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INTRODUCTION

Recent solo-oriented lifestyle and cultural 
trends such as the growth in single-person family, 
divorce, late/no marriage, busy schedule life, and 
more solo travelling have led many people to dine 
alone (Goodwin & Lockshin, 1992; Jargon, 2014; 
Jamieson & Simpson, 2013; Her & Seo, 2018; 
Lahad, 2017). Many countries have reported the rise 
of social dining trend. The NPD Group (2014) 
reported that people eat alone 60% of the time for 
breakfast, and 55% for lunch in the United States. 
The Open Table’s analysis showed that single 
diners’ reservations had increased by 110 percent 
in the United Kingdom from 2013 to 2015 (Grant, 
2015). In fact, Euromonitor Research (2014) 
predicts that about 20 percent of the world 
population consisting of single-person households 
by 2030. In view of the significant share of 
single-person households and their high purchasing 
power in the whole population (Klinenberg, 2012), 
it is timely to understand the solo diner segment’s 
behaviours (Bae, Slevitch, & Tomas, 2018) that will 
eventually increase profits for restaurant marketing 
in a long term. 

Solo dining has received limited academic 
attention, even it has become popular in the modern 
society. The existing research has considered the 
experience of solo dining from the following 
perspectives, including its general phenomenon 
understanding (Heimtun, 2010; Sobal & Nelson, 
2003), diner’s emotion (Her & Seo, 2018, Lahad, 
2017), cultural meanings (Danesi, 2012; Cho, 
Takeda, Oh, Aiba, & Lee, 2015), and gender 

(Heimtun, 2010; Lahad, 2017). This paper 
acknowledges the findings of previous studies on 
enriching knowledges of solo dining. However, 
these studies did not dig into the fundamental feature 
of human being to explore the phenomenon, like 
personality. This study first connects the personality 
in term of introversion and extroversion (Goldberg, 
1990, 1992) to explore and explain the solo dining 
choice and experience, particularly in the Macao 
context.  

In order to understanding solo diner’s 
behaviours and seeking implication to restaurant 
marketing in the Macao context, Choi, Yang, and 
Tabari (2018) suggest that regional variation in solo 
dining should be considered. Because Chinese 
consumers in different regions in China have hold 
differences in attitudes and behaviours (Cui & Liu, 
2000). This research focuses on Macao, a special 
administrative region in China which was handed 
over to the mother land in 1999 (Zandonai, 2009). 
More than 400 years of being a leased then later 
ruled under Portuguese Administration has given 
Macao a unique ‘East meets West’ hybrid culture 
(Pina-Cabral & Lourenco, 1994). Macao, like Hong 
Kong and other cities in Guangdong province, with 
its high population density, limited space, and time 
for dining at home, is familiar with the unique Cha 
Chaan Teng culture (a westernised form of Chinese 
fast food restaurants). These restaurants are 
generally operated and visited by Cantonese Chinese 
(So, 2008). Macao, with its traditional Chinese and 
colonial Portuguese cultures, is expected to generate 
different knowledge toward solo dining. This study, 
therefore, explores the influences of Chinese solo 
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diners’ personality toward solo dining experience 
within Chinese and general restaurants in Macao. 
The study contributes to understand the Chinese solo 
diners’ behaviours in terms of personality. Practices 
developed in Macao may be transferable to other 
post-colonial destinations with similar context.

LITERATURE REVIEW

Solo dining behaviours 
People hold different perspectives toward solo 

dining phenomenon. Some are hesitant to dine out 
alone for particular reasons, while others enjoy solo 
consumption experiences without partners (Her & 
Seo, 2018; Ratner & Hamilton, 2015). Still, a 
quantity of people have social excluded emotion 
when dining alone, such as loneliness, shame of 
being alone, and afraid of the gaze of others (Danesi, 
2012; Goodwin & Lockshin, 1992; Heimtun, 2010; 
Her & Seo, 2018; Lahad, 2017). According to Sobal 
and Nelson (2003), people have been deeply 
implanted with commensal eating in public 
restaurants, solo diners might anticipate feeling 
isolated while dining alone. However, people come 
from different cultures might have different 
interpretation toward this phenomenon based on 
their cultural values and social norms (Danesi, 
2012). For example, French, German, and Japanese 
young people consider that eating alone can be a 
source of pleasure, while young Korean think that 
eating alone is associated with negative emotion 
(Cho et al., 2015; Danesi, 2012). 

Despite people’s preferences and emotion 
regarding solo dining, it has received a promising 
growth in the near future (Grant, 2015; Her & Seo, 
2018; NPD Group, 2014). However, solo dining is 
poorly understanding, especially those fundamental 
thought of human being toward the phenomenon. 
Among various personal characteristics, personality 
has been found to be a mainly influential trait that 
predicts consumer behaviour over time and across 
situations (Woszczynski, Roth, & Segars, 2002). 
Considering that personality is an important factor 
that influencing a wide variety of human behaviours 
and choices (Landers & Lounsbury, 2006), it is 
necessary to examine its impact on solo dining. 

Impact of personality toward consumption 
behaviour  

Human personality has been found to be 

enduring and relating to a wide variety of behaviours 
and choices in different circumstances (Wang & 
Yang, 2007), like brand preference (Aaker, 1997), 
job performance (Barrick & Mount, 1991; Tett & 
Burnett, 2003), Internet usage (Landers & 
Lounsbury, 2006), service quality (Teng, Huang, & 
Tsai, 2007), vacation destination choices (Nickerson 
& Ellis, 1991; Roehl & Fesenmaier, 1992), and 
preferable destination recommendation to travellers 
(Griffith & Albanese, 1996). Allport (1937, p.48) 
illustrated personality is ‘the dynamic organisation 
within the individual of those psychophysical 
systems that determine his/her unique adjustments 
to his/her environment’. Patterns of thought, 
feelings, and behaviour of people are normally 
stable reading from their unique personality (Hogan, 
1987). Due to the importance influence of 
personality toward customer behaviour, this study 
started to explore whether people with different 
personalities could lead to dissimilar solo dining 
experiences and emotions in Macao’s restaurants. 

Among those many dimensions to understand 
the influence of personality toward consumption 
behaviours, the five-factor model of personality, also 
called the big five, remains one of the most effective 
typologies to read personality traits (Goldberg, 
1993), in different cultures and languages (Digman 
& Takemoto-Chock, 1991; McCrae & Costa, 1987; 
Norman, 1963; Watson, 1989). The big five model 
assumes that adult people’s personality can be 
described as a combination of five specific factors, 
including neuroticism (versus emotional stability), 
conscientiousness (versus non dependability), 
extraversion (versus introversion), agreeableness 
(versus rudeness), and openness to experience 
(versus closeness to experience) (Goldberg, 1990, 
1992). Among them, there are two basic 
psychological attitudes, namely extroversion and 
introversion (Jung, 1995). As an exploratory nature, 
this paper used only extraversion and introversion 
typology to explain individuals’ preferences and 
experiences on solo dining in the Macao context. 
Extraversion is generally described people who 
encompass sociability and talkativeness, with the 
ability to make friends with others. Those who score 
low for extraversion are often referred to as 
introverts (Cabrera, Collins, & Salgado, 2006). 
Extroverts are sociable, talkative, ambitious, and 
assertive at the positive pole, while introverts are 
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retired, reserved, and silent at the negative pole 
(Pervin, 1993). 

