are factors that carptesented for the effectiveness of
the customer perception. He categorized these radtdo four elements. (1)
technical quality (2) integrative quality (3) furartal quality and (4) output quality.
The first element can be figured differently in qmanies. The most common
purpose of the technical aspect is to prefer pemsioskills and the designed service
in related system, for example the design of serigmot visible for customers in e-
commers, so we can judge the technical aspectamponent. Integrative quality is
a factor which makes the system to work as a wlasl@ result of integrative we can
observe this factor obviously in organizations sashbanking system, credit card
services and restaurants. Functional quality refersan aspect that service is
prepared to deliver the desired service which lsted to invisible service providers
such as social networking system. Outcome quakfiers to service which is
prepared as promised, we can see outcome in abtgp organizations but this is

what which considered importantly in restaurant@eand other related sectors. For



the purpose of service measurement it is notabt®tsider the factors which have
been revealed by Parasuraman et al. (1985). Heseskéactors that are determinants
of service quality, 1) accessibility 2) qualifiaati 3) connection 4) politeness 5)
service validity 6) reputation 7) responsiveness s@rurity 9) tangibles 10)
intangibles. He focused importantly to the serwiakdity or credibility of service as

a picture that portray a vivid illustration of teguation in service organization. As
for the case of restaurant validity is the beliefperception that the customer take
with him or herself about the restaurant. Validigy the result of creation of
unexpected service by the organization. For examyhen sale manager of Toyota
realized the problem of a sold car to a loyal cosohas come up he presented a
new car for the noted customer with superior opitoan exchange of the old car. In
an interview with the customer he noted that; Idhaever expected such a surprise
from the Toyota corporation. Service validity re@si steps that has taken effectively
for the purpose of the satisfaction, the purposehef validity is to present the
company according to the customer expectation. he tase of Mcdonald’s
restaurants the schedule of preparing a sandwichetsveen 5 to 10 minute
maximum, in the case of delay they serve Frendats ffor customers and doll for
young kids. Parasuraman noted that validity is kbg component of the service
determinants which can change the overall asses$sofiehe customer about the

sector.

Perceived value purposes the value as a factorhwdustomers gain according to
desirable service they get. In marketing theory®ajained its reputation when some
industries realized the lack of something that &hdue effective in influencing

customer behavior. Customer expresses satisfieavimraccording to what receives

in desirable situation and vice versa. Value isatg@ by the organization and
3



customer tradeoff between what he/she wants and mebaives. If perceived value
outweighs the customer beliefs and thoughts thdmevis created. In some cases
customers are sensitive about the value, in a wggu ask them whether they are
satisfied or not the customer will explain that iy |1 am treated is enough to find
my value. Customer treatment is one of the mainratheristics in theory of
marketing and components of satisfaction, loyaltyl aetention. Recent studies
claim that the value is the key success factohendompetitive environment. There
are several empirical definition of value in mankgtenvironment, we propose the
most recent one. Sweeney et al. (1999)and Uladalaacour (2000) propose value
as a evaluation of service and product accordingetaeption that customer holds
about what is received and what is given. Many krkocompare the value as a
trade; value can be received from service or prodAg Hallowell (2000) mentioned
value is the perceived quality and price. He mentmperceive quality and price as
the component of value. Schelter (1984) adds theerience as theBfactor to
perceived value. Experience reflects perceived evadis an equation with two
components, benefits received from the product aadrificing money from
customer. Recent studies compared perceived valdéferent industries. Sanchez
et al. (2006, p.395) compare perceived value inufauring industries and service
organization according to (1) economic benefitsarvice or product (2) emotional
benefit (3) social benefit and (4) relationship éf@n In evaluation of economic
benefits in automobile industry and airline, autdi® industries create economic
benefits for clients after purchase process, tmepamy provides special services for
customers for economic savings for a limited perkar instance, German cars such
as BMW and PORSCHE corporations offers generalicef 2 years ang guaranty

of 5 year for a car sold. Airline companies provetmnomic benefits according to



season traveling for customers, for example, UKinairprovide a service of 10
sterling traveling service to Europe. Restauractase in north Cyprus provide a
special 20% discount for those who make a purchgsemail or telephone. This is
clear that economic is one of the best factor thidiences customer in marketing
theory. Emotional benefits refers to specific segvprovided by sector. Specific
service means stimulating customer attention, f@angle ZARA as one of the
successful clothing industry offers a purchaseitifed clients at the first period of
summer, in a way that if clients purchase $100 gdbdy present $50 credit for free.
Social benefit of organization refers to outcomechtthe organization created as a
result of representatives among society, in thisecpeople are play role of
advertising in society, for the purpose of prefdrcboice among different industries
people advertise the company to a relative or endti Relationship benefit takes
place where customer realizes the service proddea source which tries to satisfy
the needs of customers. For example, carwash ikeyysrovides a service of free
washing for constant customers twice a month bgemtng with special gift card.
The noted factors are those steps which industage to influence customer.
Among scholars, Gallarza and Saura (2006) and Widlo@t997) propose three
factors that can influence customer behavior, facsuch as price sacrifice which
include the tradeoff between the service acquiratitae money paid, if the cost of
service received is higher than what the custoragt, phe customer decides whether
the service was worthwhile or not. They define ii@aer as the amount of time the
customer give to get service. For example, if thst@mer spend more than 20
minute for eating a snack, he/she is satisfied Wlith taste of the snack which
decides to spend more than 20 minute. They proefied sacrifice as a amount of

energy and effort that the customer spends to\aceer-or example the location of



restaurant is 30 minute a way but the customeatisfeed to have a barbeque in such
location. The final factor is risk which includeseferring to visit a touristic museum
rather than having pleasure with relatives congideihe risk of raining. Anderson et
al. (1994) , Hauser et al. (1995), Kaplan and Noi{t092), and Rust and Zahorik
(1993) argued that satisfaction in industries esdbmbination of set of factors which
is required to be outlined in a base that not dedyl to satisfaction but also, lead to
productivity either. Researchers claim that in meag service in organizations
there are steps that should be analyzed as theatodiof satisfaction. When you ask
citizens about satisfaction you may get answerk agdaving pleasure or good time
until they dig deeply about the components tha¢mieine the nature of satisfaction.
Boulding et al. (1993), Johnson and Fornell (19@hy Fornell et al. 1996 consider
satisfaction as a performance of company that ptedeto customer, in this
procedure the customer decides whether satisfiechodr Many scholars have
suggested that in manufacturing industries in cdsatisfaction, satisfied customers
do not judge the industries. When you ask them tathmubrand, they will smile and
accept the service they received. Many researaitisaie that electronic world is
growing so fast, which companies need to be moeatie about service as
performance to serve customer. For example whehgeetonal computer company
introduced its latest version of product in 20a8has been criticized by many of
buyer in societies around the world in a case thatlaptop was heavy to carry,
specialy for student, in contrast companies sucA%ldS and TOSHIBA made an
action by producing a product with lighter conditigahe result was the attraction
from the customers about the new introduced prodndn interview in U.S many
citizens claimed that this was what we would expgdb have. (Huff et al. 1996)

argued that; there is a positive relationship betweatisfaction and productivity.



