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Abstract

Customer Satisfaction among catering services is importantlgottee business run
smoothly without encountering a lot problems and difficultyo improve the business profit
and maintain its productivity. This study was condutbadketermine the Influenaaf Service
Quality to Customer Satisfaction among Catering Servicesagui City. Moreover, to
determine the significant relationship between Service itQuahd Customer Satisfaction
among Catering Services in Tagum City and to measure theolie8elvice Quality in terms
of: Tangibles, Reliability, Responsiveness, Assurance and Empehyell as to, assess the
Level of Customer Satisfaction in terms of: Subjective Faaads Objective Factors. The
total numbers of respondents involved in the online surveywere dsiOneers of Catering
Services in Tagum City. This research uses a quantitativeexperimental research design
utilizing correlation technique.Mean, Pearson ® and pieltiegression analysis was usad
statistical tools forthe data analysis. The results sholadherds a significant relationship
between Service Quality and Customer Satisfaction. Lasilydomains in ServiceQuality
which are the Empathy, Assurance and Responsiveness signjificethtence Customer
Satisfaction.

Keywords: Service Quality, Customer Satisfaction, Catering Services, Tagum City,

, Philippines

1. Introduction

Customer Satisfaction among catering services is essentialptéhkebusiness run
smoothly without encountering many problems and difficudtymprove the business profit
and maintain its productivity. Today, it's challengingattain Customer Satisfaction due to
various reasons such as Competition, Demand, PoorBudgeting,uatity @f the Product
provided to customers because customers do not buy goods or servicaselithey the
benefits of goods and services delivered with them. The item's highliglapacities,
reliability, deal action, and client care are the mthiemes expected to meet or surpass the
clients' fulfillment.Fulfilled clients typically bounce blaand purchase more. Other than buying
more,they likewise function as an organization to arrivetlar possible clients by sharing
encounters. (Hague & Hague 2016.)

In the Philippines, the customers often look for value in tHes@rvice andits cost.
Moreover, the delivery of services and the most profitable produttéscompeting market
is oneof the essential aspedtsensure customers' attentidn the off chance that consumer
loyalty is acquired, certainly, client dependabilitywikdivise show up with it. Accordingly,
when the association wins a client, it should keep a deoemtection with the client. The

natureof labor and productsin the twentieth centigrip fulfill the clients and have a protected
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position.It helped the clients essentially on consuming Subjectivesi{®abekah & Sharyn
2004.)

In Tagum City, research does not elucidate the idea tleatlglexplained the
relationship between Service Quality and Customer Setiisfa particularly among Catering
Services. For this reason, as buffet restaurant servicearitocality continue to grow,
researchers have been convinced and utgedonduct the surveyo look for a new
understandingof the factorsof service quality that influence customer satisfaction
understand its relationship.

1.1 Literature Review
To support the findings of this investigation the researchers mresadings and
revisions from books, other researchers, publications, meggaiburnals, newspapers, internet
sources, and other articles that seragthe researchers' references.

Service Quality

Becaus®f the fluctuatiorin the meaningsf service quality, numerous strategies have
been a plaito quantify service quality. Parasuranetial. (1985) foster a 22-thing SERVQUAL
scale, comprising five aspects, specifically Tangible, ReliaplRigsponsiveness, Assurance,
and Empathyto gauge service quality. The SERVQUAL instrument placesstraice quality
is the distinction between clients' assumptions and their dearof the real help, known as
the disconfirmation approach. In light of this methodology, thents' assumptions and
discernment after offering suppg¢ Chingang Nde, 2010).

Service quality is more challenging for the client to ssshan products quality.
Service quality is "intangible" because services, as perfaeyaare challenging to evaluate
before a sale. In addition, because of this intangibility, septioviders can experience issues
discovering how buyers see their service. The service qualityethe way clients senia an
association, which couldeexcellentor poor (Khan, 2003).

Service quality is an essential achievement factor iasmociation's undertakings to
separate itself from its rivals. Robinson (1999) indicatedsatice quality could characterize
the client's mentality or judgment about service superioWlith different administrations
accessible in various areas, clients are getting requestgjuality in the assistance area is
acquiring significance for firms to remain competitive.V&a¥ quality can characterize the
client's mentality or judgment about the predominance oftassie (Robinson, 1999). Kotler
and Keller (2009, pp. 789) tended to "any intangible act ofutian that one party offers to
another that doesn't bring about the responsibility for." Tésenimgof service quality advances
with the times, yet offering quality types assistance intends fulfill clients. (Y Chi, 2016).

