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____________________________________________________________________
The purpose of this thesis was to find the proper ways and methods on modernizing
the service procedures in Mount Nepal Oy, Espoo, Finland by carrying out research
on customers’ satisfaction and their expectations from the modern dining experiences.
The thesis was mostly carried out being near to the introduction and successful utilization of the available modern technologies which can be introduced to food chain
industries without much burden or stack of investment.
The report was based on both theoretical and research-based method. The empirical
findings part was drawn with the help of various books, useful internet sources and
literature review. The information and knowledges about the proper use and importance of modern technologies in food business were taken carefully from various
sources. It helped author to get ideas on importance of modern technologies to help
improve the customer service via the help of technologies available in market.
The quantitative research was carried out to find the level of customer satisfaction,
expectations from the customers and their experiences on the current level of service
provided by Mount Nepal Oy. The analysis was made from various angles to find the
possibility and opportunities to get over the competitors. All the responses from customers were highly appreciated and evaluated to get to the core of the weaknesses and
strengths of level of service offered from a restaurant staff. The analysis was carried
out with the tool “SWOT analysis”.
In addition, the influence of modern technologies to ensure the customer’s satisfaction
on terms of time, service, price and punctuality factors were taken into the account to
justify the report’s title. The research also attempted to find the value of modern technologies on improving overall factors for all parties like owner, staffs, customers and
food delivery persons. Thesis revealed that improvement can be clearly seen after the
installation and proper usage of technologies in very short time of operation.
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1 INTRODUCTION

It is evident that customer satisfaction is indispensable for any businesses around the
world. In the context of restaurant business, it is even more crucial as the fight for
market share has grown fiercer than ever. Today, Restaurant dining is no more confined to the food and its taste. When a customer eats in a restaurant, they are also
looking for an experience which makes them feel good. Customers are likely to spend
more if they are treated with utmost care and respect. Since, it’s the responsibility of
each employee to ensure that each customer leave with an overall positive impression
about their dining experience, upgrading customer service remains the key for all the
restaurant businesses.

Companies these days are spending a lot of their resources to focus and improve the
customer service experience as customer satisfaction itself is the symbol of success in
many companies. Satisfaction is directly linked to the customers desire or expectation.
However, providing satisfaction as a service provider is not an easy task so, it is crucial
to develop marketing channels effectively by being innovation in providing company’s
services so thriving in competitive environment is achievable.

This thesis encircles in finding different ways to accelerate the level of customer service for Mount Nepal Oy, which is the author’s case company. The prime focus would
be on the use of technology to reach the main goal. Upgrading customer satisfaction
level survey will be commissioned so that a clear picture concerning the company’s
position and its performance can be abstracted which will help company’s owners to
make decisions and implement plans to improve and maximize their customer level
service.
The main objectives of this research are the collection of various information’s from
the company’s customers, analysis of those collected data and identify the areas that
can be improved and suggest different development ideas to the case company. Such
kind of researches have never been performed for the case company so exciting results
are on the wait so that the end results will directly benefit the case company to improve
their customer service level based on the analysis.
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2 PRESENTATION OF THE CASE COMPANY; MOUNT NEPAL OY

Mount Nepal Oy is a Nepalese restaurant situated in the center of Tapiola, Espoo. It is
located 10 kilometers approximately from the Helsinki center and about 24 kilometers
from The Helsinki-Vantaa airport. As Nepalese restaurants are one of the famous and
liked restaurants in Finland it was obvious to see a lot of them but most of these restaurants are based in and around Helsinki area. Realizing this entire situation, the owners of Mount Nepal Oy decided to open a Nepalese restaurant in Espoo to serve authentic Nepalese food to the resident of Espoo.

Since its inception date, it has been trying to establish itself as the ultimate Nepalese
food destination and an ideal location for dining for the residents of Espoo. The owners
are trying to bring the Nepalese cuisine to a whole new level. Mount Nepal has been
acknowledged for its authentic, palatable Nepalese food and has been the ultimate
Nepalese food haven with neighborhood friendly prices. It is open seven days a week
for both lunch and dinner and has remained an ideal spot for casual dining as well as
different social gatherings. It also makes itself available to host different events and
occasions. (Website of the Mount Nepal Oy 2019)

The main business concepts, menus, working styles, services, presentations are very
simple and basic which can easily be compared to the traditional styles found just as
other Nepalese restaurants in Helsinki and its vicinity. So, the owners are trying to
focus on being able to serve its customers in a distinct way, to modernize the processes
of services and obtain utmost customer satisfaction via the use of modern technologies
which will ultimately save time and money along with providing customers with a
unique service experience. This will help the restaurant to look unique, interesting and
help to outwit its competitors and be ahead among its competitors.
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3 PROBLEM SETTING AND CONCEPTUAL FRAMEWORK

3.1 Objective/ purpose of the study
The purpose of this thesis is to find various ways to maximize the level of customer
service in order to provide customer of Mount Nepal Oy high level of customer satisfaction. Though the traditional ways of serving customer in this restaurant is guaranteeing some sort of customer satisfaction, upgrade of customer service using latest
technologies will ensures optimum satisfaction to its customer. This will help Mount
Nepal Oy to compete in this competitive market effectively and gain more new customers.

Although, traditional approaches used to serve the customers in restaurants are yielding expected customer satisfaction, it is important to accelerate different approaches
to stand out from its competitors. So, the case company is looking to use and upgrade
the latest technologies to upgrade its services and ensure optimum satisfaction to its
customers. In such scenario, Mount Nepal Oy will be not just be able to be competitive
among its customers but yield lucrative income through its existing and well as its new
customers.

The main outcome we get from this thesis are the new ways to increase the level customer satisfaction through the help of various new ideas to be implemented. The prime
outcome would be new and innovative ways to focus in and around the customer service, find ways to increase the level of customer satisfaction through the help of various new ideas to be implemented. The aim of this research is to look, sort, find and
analyze different methods and techniques to upgrade its customer service experience.
Expected outcome are the use of modern technologies efficiently to minimize the human effort and time. Modern training to its workers, implementation of universally
and fast-growing methods used in other parts of the world would be focused so that
new ideas can be generated so that something new and fruitful can be abstracted by
the end of this thesis. The result is sure to guarantee the benefits to the case company
as well as other similar players in the food and hospitality industry.
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3.2 Research approach
The author will use and implement quantitative method to check the customer satisfaction level for Mount Nepal Oy. A well-designed standard questionnaire will be circulated to its existing and potentially new customers to get the required data for the
required evaluation. This research will give all kind of information including the current information on how customers access the company’s service based on their own
experience.