ASUS and TOSHIBA increased their productivity byranucing the same personal
computer with lighter weight. So we can considet tevaluating factors that can
cause dissatisfaction and acting in a way to inteoggproduct according to customer
mind is not only cause satisfaction but also praditg as well. Anderson (1994)
and Fornell (1992) noted that; word of mouth froatified customers decrease the
cost of attracting new customer, in an intervieveaine American master credit card
company customers, a customer was asked abouethiees he received from the
company, he answered that master card is one dfeieservice provider of service
in the world, when asked what was the reason hémed with the unfortunate
incident that happened during his trip to Europe, very person noted that he lost
his credit card just 4 hours before his trip, winesde a call to customer contact, the
company provide the new card just in 2 hours atdber of the customer. Master
card itself considered a 5 percent increase iraa gkter the incident. Crosby (1979),
Deming (1982), and Juran (1988) identified stepgkviare indicate the satisfaction
(1) quality in service: is measurement of stand#ndsthe company should realize to
meet satisfaction. For example Starbuck’s key ssc@edicator is the product that
provided by the company from the origin of coffeEHEOPIAN high land, once the
customer said no matter how expensive is the ptot@njoy drinking original
coffee. (2) service: is a presentation, accommodatie customer. Key factor of
service is creating position that customer expextaexceeds the company’s
gualification or capacity to deliver. KFC’s key fac of success factor was creating a
nature for young kids in order to not to irritateeir parents. Many scholars have
argued that there are factors that organizatiormildhtake in order to satisfy
customers. Customer expectation, organizations kv what customer wants.

During examination of japan markets by starbucks, tesearch indicate that the



Japanese people are not interested in paying rhare3 dollar for a typical coffe,

the company decided to provide packed coffee th smlay for more than years
starbucks have increased its market potential apad by this policy. Researchers
indicated that promise should be in case that wounlctease the customer
expectation, marketing researcher of the ROLEX &asounced to customers to

criticize about the brand to help the corporatmimtrease its capabilities.

Customer loyalty basically mentioned as the repagsehbehavior. In a way that
customer enjoys to be a shareholder of the brarel.ceh measure loyalty as the
number of the existing customers who permanentijt ¥he company. Jones and
Dent (1994), considered that more than 70 perdetiisiomers have objection about
waiting time, we consider the time as the factoriclwhdirectly influences the
customer perception. The fact is that organizatiwwhi&h have resolved the waiting
time for customers they increased their capacitedoyal to their customers. As
Jones and Sasser (1995) states loyalty created wigegombination of service,
value and time considered effectively in measutoy@lty. Dick and Basu (1994)
revealed that customers can be loyal to providdelivered service, staff appearance
and warm greeting and successful customer careraated effectively. Many
scholars have stated that; every step that takesetie loyalty can be measure in
virtual base, they added that; any small pieceseofice should be realized in order
to effective in loyalty. In an study of manufachgicompanies, MAZDA as one of
the successful car company intended to measur®yaty among customers. In an
interview a stable customer stated that; as anranggomer the corporation and the
service received from the personnel influences thre way they face me about the
problem which | confront, makes me to be loyaldolsan amazing service | get, the

most important factor was the way the corporatieated the customer to calm the
8



customer down. The customer added that the it igusb about the corporation, |
like being among MAZDA. We conclude that, every téacin service is the
component of success which can direct the path rebviayalty. Hemann and
Johnson (1999), Homburg et al. (1999), and Dick Basu (1994) revealed that the
service provided by the organization which effatitectly to customer satisfaction,
then there is just a positive correlation betwesisBed customer and loyalty. In the
study of KFC as a service sector, customers stasgdhe special service for young
kids provided by the restaurant is the best fa@pobecoming loyal. In an interview
with a customer she mentioned to personnel who take of kids with funny and
lovely dresses, so this service cause to spenduane easily and enjoy our meal.
Today companies are becoming more and more corvpeitit marketing field, in a
case that they are trying to create a single sertaceffect positively in customer
preference. Dowling and uncles (1997) stated tleattural factors should be
considered as the effective strategy to createséinéice in competitive intelligence.
For example, north Cyprus considered as a stustani¢ty, network providers such
as Turkcell, Vodafone and Telsim provide networkssgvice for subscribers. In an
contraction between the Turkcell and the univeysityrkcell provided a service for
students with monthly package for only $10. Thiatsigy created by the Turkcell to
take advantage of competitive environment amongofiexators. In an interview of
some student subscribers, they were asked to cotmonethe service they receive
from the Turkcell, they mentioned to services sastfree internet, free calling and
free messages only for $10 a month. Berry (199dteBrand Wenstein (1998), and
Kivetz and Simonso, (2002) cited that there is ward system that can be
considered as the important determinants of theicger Researchers stated that;

luxury reward and necessary reward provided bydtganization create positive



impact on customer preference, but in this caseettsea little difference in using
reward system in restaurants. It is clear thatacusts prefer luxury rewards over
necessary reward such as a chocolate cake for ncestoafter meal. But in
organizations such as gas station customer prefeessary reward over luxury
reward. For example, British petrol as a famous mamy, create a gift card for

customers to get free tank of gasoline or benzece a year.