Offering phenomenal service quality is broadly perceived asssengal business
necessity (Van der Wiele et al., 2002). The organization digiué excellent quality support
to all clients to arrive at the clients. Service qudttthe center of service promoting, whether
actual item fabricating ventures service industry. With the improvemaenftour general public
these dayst turns outo be more competitive for some organizationthe assistance markets.
As individuals' expectations for everyday comforts rise, they mgedt things from the
organization when clients purchase items and fulfill serguaality. Many creators have
additionally talked about service quality. Thus, the nadfiabjectsis enormous; however, the
assistance quality is also fundamental for the specialispso proper assessment of the
service quality from the clients is vital for the organizasi One of the determinants of a
company's prosperity is how clients see the subsequent servidy,pmglihe apparent help
qualityis the critical driver of seen esteem (Collart, 2000).
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Research has shown that excellent service quality promptsatinéenancef existing
clients and the fascination of new ones, decreased costs, upgoadechte picture, positive
verbal exchange proposal, and, eventually, improved benefit (Cebrah, 2000). The past
exploration shows that service quality is fundamental for mizgéions. Estimating service
quality is a superior method for directing whether the servioegaesitive or negative and
whether the clients will be happy with the assistance (JbbAg011).

Analysts have tracked down troubles characterizing the ideaf service quality
(Parasuramaet al., 1985). These troubles are essential becali$®w the services were
created, consumed, and assessed (Chelladurai, 1999). Gr¢h®843 and Zeithamét al.
(1990) contend that service quaiisymore confounded than product quality. The essential trai
of items empowers blunders underwtybe handily distinguishedn this way, promptly,
arrangements are made address the missteps before offeringclients. Contrasted and

product quality, service qualiig challengingo gauge because services are conceptual
elements with intangible, short-lived, heterogeneous, and synelwr@ustomer Satisfaction

(Lovelock, 2001). Therefore, a few definitions have been dgiwsnpport. Among the
reasons for services are "activities that move values" (W&ulet al., 2002), "the exchange
with the shortfall of possession” (Lovelock, 2001), "deeds, cyaiesexhibitions,” which
accompany their intrinsic characteristics to separate trmmgroducts (Zeithaml, 1998).

There are three prospects under the disconfirmation approasitivgganegative, and
zero. The positive disconfirmation happens when the apparentaassiss higher than the
assumption. At the same time, the negative disconfirmation @xistise off chance that the
evident service quality is lower than the assumption. Zero disp@tfon alludes to the
situation when the apparent assistaaamuivalento belief (Atila Yuksel, 2008).

By incorporating the five aspects in SERVQUAL, service quasita imulti-faceted
peculiarity (Vandamme and Leunis, 1993, Bougoure and Neu, 2010¥ivEhelements in
SERVQUAL are characterizeasunderneath (Parasurametral., 1988).

Customer Satisfaction

Customer satisfaction is generally viewed as the fundamental conipofheencing
client buying expectations. Fulfillment can likewise be anviddal's sensations of delight or
frustration because of looking at an item's apparent exhibitiogsatt with their assumptions
(Kotler and Keller, 2009).

To address clients' issues is the specialist co-op's cemeero; subsequently, they
should focus closarnthis pieceof the assistance. Customer satisfaction shoette objective
for the service providers. Past analysts have observed that custatisaction can assist
brands in fabricating long and beneficial associations witih thients (Eshghi, Haughton and
Topi, 2007).

Assuming an organization neglects to fulfill buyers as reatlgl effectively as its
opponents, it can lose a piece of the market share, clamisfinancial backers. Thus, it is
likewise fundamental for service providers to offer clieartecand consideration. Moreover, it
is anessential estimatioof anassociation's performance (Morgan and Rego, 2006).

Given the essential job of customer satisfaction, it isn'ttisadly to be expected that
an assortment of examination has been given to expldnegdéterminants of fulfillment
(Churchill and Surprenant, 1982; Oliver, 1980; Barsky, 1995h@weit and Bitner, 2003). Bliss
is not set in stone by emotional (e., g., client necessigelngs) and goal factors (e. g., item
and service highlights).