METHOD

Quantitative questionnaire data were collected 
in summer 2018 at Macao. Ten paid Chinese and 
English speaking surveyors, academically trained in 
the field of culinary, hospitality, and tourism 

management, were hired and trained for data 
collection and conducted data collection. 
Convenience sampling was utilised. Around 18% 
of the responses were collected at the restaurants; 
around 43% were collected at public places; around 
30% were collected by street intercept; and the 
remaining 10% were collected around Macao’s 
malls and megaresorts (Table 1).  

Table 1. Locations of data collection

Based on the abovementioned discussion, 
personality item was expected to function as an 
important variable affecting solo dining. Therefore, 
at the beginning of the questionnaire, two items 
measuring introversion and extroversion from the 
big five model were adopted and measured in this 
study (Goldberg, 1990, 1992) to separate 
respondents into two groups of introvert and 
extrovert people. 

Selection of the core items for measuring the 
influences of personality on solo dining pattern were 
based on the qualitative data collection results and 
literature review. First, frequency and preference of 
dining and solo dining were considered important 
in understanding the dining pattern in previous 
studies (Bianchi, 2016; Heimtun, 2010; Lahad & 
May, 2017), and thus was included for measurement 
in this study. Second, the questions with eleven 
items asked the motivations for solo dining. Most 
of the items were based on Grant (2015) and Takeda, 
Melby, and Ishikaa (2017). Then seven questions 
were asked about the solo dining behaviours of the 
respondents. The items were mostly adopted from 
Grant (2015), Namkung and Jang (2007), and Qin 
and Prybutok (2009). Last but not least, the next 

two sets of items measured emotions of diners when 
eating alone and while they are observing others. 
Items measuring emotions were based on the 
previous study results such as Bianchi (2016) and 
Cho et al. (2015). 

This study has collected a total of 496 
questionnaires, three invalid responses were deleted 
before the data analysis. The demographic 
categories (Table 2) indicated that the majority of 
the samples were aged between 25 and 44 (n=206, 
41.78%), female (n=272, 55.17%), had an 
undergraduate degree or above (n=263, 52.4%), 
with a blue collar and service job (n=200, 40.57%), 
had a middle income in the city (n=281, 57%). Most 
of them are not married (n=316, 64.1%) and not 
living alone (n=457; 92.7%). The collected samples 
are very similar to a general profile of a Macao 
people (DSEC, 2011). Although the survey mostly 
targeted Macao residents, we did not overlook the 
fact that many mainland Chinese residents regularly 
enter Macao for work and long-term stay. Therefore, 
if the respondents indicated they have rich 
experiences with dining in Macao, they were invited 
to participate in the survey (Table 2).  

Location n Percent
Casual dining / Full service restaurant 56 11.4
Fast food restaurant 34 6.9
Public park and square 112 22.7
Other public facility 65 13.2
On the street 144 29.2
Private shopping mall/hotel 47 9.5
Neighbourhood 35 7.1
Total 493 100.0
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Table 2. Demographic information of respondents (results n=493)

Gender n Percent
Male 221 44.82
Female 272 55.17
Age
24 or below 158 32.04
25-44 206 41.78
45-64 117 23.73
65 or above  12  2.43
Monthly individual income
MOP <10,000 (about USD<1,240) 169 34.27
MOP10,000 to 29,999 (about USD1,240 to 3,728) 281 57.00
MOP30,000 or above (about USD3,730 or above)  37  7.51
Other   6  1.22
Occupation
White collar and professional 129 26.17
Blue collar and service worker 200 40.57
Other 164 33.27
Relationship status
Not married  316 64.10
Married 175 35.50
Other   2  0.41
Living arrangement 
Not alone 457 92.70
Alone  36  7.30
Education
Primary school or below  39  7.9
Secondary school 191 38.7
Undergraduate degree or above 263 52.4

 

FINDINGS

Personality Group (introverted vs. neutral vs. 
extroverted groups) 

The mean values for the two indicators 
measuring introversion and a reversed value for 
extroversion were calculated to be used as a 
combined index. The percentage of those who 
reacted neutral was quite high for all items – 
introversion, extroversion, and the combined 
average. In order not to be biased by including the 
‘neutral’ group to either introvert or extrovert 
groups, those who had a combined average of 

‘neutral’ were considered as one ‘neutral’ group 
(Table 3). 

Among the respondents, there were more 
respondents who responded less introvert than 
neutral (n=209, 42.39%) and more extrovert than 
neutral (n=232, 47.06%), showing the overall 
tendency of more people being extrovert. In 
combination, accordingly, about half of the entire 
respondents were less introvert than neutral (n=249, 
50.51%) (the extroverted group) and slightly more 
than a quarter of all the respondents were more 
introvert than neutral (n=134, 27.18%) (the 
introverted group). 
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Table 3. Introverted vs. neutral vs. extroverted groups

Introversion Extroversion Combined average of
introversion and recoded extroversion  

n % n % n %
lower than

neutral 209 42.39 lower than 
neutral 108 21.91 less introvert than

neutral (=extrovert) 249 50.51

neutral 150 30.43 neutral 153 31.03 neutral 110 22.31
higher than 

neutral 134 27.18 higher than
neutral 232 47.06 more introvert than

neutral 134 27.18

Frequency of dining alone by personality 
Regardless for general dining situation and 

in Chinese restaurants, extrovert respondents tended 
to eat alone more frequently than introverts. For 
general dining situation, 62.2% of all the 
respondents with extrovert personality dined alone 
more than once a week. While around 47.0% of 

introverts dined alone more than once a week. 
Similarly, 51.4% of extrovert respondents dined 
alone more than once a week at the Chinese 
restaurants, while 44.0% of introvert respondents 
dined alone more than once a week at the similar 
type (Table 4, Figure 1).  

Table 4. Frequency of dining alone by personality

Figure 1. Frequency of dining alone by personality

Preference of dining alone by personality 
From Table 5, we can see that if there is a 

choice, both groups would prefer to eat with others 
than eating alone. However, introverts presenting 

stronger desires to eat with others in general 
restaurants (47%) and in Chinese restaurants 
(58.2%) than the extroverted group, with 43% in 
general restaurants and 47% in Chinese ones. 

 Extrovert 
(n=249)

Neutral 
(n=110)

Introvert 
(n=134)

n % n % n %
More than once a week (General) 155 62.2 65 59.1 63 47.0
More than once a week (Chinese) 128 51.4 52 47.3 59 44.0
Less than once a week (General) 94 37.8 45 40.9 71 53.0
Less than once a week (Chinese) 121 48.6 58 52.7 75 56.0
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Therefore, we can argue that people’s willingness 
to eat alone is linked with personality traits. 
Extroverts show no strong preferences toward eating 
alone or eating with others. They keep an 

open-minded for dining companion. However, 
introverts preferred to eat with others, rather than 
eating alone to compare with the extroverted group. 