Customer retention: every company such as manufagtor service organization

has an ultimate purpose of profit. To get profibmpany requires to expense
resource that get the spent money back, in addtboprofitability and acquiring

customer, it is notable that the organizations khdne focused on keeping their
current customers. CRM and ROI defines retentioa dscumented levels to reduce
costs of attracting new customers. Retention sd@lvestime and expenses which
companies use to get new customers to become loyalpld customers are more
generous and less price sensitive. Researchesaiadibat 5 percent increase in
retention causes 75 percent save in acquiring nees.oService organizations
specially restaurant sectors face high employeaouwar. Maintaining current

customers leads the sector to increase it's philitta by reducing employee

turnover as a result of proud staff working forutgied sector. Roking (2005) states
that; in order to increase retention rate companésxi to find causes which lead to
customer erosion. He cited that providing serviteg make customers to increase
their experiences about the sector. Healy (1998 dhthat; as world becoming more
technological, customer expectations grow so fllsey value for money and they
desire high quality service, so it is not rare ¢astomers to switch the provider to
another competitor if they don't like the servidgecent research indicate that in

creation of social media, sensitive competitiveiemment created opportunity for
10



companies, an important factor in social media @daof-mouth communication.
For this reason companies use this services fagridwng their products or provided
services through the net. An important step ofvibed-of-mouth is a decision made
by customer individually. Recent research of indiils who changed their favorite
providers quite interesting due to creation of abniedia. For the cases of retailers
the defection rate was 41 percent for banks wape3dent and for internet service
providers was about 26 percent. Thompson and Ma@P05) argued about
switching cost that are different among industrirg,they emphasized that customer
defection plays a main role universally. AccordiogCanel et al. (2000) cited that;
the cost of acquiring new customer is always higtam to try retain existing
customer for an extended period of time. Today ntgje companies with huge
number of customers consider the risk of losing ¢hstomer. Gronroos (1997)
mentioned to the factors which the corporationsusr@wvare of. Considering that all
of customers are not the same, outlays an impodim for companies to value
separately for customers. He considered value adetarminant of retention.
Understanding the capabilities of customers suchviaast makes the customer to
leave is the first step in realizing the custonmeemtion. For example in a survey of
retention in POP EYES fast food restaurant, theagandecided to change the taste
of special souce that they used for pizza and smhew, they realized declining
customer numbers, this outcome caused the manmagegdte a service which called
un limit pizza, the policy was to serve custome tlesired food as much as they
want, in this case they were able to make up thectlen that were recently
occurred to the sector. Phleps and Graham (2004uedr about the invisible
opportunities which are unseen for providers, thigd that; in case of defection

there are factors that causes to challenge thaceeproviders to create the new

11



service, they introduced superior experience armkntives. They mention to
experience as an opportunity to attract the custamtention and incentives as a
value for customer to be available and spend mgmvadays we see sensitivity
about the price in competitive environment. For regke, CARREFOUR as a
successful chain store in Europe, created a puectraslit for customers. The credit
was available for customers who used to spend rttae $50. CARREFOUR

announced that it was just an appreciation forausts who we are responsible for.
1.2 Thesis Structure

This thesis conists of five chapters includingadiiction and conceptualization that
presented in chapter one. Literature review pravidechapter two. The third chapter
allocated to data collection and data analysis, taedourth chapter provide results
of the study. The last chapter dedicated to comntsliscussion, limitations, and

implication of the research.

12



Chapter 2

LITERATURE REVIEW

According to Qu (1997), Pettijohn et al. (1997)dadree (2004) in service sector the
most important factors affecting customer satiséacinclude; food quality, service,
the environment of restaurant, location, speedeivice therefore value and price.
These factors influence customers to have a pesititention about the sector. We
identify dimensions which influence positively onstomers that lead to retention.
Strategy in service sector is a tool which is pesiy related to retention, by all
means many scholars have noted importantly thag; dbrvice organization’s
essential step to take themselves alive in the etithfe environment is the strategy
they use in their sector. Kotler(2003) argued tlggwth is a basic strategy in
business environment. Innovation as a subordinbtgrawth plays a main role in
growth, being innovative at the right time, we ddes time as a tool for innovation,
being creative in competitive area makes orgammato overtake from major
competitors, affective implementation of growth auatically brings increased
profit and increased rate of customers to busingssy of service organizations
these days challenge to provide most effectiveisgrbut this is not just money or
equipment and facilities, why we see obviously dase in management of the
organizations, the answer is they are not awatheofveaknesses. We should realize
the increased rate of population and developedctdoly in worldwide base, due to
this factor customer expectation changes so fastave to be able to be responsive

and creative enough in competitive situation. Adoay to Kotler (2003), the past

13



technics and strategies which has been used bycseovganizations were less
plausible. Revolution of technology in the worldqueées the companies to be
creative, struggle in order to deliver high levekervice, because customer is aware
of service and the real meaning of value, the mesponsive is the organization, the
more successful in delivering high degree of setvi/oodall (2003) and Mohr
(2008) suggested basic steps for service orgaaizati order to be able to execute
service strategy, these steps include; 1) launemtanagement system to track and
define customer complaints, this step requiressibie evaluation of the factors that
make customers to complain about. 2) resolutiorcudtomer complaints at first
sight, the importance of this step is to being oespve because customer does not
like repetition of the problem. 3)train employershe most effective way to be able
to handle tough situation. 4) consult the expertmarketing field or give a visit to
competitor in a way to see what you cannot se@ur gector about weaknesses, this
step can be more effective in a way that seeinghans weakness helps you to
challenge your opportunities in order to find tmmavative key to improve your
service. (Berry and Parasuraman, 1991) suggesa¢dubcessful customer service is
not only effective in creating positive view of lnesss in customer intention, but
also can create a potential for good business mpetitive environment by using
challenging strategies, surprising customers bgwvation and increasing day to day
customer relationship management, the desired ogcwill occur in created
customer value and their loyalty at a constant lleidedia (2009) noted that
customer retention as a strategy is a preparafiguality for product or service in
order to satisfy customer needs and desires as wigith makes them come back,
retention as major strategy means provide as machoa can, good team work,

successful business, increased profit, increasbdsatisfaction and expansion of
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market share and market potential. The traditia@roach in marketing theory

suggests that; in order to be able to be successtulisiness, organizations should
get focus on customer needs, in a way that the anomap need to unify customers to
market segments for which to develop product lmenttarget segments should be
organized in order to satisfy them. Traditional raggh assumes that service
organizations can apply unidirectional control otteir targeted customers by 4ps
that proposed by McCarthy (1960), which includeicgr promotion, place and

product.
2.1 Service quality

Quality in service and product has gained its rafporh as a fundamental issue from
1980s. Many scholars have defined the purpose alftgun products (tangible) and
the service, remained unambiguous, therefore mauthoes tried to make a
combination of quality and service with notion tisatvice is the major component
in developing quality. Teas (1993 a, b) and Cr{s®y9) argued that customers
misunderstand the meaning of quality, when youthsk idea about quality, they
will answer unrelated attributes such as; causiegsure, advantage or adjectives
like that. Making clear definition of quality by stomer is sophisticated (Takeuchi
and Quelch, 1983and Otto and Ritchie, 1995). Matufang sector was the
beginning phase of defining the quality. Sprencalet(1996) and Crosby (1979)
argued that Japanese believe that quality meandefext. According to Bateson
(1977), Berry (1980), Lovelock (1981), and Shodqte),77), service is not a purpose
it is a proficiency, that is why they call servias an intangible, they also suggested
that there are services which are not measurdidsetdefinitions clarify the issue
that the firm cannot assure customers realizedevafwservice (Zeithaml, 1981 and