The level of customer satisfaction determines the success obamany. Customers
often come "first" when a company starts, followed by benéitsnpanies that excel in fully
satisfying their customers will stat the industry's top. The business should ensure that they
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offer complete service equal to their monetary value. Bseway to hold consumers' interest
is to give the best and most great producthis competitive environment. Assuming customer
satisfactioris acquiredjt is practically inescapable that customer loyalty will foll@ustomer
satisfaction is affected by exact item or service highlights\éew of value. Consequently,
when the clients happy with the item or serviaé the organizationit can make the client buy
now and again and prescribe products or services to poskérits.cA business association
can't develop assuming the organization overlaolgnores clients' requirements (Tao, 2014).

Their relationship has started strong scholastic interest amergrchers throughout
the long term (Bitner, 1990). Even though analysts byamnge Iconcuin regardgo the positive
connection between service quality and customer satisfadtgincausal relationship, whether
service quality causes customer satisfaction (Bolton and Drew, B@gdsuramaet al., 1994,
Spreng and Mackoy, 1996) or customer satisfaction drives serviceyd@liter, 1990) is as
yet a contention (Shemwat al., 1998).

Correlation between M easur es

There is a significant relationship between the two tegawherein service quality
generally impacts customer satisfaction. Service quality androesisatisfaction are, without
a doubt, the two fundamental idéashowcasing hypothesis and practice (Spreng and Mackoy,
1996). In the present severe conditions for all service ordamizathe essential highlight
economic upper hand liés conveying top-notch administration that will, this way, bratgut
fulfilled clients (Shemwelktal., 1998).

According to the clients' point of view, they need to geicdyquality results and need
significant assistance. Accordingly, service organizations meefirther develop service
quality during service conveyance and gain customer satisfa@iamtts, 1999). A service
offering resembles a cycle. Along these lines, service gualifundamental for customer
satisfactionin affecting recurrent support, and positive informal exchaisgeery much
reported. In addition, the significance of customer satisfacind service quality has been
demonstrated applicable to assist with working all in alilaétibns of organizations. (Magi
and Julander, 1996)

Towin the present commercial center involves the neednstruct client connections
and not simply make the items; building client connectionsi@mglonveying better worth over
contenders than the objective clients (Kotler et al., 200%). assessment of the help quality
for anorganizations found on the clientst was evident that clients assume fundamental parts
in the authoritative interaction (Lee and Ritzman, 2005). Wédnean organization offers
excellent service quality will rely upon the clients' inmut the fulfilment they get from
consuming the items since more elevated levels of value leawrte significant levels of
customer satisfaction (Kotler and Keller. 2009).

Because of the various assumptions from clients, spedalsis needo contemplate
different waysto develop service quality further for expanding customer satisfactihe help
interaction resembles a chain of equal and consecutiveise®ithat an organization ought to
consider how to offer excellent assistance. Numerous reseaittwénee concentrated on the
connection between customer satisfaction and service qualipggng that service quality is
essentiain deciding customer satisfaction. Notwithstanding, when spsmalbps offer types
of assistance to the clients in the help conveyance, now amdl digere will be a few
distinctions between the client assumptions and company impressient assumptions
(Wilson et al., 2008). These days, further developing thecgequality for clients is vital.
Knowing what the client needs is enormous for organizationsefme benefits and improve
their standing.

Since customer satisfaction and service quality are twatigned ideasof the
promoting hypothesis and practice (Sprend and Mackoy, 188&ptler and Keller (2009:
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pp.169) state: "fulfillment relies on item and service qudliihere is no question that the
economic upper hand lies in conveying excellent help that wilighabout fulfilled clients
(Shemwell et al., 1998). This way, there isn't so muchrasasure of uncertainty concerning
the significance of service quality and customer satisfaetsotefinitive objectives of service
providers (Sureshchandaral., 2002).

An essential arrangement exuding from the broad scope tifigvan service quality
and customer satisfactiois that quality and Satisfactionsatisfaction are theordyical
unmistakable yet firmly related builds (Shemwell et al., 1998 new exploration likewise
saw that service quality and customer satisfaction areyficothnected; it tends to visit from
the high connections between's them (Sureshchastdhr 2002).

It is well-informed that interests in customer satisfacticlient connections, and
service quality leatb productivity and the overall industry (Rust and Zahorik, 1993).