To successfully attain the prime objectives of this research and procure a clear picture
about the quality of Mount Nepal’s customer service level, service satisfaction and
how they could improve their customer satisfaction level the prime research questions
should be around on the status of company’s level of customer satisfaction and then
look ways to develop their customer experience and the overall focus and improve
their customer service level.

3.3 Conceptual framework

Figure 1. Conceptual Framework for the thesis concerning Upgrading Customer Service in Mount Nepal Oy.
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The crux of this conceptual frame concentrates on the current level of services offered
by Mount Nepal Oy. The survey is the bridge that connects to know what the strengths
of Mount Nepal Oy are and what are the areas for improvements. So, to attain what
Mount Nepal requires, it is crucial to get with the theories so that service can be understood more clearly, and different implementation can be discovered before the survey and with the help of empirical findings, so that the ideas of implementation can be
suggested to Mount Nepal Oy.

3.4 Limitation of the study
Since this thesis is solely for a case company, in this case Mount Nepal Oy, the research will not include all the Nepalese restaurants. Although, many restaurants serve
similar taste and menus, the implementation is exclusively for Mount Nepal Oy. This
thesis doesn’t incorporate the taste of the foods offered or ways to improve other aspects apart from services like administration, finances and so on. The boundaries are
set so that customer service can be improved at a rapid pace through the introduction
of modern and inventive technologies.

Since the size and budget of the restaurant is limited, affordable technologies will only
be offered which is viable both for the customers and the owners. Anything, that’s
beyond the capacity of the restaurant will not even be considered and not suggested.
Concerning the dining area to look more attractive and spacious, policies will not be
revealed. Other laws like establishing restaurants, policies relating restaurant administration will not be studied and mentioned.
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4 LITERATURE REVIEW

4.1 Service design
Design has always been conventionally described and scripted to the products looks,
meaning its color, shape, package design and so on. In today’s world, service design
is a distinct thing compared to its traditional concepts. Service design is the design of
overall experience of the service centering around how the service is being delivered
to a customer. Furthermore, it stresses on an utterance that all the people in the world
are distinct, with their own needs and expectations about service. So, it is crucial for
companies to provide tailored services to its customers’ needs and expectations.
(Moritz 2005)

Service design is immensely important for both the companies and its customers. From
company’s perspective, it creates an additional value and makes itself distinct from its
competitors. As far as customers are concerned, service design improves overall experience of the service and enhance customer satisfaction. Service design also connects
the desires of its customers in accordance with the desire of an organization. Service
design is a mediator that comprehends on how the bridge between company and its
customers can be built for its sustainability. (Moritz 2005)

4.2 Customer relationship management
Customer relationship management is an amalgamation of different technologies and
different strategies that empower relationship programs of a company, reorienting the
whole company to a concentrated spotlight on satisfying customers. Furthermore, Customer relationship management is an important business strategy that unite internal
processes and functions, external networks, to generate and dropship value to a its
targeted customers at an enjoyable profit. (Boone & Kurtz 2015, 358)

Improving business performance by magnifying customer satisfaction and building
strong customer loyalty is the most important rationale of Customer relationship management. So, it is vital to keep the right kind of customers. Different industries have
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different numbers but in general, getting anew customer to your business is five (5) to
twenty-five (25) times more expensive than retaining the existing customer. So, it’s
super expensive to get new one so it’s important to not let the existing customer go.
So, building loyal relationship with the customers and increasing customer retention
are the ways to keep costs down for business which in return yields attractive profits
for the business. (Gallo 2014)

4.3 Customer satisfaction
Satisfaction in general is the consumers fulfilment response. Furthermore, it is an acumen that a product or service features, or the product/service itself, provided (can be
providing also) a pleasant extent of consumption-related fulfilment, comprising levels
of under or at time over fulfilment. Customer satisfaction has been a focal point for
every companies because of the intense competition companies are facing. Serving
existing customer may be comparative easier compared to the new ones so many companies these days consider customer satisfaction as a pinnacle of success, which is a
valid statement because customers are key for all the businesses. As a result, companies are investing a lot of their resources to upgrade their customer service experience.
(Grigoroudis & Siskos 2010, 4)

Customer satisfaction can also be defined as how a company can accomplish fulfilling
the expectations of the customers with the company’s products or services. In addition,
it is also a measurement customer takes about the company’s status and performance.
It is crucial for a company to research in depth concerning the customer requirements
instead of simply relying on the all the accumulated internal information mainly via
internal sources to enhance the customer satisfaction. An excellent customer satisfaction plan integrates all the components as per the customer requirement. These components include products, brand, service, price and distribution. (Hill & Alexander
2006, 1-3). All the above-mentioned components can be illustrated by the following
figure.
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Figure 2. Customer satisfaction and the total product. (Hill & Alexander 2006, 31)

As customers satisfaction and customers expectation are directly related to each other,
better quality than the customers expectation results in high level of customer satisfaction, so product quality should at least tally the expectations of the customer so that a
customer is satisfied. Whereas, if the product quality is meagre compared to the customers expectation, the customer satisfaction is low. As a result, satisfied customers
will remain a loyal customer to that certain product or service, but unsatisfied customer
would not want to come back for that same product or service. Today, companies are
trying their level best to provide more than promised service so that a long-term relationship can be maintained between customers and the companies. (Kotler & Armstrong 2010, 37)

4.3.1 Importance of customer satisfaction
For the purpose of continuous improvement in all organizations, customer satisfaction
has remained a focal point for every organizations. Basically, there are two types of
purchases, commonly known as initial purchase and repeated purchase. Initial purchase in general is the customers expectation. Due to experience in initial purchase,
repeated purchase occurs. So, for sale increment, repeat purchase is more important
initial purchase. However, a company cannot neglect initial purchase and only focus
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on repeated purchase because there might be other reasons for the customers to stop
shopping. (Vranesevic & Vignali 2003, 117)

Due to intense competition companies are facing these days, customer satisfaction is
on a high importance for every organization. So, customer satisfaction measurement
has become the most reliable tool that fulfils customers expectation and preference.
Customer satisfaction has also become motivating factor for employees to achieve
higher objectives. Furthermore, customer satisfaction is a fundamental method to
check the market situation. With the help of customer satisfaction tool, companies
know its real value in the market and then plan the further strategies accordingly. Customer satisfaction tool can also come handy when launching a new product in the market or even expanding its market to reach more customers. Moreover, it links strong
ties between customers and management. (Grigoroudis & Siskos 2010, 1-2)

Since, it is evident that enticing new customer is far more expensive compared to retaining its old customer. Revenue earned from its very first deal with its new customer
is not even enough to bear the costs. The actual profit incepts when a customer purchases the company’s product and service on a longer run and it increases as the year
passes by. In this process, there’s a point where cost of selling becomes null and profit
yields at a maximum level. (Robinson & Etherington 2006, 73-75)