Table 5. Preference of dining alone by personality

 
 
 

General restaurants in Macao
Extrovert Neutral Introvert

Frequency Percent Frequency Percent Frequency Percent
Prefer to eat alone 33 13.3 19 17.3 15 11.2

Prefer to eat with others 107 43.0 48 43.6 63 47.0
No preference 109 43.8 43 39.1 56 41.8

 
 

Chinese restaurants in Macao
Extrovert Neutral Introvert

Frequency Percent Frequency Percent Frequency Percent
Prefer to eat alone 24 9.6 15 13.6 10 7.5

Prefer to eat with others 117 47.0 46 41.8 78 58.2
No preference 108 43.4 49 44.5 46 34.3

Total 249 100.0 110 100.0 134 100.0

Motivation of dining alone by personality 
Table 6 and Figure 2 show no significant 

difference in motivations across extroverted and 
introverted groups. However, previous studies stated 
that personality traits have a substantial impact on 
people motivation (Bencsik, Machova, & Hevesi, 
2016; Pierce, Jussila, & Cummings, 2009). The 
limitation of this study is to research the influence 

of part of personality trait (extroversion and 
introversion) on motivation. In order to see the 
whole picture of motivation of dining alone by 
personality, literature suggests that we should 
review the sound model of personality, like the big 
five (Goldberg, 1990, 1992), or the personality traits 
defined by Eysenck and Keane (1997). 

Table 6. Motivation of dining alone by personality

Extrovert Neutral Introvert

Mean Std. 
Deviation Mean Std. 

Deviation Mean Std. 
Deviation

1) I feel relaxed dining alone 5.69 2.897 6.23 2.920 5.63 2.833
2) Dining along is my way of life 5.00 2.961 5.22 3.494 4.89 2.896
3) Dining alone enables me to do other 

activities at the same time 5.63 2.989 5.85 3.037 5.92 2.899

4) I cannot find anybody else to eat with 4.75 3.179 4.44 3.238 5.37 3.206
5) Because of the nature of my work, study, 

and life schedule, I dine alone 6.14 3.136 5.49 3.317 5.77 3.087

6) I can freely choose the restaurant I want 
to go 6.67 2.951 6.71 3.172 6.79 2.815

7) I can freely choose the menu or food I 
want to eat 6.82 2.923 6.74 3.164 6.73 2.853

8) I can chat with other employees 3.88 3.219 4.34 3.507 3.85 3.130
9) I can chat with other diners 3.57 3.226 3.70 3.426 3.29 3.053
10) I dine alone mainly to satisfy hunger 6.51 3.045 6.75 2.903 6.52 2.924
11) Dining alone enables me to escape from 

negative aspects of social interaction 3.86 3.011 4.54 3.439 4.78 3.118
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Figure 2. Motivation of dining alone by personality

Solo dining behaviour by personality 
Based on the result, there are no significant 

differences between extroverted and introverted 
groups in term of dining behaviours. However, there 
are two slightly different points drawing attention 
of the researchers. Frist, extroverts were more active 
with online activities during solo dining time than 
introverts. Based on the extreme different characters 
of extroverts and introverts, it is reasonable that 
extroverted people tend to be more sociable even 
during the dining time (Cabrera et al., 2006). They 

wanted to get connected in the free time while 
no-one to talk to. Second, introverts tended to focus 
on dining more than extroverts (Table 7, Figure 3). 
This group of people enjoy the silent moment 
(Pervin, 1993). In the current hyper-connected 
world, more people find unsocial dining an 
inspirational experience that allows for a moment 
of disconnection (Bae et al., 2018). The introverts 
would like to use this time to enjoy the quality of 
restaurant attributes, food, and service quality. 

Table 7. Solo dining behaviour by personality

Extrovert Neutral Introvert

Mean Std. 
Deviation Mean Std. 

Deviation Mean Std. 
Deviation

1) Read a printed book/magazine/newspaper 4.36 3.425 4.29 3.181 4.50 3.290
2) Get connected online with mobile devices 7.42 2.809 6.96 3.065 6.81 2.848
3) Observe other diners 4.24 3.147 3.90 3.168 4.37 3.018
4) Observe the dining space 4.97 2.932 4.95 2.935 4.98 2.691
5) Do nothing else and just enjoy the meal 4.86 2.942 4.62 3.279 5.39 2.563
6) Chat with other diners 2.85 3.083 3.31 3.064 3.04 2.645
7) Chat with restaurant employees 2.64 2.846 3.49 2.992 2.79 2.599
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Figure 3. Solo dining behaviour by personality

Emotion of solo dining by personality 
In this part, respondents were asked about 

their emotions while eating alone (Figure 4a) and 
their observation of others (Figure 4b). In both 
situations, extroverts more strongly agreed with 
positive emotions than neutral, or introverts, such 
as ‘liberated’, ‘relaxed’, ‘enjoying’, ‘confident’, 
‘brave’, and ‘common’. Introverts reacted more 
saliently with most negative emotions, such as 

‘isolated’, ‘stressful’, ‘bored’, and ‘being gazed by 
other diners’, and ‘pitiful’. The result is highly 
connected and consistent with the nature of 
extroverted and introverted individuals with other 
regions/countries in the world (Eysenck & Keane, 
1997). Those extroverts in Macao showed the same 
personality traits like sociable, talkative, easy going 
at the positive pole, while introverts reserved at the 
negative pole (Cabrera et al., 2006).  

  

a) Emotion of eating alone
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b) Emotion of observing other while eating alone
Figure 4- Emotion of solo dining by personality

CONCLUSION

Under the increasing of active lifestyles, 
limited leisure time, and rapid demographic shifts 
toward single households in China in general and 
in Macao in particular, and the increasing number 
of solo diners traveling abroad who probably 
involve in solo dining (Hancock, 2017), there is 
a significant need to better understanding the 
fundamental thoughts of these consumers toward 
this phenomenon. Due to the importance influence 
of personality toward customer behaviour (Hogan, 
1987; Wang & Yang, 2007), this study tried to 
explore the impact of different personality traits on 
solo dining behaviour, especially discover whether 
people with introverted and extraverted personality 
(Goldberg, 1990, 1992) could have dissimilar solo 
dining experiences and choices in restaurants at 
Macao. 

As an exploratory nature, this study 
explains the influence of personality into the 
following aspects, including frequency, preference, 
emotions, motivation and behaviours of solo 
dining. The research findings show that extroverts 
and introverts think and feel quite differently in 
their solo dining choices and experiences. 
Consistent with the solo dining trend in other big 
cities all over the world (Her & Seo, 2018; Sobal 
& Nelson, 2003), nearly 80% of people in Macao 
reported that they have dined out more than once 
a week in general restaurants or in Cha Chaan 

Teng/Chinese restaurants in this study. Regarding 
to preference of dining alone, extroverts have an 
open attitude, while introverted group prefers to 
have company for meals. About emotions toward 
solo dining, echoing with the nature of extroverts 
and introverts in the world (Eysenck & Keane, 
1997), Macao’s extroverted group shows positive 
emotions, while the introverted group perceives 
solo dining with more negative feelings. Last but 
not least, this study reveals no major different in 
motivations and behaviours across extroverted and 
introverted groups toward solo dining. This result 
is different with the literature (Bencsik et al., 
2016; Pierce et al., 2009) and might come from 
the partial application of the big five model 
(Goldberg, 1990, 1992) in this study. Future 
studies can fill this research gap by fully applying 
the mentioned personality model to elaborate the 
whole picture of people’s motivations in solo 
dining. 