Service Quality relatively influences Customer Satisfactidmse indicators can help the
catering services become more competitive and differenth&se, you can draw in more
clients, and it would be helpful as far as a great ber@fistomer satisfaction affects brand
faithfulness, and the actual re-buy conduct of a similar b@ndcpts long-term business
benefits. Then again, the idea of devotion is complicatethtdy. Many creators have given
meaning®f reliability, yetatthe same time, thei®no bound together definitian the thought.
Walsh et al. (2008, 977-1004). Loyalty can be perceived as the deatamn of constantly
purchasingr consuming labor and products from the opposition.

1.2 Research Objectives
The primary purposef this researcks to determine the influenaaf service quality on
customer satisfaction among catering servinésagum City.

The following objectives are:

1. Tomeasure the level of service qualityterms of:
1.1 Tangibles
1.2 Reliability
1.3 Responsiveness
1.4 Assurance
1.5 Empathy
2. Toassess the levef customer satisfactian terms of:
2.1 Subjective Factors
2.2 Objective Factors
3. To determine the significant relationship between Service iQuahd Customer
Satisfaction.
4. To determine which domaiof service quality significantly predicts customer
satisfaction.

1.3 Hypothesis

The study hypothesis was tested at a 0.05 level of significateting no significant
relationship between Service Quality and Customer SatisfantCatering Services.

2. Method
2.1 Research Design
This Study was non-experimental, using tteerelational methodCorrelational
explorationis anon-experimental research technique. A researcherestinhetésd variables

comprehends and evaluates the real connection with no impacarfyorandom variable.
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This Study dealt with quantitative data based on a mentjpimeciomenon.It has been
given an appropriate time and schedule to gather the data desitre respondents that
answered the questions made by the researchers. The datadatepresents a count or a
number, with each data set having a distinct numeridaév&urveys and questionnaires are
often used to gather data for statistical analysis andeareto a particular segment of the
population. This study focuses on determining the Influence of®@e@iality on Customer
Satisfaction among Catering Serviges agum City.

2.2 Population and Sample
Random sampling was usetdthe selectiomf the respondent3heStudy's finding
was specifito the selected catering servide§ agumCity.The scope and the sample limited
the possibility for the general applicability of the findinggcordingly, even though
there coulde standard features, the findings may not have generatapibtiy to other
systems.

2.3 Data collection Procedure
After getting the approval of the panel members, the researchee undergone the
steps and procedures to gather data for the Study. Permtissioruct the survey made by
the researchers was done by asking permission fromthe assigned peasommglcatering
services in Tagum City. Researchers discussed the detaiteio research and sought
permission from them for the necessary data collected: gdtking approvathe researchers
started conducting the stuttythe respondents.

Then the permission was granted, the questionnaires aistributed, and the
appropriate instructions were given and explained througHeytargns, wherethey were filled
up online. Furthermore, the researchers retrieved the quedtamafter answering all the
items. Finally, the researchers tallied and tabulateieatlata gathered from the respondents,
subject to statistical analysis.The statistical result has tmeenulated based on the findings
of the Study.

2.4 Data Analysis

The data gathered through the research instruments wied, tedbulated,
interpreted, and analyzed using Mean, Pearson-r and MuRipgjression Analysis.
Mean was used to determine the level of service quality lewel of customer
satisfaction, Pearson-r was usedietermine the relationship between service quality
and customer satisfaction and finally, Multiple Regrassimalysis was used to
determine service quality's influence on customer satisfa@mong catering services in
Tagum City.

3. Reaults

3.1 Levd of Service Quality

Shownin Table 1, the mean indicatoo$ Service Quality withan overall mearof
3.99 are describaakhigh with a standard deviatiarfi 0.70. The high level coulgeattributed
to the increased rating given by the respondents in all ointheators. It means that the
respondents’ response to employees' service quality in CateningeSen Tagum City was
much observed in Tangible, ReliabjliiResponsiveness, Assurance, and Empathy.

The given overall mean score was the result gathered frofoliing computed
mean scores from highest to lowest: 4.06 or high descriptive levEhfipathy phase with a
standard deviatioof 0.73; 4.0®r high descriptive level forAssurance phase with the standard
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deviation of 0.76; 4.00 or high descriptive levelfor Responsivenesse phith the standard
deviation of 0.75; 3.98 or high descriptive level for Tangiblesrekegvith the standard
deviation of 0.77; and 3.93or high descriptive level for Reliabilitgsghwith the standard
deviation of 0.70. This implies that the level of service qual@sceived by customers was
satisfactory.