4.3.2 Problems in customer satisfaction planning
We often see that many companies invest ample of their time and resources on customer satisfaction planning but unfortunately, it doesn’t work for every companies.
So, many scholars argue that customer satisfaction “does not work”. Due to which
companies sooner or later discover that customer satisfaction has been failing to retain
its customers, profits are slumping and loyalty in customer mind is not being created.
So, if customer planning is not working as desired, it is due to issues that is rooted
either in planning or implementing. Companies these days are constantly failing to
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measure right things when doing customer satisfaction survey. Some companies just
rely on data from another company, but they forget that each company have different
objectives despite operating on similar spheres. Whereas, some companies use too
many variables in measurement process which when collected makes difficult to interpret which as a result is huge expenditure of time and money for the company. (Hill,
Roche & Allen 2007, 37)

Some companies stress needlessly on customer satisfaction which causes the ignorance of their internal people that are accountable to deliver excellent customer service.
For the sake of motivating their employee many companies are very strict and uses the
approach of incentive and punishment which negatively affects the employee carrying
responsible to deliver good customer service. Such thing creates fear on the minds of
employee and instead of getting more results for the company they’ll end up working
in the survival mode. This eventually will produce situations where employees will try
to avoid customer interaction. (Hill, Roche & Allen 2007, 36-39)

Rapid growth of technology has forced companies to devise on their service. Since,
Customer satisfaction management systems treats their customers in a similar fashion,
every customer are different so each of them wants a customized service since their
expectations and requirements are distinct. So, it is crucial that companies understand
its customers and their expectations and requirements so that excellent customer satisfaction grade is viable. It is also vital that companies should try to neglect conflict with
other variables. If a company sees from a customer’s perspective than the company’s
perspective, higher customer satisfaction results are attainable. (Hill, Roche & Allen
2007, 39)

4.3.3 Service gaps and dissatisfaction
Dissatisfaction is a result of prime difference between customers expectation and customer experience. To make it clearer and easier to understand following figure details
the dissatisfaction that can be found in where five different service gaps are drawn.
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Figure 3. Service Gaps (Hill & Alexander 2006, 6)

Starting with first reason, marketing department is one of the reasons for the customer
dissatisfaction. Marketing department are the one who crafts higher level of expectations on customers mind. These levels might be gettable in in the initial stages but as
the expectations grows too high, it is difficult to maintain that expectation. (Hill &
Alexander 2006, 6)
Understanding gaps mainly occurs due to misinterpretation of customers’ needs and
requirements by the managers. Some companies simply anticipate customer’s demand
without any systematic surveys to attain customers satisfaction. In addition, companies
realize the customers demand and are still reluctant to respond to that in the best way
due to different internal reasons. (Hill & Alexander 2006, 7)

For behavioral gap, although companies have enough knowledge about the customers
behaviors, they still fail to deliver that expectation due to lack of proper human
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resources, in most cases due to employees who are not trained at all to follow the entire
system of the organization. So, companies need to put their hand up and start training
their employee to get the maximum productivity form their employees. (Hill & Alexander 2006, 7)

When a customer perceives a product differently from its reality, perception gaps takes
place. Some companies fulfill all the other gaps but still fail tremendously which creates a negative impression in the minds of the customers. The customer will have a
different view about the real situation of the company, this mostly happens due to customers previous experience and they still like to stick and expects similar kind of service where company fails to deliver. So, knowing and realizing all these gaps, it is still
very difficult to eradicate all these gaps at one shot so companies should try focus on
continuous process of improvement to achieve high level of satisfaction. (Hill & Alexander 2006, 8)

4.3.4 Customer expectation
According to Harris (2010), “Expectations are our personal vision of results that will
occur from our own experience”. Expectations are the driving factor for the customers
to find the products and services. It is due to experiences that generates expectations
from the customers results on either positive or negative impressions. So, if a company
comprehends customer expectations, it is easy for the company to deliver good results
with the desired goods or services. These kinds of expectations mainly come from the
buying history, competitor’s comparisons, recommendations made form friends and
family members. If a company focuses only on existing customers and drops its expectations, it’ll be very difficult to earn new customers and even if it’s too high, it’s
difficult to meet expectations. So, there should be balance between customer expectation and his performance. (Kotler & Keller 2009, 165)

Customers can have their own tailored expectation, different and unique compared to
other customers, some companies can get the satisfaction can get the satisfaction by
fulfilling those specification and requirements. And in some cases, company uses more
effort to go beyond the customers expectation through which the customer feels utmost
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happy. Companies these days have already realized that in order to achieve the customers delight it need to put on extra effort. Since, it is not always easy for companies
to exceed the customers expectation and go extra mile to surpass the execration, some
companies stick to deliver only experience-based expectations. (Robinson & Etherington 2006, 9)

Furthermore, there are basically two types of expectation. First one is the primary expectation which is the basic need and requirement of a customer that he/she genuinely
expects from a company. Likewise, second expectation is known as s secondary expectation. Secondary expectations are the expectations that is sourced from former experiences and is linked directly with the primary expectation. Customer expectation
are never constant forever. It always varies so company should reckon it and study it
carefully. (Harris 2010, 18)

4.4 Use and Importance of technology in customer service
Improved customer service and new technology are two indispensable terms and goes
side by side. But it doesn’t mean that personable customer service representative is no
longer needed in businesses to foster customer relationship. Business cannot just rely
on technology and leave amiable customer service representative and simply rely on
technology to serve the customers. Technology is a boon that helps customer service
more efficient and improve customer loyalty. (Website of Biz fluent 2019)

One of the prime importance and use of technology in customer service is that it speeds
the communication between customer and businesses. Technology allows customer to
save their time by not waiting for person to solve their problems. Many companies are
enabling text options for the customers via their phone which is much faster compared
to sending email and waiting for days to get the reply. This also allows customers to
solve their issues quicker. For customer, convenience is on a high importance, so technology allows customers different options on how they want to be engaged with the
sellers. So, with the help of technology businesses are considering every aspect of customer journey and making sure that the entire journey is unwrinkled and intuitive.
(Website of Biz fluent 2019)
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Technology has eradicated the problem of customers carrying bunch of cashes by
providing them with the cashless options while paying. In accordance to Epam, An
American carries 20 dollars at maximum with them daily and about 10% don’t even
bother carrying any cash with them. Since, most of the ecommerce companies are
available 24*7 and lot of people are involved in online shopping, Technology has made
todays payment mode simple, transparent and instantaneous via web. (Website of Acquire 2019)

For small businesses executing the use of technology may be expensive, use of technologies is inevitable because it is alluring. Using technology is not just enough for
improved customer service so it is crucial to use technology that aligns with the customer service strategy. It makes no sense to simply use technology because every other
companies are using it; technology should be used so that prime goal of the business
can be achievable in the end yielding lucrative profit and thriving in this competitive
era. (Website of Biz fluent 2019)

5 RESEARCH METHODOLOGY
According to Kerlinger (1970), “Research methodology is defined as the systematic,
controlled, empirical and critical investigation of hypothetical propositions about the
presumed relations surrounded by natural phenomena”.