Zeithaml et al., 1996). Booms and Bitner (1981 )edahat the comparisons between
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customer expectations of service and their peroeptif what they receive draw
service quality model, in order to be able to pdevidesirable service, the
organization should be aware of customer perceptiofact this is the fixed issue
that customer attracted to what we call value. Bro{@988) and Fornell and
Manfredo (1996) look at the service psychologicaltya way that the performance
performed by the sector should realize the custarogon about the service he/she
receives, by all means the sector should be abke¢ofurther, act positively and
thinks that customer never satisfies, this know’saseate the strategy which makes
expectations and perceptions parallel. Oliver ()98 Wyckoff (1978) discussed
service quality in terms of process and resultth@at notion they divide service
performance into three branches including mateguipment and labor, the
purpose is to show that the service quality is ntlba@ just one outcome (Taylor and
Baker, 1994:166). Gronroos (1982) presented thatvice firm will be able to
enhance the service in case of distinguishing batweechnical quality and
functional quality, technical quality purpose thersce that customer get and
functional quality presents what type of qualityivlered to customer. Brown et al.
(1993) Lehtinen and Lehtinen (1982) argued thasliuis the cause and effect in
the relationship between customer and the firmseaware created by the firm and
the effect are shown by the customer in terms ofjitdes such as, facilities and
corporate quality such as the image of the firmtha customer preference and
interactive quality which is the interaction betwabe customer and the personnel.
A review of service quality leads us to present brgt hypothesis in marketing

theory.
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2.2 Perceived value

Perceived value is the most important fact thatideaervice sector to desirable
achievements. The value has earned its importamaairious marketing theories
(Fiol and Alcaniz, 2009). The newest customer vdlas been studied in the last 10
years. Customer’s quality and cost expectationgtedactors that the firm should
realize. If an organization has the ability of ursiending these factors, then the
sector can create customer value (Roig et al., 2080trappen , 1992). According to
Heskett et al. (1994), expectations differentiabe tcustomers, he states that
expectation can change over time from one to anoWantrappen (1992, p 59)
stated that “Every customer has a unique desirenard: one customer may change
his/her mind next time using the same product.”liRieg the customer is a factor in
creation of value but not enough, core competenmieslue requires managers to
answer the questions such as who are the rivalstesithology they use, if the
service provider could define the weaknesses aedgths in the short-run and use
effective strategies and capabilities in the long-it will differentiate the sector in
comparison to its competitors (Zeithaml, 1988 ;Nan1994). According to Roig et
al, ( 2009) (Slater, p. 165), the goal of the vaheory of the firm is to enhance the
activities that leads to increase the customereydly finding the appropriate answer
for what is the meaning of the value in customefgrence. Christopher (1996, p 58)
and Holbrook (1994, p 22) stated thqt . .] customer value is created when the
perceptions of benefits received from the transactixceed the costs of ownership.”
Lapierre et al. (1999) and Christopher (1996) réadahat customer intimacy,
product leadership are the main privileges of valueompetitive environment, as
used as a strategy to form a value. Cronin et280@) and Lapierre et al. (1999)

noted that; to form a strong value for customdrs,dector needs to know the market
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condition and the customer manner of value, it me@imat market and customer as a
goal. (Rokeach ( 1968 and 1973) cites that; vaueelief in the customer mind , it
simplifies the organization to overcome methodsribs and expanding strategies
to create superior value. Different people hold i features of value.
Parasuraman (1997,) , Afuah (2002), Thaler (1985, Zeithaml| (1988) noted that:
customers can change their value as they beconsacrcustomers, they point out
that; in evaluation of value, customers expectdeetor to not to see them as an
ordinary customer but long term buyer, the formalugs may not influence the
customer any more, or even the organization mag tbeir customers for various
types of reasons such as lack of satisfying theeetgtions of former customers.
Value as a propensity recognized by the custonm@nesmay satisfies with the
service some may satisfies by the decoration on byethe least expensive product,
while others may influenced by the most expensieelpct. According to Holbrook
(1999), value is an exchange of quality and saeifin the meaning that;, when
customer satisfies from the quality of the prodticteans the benefit which service
provider provides for the customer, in contrastahstomer sacrifices the money for
what he/she gets from the sector. Value is an natebelief to the mind of the
customer that distinguishes and recognizes theevalucompetitive market. We
could note that the quality, service and servicevigler and customer relationship
are the factors that create a perception aboutrthge of the sector (Hoisington and
Naumann, 2008)liver, 1999).Many scholars has already been noted that the image
is the important factor that differentiates thevsms which provided by several
brand, are difficult to measur@ellis and Gaeth, (1990) and Weinstein et al. 200
cited that; like an old times which people usedexehange products or goods in

amount that they valued, customer value shouldviaduated by customers as they

18



make purchase, it means when they pay for a cgutantiuct they should satisfy with
the amount that they pay for, therefore customecgieed value is a exchange or
trade- off between the given service and scariboatwhich means customer
sacrifices the money for service they get. Monrd890), Zeithaml (1988), and
Weinstein (2004, p. 10) proposed that; the highetomer value can be created
through privileges that can be earned in pricimgadge of the sector, service and
quality, These factors are main components thatomeys evaluate the service
sector. The company should be able to analyzehallthreats and strengths and
specifies the strategies that could help to constam unexpected value for target
customers. One of the approaches that have comdbmore to the study of the
nature of Perceived value, an interaction betwdwn donsumer and the product
comparison, personal, and situational (specifi¢thi® context); and it embodies a
preference judgment. Bourdeau et al. (2002) idiedtifive value factors underlying

the use of internet — social, utilitarian, hedotearning, and purchasing.
2.3 Customer satisfaction