Table 1. Leve of Service Quality

_ Descriptive
Indicators Mean SD Equivalent
Tangibles 3.98 0.77 High
Reliability 3.93 0.70 High
Responsiveness 4.00 0.75 High
Assurance 4.00 0.76 High
Empathy 4.06 0.73 High
Overall 3.99 0.70 High

Empathy obtained the highest mean score, which much obsemwdCatering. This
implies that the employees show caring, individualized attemtianthe Catering provides.
Moreover, this performance shows employees concern for tsinroers.

Assurance and Responsiveness indicators both got thesecond-highesicorean
among service quality indicators. For the Assurance,thisgribahthe Catering had displayed
Employees' civility and knowledge and their capadityinspire trust and confidence.
Moreover, employees who possess this performance can convey ttustrdidence with
their customers. While Responsiveness, which primary indicstitve employees' eagerness
to assist customers and give quick service.

Moreover, Tangible as the indicator of Service Quality whictained second to the
lowest mean, this indicates that tangibles such as equipmeffi, astdfcommunications
materials in the physical facilities provide service to th&t@mers that assess and perceive
service quality. It also implies the efficiency of trangawiamong catering services and the
accesgothe facility tangibles thatprovide ease and convenientte customers.

Lastly, Reliability, the indicatoof Service Quality that obtained the lowest mean, this
implies that firms work hard to keep their promises andpi@ntion to the outcomes. Thus,
this indicator indicates that the employee canbe relidnlimg service.

3.2 Level of Customer Satisfaction

As shown in Table 2 the mean score of Customer Satisfaction nvitlrexall mean
of 4.06is describedshigh with a standard deviation of 0.68. The level could trivatedto
the increased rating every indicatorlt means that theCustomer Satisfaction among Catering
Servicesgn Tagum Cityis also much felt interms of Subjective factors and Objedtiactors.
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Table 2. Level of Customer Satisfaction

. Descriptive
Indicators Mean SD Equivalent
Subjective Factors 4.02 0.71 High
Objective Factors 4.09 0.71 High
Overall 4.06 0.68 High

The cited overall mean score was the result gathered frerfoliowing
computed mean score from high#stlowest: 4.09or high descriptive level for

Objective Factors with the standard deviatd®.71; and 4.02r high descriptive
level for Subjective Factors with the standard deviatiod. 1.

The indicator in Customer Satisfaction with the highest mearre gbat much felt
among Catering Services is Objective Factors. It meanst thlalys a critical function as an
indicator that provides a product that meets customersti@tipns, provides quality services,
offers a good quality product, and providesproduct benefit to persuatamer satisfaction
and loyalty.

Lastly, Customer Satisfaction that is much felt among Cat&ergices in Tagum
City is Subjective Factors, being an indicator with the kiwmean, which indicates a
moderate response to requests and changing requirememescastomers without hesitation
andto shows a good behavior providing services$o create the overall customer experience.

3.3 Significance of the Reationship between Service Quality and Customer
Satisfaction
This is a critical purpose of determining whethar not Service Quality has a
significant relationship with Customer Satisfaction among GajeSeervices in Tagum City.
Pearson-r was used to determine the correlation betweéndhariables. The results of the
computation are showin Table 3.

The resultsrevealed that Service Quality versus Customer Satisfaction has a
significant r-valueof 0.928. The resuls dueto the p-valuef 0.001, whichs lower than 0.05
level of significance. This prompted the choice that the nydbthesis, whichexpressed no
significant relationship between Service Quality and CustoatisfSction, is rejected. This
further intends that there is a considerable connection betfaetors corresponded. In light
of the Connection between Service Quality and Customer &aiisf, it has been apparent
that Service Quality influence Customer Satisfaction amonteyiig Servicesn Tagum City

Table 3. Significance relationship between Service QuatityCustomerSatisfaction

Variables Mean SD rValue r Square p-Value Decision
Service

Quality 3.99 0.70

Customer .
Satisfaction  4-06 0.68 0.916 0.8391 0.001 RejectHo

*Significantat 0.05 significance level.
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3. 4 Regression Analysis of the I nfluence of Service Quality on Customer Satisfaction

Data shown in Table 4 are the regression coefficients tthesignificantinfluence of
the overall Service Quality and Customer Satisfaction arGaneringServices Tagum City.