It is important to acknowledge that this 
study is part of a larger project. However the 
insights presented in this paper can give restaurant 
management some ideas on how to fulfil guests 
with different personality traits. Another important 
limitation of this study is with its region, focusing 
on Macao only. A cross-regional comparison to 
compare the findings with other regions in China 
could obtain more important insights to 
understanding the full profile of solo diner 
behaviours in China.
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INTRODUCTION

The latest technological advancement creates 
the change of consumers’ needs and information 
search behaviors. Consumer generated media 
(CGM) is one of the commonly used social media 
platforms for patrons to share the comments with 
photos, video, and texts and the restaurant sector 
is unexceptional. The online content on CGM can 
be written and received by anyone other than 
professional writers (such as restaurant customers) 
and is regarded as the most influential information 
sources for consumer’s decision making (Zhang, 
2015). CGM helps the restaurants to promote the 
products and services to potential consumers for 
decision making process and behavioral intention. 
On the other hand, CGM is a platform for the diners 
to express their negative perception of meal 
experience. The negative reviews would 
subsequently diminish the desire of the potential 
target markets for future consumption (Moliner 
Velázquez et al., 2010). Therefore, it is suggested 
for the hospitality enterprises to explore factors that 
influence the customer decision-making process 
(Zhang, 2015).

The findings of restaurant attributes and 
online information search have been investigated 
by many scholars (e.g., Bei et al., 2003). The 
research gaps remain existing. First, consumers 
usually seek more information about the product 
or service before making the first purchase decision, 
especially for the higher price items (Fernando et 
al., 2012). Since the commenters of the CGM 
platforms were also the consumers of that 
restaurants, so the areas that that they commented 
and concerned are the dimensions that they consider 

when evaluating the restaurants. Thus, impacts of 
CGM to the higher-priced restaurants would be 
relatively greater than lower ones. Second, little 
literature has yet explored the effect of perceived 
risk of COVID-19 with perceived restaurant 
consumption and choice of restaurant selection. 
Therefore, the purpose of this study is to explore 
what attributes that the consumers perceived 
important for the major up-scale restaurants during 
the COVID-19 pandemic, which contributes to the 
theoretical development and managerial 
implications about current consumers’ behaviors.

METHOD

The exploratory study is created to explain 
the phenomenon of experiences of CGM via 
restaurant products and services. The qualitative 
plan is to gather the information of major restaurant 
attributes and major key comments written on the 
website of the selected up-scale restaurants. In Hong 
Kong, OpenRice (https://www.openrice.com) is one 
of the most popular food and beverage guide 
websites that was developed in 1999. This 
international website contains big data base with 
over 1.2 million of restaurants’ information from 
60 different cities, which allows consumers to make 
restaurant reservations, consumers’ comment 
reviews, photos and rating. As of July 2020, it had 
over 5.5 million of members and 3.5 million of 
reviews. Because of its popularity, the top 10 most 
popular up-scale restaurants in this website were 
used for investigation. Regarding to the OpenRice, 
the restaurants could be classified by the average 
spending. In this research, the selection of the 
up-scale restaurants is based on the average 
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spending per person with HK$200 (USD 25.6) or 
above. Ten mostly bookmarked by the reviewers 
were selected for this research. The number of 
bookmarks were counted by each registered account 
of the platform. The natures of restaurant were, for 
example, Japanese restaurants, buffet restaurants, 
and western theme restaurants. The online 
comments, attached photos and reviews were 
collected during January – December 2020. The 
content analysis is employed with the software 

Nvivo 12.

FINDINGS

Based on the above selection criteria, ten 
mostly popular up-scale restaurants were 
determined by the highest bookmark number among 
the restaurants in Hong Kong, see Table 1. The 
number of bookmarks were between 52.5K and 
83.8K as of the end of December 2020. 

Table 1. Profiles of the 10 Selected Restaurants

No. Restaurant Name Restaurant Type Number of 
Bookmarks

Number of 
Comments

1 Deluxe Daikiya Japanese Restaurant Japanese Cuisine 83.8K 31
2 The Place Hotel Buffet 81.7K 59
3 LAB EAT Restaurant & Bar Western Cuisine 79.5K 151
4 Sky726 Western Cuisine 70.1K 79
5 TONO DAIKIYA Japanese Cuisine 66.7K 28
6 The Market Hotel Buffet 61.1K 93
7 Market Hotpot Chinese Cuisine 58.7K 33
8 The Grill Room Western Cuisine 54.9K 118
9 The Greenery Hotel Buffet 53.1K 18

10 La Scala Hotel Buffet 52.5K 36

Under the pandemic, government executed 
several policies to strengthen the social distancing; 
therefore, space between different parties was the 
top priority when the consumers evaluated the 
restaurants. Based, on the result, the commenters 
always mentioned the distance between different 
diners and how full was the restaurant. The crowded 
environment and long waiting queue outside the 
restaurant easily created dissatisfaction of the 
customers, as they perceived it as a poor 
environment. Decoration and ambience were 
relatively less concerned, comparing to hygienic 
environment. At the early stage of pandemic, 
consumers appreciated the additional social 
distancing measures and hygiene control such as 
partitions between tables, availability of sanitizers 
on the dining tables and doggy bags for storing 
masks. However, these measures were no longer 
appreciated, as these were perceived as a standard 
protocol.

Many commenters illustrated their visiting 
purpose for the up-scale restaurant, mainly for 
special occasions, friends gathering, and romantic 

moment. With these specific purposes, consumers 
usually searched some information about that 
restaurant before their visitation, thus they would 
have some expectation or perception in their mind. 
It was common to compare their expectation and 
actual dining experience on the CGM. Usually, 
frequent commenters tended to be more liberal, 
while the first-time commenters would be more 
critical when expressing their negative comments 
on CGM. Generally, food quality, portion size, taste 
and service procedures were issues in the comments. 
For Asian restaurants, food freshness was the main 
concerns, while food variety and price were 
prioritizing when evaluating the buffet restaurants. 
Dish presentation, taste and special features were 
the main concerns for the Western restaurants. 