This section of thesis focuses on various steps of the research methodology used for
constructing this thesis. Starting from literature scanning, appropriate methodology,
questionnaires design and its implication to reliability and its validity.

5.1 Research design
Prior to selection of specific research design, it is important to get the basic ideas of
different kind of research design. A research design can simply be defined as a
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structure for research used as a guideline in compiling along with analyzing the data.
Basically, there are three types of research design and they are exploratory, descriptive
and casual each serving a distinct end purpose and can only be manipulated in a certain
way. (Zikmund, Babin, Carr & Griffin 2013, 51)

Exploratory Research
Exploratory research is a research that centers on the analysis of multiple insights,
opposing to accumulating statistically exact data. The most common instances of such
designs are online surveys. Such researches assist to further expand the peoples understanding. Although, text answers may always not be measured statistically quality information that leads to fresh initiatives should still be addressed. (Zikmund, Babin,
Carr & Griffin 2013, 52)

Descriptive Research
Unlike exploratory research, descriptive researches are pre-planned, they contain wellstructured design leading to statistical collection of results inferred on a population. It
is conclusive in nature, so it is quantitative. Such responses define opinions, attitude
or behavior of a certain group. In addition, it allows to measure the importance of the
obtained results on the overall population. (Zikmund, Babin, Carr & Griffin 2013, 53)

Casual Research
Casual research also inclines like descriptive research because it is also quantities in
nature. But it details the cause and effect relationship among the variables. Compared
to descriptive research, it is values observational pattern. Casual research has two
prime defined objectives. Understanding which the causes are and which are the effect
variables is the first defined objective whereas, determining the nature of relationship
between casual variables and the anticipated effect is the second defined objective.
(Zikmund, Babin, Carr & Griffin 2013, 54)

For this research the author had used descriptive research because the thesis research
is implemented cased on the survey done among the customers and the potential customers and these surveys are in large numbers. Like, Descriptive design author has
preplanned and structured designs and is conclusive. The categories respondents are
about to answers are already defined so completely distinct answer is not expected
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form the survey. This will lead to statistically inferable data and the sights might
change with time since, technology also changes over time and it doesn’t remain constant and these descriptions are in accordance with the descriptive design.

5.2 Methodological approach: A quantitative research
Quantitative research is a type of research based on collection of a data from a large
group of people and then analyzing them accordingly. The results are in number forms,
also known as maned codes and is considered and an effective way to gain knowledge
on consumers opinions and preferences. Given that this approach concentrates on precision of measurements and is highly dependent on the ability of reoccurrence, so the
validity might be low in nature. (Matthews and Ross, 2010)

Quantitative research was approached and used in this research because it is objective
through which collection of data from a large group of people is possible. The results
will be derived in the form of numbers and statistics by the help of different structured
devices, where the research questions are predefined by the author to meet the objectives of this thesis. Furthermore, such methods view for cause and facts based on a
logical reasoning through which facts narrows presumptions. Measurement is one of
the important factors in such approaches helping to abstract details and depth of the
data along with quality. (Collins & Hussey 2014, 61-63)

5.3 Questionnaire design
Questionnaire consist of series of questions to gather the required data. The design
must be simple and logical so that everyone can easily read and understand the questions. The language should be understandable, and the language used to design the
question should be clear, accurate and to the point. If designed in clear and simple way
so that everyone can understand, the respondents will be able to answer easily and
precisely what is expected can be derived. This will ultimately help the researcher to
draw concrete conclusions based on the data. The questions should be designed in such
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a way that facts and opinions from the respondents can be collected based on their
preference, experience and background. (Matthew and Ross 2010)

The questionnaires are made in English language which is a neutral language for the
authors study. The questionnaires were based on the theoretical background and objectives for this thesis. In addition, demographics information’s were also included.
The questionnaire consisted of 15 questions. The questionnaire followed different kind
of question pattern and didn’t stick to a type. Majority of the questions were single
selection question so that it could help to accumulate pre-structured data. However,
there were single selection question with an optional text so that the respondents can
also have their own words. Some questions are also based on Likert scale. Author has
kept his full effort to design the questions cautiously so that the prime research areas
can be focused along with making ease for the respondents to answer the questions
easily. All the respondents were given a standard set of question along with same
words.

5.4 Data collection and analysis
The data collected is not self-explanatory, so the data must be analyzed so in this regard
the collection of data is an important task. The analyzing aspect will be carried out
systematically applying relevant methods. Analyzing the data is designed in such a
way that it’ll assist to find patterns and comprehend that data more clearly. The content
and language used in the data must be interpreted correctly. In the end, it’ll help to find
the desired objectives. These findings will furthermore help to explain the questions
proposed in the research. The result may also lead the researcher to invent and further
develop some ideas or may add justifications to an existing theory. However, the researcher also must display the credibility of his interpretation and then explain the
results in a sensible manner. (Matthew & Ross, 2010)

The data were analyzed manually by author himself. Since the questionnaires were
circulated in the physical format at first, the results were collected from the respondents then counted and noted down to a sheet to prepare a final result. However, the
author has used to extract all the data resulted via Microsoft for easy and simple
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interpretation of the data in order to eradicate difficult comprehension of the data. The
data hence can be derived in a simple presentable way.

5.5 Reliability and validity
To ensure that the study is reliable, author has been consistent and systematic in his
approach regarding collection and analysis of the data. Throughout the research author
has remained transparent in his methods. Author has also ensured that the research can
be easily understood by everyone so that the research can be further reproduced by
others interested.

Research can be simply defined as a consistent measurement of a concept. Furthermore, it is a degree to which measurements are repeatable. (Bryman & Bell 2013, 157).
Questionnaire is a vital and reliable tool in this research because questions were constructed in such a way that it covered all the aspects of literature scanning along with
improved version from the supervisor and pretested before implementation of this research. For the research to remain reliable author has been kept things simple by keeping the process uncomplicated so that others can follow up with the research.