Satisfaction is an overall positive evaluation aétomer about service received by
sector and trade-off between present experiencepast experience by customer.
Oliver (1980, 1981) introduced expectancy discomfition model for service
organizations. Satisfied customers with the producservice are failed to other
competitors because satisfaction is intrinsic. &#ly et al. (2007) and Oliver (1980)
looked at satisfaction as a subsidiary for adamtatiand conception of
disconfirmation. Churchill and Surprenant (1982) ag@hurchill and Surprenant
(1982) stated that expectations are confirmed wireduct or service presented as
individuals expected, when service or product prese more poorly than

individuals expected, then expectations are disooefl negatively, or presented
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more than individuals expected then expectatioms disconfirmed positively,
evaluation of product or service results in dissattion when individual mention
negatively disconfirmed about the items. Miller T¥9 and Fornell and Wernerfelt
(1987) noted that; there are some factors thatecdissatisfaction such as lack of
providing menu that has no variety of items thattomer looks for, various types of
products in menu with determined high quality teeaa positive vision in
customer’s mind about the brand. Customer satisfac$ a dependent variable and
identified to be a strong structure in customeention and purchase power in
making decision about the service or product (Zeith 1988) Zahorik and Rust
(1992) and Fornell et al. (1996) argued that adogrdo American Customer
Satisfaction index (ACSI), production organizatiofsave higher customer
satisfaction than service organizations, they atsted that, price is not as important
as the service is in marketing theory. Expectatalmout service influences
satisfaction directly. Teas (1993a, b) and Jones €2003) said that when sector has
developed the service that exceed the customectjmn then satisfaction occurred
so the point is to create a pragmatic expectedicgernwhich customer desires.
Ranaweera and Prabhu (2003, p. 82) pointed outttietetention takes place when
the customers satisfied. Monroe and Chapman (1883 Fecikova (2004) cited that;
the firm Durability requires to keep target custosnsurvive both internal and
external. Customer satisfaction must be seen byowess themselves, the firm

should monitor
2.4 Customer loyalty

Loyalty is a degree to which satisfied customeed thkemselves honest toward the
service firm, in the result of service, value cegbby the firm, but it is assumed that

satisfaction is not direct factor that leads toteoner loyalty, it is devious factor that
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leads toward customer retention by customer loy@dty Herrmann and Johnson,
1999, pp. 584-587; Homburg et al., 1999, p. 178niBrand Berndt, 2004, and
Reichheld and Sasser (1990) stated that; customser Has a negative Impact on
firm’s profit process than other factors, the fiimrequired to gain competitive
advantage among its rivals, in marketing theoryehe a belief that the customer is
king. If the firm has the capacity of keeping cusér, then the customer becomes
more profitable, loss of customer is the core daesthat must be answered
correctly, loss of customer has not only a negativgact on the firm’s benefits but
also on future planliver (1999 and Zeithaml (2000) argued that logastomers
have special tendency toward the brand, that ttemdahto have relationship with the
sector, this perspective refers to their intenadwout the brandReichheld (1997, p.
19), Czepiel and Gilmore (1987)Qliver (1999), and Neal (1999) proposed
supportive action repetition that is the classtfma of the customer about the
product or service compared to the total purchdkat have already made, this
perspective is refers to customer’s behaviorahitib@, But the hurdle is that wht
the intention does not convert to action, and stupo action repetition does not
reflect intention, To overcome hurd@alton (2003) andliver (1999) identified
stages that help servicerganizations create effective loyalty; the firdeps is
identification of brand which influenceustomers information of brand, second
phase is positive perspective which loyal custoniersl about the brand which
presented as effective loyal customers, the lasfests proposed to be action where
behavioral and intentional attitudes replace wille taction, when actiorand
tendency mixed, then the real purchase takes piapartant other factors that can
be effective in loyalty are the trust which should fr@vided by the sector and the

value that theeustomer receives by the sector, customer loyalgni essential value
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that plays vital role ircustomer mind and the sector’s action, thereforstotoers
seek to make a purchase wh#rey receive value they wish for Reichheld (1996)
andReichheld (1997, p. 19). The fact is that customérs recognized themselves

as a loyal for certain brand they will not.

To make a search for another alternatives, custdoyalty is seen to be main
successful outcome in marketing theory of Reichhaidl Sasser (1990) and
Reichheld and Schefter (200@alton (2003) noted that “we are honest to people
whom we are loyal, to whom we ensure that they edgthe to us and will value and
realize our sympathy” he added that; loyalty is tlegivative variable that comes
from customer, if the service firm is able to mée¢ expectation that customer
desire. Jones and Farquhar (2003, p. 72) cited tlraistomer retention takes place
when the service organization has the capacityesdtmg the potential to attract the
customer by delivering specific service provided sigff and management”. In
competitive environment, loyalty and retention dhe concepts that should be
increased more efficiently. Lam et al. (2004) pregubthatService recommendation
and supportive actions are the main componenisyaftly (Haghighi et al., 2012).

2.5 Customer retention

Customer retention in marketing theory is recognias the variable that determines
the relationship between the service provider dreddustomer(Gro 'nroos, 1991,
Coviello et al., 2002; Levitt, 1983). Meanwhile @stion can be defined differently
among firms (Aspinall et al., 2001). Dawkins andidRbeld, (1990), Reichheld
(1996), and Buttle (2004) stated that: “when pusehs made it will strengthen the
customer and service provider relationship lessipdgy to end the connection”,

more likely that the firm will get the costs whigh has expensed for retaining
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customers, by all means the customers become mafitaple to the firm, even they
pay more as tip. Lindgreen et al. (2000, p. 29%dcthat: “it will be cost for the
service firm to earn a customer than retain theotner”. Customer organizing
process states that; organizing is the processhwilrims should join in order to get
profitable feedback. Kotler and keller (2003), wate that strategic theory in
marketing field directs the companies in order ¢oshiccessful, this notion specifies
that companies, which failed to meet customer etgpieas are those which did not
use suitable strategic planning process. (Ford0d8@ Levitt (1983) noted that: “it is
crucial for service organizations to be aware @f plolicy they use about retention,
because after retaining process has done, the mrashguld be aware of factors
may cause discrepancy in customer expectatiortheiumore the relationship will be
altered undoubtedly”. Turnbull and Valla (1986) alwhnson et al. (1999, p. 12)
introduced relational empowerment process,in ttaiomship between customer and
service provider that creates social bond, so wenwantion factors such as reliance,
warranty, obligation as a components of relatiarapowerment, when created as
relational perspective, may cause customer mainte&najain competitive advantage
and earn additional increased profit by the firnoviéllo et al. (1997, 2001, 2002)
have introduced an empirical classification of negdirig theory, called contemporary
marketing practice which four types of classifioatiis strongly affects the service
firms network marketing, database marketing e-ntarge and interactional
marketing which have strong ingredients in marigetheory. Coviello et al. (2002)
argued that CMP is a strategy to be effective isiness-to-business, advertising and
service producers in marketing theory. McNaughtoal (2001, p. 991) purposesed
that market orientation theory, he says that oaigon in every firms can be used as a