During the pandemic, many restaurants 
offered promotion and discount to secure the sales 
that was an effective way to draw customers’ 
attention. Unfortunately, manpower support of the 
restaurants was unable to react to the sudden 
increase of business that leaded to many negative 
feedbacks on CGM.
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IMPLICATIONS or CONCLUSION

This study aimed to explore the consumers’ 
perceived important attributes for the major up-scale 
restaurants during the pandemic. The dining habits 
and concerns are different from the literature in the 
past. Hygienic environment is the major concern 
to the diners during the period of COVID-19 
outbreak, especially on social distancing policy and 
practices at the restaurants. Promoting the restaurant 
with a special occasion and event with companions 
would enhance the likelihood of decision making 
and visitation. Value for money is the always 
evaluated, thus food quality, service attentiveness 
and restaurant environment cannot be sacrificed by 
offering price discount. Instead, to secure the 
business, restaurants should divert the crowd to slow 
business period so as to avoid unnecessary 
crowdedness and shortage of manpower.
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INTRODUCTION

The probability of dying prematurely in the 
Philippines is higher than any of its Southeast Asian 
neighbors (WHO, 2014). Modifiable behavior, such 
as tobacco use, physical inactivity, unhealthy diet, 
and excessive consumption of alcohol increase the 
risk of Non-Communicable Diseases (NCDs). These 
are further aggravated with being overweight or 
obese, and other metabolic conditions such as high 
blood pressure, abnormal blood lipids, and increased 
blood glucose (WHO-United Nations Development 
Program [UNDP], 2019). Based on the 2018 
Expanded National Nutrition Survey of Department 
of Science and Technology- Foods and Nutrition 
Research Institute (DOST-FNRI), the prevalence of 
overweight and obesity among Filipino adults 
increased over the years, from 31.1% in 2013 to 
37.2% in 2018. More consumers are purchasing 
meals, usually fast food products outside the home.  
Food service establishments (FSEs) particularly 
quick service restaurant (QSR) which provide 
mainly these fast food happen to be the biggest 
segment in the Philippine Hospitality Industry 
(Catral et al, 2014). QSRs’ market size alone was 
valued at USD 4.6 billion in 2018 and are expected 
to reach USD 7.9 billion in 2026 
(https://www.alliedmarketresearch.com/philippines
-quick-service-restaurants-market-A06122).

However, fast foods are energy-dense, low in 
micronutrients and fiber, and high in simple sugar, 
sodium, and saturated fats (Cabigas et al, 2014) . 

Against this backdrop, the authors with funding 
from the United Nations Food and Agriculture 
Organization (UN FAO) through the Nutritionist 
Dietitian Association of the Philippines Foundation 
(NDAPF) conducted this study. This study therefore 
aims to help improve the nutritional health of a 
population as a long-term goal that requires 
sustainability of a healthy food system.  Specifically, 
it 1) seeks to obtain the support of fastfood 
establishments in enabling consumers adopt a 
healthy diet through caloric labeling of food 
products toward addressing the problem of NCDs; 
2) in consultation with all stakeholders, propose a 
strategy for introducing caloric-labeling in fast food 
establishments; and 3) propose a feasible 
implementation plan and a monitoring scheme, by 
local government units as basis for a local ordinance.

LITERATURE REVIEW

The importance of calorie labelling has not 
been fully recognized by most consumers.  Some 
studies done in the U.S. and Canada identified 
several barriers (Kiszko et al,2014).  For one, 
consumers patronize some meals despite their 
high-calorie content. The other reason is their 
intentions to burn off the consumed calories later 
through physical activity. Other consumer barriers 
identified with calorie label usage include their lack 
of nutritional knowledge and low expectation of 
nutritional quality.  Consumers are also blinded by 
the plethora of commercials and print ads to promote 
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products of food service establishments.  Kizkko, 
et al., (2014) also reported confusing menu display 
with calorie counts often given for entire meals 
instead of individual food items.  In the Philippines, 
calorie labelling has not yet been mandated by the 
government. 

Guiding Framework for the Study

The framework used in the study in Figure 
1 was inspired by the Nourishing Framework of 
the World Cancer Research Fund International 
which provides a package that integrates domains 
of actions and policy areas which includes 
communication, monitoring and reporting (Hawkes, 
et al., 2013).  The success of calorie labelling in 
food service establishments is believed to be 

dependent on three major factors:  consumers, 
government and advocacy.   Consumer awareness 
must start at home where parents, educate their 
children at a tender age.  A law that mandates calorie 
labelling shall be in place to compel the industry 
to comply.  It is however important that monitoring 
and supervision be exercised to exact compliance 
by the industry.  The third factor are advocacy and 
Information, Education and Communication (IEC) 
campaigns.  Both or either of these two actors can 
embrace calorie labelling as an advocacy which can 
be transmitted far and wide through various modes 
of campaign.  These campaigns can be transmitted 
to the consumers through commercials, print ads 
and social media platforms,  infographics, 
infommercials, among others. 

CONSUMER AWARENESS
CALORIE LABELLING 

IN FOOD SERVICE 
ESTABLISHMENTS

LEGAL INSTRUMENT ON 
CALORIE LABELLING

ADVOCACY and IEC CAMPAIGNS

                   Figure 1.  Conceptual Framework of the Study

METHOD

The study used the qualitative approach of 
gathering data starting with the profiling of 22 
leading FSEs that operate in Metro Manila. 
Secondly,  on February 2020, 21 participants from 
nine big companies and representatives from the 
Department of Health, NDAPF, WHO, and 
UN-FAO attended the open forum. The forum 
intended to brief the representatives from the FSEs 
about the severe problem of non-communicable 
diseases (NCDs) in the Philippines and their crucial 
role in helping curb the escalating this trend. 
Thirdly,   a Focus Group Discussion (FGD) was 
held on 26 February 2020 for 12 Registered 
Nutritionist-Dietitians to generate ideas on possible 
strategies for introducing calorie labeling in FSEs. 
Fourthly,   on 10 March 2020, a Key Informant 

Interview (KII) with the Nutritionist-in-charge of 
implementing Nutrition programs in Elementary 
schools under the Department of Education (DepEd) 
was conducted. Lastly, an online survey was 
conducted in September and October 2020 among 
FSE officers to gather information about barriers 
or challenges in implementing the proposed calorie 
labeling in restaurants. 

FINDINGS

Results indicate that only a few of the profiled 
food service establishments (FSEs) had launched 
nutritional and/or caloric labelling programs. They 
attributed this failure to the inconsistent support of 
the government to educate consumers.  Most of food 
products in the market remained inclined towards 
satisfying the sensorial palate of customers than 
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addressing their nutritional needs. Coupled with 
intensive marketing campaign, fast food products 
have dominated the daily food intake of consumers. 
This validated Schlosser’s (2002) statement that 
current health risks are greater than the needs of 
those who market the fast food. He suggested that 
Congress ban all advertisements that promote food 
that are high in fat and sugar to children.

The forum revealed the respondents’ positive 
attitude about adopting calorie labeling in their 
establishment. They however expressed their 
reservations on a) the importance of consumers' 
understanding and readiness for calorie labeling; b) 
availability of adequate food laboratories which can 
conduct food analyses; c) the need to level the 
playing field for all FSEs, including convenient 
stores offering ready-to-eat meals.

The FGD participants believe that the success 
of creating awareness among consumers on the 
importance of calorie labeling and in motivating 
FSEs to adopt it can be hinged on the following 
strategies:  1. Mandatory nationwide 
implementation through legislation; 2. Massive 
information campaign (with the participation of 
government agencies and Non-Government 
Organizations, and professional organizations) to 
educate or enhance public knowledge or awareness 
about calorie labeling; 3. Local government units 
(LGUs) to monitor compliance by the FSEs; and 
4. Schools to educate students about calories and 
impress the importance of calorie labeling as early 
as the elementary level.