For the validity aspect, the data collected for this research should be able to fulfil the
purpose of the study. Additionally, it should also it should be able to answer the research questions. From the authors perspective, the author has sought to be creative in
finding ways so that the data collected can represent the real aspect or is clos representation of reality. (Collis & Hussey 2014, 153)

The author made sure that the questionnaire designed was constructed with several
round of edits so the design clarity should be achieved. Prior to launching this questionnaire, it was pretested to a small group of 3 respondent possessing similar characteristics required from the responded pool. The trial went as expected and was conducted smoothly so the questionnaire was then distributed to the survey respondents
without any further amendments in the questionnaire.
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6 EMPIRICAL FINDINGS

6.1 Service Design Process presently used by Mount Nepal Oy
As we know that there are several service designs processes, inclusion of each design
process is not possible, so I’ve used persona and customer journey mapping for the
realization of the research objective.

6.1.1 Persona
Based on the observation during the thesis process, I created a persona. The persona
that I created was the summary of one of the surveyed respondents. Since, creation of
persona for each respondent is not possible, it basically is the summary of the most
crucial characteristics of the respondent it portrays. We created the following persona
and selected the following character for our persona creation.

Figure 4. Persona Profile of one of the respondents

As you can see from the above figure, it is one of the representations of the respondent
and is portrayed via the persona profile. He is one of the regular customers visiting
Mount Nepal Oy. An office worker who is normally at Mount Nepal Oy for his lunch
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time. From the figure, he likes Nepalese food, so Mount Nepal Oy is the perfect place
as it is near to his office and was recommended by his senior colleague. But he doesn’t
like that the lunch time is too tight to spend some time there and sometimes ordering
takes little long than anticipated so he hopes this barrier can be rectified via the use of
technologies. Furthermore, he likes the customer service, price, atmosphere and the
food standard that it implies.

6.1.2 Customer Journey Mapping
With the help of persona, customer journey mapping was created accordingly. The
customer journey mapping is from persona perspective. Additionally, different physical evidences were also collected so that different stages ware visible and can be easily
interpreted by someone who has never used Mount Nepal Oy. The customer journey
mapping is a clear representation of how the present service is being used, as given in
the following figure.

Figure 5. Customer Journey Mapping

From the above figure, it is clearly visible that there are 3 different stages of the present
service process. Starting from pre-service, it is a phase used before the service incepts.
In this case, one of his senior colleagues recommended him this restaurant. Google
Map and Entrance gates were collected as physical evidences.
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The second stage is the service stage, where the use of actual service starts. In the
above figure, the persona enters the door and easily spot the dining area till the waiter
arrives. Waits 10-15 minutes approximately for his order to arrive. Cashier point, dining area and food were the physical evidences that were collected.

Post-stage is the final stage that refers to the stage after the service is being used. It
mainly deals with feedback system. In the above figure, the persona realizes that the
feedback systems are available on digital platforms only. This is normally found almost everywhere these days. Different digital platforms such as Facebook, Instagram
and other platforms were collected as physical evidences.

6.2 SWOT analysis
Since SWOT analysis, deals with the Strengths, Weakness, Opportunities and Threats
of the company. From, my research findings and observation following SWOT chart
has been prepared for Mount Nepal Oy.

From the figure number 6 below, the prime strengths of Mount Nepal Oy lie in its
food. Mount Nepal has been appreciated for servicing authentic Nepalese food. From
my visits in another Nepalese restaurant I found that some restaurant is trying to improvise, and, in this process, Indian food has been used a lot. Mount Nepal Oy has
been able to maintain the authenticate taste. In addition, the location of the restaurant
is excellent, it is touched by all the public transport so it easily accessible. The customer service has been one of the biggest strengths. It has been highly appreciated to
providing outstanding customer service. The price is affordable. The interior design is
convenient and reflects the art and the culture of Nepal. Mount Nepal also has been
able to consistently maintain quality of the food and the standards of the hygiene. The
figure representation is presented below:
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Figure 6. SWOT Analysis of Mount Nepal Oy

With strength, there are several weaknesses also. One of the main weakness is the
limited parking space. Lunch time is the main concern time, where people need to pay
for parking spaces close by. Mount Nepal expenditure in marketing itself is modest.
With an intensifying competition, it should work on advertising more. Lunch time
should be managed more conveniently due to the limited seating capacity. Opening
hours is traditional. Other restaurants are changing their opening times for customers.
The menus don’t seem to be updated and is limited.

There are many opportunities for Mount Nepal Oy. Consumer these days are more
concerned organic food but still all the restaurants haven’t been able utilize this opportunity. So, introducing food with organic ingredients can be an excellent opportunity.
Food delivery apps are more common these days so Mount Nepal should immerse
itself into more food delivery apps. Mount Nepal can also take advantage of getting
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more customers by revamping its opening hours. Breakfast menus can be added for
example. Companies are going online these days and customers expects companies to
be seen online. Technologies can also be used for better and faster service.
When a business comes into existence, there will be threats and Mount Nepal Oy’s
business is not an exception. Starting from an intense competition. There are ample
Nepalese restaurants in Helsinki Metropolitan area proving similar menus and drinks,
so it should stand itself out by innovating and putting focus more on customers. Production cost is always a threat and especially in restaurant business because ingredients
cost is always on a rise which results in increase of price. Customers taste also always
changes. People these days for example are opting more on Non-veg options so this
can result to change in menus. So far competitors reviews seem better than Mount
Nepal Oy so it must change its way of operating and should focus on innovativeness
and excellent customer service.

6.3 Research Findings
Research findings here are one of the important aspects of the empirical findings. All
the results depict the data obtained from the survey results. The main areas of the findings are related to the background information, Customer relationship and Customer
satisfaction and Use of technology in Customer service.

The survey was administered for the month of November. A standard set of 15 questions were given circulated to every respondent. At the end of survey period, 109 responses were collected but only 102 were analyzed because 7 responses were deemed
incomplete. The survey was administered to the customers who have used Mount Nepal Oy at least once.

6.3.1 Background
According to the survey results, out of total respondents 44 (43%) were males and 58
were females 58 (57%). The number of females slightly over weighed males. The
graphical representation is presented below:
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Gender of the Respondents (N=136)

44 (43%)
58 (57%)

Male

Female

Figure 7. Gender of the respondents

Similarly, for the age groups, there were 4 different groups. Starting from those respondents under 18 years of age, there were 10 respondents, this accounts to 9.8% of
the total respondents, followed by 24 respondents between the age group of 18 to 30,
this is 23.5% of the total respondents. Likewise, there were 53 respondents of age
group 31-50, which is 52% of the total respondents. This group in fact was the highest
number in terms of respondents. This was followed by 15 respondents of age over 50.
This accounted to 14.7% of the total respondents. Below is the graphical representation.