process that directs the attention to customerefbee the theory creates the area for
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relational enablers to retain their customers gli®a connection between orientation
and the firm’s action which creates a strong paaérfor realizing the market
condition and using as a tool for competitive adaga. Complementation of
customer retention has been applied by Weinstéd@2R The structure has been
summarized to the relationships between quality sefvice, customer value,
satisfaction, loyalty that lead to customer retmtiValue in customer can be seen in
the long-run, strategy in retaining process shdwsways of attracting and retention
priorities, and also flats the ways of breedingihess into profitable outcome and
the relationship between customer and service geoviPfeifer et al. (2005) and
Aspinall et al. (2001) presented that profitabilisymajor component of retention.
They also stated that some customers are identitiah means they have the same
idea about the firm, it is another prosperity foe tfirm that should be able to
differentiate and classify the customers. AccordReichheld and Sasser (1990), 5
percent increase in customer retention will enhaheeprofitability of the firm by
70 percent. Fornell and Wernerfelt (1987), Browralet(1996), Smith et al. (1999),
and Stauss and Seidel (2004) focused on custonmeplaming process, because
they believe that complaints can be componentstrategic planning process for
retention, customers who complain a lot their caimé can be recover and are less
likely to leave than the customers who have noae#&sr complaint (Tarp, 1979 and
Nyer, 2000). Customers complaints show that thegirdeto see the firm’'s

responsiveness and the empathy and the valuerthelédicate them (Buttle, 2004).
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2.6 Model and hypotheses

Proposed model depicted in Figure 1

Service Hy Perceived |H, Customer Customer
quality value satisfaction retention

Figurel: Conceptual model

Based on above literature review, the following dtyx@ses have been developed:

H 1: Service quality increase perceived value

H 2: Perceived value raise the level of customgsfsation
H 3: Customer satisfaction boost customer loyalty

H 4: Customer loyalty increase customer retention.

Sample, procedure and data analaysis are presarmntedt chapter.
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Chapter 3

METHODOLOGY

In this chapter, methodology of the study includisgmple and procedure, data

analysis are presented.

In this study, quantitative method used to checkotiyesis. Other scholars that
investigate customer satisfaction based on ACSIahoded same methodology
(Angelova and Zekiri, 2011; Osman et al., 2014).

3.1 Sample procedure and measure

Items of questionnaires adapted from Fornell €s atudy (1996). Item of each
variable listed in Table 1. The study variables measured using five Likert scale
ranged from O “strongly disagree” to 5 “stronglyegj’. A total of 15 questionnaires
distributed as a pilot study to identify understanitity of the questions. The result

revealed that items did not suffer from ambiguity.

Table 1: Item of measuremnet

No Variable ltem

My overall perception of service quality is sattttary in this resturant

1 .

2 cS|S€:1\I/iIt§/e Resturant's offering is customized to meet customeeds

3 Resturant‘'s offering is same as its promise

4 Perceived Resturant’s food | has good price under given tyali

5 value Resturant has good quality under given price

6 Customer | feel satisfactory of resturant overall performanc

7 W . The resturant’s food has met your expectation@soa food
satisfaction . . . : .

8 The satisfaction level of resturant is quite cltisgour ideal restaurant
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| will revisit the resturant in the future
Customer . .
10 Loyalty | will recommend this resturant to others
11 Even if food price is increased, | will still rettithis restaurant

11 Customer |think this restutant is successful in retentiémh@ customer
12 Retention Servive and food of this restaurant cause to mgtien

Source: Adapted from Fornell et al. (1996).

To collect data from restaurant, researcher tookngsion from owners of the
restaurants. A total of 200 questionnaires areidiged among customers who were
in the restaurants of Magus. Hence, convenienceplgagntechnique applied as
sampling approach (Altinay and Paraskevas, 2008)over page supplemented to
questionnaires to assure the respondent’s anonyrhityally, 174 valid and
completed questionnaires obtained and used for ateddysis. Hence, the response

rate was 0.87 percent.
3.2 Data analysis

Descriptive and inferential statistical analysesfgened using SPSS. Profile of
customers presented after descriptive statistitallyais of demographic information.
To check reliability of the study, Cronbach’s alpbstimated for each variable.
Mean, standard deviations, and correlation of studgables calculated. To test
hypotheses of the study, regression analysis wagunbed.

Results of all aforementioned analyses are providechext chapter.
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Chapter 4

RESULTS

4.1 Study findings

The results of statistical analysis, including etation and regression tests are
presented in this chapter. Results of mean, stdrakarations, and Cronbach’s alpha

for each construct that estimated using SPSS v2@ravided in this part.
4.2 Demographic information

Summary of respondents’ demographic informatioprissented in Table 2. More
than 40 percent of the customers are aged betwedd Jears. Thirty five percent
are 26-35 years old, 16.7 percent are 46-55 yddrsod 6.3 percent are aged below
26 years. About 49 percent of the respondentsamale and 51 percent are men

(Table 2).

Approximately 45 percent of the customers are simgldivorced and 55 percent are
married. About 45 percent of the respondents haviéege/university degree,
following with secondary/high school (41.4 %). Twel percent study in

postgraduate level and the rest in primary schobketow.