The KII revealed that Department of 
Education Order# 13 prescribes the types of foods 
that may be served in school canteens. It regulates 
the serving/selling of foods that are high in saturated 
fats, salt, and sugar. According to the informant, 
health and nutrition concepts are already embedded 
in the K-12 curriculum, as verified with the 
curriculum checklist. However, there is a need for 
appropriate educational materials and proper 
training of teachers. Calorie labeling may be started 
in school canteens to stimulate awareness and 
interest to apply the knowledge in the selection of 
foods. 

The online survey revealed a positive attitude 
among the respondents about the proposed calorie 
labeling in FSEs, especially those which have started 
to post calorie labels in their menu list (and mainly 

those with franchises or branches overseas). Again, 
they recommended the following to remove any 
barrier to the implementation of calorie labelling 
in food service establishments: The government 
should play a key role in its implementation through 
enactment and enforcement of a law on calorie 
labeling in FSEs, strong advocacy campaign with 
the use of media and the additional accreditation 
of existing food laboratories to undertake food 
analyses. 

CONCLUSION

Awareness about the significant role of diet 
in preventing and controlling NCDs must have 
influenced the positive attitude about proposed 
calorie labeling among respondents from the FSEs. 
For this campaign to succeed, much is expected 
from all stakeholders  and the state of readiness 
or understanding of consumers about calories and 
calorie labeling is primordial to FSEs' compliance. 
Likewise, the government should provide the 
appropriate environment for its implementation. The 
education sector, including the mass media, are 
expected to imbue learners with adequate nutrition 
knowledge at all levels, most especially in the early 
years. Mass media's powerful influence on 
consumer behavior is crucial in promoting consumer 
awareness about calorie labeling and motivating 
restaurants to adopt it. This will enable people to 
apply this in their daily lives by making wise choices 
when buying or ordering foods to maintain good 
health. Currently, there is an impending bill in 
Congress – House Bill No. 6357 mandating all food 
establishments to provide calorie labeling in their 
menus. If passed, this will be the needed impetus 
to ensure early and comprehensive compliance by 
all food service establishments in the country.
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INTRODUCTION

Most people in the world are always choosing 
Restaurants that are quick in service and in 
transactions not only because it is timely but it gives 
convenience and hassle-free transactions and 
interactions. A quick service restaurant (QSR), also 
known as fast food restaurant, is a type of restaurant 
that is centered around functionality, with speed and 
efficiency being primary goals. These restaurants 
are witnessing the increased popularity, they offer 
excellent customer service, and the food products 
offered by them are inexpensive, appetizing, and 
take minimal time for preparation. In March 2020, 
the Philippines suffered from total lockdown 
(Enhance Community Quarantine) to avoid the 
spreading of virus. According to the World Health 
Organization The coronavirus or also known as 
COVID-19 pandemic is a disease caused by a new 
strain of coronavirus. ‘CO’ stands for corona, ‘VI’ 
for virus, and ‘D’ for disease. Formerly, this disease 
was referred to as ‘2019 novel coronavirus’ or 
‘2019-nCoV.’ The COVID-19 virus is a new virus 
linked to the same family of viruses as Severe Acute 
Respiratory Syndrome (SARS) and some types of 
common cold.

In the Philippines, Fast food chains have a 
big part of our culture such as McDonald’s, Jollibee, 
Chowking, Greenwich Pizza, Shakey’s Pizza, and 
BonChon Chicken Philippines. They provide 
affordable dishes but they also gave us some of 
our favorite and comfort snacks and meals through 
the years. The QSR industry has been hit by the 
coronavirus, and to secure the safety of their 
employees many restaurants have decided to close 
their restaurant/branch temporarily until they are 
given the authority to operate again. Because of this 
pandemic, those restaurants, especially the quick 

service restaurants, are experiencing income loss.
In the Province of Bulacan, many Bulakenos 

are fonds of eating in Quick Service Restaurants. 
On the pre-survey of researchers regarding the top 
five (5) quick service restaurants in the province, 
it has been revealed that Jollibee, McDonald’s, 
Chowking, Mang Inasal and Greenwich belong to 
the top five. Nowadays, since we are experiencing 
the COVID-19 pandemic, all of these quick service 
restaurants lead to the creation of their own 
innovations and development into their products and 
services and also to their physical aspects such as 
having a safety officer that in charge for the 
sanitation process of the incoming and outgoing 
customers and also, to ensure that their customers 
will be safe and free from viruses.

The purpose of this study is to identify and 
recognize the innovations created by the quick 
service restaurant in terms of product, service and 
physical aspects. Also, the researchers want to 
determine the impacts of innovations created in 
quick service restaurants in terms of key business 
functions such as in sales and marketing and 
customer satisfaction. This study will help for the 
future researchers because it will serve as their basis 
development in case there will be another pandemic 
again

LITERATURE REVIEW

The Innovation Theory of Profit was proposed 
by Joseph. A. Schumpeter, He believed that an 
entrepreneur can earn economic profits by 
introducing successful innovations. According to 
Schumpeter, the principal function of the 
entrepreneur is to make innovations and profits as 
a reward for successful innovations. Innovation 
means think different from the rest it refers to any 
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new policy that an entrepreneur undertakes to reduce 
the overall cost of production or increase the 
demand for his products. Above normal profits arise 
because of successful innovations introduced by the 
entrepreneurs the development or discovery of new 
markets or new products improves the consumer 
acceptance because of successful product 
differentiation programs, or successful market 
segmentation. Innovation can be classified into two 
categories. The first category will change the 
production function and reduce the cost of 
production. It includes all those activities which 
reduce the overall cost of production such as the 
introduction of a new method or technique of 
production. The introduction of new machinery and 
innovative methods of organizing the industry helps 
make the company produce more products with 
lesser cost for production. The second category of 
innovation includes all activities which increases the 
demand of a product. Such as the introduction of 
a new commodity or new quality goods. The start 
or opening of a new market, finding new sources 
of raw material, a new variety or a design of the 
product. While in this category the main focus is 
more on the products and the services that they may 
offered to the consumers. This innovation theory 
of profit believes that the entrepreneur gains profit 
if the innovation is successful either in reducing 
the overall cost of production or increasing the 
demand for the product. These innovations stimulate 
the demand for the product which will change the 
demand or utility function.

This theory is related to the study because 
the researchers aim to identify the effects of created 
innovations in key business functions such as sales 
and marketing and customer satisfaction. Therefore, 
those innovations and development plays a 
significant contribution to the success of quick 
service restaurants.

On the other hand, a crisis is a progressive 
process that may not be restricted to one area within 
a common border. It may ensnare rapidly and 
emerge with other crises, and its consequences are 
extended (Hart, Heyse & Boin, 2001). The word 
‘crisis’ has been used interchangeably with a 
number of other terms, including disaster, business 
interruption, catastrophe and emergency (Herbane, 
2010). It cannot be safely asserted that the 
vulnerability results from environmental forces or 

failure of the technology itself (Perrow, 1999), or 
exclusively from human error (Reason, 1990) 
although it often results from these three factors. 
Venette argues that ‘crisis is a process of 
transformation where the old system can no longer 
be maintained’. Therefore, there is the need for 
qualitative change. Approaches to the crisis 
management selection strategy consider the internal 
and external environment (Litovchenko, 2012). It 
is concluded that the development of key crisis 
strategic guidelines should also take into account 
the time factor and the interests of all stakeholders. 
These approaches to a crisis are a fundamental 
aspect of the systematic process of crisis 
management. In order to answer the deep existential 
questions that occur during a crisis, these are applied 
to different defensive strategies (Tănase, 2012). 
Coombs and Hollady (2012) present an approach 
describing crisis management as three processes – 

the pre-crisis (prevention and preparation), the crisis 
(response) and the post-crisis (learning and 
revision).