Age Group of Respondents (N=102)
10 (9.8%)
15 (14.7%)
24 (23.5%)

Under 18
18-30

53 (52%)

31-50
50+

Figure 8. Age Group of Respondents
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6.3.2 Customer relationship and satisfaction
One of the keen interests of the author was to see how often customers visits Mount
Nepal Oy because it is cheaper to retain old customer than to get a new customer for
the restaurant. In this case, 62 respondents were regular customers visiting the restaurant, this is approximately 61%. Likewise, 21 respondents visited the restaurant 10-15
times, this is 21% approximately. Similarly, 12 respondents visited the restaurant 5times which is approximately 12 % and finally there were 7 customers who visited less
than 5 times a year. The graphical illustration is given below:

Visits in Mount Nepal in a year
(N=102)
MORE THAN 15 TIMES

62 (60.82%)

10-15 TIMES

21 (20.64%)

5-10 TIMES 12 (11.74%)
LESS THAN 5 TIMES 7 (6.8%)
0

10

20

30

40

50

60

70

Figure 9. Visits in Mount Nepal in a year

As we know that all the customers are distinct, so the author also checked on what
customers emphasized during their visit at Mount Nepal. The results had no different
results than what the author expected because. 70 respondents emphasized on food,
which is the most important factor in restaurant business because people come to eat
food over there. 70 respondents account 70% approximately. This was followed by 12
respondents considering service and value of to be most important, both totaled 11.5%
of the total respondents. Whereas, 8 (7.8%) respondents considered environment to be
the most important. Following is the graphical portray of what the respondents emphasized most in a restaurant.
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Respondents Emphasing most in a restaurant
(N=102)
80
70

70 (69.2%)

60
50
40
30
20

12 (11.5%)

10

8 (7.8%)

12 (11.5%)

Environment

Value of Money

0
Food

Service

Figure 10. Respondents Emphasizing most in a restaurant

It is crucial to make sure that food is served as soon as possible, and this was also
measured and per the results, 92 respondents received the food in less than 20 minutes.
This is 90.2% of the total respondents so the waiting is less, and customers are getting
food on time. Likewise, 10 (9.8%) had to wait 20-30 mins, which is average waiting
time which is pictured below.

Customer's waiting time for the food (N=102)

20-30 mins

10 (9.8%)

less than 20 mins

92 (90.2%)

Figure 11. Customer’s waiting time for the food.

Author also asked about the service the customers have been receiving so far. As per
the survey results, 96 (94.2%) respondents rated the service of Mount Nepal as
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excellent followed by 6 (5.8%) who felt the services were very good, represented by
the following graph.

Customer's take on Mount Nepal Oy service
(N=102)
120
100

96 (94.2%)

80
60
40
20

6 (5.8%)

0
Excellent

Very Good

Figure 12. Customer’s take on Mount Nepal Oy services

Apartment from above graphical presentation, respondents were also asked about the
degree of their agreement or disagreement on various statements circling customer
starting. Starting with the food presentation being visually appealing 96 respondents
strongly agreed to the statement, which is 94.12 % and 6 (5.88%) respondents somewhat agreed on the statement. Regarding friendliness of Mount Nepal’s Oy staff, 98
respondents responded that they strongly agree that the staffs are super friendly, this
is 94.12% of the total respondents, this is followed by 2 each on somewhat agree and
neutral, which is 2.94% each.

Likewise, 88 respondents strongly agreed on food being served at an appropriate temperature, this is 86.30% of the total respondents. 10 respondents somewhat agreed on
statement and 4 respondents stayed neutral which is 9.8% and 3.9% respectively. For
food reflecting Nepalese taste, 102 respondents strongly agreed, which is 100% for the
statement. Concerning menu being attractive and reflecting image of a fine dining 96
respondents strongly agreed on Mount Nepal fulfilling the criteria. This is 94.12 %
followed by 6 (5.88%) respondents somewhat agreeing to the statement.
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For the prices being reasonable, 82 (80.4%) respondents strongly agreed that the food
prices in Mount Nepal is reasonable. 18 (17.7%) respondents somewhat agreed and 2
(1.9%) neither agreed nor disagreed on the statement.

For the restaurant being clean and tidy 90 (88.3%) respondents strongly agreed that
Mount Nepal is clean and tidy whereas 12 (11.7%) somewhat agreed that the restaurant
is clean and tidy. Concerning interior designs being visually appealing 82 (80.4%) respondents strongly agreed that interior designs are visually appealing. 18 (17.65%)
somewhat agreed that the interior designs are visually appealing whereas 2 (1.95%)
remained neutral. Regarding seating arrangements being comfortable, 78 (76.50%)
strongly agreed that the seatings are super comfortable and 24 (23.5%) somewhat
agreed saying the seating are comfortable, visually presented by following graphical
picture.

STATEMENTS ON CUSTOMER
SATISFACTION (N=102)
Strongly disagree

Somewhat disagree

Somewhat agree

Strongly Agree

Staff are friendly
Seating arrangements are comfortable
Interior designs are visually appealing
Restaurant is clean and tidy
Prices are resonable
Menu is attractive
Food taste reflects Nepalese taste
Food is served at appropriate temperature
Food presentation is visually appealing

Neutral

2
2

98
24
18
12
18

2
2

78
82
90
82

6
4 10
6

96
102
88
96

Figure 13. Different statements on Customer Satisfaction.

6.3.3 Use of technology in Customer service
The use of technology in Customer service is the crux part of this thesis. The author
wanted to check its convenience and appropriateness to implement different technologies for serving the customer in better and faster way. Beginning with prior experience of customers using technologies, 42 respondents responded that they had used
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technologies but for few times, this comprises 41.2%, but 60 respondents responded
saying they never used any kind of technologies before, this is about 58.8% of the total
respondents. So, people who had never used any kind of technologies outstood those
who have used technologies few times which is graphically presented below.

Use of Technology in Restaurant
(N=102)

42 (41.2%)
60 (58.8%)

Yes, few times
No

Figure 14. Used technology in dining

Since technology is indispensable to internet and smartphones, it was important to
know that how many respondents possessed a smartphone and 102 (100%) of the respondents possessed a smartphone so it would be easy start to ensure that technologies
can be introduced via internet and smartphone.

Possessing smartphone is not the only thing, connection of internet is also important.
Concerning the convenience of suing internet, 90 respondents could easily access to
the internet, this is 88.3% of the total respondent and 12 respondents responded that
they had difficulty to access to the internet which is 11.7% of the total respondents,
which is presented in the below figure.
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Respondents access to internet
(N=102)
12 (11.7%)

Easy access
Difficulty

90 (88.3%)

Figure 15. Respondents access to the internet

Social media is the biggest influencer in allowing customers to use technology in restaurant business, so it was important for the author to see how often these respondents
used different social media platforms. From the survey report, 80 respondents used
social medias more often. This is 78.45% of the total respondents. Likewise, 22 respondents used it only few times, which is 21.55% of the total population. The following figure shows how often do the respondents uses social medias.