Income level of majority of the respondent rangedween 5,000$ and 10,000%.
About 36 percent have income between 1,000$ araD$,a&nd 16 percent between
10,000% and 20,000$. Only 5.7 percent of the custerearn less than 1,000%$ in a

month.
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Table 2: Profile of respondents

Variable N % Variable N %
Age Education Level
Below 26 11 6.3  Primary school or below 2 1.1
26-35 61 35.0 Secondary/High school 72 41.4
36-45 73 42.0 College/University 79 45.4
46-55 29 16.7  Graduate level or higher 21 12.1
Total 174 100.0 Total 174 100.0
Gender Monthly Income
Female 85 48.9 Lessthan 1,000% 10 5.7
Male 89 51.1 Between 1,000% and 5,000% 63 36.2
Total 174 100.0 Between 5,000% and 10,000$ 73 42.0
Between 10,000$ and 20,00028 16.1

Marital Status Total 174 100.0
Single or divorced

78 44.8
Married 96 55.2
Total 174 100.0

Note: N is frequency of the respondents.

4.3 Reliability test

Internal consistency of variables calculated us@rgnbach’s alpha. The Alpha
coefficient for service quality is.61, perceivedu&is .77, customer satisfaction is
.69, customer loyalty is .87, and customer satigfads .65. Hence, all coefficients

are more than 0.6 that ranged in frequently acbéptavel (Cortina, 1993).

4.4 Correlation matrix

Correlation and regression analysis are two comagoroach to investigate the
relationship between two variables. Correlationvsho strength of the linkage
between two variable, wherease regression formthé&eelationship and provide an
equation that used for prediction of a variableeblasn variation of another variable

(https://explorable.com/correlation-and-regression)
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Mean, Standard deviation, correlation matrix, algha coefficient are outlined in

Table 3.

According to correlation results, service qualitignficantly and positively
correlated with perceived value=(325, p< .01). As shown in Table 3, service
quality has a significant and positive relationshifh customer satisfactiom<. 380,
p< .01), customer loyaltyr£. 357,p<.01). Interestingly, service quality has not any

significant correlation with customer retentiosr.069,NS)).

Table 3: Results of means, standard deviationseledion and reliability

Variables a Mean Std. 1 2 3 4 5
1. Service quality 612 3.23 056 1
2. Perceived value 774 322 04B25 1

**

3.Customer satisfaction.699 1.92 0.67.380 .396 1

*k

4.Customer loyalty 874 2.09 067357 2777 479 1

5.Customer retention 659 2.17 0.53069 .223 177 285 1

Note: *=: Correlation is significant at the 0.01 level &2led); »:Correlation is
significant at the 0.05 level (2-tailed). The studhriables are measured using five
Likert scale ranged from 0 “strongly disagree” td'sirongly agree”.a is Alpha
coefficient that reperesents internal consisterigiems.

Perceived value significantly and positively asatex with customer satisfaction
(r=.396, p< .01), customer loyalty£.272, p< .01) and customer retentiorn=(223,

p< .01). There are significant linkages betweenarast satisfaction and customer
loyalty (r=.479, p< .01) and customer retentiorn=(177,p< .05). Customer retention

significantly and positively influenced by custonheyalty (Table 3).
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Since, no correlation coefficient is above .9 dlthe items are distinct variables, in

other words, there is no multi-collinarity (Amick@Walberg, 1975).
4.5 Model testing

To test hypotheses of the study, regression asapesiformed that the results of

model testing are presented in the following tables

According to the result, service quality signifidgnand positively related to
perceived valueBeta<. 32,p<. 01). As shown in Table 4, 10 percent of variatid
perceived value is explained by service quality ¥R0). ThereforeHypothesis 1lis
supported. It means a high level of service quafityhe food industry result in a

high degree of perceived value (Table 4).

Table 4: Effects of service quality on perceivetiiea

Dependent variable: Perceived value

Independent variable S t-value
Service quality 32 4.50
F 20.30

R 10

Note: ~ significant at the 0.01 level (2-tailedp,is Standardized
Regression Coefficient

Perceived value has a significant and positive ohpan customer satisfaction
(Beta<. 39,p<. 01). According to regression analyisig,iRabout .15. It means is 15
percent of customer satisfaction change is relatedperceived value. Thus,
Hypothesis 2is supported. That is, providing a setting in staarant with a high

level of perceived quality led to high level of tu®er satisfaction (Table 5).
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Table 5: Effects of perceived value on customeasfsation

Dependent variable: Customer satisfaction

Independent variable S t-value
Perceived value 39" 5.65
F 31.94°

R 15

Note: ~ significant at the 0.01 level (2-tailed)

As shown in Table 6, customer loyalty significandigd positively influenced by
customer satisfactiorBéta<. 47, p<. 01). Twenty percent of variation of customer
loyaly is explained by customer satisfaction” (R23). HenceHypothesis 3 is
supported. Accordingly, customers who are morestati are more loyal to the

restaurant.

Table 6: Effects of customer satisfaction on cusioloyalty

Dependent variable: Customer Loyalty

Independent variable Beta t-value
Customer satisfaction A7 7.12
F 50.69°

R 23

Note: ~ significant at the 0.01 level (2-tailed)

According to results of regression analysis, custoroyalty significantly and
positively related to customer retentidBefa<. 28, p<. 01). As shown in Table 7,
less than 10 percent of customer retention chasmgxplained by customer loyalty
(R® =.08). ThereforeHypothesis 4is supported. That is customer loyalty boosts

retention of customer in the restaurants.
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Table 7: Effects of customer loyalty on customéemé&on

Dependent variable: Customer retention

Independent variable Beta t-value
Customer loyalty 28" 3.88
F 15.05°

R .08

Note: ~ significant at the 0.01 level (2-tailed)

The results of regression analysis demonstratddsdraice quality raise the level of
perceived quality and customer satisfaction isuericed by perceived quality.
Furthermore, customer loyalty enhances loyaltyhaf tustomer, which positively

associated with customer retention.

In Table 8, status of hypothesis testing demoresiraill four hypotheses supported.

Table 8: Summary of results of hypotheses testing

Hypothesis Description S Status

H. Service quality increase perceived value ~.38Bupported

H, Perceived value raise the level of custom_%,rg** Supported
satisfaction

Hs Customer satisfaction boost customer loyalty ”.4Bupported

H, Customer loyalty increase customer retention ” .28upported

Note: ~ significant at the 0.01 level

Main findings of the study are depicted in Figure 2
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retention
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loyalty

Service 327 Perceived 39°| Customer
quality value satisfaction

Figure 2: Main findings of the study

Main findings, discussion, limitation, and reseaiuture direction are presented in

next chapter.
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Chapter 5

CONCLUSION AND DISCUSSIONS

Main findings, limitations, implications and diretd for further research presented

in this chapter.
5.1 Main Findings

According to the results, service quality positvaffects perceived value in the
restaurant of the North Cyprus. Simlialry, percdivalue significatly increases level

of customer satisfaction. This finidings is consunaith Kim’s study (2011).