This theory is related to the study because 
quick service restaurants in times of pandemic are 
adapting and making way for the people to reach 
them and to order for them the exact quality of 
the food and service. Since the said establishment 
is operating even in new normal, crisis management 
is applied to prevent and solve crisis or problems 
that will occur. The establishments always applying 
the protocols given by the health agencies, strictly 
following them and implementing them inside and 
outside management.  Because one aim of crisis 
management is to lessen the casualties created by 
a disaster or pandemic. And to give knowledge on 
how to deal with the casualties.

During the global 2020 COVID-19 outbreak, 
the innovations of online food delivery (FD) were 
obvious, as it facilitated consumer access to 
prepared meals and enabled food providers to keep 
operating. However, online FD is not without its 
critics, with reports of consumer and restaurant 
boycotts. Therefore, time to take stock and consider 
the broader impacts of online FD, and what they 
mean for the stakeholders involved. Using the three 
pillars of sustainability as a lens through which to 
consider the impacts, this review presents the most 
up to date research in this field, revealing a raft 
of positive and negative impacts. (Li, Mirosa et al., 
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2020). Food delivery providers can be categorized 
as being either Restaurant to consumer Delivery or 
Platform to Consumer Delivery operations. 
Restaurant to Consumer Delivery providers make 
the food and deliver it, as typified by providers, 
such as KFC, McDonald’s, and Domino’s. 

This literature is relevant to the current study 
because it talks about the online food delivery 
providers and their delivery system. It is in-demand 
nowadays because most of the people are afraid 
to go outside to buy their meals in selected QSR’s. 
They always think the pandemic has not gone, so 
their mindset is to order online whether it has a 
charge for delivery but they are still safe in their 
house. Online food delivery providers are really 
famous nowadays because you can easily order in 
their system as fast and they can give you the 
specific service and meals that you want in their 
Restaurant.

METHOD

This study is a mixed method research and 
the data is gathered through interview and survey 
with the managers and customers of Quick Service 
Restaurants in the province. The study used a 
non-probability sampling and follow the content 
validity procedure. The questions that are included 
in the interview questionnaire and survey 
questionnaire answers mainly the main objective of 

the study and the survey questions are created from 
the input variable which is the sales and marketing, 
and customer satisfaction. The primary data 
collected is gathered from the answers from the 
interview and survey conducted by the researchers. 
The secondary data is gathered from online literature 
references and current published online studies. The 
qualitative part of the used IBM Tone Analyzer to 
analyze the effects of innovations and developments 
created by quick service restaurants in the province.

Researches and studies recognize the 
importance of population and sample as they 
provide the source of important data needed in this 
study. The researchers formulated their population 
sample using purposive sampling which is a 
non-probability or not randomized sampling.  Also, 
the researchers formulated and gathered three 
managers and 30 loyal customers, 10 each in the 
Quick Service Restaurants. The respondents must 
meet the standards of the study which is, the 
respondents must be a loyal customer of the given 
Quick Service Restaurants. 

FINDINGS

This chapter presents, analyses and interprets 
the data gathered in this research study. The study 
aims to determine and analyze the effects of latest 
innovations and development of quick service 
restaurant in key business areas of the province.

Table 1. Customer Satisfaction in terms of Product

Service
Frequency Weighted 

Mean
Verbal 

Interpretation5 4 3 2 1
1. The Food offering has a good quality. 6 21 2 1 0 4.10 Agree
2. The menu has a good variety of items. 15 15 0 0 0 4.50 Agree
3. The food served hot? 14 13 2 1 0 4.33 Agree
4. The food is a good value for the money? 11 16 2 1 0 4.23 Agree
5. The food was served in clean dishes? 12 16 2 0 0 4.33 Agree

Average Weighted Mean 4.30 Agree

The table shows the average weighted mean 
of product is 4.30, the lowest mean is 4.10 and 
it came from statement number 1 and the statement 
number 2 got the highest weighted mean of 4.50. 
Most of the respondents agree that the Quick Service 
Restaurants have their menu that has a good variety 
of items. This supports the article written by Liu 

and Jang (2010) that says there are five dimensions 
of food quality which is food quality, service 
quality, price and variety, convenience and 
atmosphere that has a significant effect to customers 
and its satisfaction. To add up, taste, variety and 
quality, that is included in factors of product, affects 
the choice of the customers.
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Table 2. Customer Satisfaction in terms of Service

Service
Frequency Weighted 

Mean
Verbal 

Interpretation5 4 3 2 1
1. The order was correct and complete. 6 21 2 1 0 4.20 Agree
2. Employees are patient when taking my order. 15 15 0 0 0 4.33 Agree
3. Employees are friendly and approachable 14 13 2 1 0 4.40 Agree
4. The drive-thru intel sound was clear? 11 16 2 1 0 3.97 Agree
5. Are the staff’s dressed properly? 12 16 2 0 0 4.60 Strongly Agree

Average Weighted Mean 4.18 Agree

The table 2 shows that the average weighted 
mean of service is 4.18 it says that the highest 
weighted mean is 4.60 and it came from statement 
number 5, the lowest weighted mean is 3.97 and 
it comes from statement number 4. Majority of the 
respondents in the Quick Service Restaurants are 
strongly agree that the staff are dressed properly. 
This support the article written by Raju (2020) states 
that “Taking necessary precautions not only helps 
mitigate the spread of the COVID-19, but it also 
shows that an establishment is serious about keeping 
customers and staff safe.” Because in this industry 
they should know the importance and safety of the 
customer especially in this time of pandemic without 
them these QSR will not gain profits and will not 
operate anymore.

Table 3 shows that the average weighted mean 
of physical aspect is 4.33 while the highest weighted 
mean is 4.53 and it comes from statement number 
3, the lowest weighted mean is 4.13 and it comes 
from statement number 5. Majority of the 
respondents strongly agree that the Quick Service 
Restaurants are clean and safe. This supports the 
article written by Mark Kubriak (2019) states that 
“Creative social distancing measures even though 
most innovations allow businesses to continue their 
operation and ensure safe consumption, they sadly 
take away from the dine-in experience as they keep 
the human interaction to a bare minimum.” Because 
without following the protocols of the government 
that has been implemented these QSR will be no 
longer to operate and with the cleanliness and safety 
of the said QSR the customer will patronize them.  