Respondents using Social Medias

22 (21.55%)
Yes, often

80 (78.45%)

Yes, few times

Figure 16. Respondents using social medias

Similarly, Tabletop e-waiter and checkout is widely used and convenient form when
it comes to customer service using technology. As per the survey report, 96
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respondents knew about it. This is 94.2% of the total respondents, Likewise, 6 respondents never used it, which accounted 3.8% of the total respondents. Following is the
graphical presentation of respondents’ knowledge on e-waiter and check out.

Respondents knowledge on Ewaiter
and check out (N=102)
6 (3.8%)

Yes

96 (94.2%)

No

Figure 17. Respondents knowledge on E waiter and check out
Finally, different technological factors for implementation of technology in customer
service were also studied in the survey. Starting with Mobile ordering 88 respondents
felt that it was extremely important in customer service, this is 86.3% of total respondents while 10 and 4 respondents felt that it was very important and somewhat important, which accounted to 9.8% and 3.9% respectively.

Secondly, Ipad order kiosks was also considered an important factor and was included
in the survey. 70 respondents, totaling 68.7% of the total respondents told that it was
extremely important. Similarly, 10 respondents accounting 9.8% of the total respondents responded to saying it is very important whereas 22 respondents responded that it
is somewhat important, this is 21.5% of the total respondents.

Regarding Facebook ordering, which is probably most used social media today was
also surveyed where almost everyone strongly agreed that it should be implemented.
98 respondents strongly agreed which is 96.1% of the total respondents while 4 respondents, which is 3.9% of the total respondents considered it to be very important
only.
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For digital menu board, 55 respondents considered it to be extremely important, which
is 53.9% of the total respondents. 34 respondents favored that it is very important, this
is 33.34% of the total respondents and 13 respondents told that it is somewhat important, which is 12.76% of the total respondents.

While customers wait, is it wise to introduce games was also considered but looked
like people come to restaurant with limited time so they didn’t seem in the favor of
games while you wait. Only 12 (11.76%) respondents considered it to be extremely
important, 24 (23.52%) considered to be somewhat important. 50 (49%) respondents
responded that it was not very important and 16 (15.72%) of the total respondents
considered to be not important at all.

Additionally, Online coupons was also considered. 88 respondents equaling 86.3% of
the total respondents considered it to be extremely important. While, 14 respondents
totaling 13.7% of the total respondents responded that it is very important. Following
is the graphical representation of the different technological factors for fine dining.

TECHNOLOGICAL FACTORS FOR
FINE DINING (N=102)
Not at all important

Not very Important

Very Important

Extremely Important

Online coupons

14
16
24
12
13

Games while you wait
Digital menu boards
Facebook ordering

Somewhat Important

88

50
34

55

4

98

Ipad order kiosks

10

Mobile Ordering

4 10

22

70

Figure 18. Technological factors affecting fine dining.
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7 CONCLUSIONS AND RECOMMENDATIONS

From the development of whole research, there is a place for new changes and modifications of system in whole process of serving procedures in Mount Nepal. It is also
clear that the restaurant management needs to understand the market and market environment, drawbacks on existing service system and the possibility of upgrading its
daily services by usage of modern technologies. Technologies are not only important
to save time and money but also to increase productivity, to get maximum output from
minimum input also to improve the level of service provided to customer.

It is easily understood that Mount Nepal will achieve its goals only if it is different
from many other traditional restaurants in same locality. It is very positive sign when
business have its own unique quality and identity. It makes easier to customers when
it comes about making decision on a nick of a time to choose where to eat or take a
food from. The SWOT analysis carried out on this thesis explored the possibility on
the today’s food business market where Mount Nepal is located. Mostly Nepalese restaurants in Helsinki and Espoo area are adopting very traditional method for their servicing operation. They hardly have any technologies introduced in their daily works.
If Mount Nepal take this current situation as an opportunity, then Mount Nepal has
very high chance to create their own value and identity by the introduction of available
modern technologies.

Apart from making changes in infrastructure and machineries in restaurant, research
and its result suggested that it is wise idea to try to get benefit from the online ordering
systems and applications which are already in market for example: justeat.fi, eat.fi,
pizzaonline.com etc. by this step Mount Nepal will not only maximise their sales but
also they prove themselves that they are always in market in any forms.

Most of the customers want to get service fast and easy way and they bother to go to
restaurant and have a lunch or dinner. Many other restaurants are able to make potential customer and satisfied customer because of their extra service and commitment to
make happy customer. To tackle the problem of serving better can be easily done by
the help of technologies.
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Based on the research outcomes and theoretical part of this thesis author has made a
recommendation to the client company Mount Nepal OY and discussed below:

The recommendation for the Mount Nepal is that to provide some extra service like
home delivery, less price on take a way food and some discount for regular customers.
Providing existing customers, a gift cards on festivals and occasions makes a positive
impact on the goodwill of a company. Providing special and unique offers to existing
customer helps company to retain the customers, at the same time it increases the
chance to find new customers with the help of the existing ones.

From the research (interview) it was noticed that many customers have given opinion
that Nepalese food following the Indian food style and trends, so it is recommended to
follow the Nepalese food culture and style.

Now a days Wi fi is very commonly available in almost every shop in modern market
Customers love to spend their free time while waiting food or service on their phone.
Many customers own laptop and tablets too, surfing internet and spending on social
media is natural in these days. So, Wi-Fi availability in restaurant is essentials to attract
customers.

Introduction of iPad ordering system is strongly recommended for Mount Nepal. The
concept is to install one iPad on every table in restaurant. It has pre-installed menu and
restaurant’s own food ordering software system. It helps customers to know the ingredients, spice level, allergies information and preparation time of desired food. A customer can order a food as he wants direct from the table without any help of waiter or
waitress. The software will directly print the order from customer to kitchen with all
the details like table number, special requests from the customer.
This concept reduces the time on ordering food. Normally in traditional restaurant a
waiter goes to table to take orders from customer but on rush hours there are many
incidents like , waiter being very busy, forgetting to take order or forgetting to forward
order to kitchen, kitchen staff not being able to read the order, missing orders and so
on.
This system helps eliminate all those above-mentioned problems and save times for
both restaurant workers and customers.