High level of customer satisfaction in the resttsnaf North Cyprus results to
loyalty of customer. Hyun (2010) in prediction efationship between quality of the
restaurant and customer loyalty found that higlelle¥ quality lead to high degree of
curomer loyalty. Similarly, Park and Jang (2014)dirawing pattern of customer
satisfaction and loyalty revealed that customeisfation encourage customer to

revist the restaurant.

Normally, customer rention is caused by customgalty in resturants of North

Cyprus. Such finding is reported by Erdis and dut [2014) andRyu et al. (2012).

We conclude that if perceived value outweighs thstamer beliefs and thoughts
then value is created. In some cases customesenséive about the value, in a way

if you ask them whether they are satisfied or het customer will explain that the
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way | am treated is enough to find my value. Custiotreatment is one of the main
characteristics in theory of marketing and comptseri satisfaction, loyalty and
retention. Recent studies claim that the valuehes key success factor in the

competitiveenvironment

We conclude that, every factor in service is thengonent of success which can
direct the path toward loyalty. Hemann and Johr{8¢®99), Homburg et al. (1999),
Dick and Basu (1994) revealed that the serviceigealby the organization which
effects directly to customer satisfaction, thenr¢hes just a positive correlation

between satisfiedustomerand loyalty.

Every company such as manufacturing or service nizgdon has an ultimate
purpose of profit. To get profit, company requitesexpense resource that get the
spent money back, in addition to profitability aacquiring customer, it is notable

that the organizations should be focused on kedpigig current customers.
5.2 Managerial Implication

This study proposed practical implications for ngera of resturants in North
Cyprus. If they have tendancy to have high levakoketntion among their customer,
they should care more about theis loyalty, whicinfkienced by their satisfaction.
However, customer satisfaction depends on diffefietors, but results of this study
revealed that positive perceived value by the enstoenhance theis satisfaction.
High level of perceived value achieved by providssgvice quality in the resturants.
It means that, managares should care about seguialty in their resturants that

lead to high degree of perceived value, then cust@atisfaction, customer loyalty,

36



and eventually, rentention of the customer. Acawglyi, four practical implications

outlined as follows:

1: Consider the value of retention

For those who feel to create an ultimate servicestédntion, they need to focus on
enhancing the loyalty, upon to this factor loyasttumers are always on the scene.
According to Bain and Co (2009), every 5% increaseustomer retention cause

75% save in acquiring new customers and decreasxpenses. Attracting new

customers make you 5 time more expenses that lgear existing customers

constant.

2: Create an efficient customer retention program

Every entrepreneurs believe that in case of creaifodesirable service or product,
and favorable experience for customers the retentith be created automatically, at
the start of your retention process that wouldiglet strategy, but as time passes and
customer becomes more and more loyal to your aesdevice, this is the nature of
customer mind that expectations are changing soBasause customers do not owe
you to be your loyal. Loyalty is the key factor thlae service provider should create
through implementation of sources, keeping the ktraf the customers and
identifying the major steps that should be takerrider to increase the retention,
these steps include: consulting with customer, linkg the personnel in the process
of attracting the customer. The major questiorna how to create day to day value

in customer mind.

3: Always be aware of customer
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We just mean by be aware of customer is keep #uk tof the customer through
retention process the relationship between the gan&im/herself is a key
component of the realizing the customer thoughts lzeliefs toward the sector, in
this case customer tries to express his/her ineadsout the weaknesses about the
provided service which we are not aware of, resemrcindicate that the any

customer involvement in service process directsving through desirable loyalty.

4. Contact your customer through social media

Socializing with your customers can build retentibyou do it correctly. The key is
to dial down the corporate presence and give yastotners a voice and a forum to
connect with other customers, and then let thentdhie traffic. As you identify
those customers (followers) who are the most logahd them personalized “thank
you” emails. Including incentives and coupon cottex they know are meant just

for them. It will make them feel even more impottand appreciated.
5.3 Future Research and Limitation

This study like other researches has limitatiorss groposed as a solution for future
studies. The first limitation is that data is cotied at one time and one city of North
Cyprus. This makes this a cross-sectional studis flecommended to perform this
research as libidinal study in other cities (Girbeflkosha, Lefke, Iskele, etc.) and
other countries to find out casuality of the valgsb Second limitation is this
research focus on the restaurants of the city. $tuiggested to add restaurants of the
hotels to the selected sample to provide more cehgmsive image of cutomer

rention in the food industry.
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Appendix: Sample of questionnaire

Dear Respondent;

You are being asked to participate in a study ewmanimpact of perceived quality and
customer satisfaction on customer loyalty and tegenn resutrants. All information that

you provide will be confidential and in no way wyibu be identified when the results of this
study are reported.

Thanks for your participation.

Section 1:For each of the statements below, please indibatextent of your agreement or
disagreement by placing a tick in the appropriabe B he response scale is as follows:

1. Strongly agree

2. Agree

3. Undecided or Neutral

4. Disagree

5. Strongly disagree
No | Service quality 1123|145
1 My overall perception of service quality is sketory in this

resturant

2 Resturant ‘s offering is customized to meet customeds
3 Resturant ‘s offering is same as its promise
No | Perceived value 1123|145
4 Resturant’s food | has good price under given guali
5 Resturant has good quality under given price
No| Customer satisfaction 1/23|4|5

6 | | feel satisfactory of resturant overall perfonoe

7 | The resturant’s food has met your expectatica gsod food

8 | The satisfaction level of resturant is quite elasyour ideal resturant

No | Customer Loyalty 1/2]13]4]|5

9 I will revisit the resturant in the future

10 | I will recommend this resturant to others

11 | Even if food price is increased, | will stilmisit this resturant

No | Customer Retention 1(2(3|4|5

11 | I think this restutant is successful in retemid the customer

12 | Servive and food of this restaurant cause teengtion

44



Section 2: Demographic information

Age: Gender. Education Level

18-27 () Male () High School ()

28-37 () Female () Bachelor ()

38-47 () Marital Status: Master ()
48-57 () Single or widowed ( ) Doctorate ()
58-67 () Married () College attentda( )

Annual income in US dollars:

Less than $30,000 ( ) $60,000-$89,999 ( )

$120,000 or more () $30,000-$59,999 ( )$90,000-$119,999 ( )

Thanks for your time
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