Table 3. Customer Satisfaction in Terms of Physical Aspects

Physical Aspect
Frequency Weighted 

Mean
Verbal 

Interpretation5 4 3 2 1
1. The Food offering has a good quality. 6 21 2 1 0 4.10 Agree
2. The menu has a good variety of items. 15 15 0 0 0 4.50 Agree
3. The food served hot? 14 13 2 1 0 4.33 Agree
4. The food is a good value for the money? 11 16 2 1 0 4.23 Agree
5. The food was served in clean dishes? 12 16 2 0 0 4.33 Agree

Average Weighted Mean 4.30 Agree

Effects of innovations and development in terms of 
sales and marketing

In relation to the effects of innovations to 
sales and marketing, the respondents clearly 
identified that innovations and developments has 
significant effects on their sales because the main 
goal of this is to come up with a product and service 

experience that will delight the changing needs and 
wants of customers.

IMPLICATIONS OR CONCLUSIONS

It is concluded that Quick Service 
Restaurants are continuously developing innovative 
products to suit the needs and wants of their 
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customers. Also, to increase customer satisfaction, 
they invested on using technology to improve their 
service and operations. 

It is concluded that the primary goals of the 
Quick Service Restaurants are to obtain more 
revenue and to increase the number of customers 
and the valued customers which will eventually lead 
to customers satisfaction.

The results shows that innovations created 
in selected quick service restaurant shows a 
significant effect on their sales and marketing 
aspect.  In terms of customer satisfaction, it is 
concluded that given in a new normal, customers 
agree that selected quick service restaurant provided 
a product, service and physical aspect enough to 
satisfied them.
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APPENDICES

Crisis Response Management Plan
The effects of these innovations to product, 

service and physical aspects in terms of Sales and 
marketing and Customer satisfaction the researchers 
found that in the last 2 months the selected QSRs 
experienced poor sales and poor profit. It is because 
the customers save their money for their basic needs 
and due to the covid19 pandemic many QSRs are 
closed. But when they give the chance to operate 
most of their sales are not the same of their sales 
before the pandemic. The (3) Quick Service 
Restaurants are having a variety of items in their 
menu and its results to repeat patrons of their 
customers. Most of the respondents are always 
observing the surroundings of the fast food. They 
noticed that the staff are well-dressed and the 
restaurant is clean and safe. 

The importance of this Crisis management 
plan is to become prepared in any crisis that might 

be encountered of the quick service restaurants in 
the near future. Crisis management planning isn’t 
only about being better equipped to effectively 
respond to specific crisis. Developing a crisis 
management plan also helps teams to identify the 
potential disaster as they plan and game out the 
tasks, communications, and information they’ll need 
to deal with those crises.

1. Product
Since the pandemic, many restaurants have 

been losing money and closing down due to the 
rules & regulations implemented by the IATF. Some 
fast foods offer ready to cook foods at cheap prices 
to prevent spoilage. This is part of their marketing 
strategy, it is explained here, they are getting new 
options so their restaurant is still earning income, 
and many people enjoy these innovations because 
they will be cheaper compared when you dined-in 
at the restaurants. People are becoming practical 
because most of them have limited access to money, 
and in that case, they chose to order fresh foods 
rather than to dine in a restaurant.

Due to the pandemic, another sources of sales 
could be from having promos. Since the consumers 
hurry it when they see the promotion packages. It 
is used also to increase the sales and in turn, lessen 
the bulk stocks in their storage. Which is a 
successful strategy because it gets revenue and the 
food product given in the bundle promo is noticed 
at the same time and individuals get an idea if it's 
worth it in the bundle promo.

2. Place 
The Restaurants should innovate an area for 

disinfection and sanitation. This also increase the 
probability of having customers on a restaurant 
because having disinfection areas are one factor that 
their restaurant is safe to dine in and also it can 
be the reason for the customers guarantee that the 
QSR are clean and responsible for their safety. This 
explains why in a part of QSRs is important because 
we are now facing a pandemic, you need to sanitize 
first before you can reach the order & claiming area 
to ensure that you do not bring the virus inside 
the restaurant

In fast food chains, one of the important 
services is those who drive thru. Implemented drive 
thru to fast foods to further increase the company's 
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sales and at the same time no hassle occurs because 
they only do pick up orders. But because of the 
pandemic, people find it difficult to adjust because 
fast food chains have limitations when it comes to 
drive thru services. If wide space is implemented 
with safety precautions in drive thru stations, it will 
be more convenient because it will no longer be 
crowded and at the same time there will be no 
restrictions if the drive thru is big moving because 
it will not compete with the main road because there 
will be specific space in the drive thru area.

3. Promotion
Selling of products are one factor on 

promotion. QSR can advertise their own product 
or promote it by having their customers purchase 
their products. And the main factor for promotion 
is the commercial advertisement. of course, 
everyone is involved here because it is one of the 
strategies to promote your business. On social 
media, of course, everyone has knowledge when 
it comes to social media it is also involved when 
it comes to promoting a business. This is important 
because fast food chains make it easier to spread 
their new products & services through the power 
of social media because most of the people are 
knowledgeable on using social media applications.  
And because of that they will not have a hard time 
finding an update on fast food, what is trending 
and seasoned popular. Customer will be interested 
if the way of the promotion is unique and full of 
message to patronize.

4. Price
The pricing of the product can say if the sales 

of a market in increasing or decreasing. since it 
is the time of pandemic, the QSRs should consider 
the pricing variation depending on the situation. The 
pricing should be considering what they can afford. 
After that, the restaurants should offer them bundle 
promos that is affordable to them. Also, the QSRs 
should consider discounts for customers who avail 
their privileges and such.

5. Physical Evidence
Major changes are needed due to the 

pandemic. Tables should be modified as said in 
protocols. Fast food chains have barriers especially 

when you dine in at the restaurant. But at the drive 
thru station, there was an acrylic barrier to prevent 
physical contact and it was in favor of those assigned 
to the driver thru so that they could not be exposed 
to anyone.

Quick Service Restaurants should innovate a 
motion sensor doorway in which the motion sensor 
doorway will also help to avoid hassle and physical 
contact when you enter and exit fast food chains. 
Also, to ensure the safety of those who assigned 
to the doorways. When the door way sensor is 
implemented, it will be a big help to everyone who 
buys and enters & outside the restaurant.

6. Process
Due to the pandemic, payments went easier 

with the use of cashless payments and transactions. 
This idea should be adopted by the QSRs so that 
the process of payment will be contactless and the 
customer will be safe and secure. Since QSRs 
prevent physical contact, restaurants should add to 
their innovation a food delivering express system 
(kousoku) that is, delivering their orders without 
the help of staffs.

7. People
Having a customer VIP sticker is very 

important because it also measures loyal customers 
when it comes to drive thru system. As a result, 
more and more people are returning to fast food 
to get the VIP sticker which is their benefit as well. 
Of course, the benefits are, once you have a VIP 
sticker you will also have upgraded products which 
is very helpful to others. In this system both fast 
food and the customer will benefit.

It is also a good implementation to have an 
ID Card with a QR code because it will enter the 
information of everyone who enters the fast-food 
chains. The contact details in the QR code will be 
recorded in a file suitable for contact tracing in case 
there have been cases inside the store, customers 
can be easily detected once this kind of innovations 
are implemented. Because in today's world, with 
the number of people coming out, it is difficult to 
figure out who you are with every single day. So, 
by this implementation it will be easier for everyone 
to work.
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