39

Though it takes a while to understand and operate the software system in restaurant, it
eventually will start making impacts on business very soon. Training the staffs to use
software and regular update and maintenance of software might seem to be taking
money factors but it saves the money that we have to give as a salary to numbers of
waiter and waitress. It helps to reduce the number of workers and whoever are working
in restaurant can work hassle-free because they are only supposed to deliver food to
table and clean the table afterwards. While system takes order from each table and
forward it to kitchen itself, the waiter and waitress are only supposed to take orders
occasionally from disabled customers or who does not prefer to use tablet.

The last recommendation by author is to make opening hours of restaurant to extend a
bit in morning. Opening little early in mornings and serving customers a breakfast and
coffee makes customers more welcome at any time. Existing customers do not have to
find another café or restaurant just to have a coffee. Updating menu depending on
weather might be crucial and might make a big difference in sales.

These recommendations made by author is expected to be implemented as soon as
possible by the Mount Nepal Oy. And author is very much confident that it helps to
increase sales, increase the level of customer satisfaction, increase productivity and
improve overall customer service in Mount Nepal Oy.

8 FINAL WORDS FROM AUTHOR
In this way, the author’s final thesis comes to be ready. Overall the topic of the thesis
was effectively perceived, and the author considers the result is impressive. Concerning the time frame set by author himself, was not able to maintain and had to change
the date several times due to unforeseen circumstances. The thesis took longer to complete than the expected date, but each topic and subject were carefully studied and
written.
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Apart from the problems set on research plan, there were few surprises like increase
on depth of the topic made harder to accomplish the target on time. Besides the
timeframe the thesis processes run smoothly, and work came to an end without major
blow.
The author is hopeful that the thesis will assist the management of Mount Nepal oy to
find the ways to improve their level of customer service and the reader to understand
the importance of technologies in restaurant areas to fulfil the gap between expectations and experiences. The purpose and the objectives of the thesis were made simple,
clear and visible and was kept same throughout all the process. Boundaries were kept
in mind not to go more wider and make things more complicated in terms of the area
the thesis should cover.

After getting all the important and useful ideas and knowledges from various sources
to fill the literatures part of the thesis, empirical findings were kept on the spotlight.
The research method to conduct a survey was Quantitative methods. Due to the required information was only possible to get by the various number of respondents. The
author selected this approach was to cover as many participants as possible to find out
the information needed to fulfil the objectives of thesis. This approach was chosen to
collect the primary data via the survey questionnaires and because quantitative research incorporated numbers and numbers could be analysed statistically to deliver
concrete conclusions

Research plan prepared ahead of the start of thesis made things more clear, easier and
smooth. Knowing what must be done and why things are done, made thesis more valuable and was clear on objectives, challenges and final product.

To make sure that study was reliable and valid, survey was conducted in the restaurant,
respondents were left without any disturbance or pressure and customers were voluntarily participated.

The author learned very valuable knowledge and experience by this thesis. Before
starting a thesis, it was always a toughest stage to find the proper topic after wondering
for several weeks author decided to write a thesis on his own field (service sector) on
a customer service in a restaurant. Author was working in various restaurants since
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2009 in London, Cheltenham, Kent and Espoo. So, the decision made to write thesis
on the restaurant where author had already worked made things easier and the outcome
will help the owner of restaurant who is author’s own sister.

The author learned that the service is never a perfect in business. There is always a
place to improve and make it better. the skills learnt from the thesis is to know the
ideas of various problems finding tools, comparing the weight of problems and planning accordingly in order to tackle those problems. A small mistake or ignorance can
lead any business to failure in future. Another important knowledge author learned is
to take time on analysing problems and possible changes. Rushing into something is
not always a nice idea. So, the recommendation made by author to client company is
to experiment the changes in system on a temporary basis, if everything goes accordingly and as expected then it can be implemented permanently. This will help a company to minimise the risk of failure.
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APPENDIX 1
QUESTIONARRIE

Dear Respondent,

We are very pleased and thankful for your responses and valuable effort in replying the questions. We are always looking forward on developing services in
this restaurant to ensure your maximum satisfaction each time you visit. The
data of this survey is collected for the bachelor’s thesis of Bharat Mani Pandey
(Student) under Degree Program in International Business at Satakunta University of Applied Sciences (SAMK), Rauma, Finland. As this research is part
of a study and used as a tool to develop and improve the level of service. We
welcome any kind of ideas, suggestions from you. The responses will be handled with utmost discretion and will remain confidential. No personal information is required and will not be used for any other purposes.

Best regards
Bharat Mani Pandey, student, SAMK
Durga Kharel, (Proprietor) Mount Nepal Oy.

Please encircle the answer that applies best for you

1. What is your gender?
Male
Female

2. Age ___________

3. How often do you visit Mount Nepal in a year?
Less than 5 times
5-10 times
10-15 times
More than 15 times

4. What do you emphasize most on a restaurant?
Food
Service
Environment
Value of the money
Others; please specify: _______________________

5. How long your food takes to arrive in your table? (average time)
Less than 20 minutes
20-30 minutes

More than 30 minutes

6. The service you receive is
Excellent
Very good
Good
Satisfactory
Poor

7. You have an experience of being served wrong dishes
Yes
No

8. You have been offered…………while you have been served late or
wrong
Drinks
Discounts
Nothing
Other, please specify: _______________________

9. Do you agree or disagree with the following statements? (Please give
your answer on a scale from 1 to 5, where 1 = strongly agree, 2 = somewhat agree, 3 = neither agree nor disagree, 4 = somewhat disagree, 5 =
strongly disagree (Applies to those who have at least once used this restaurant)
Statements

Scale

a.

Food presentation is visually appealing

b.

Food is served at an appropriate temperature

c.

Food taste reflects Nepalese taste

d.

Menu is attractive and reflects image of a fine dining

e.

The prices are reasonable

f.

Restaurant is clean and tidy

g.

Interior designs are visually appealing

h.

The seating arrangements are comfortable

g.

Staffs are friendly

10. Have you used or experienced technology in your dining experience.
Yes, often
Yes, few times
No

11. Do you possess smartphone?
Yes, often
No

12. How easy is it for you to connect to the internet?
Easy access

Difficulty
Other, specify……………….

13. How often do you use social medias?
Yes, often
Yes, few times
No

14. Do you know about tabletop e-waiter and checkout?
Yes
No

15. How important are the following technologies to you, when dining?
(Use a scale from 1 to 5, where 1 = extremely important, 2 = very important, 3 = somewhat important, 4 = not very important, 5 = not at all
important)
Statements
a.

Mobile ordering

b.

iPad order kiosks

c.

Facebook ordering

d.

Digital menu boards

e.

Games while you wait

f.

Online coupons

g.

Other, please specify _____________

Scale

16. Do you have any other personal advice, suggestion or recommendation? Please feel free to write it below.

Thank you