Using Multiple Regression Analysis, the data revealed ttmatinfluence ofService
Quality on Customer Satisfaction among Catering Services hksvalueof 178.111 and a
corresponding p-value of 0.001. This means that Service gigfitficantly influences
Customer Satisfaction since the probability value is less @2t The R2-value of 0.861
implies that 86.1% of the Customer Satisfactionamong Cateringc8g in Tagum City is
influencedby Service Quality, while other factors influenced the riemg 13.9%.

The indicator Tangibles Phase has a b&ta217 and a corresponding p-vaafé.001,
which means that the Tangibles Phase has a signifidarégnoeon the Customer Satisfaction
among Catering Services since the probability les®l0.001, whichis the Level of
Significance 0.05. The Reliability Phase has a betaof 0.137 arealue of 0.124, which
means that the Reliability Phase has no significant infleem the Customer Satisfaction
among Catering Services in Tagum City since the probabilityevia 0.124, which is higher
than 0.05. The Responsiveness Phase has aflie@65 and a p-valug 0.514, which means
that the Responsiveness Phase has no significant influence @ushamer Satisfaction
among Catering Services in Tagum City since the probabdityevis0.514, which is higher
than 0.05. The Assurance Phase has a beta of 0.138 and ap-vall@&lofvhich means that
the Assurance Phase has no significant influence on the Qust®atisfaction among
Catering Servicem Tagum City since the probability valis®.181, whichs higher than 0.05.
Lastly, the EmpathyPhase has a loéta. 550 and a p-valugf 0.001 which means the Empathy
Phasehas a significant influence on the Customer Satisfactionga@atering Servicesin
Tagum City since the probability value is 0.001, which is lolwvant0.05. The overall result
of Service Quality significantly influences Customer Satigfacakmong catering services in
Tagum City.

Table 4. Regression Analysien the Influenceof Service Quality onCustomer Satisfaction

I ndependent Unstandar dized Standar dized t- p- Decision
Variables Coefficients Coefficients value value
B SE B

(Constant) 0.431 0.125

Tangibles 0.191 0.050 0.217 3.856 0.001 RejectHo

Reliability 0.135 0.086 0.137 1.549 0.124 Donot reject
Ho

Responsiveness 0.05€ 0.089 0.065 0.654 0.514 Donot reject
Ho

Assurance 0.124 0.088 0.138 1.407 0.181 Do not rejectHc

Empathy 0.512 0.075 0.550 6.831 0.001 Reject
Ho

Dependent Variable Customer Satisfaction

R=0.928 R2=0.861
F=178.111 p value= 0.001
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4. Discussion

4.1 Level of Service Quality among Catering Servicesin Tagum City

The respondents’ reactiomis their levelof service quality were uncoveredto be high.
This implies that all actions depicted in service quaiitgatering Services in Tagum City
were highly noticed. This outcome is upheld by the Studyof (Panasm et al. (1988)
expressed that service qualgythe inconsistency between a client's assumptions for @servi
offering and the client's view of the service got, expectegpondents to address inquiries
regarding both theirassumptions and their insights.

The level of Empathy as perceived by the customers among caderiviges was
high. This signifies that Empathy is much observed among cateinges in Tagum City.
This further means that the dimension of Empathy was cleaizzad by Parasuraman et al.
(1985)asthe organization's capacity throughits workergive due careo the clients, address
their individual and individual worries, and get their requigats. These components have
been applied in Ananth et al. (2011) study, and discoveries shopaitiae relationship to
customer satisfaction as applied to banks in the private afeastdo (1997) haslikewise
upheld the idea by characterizing compasaigthe representatives' eagerngssvite clients
and deal with their particular necessities. Similarly,rémpondents likewise showed a high
degree of Assurance andResponsiveness. The high appraising implidse thffirmation
marker in the lodging is quite noticed. It recommends thatrdabshow ability and civility
and the ability to move trust and certainty. It likewisdi¢ates that representatives withthe
affirmation characteristic can ingrain confidence and frutteir clients (Parasuramanal.,
(1988). Besides, one more component of service quality is Responsjwehiggswas high,
ordinarily gauges the capacib§the organizatiowr firm to answer clients with readiness and
the expeditiousness of the help. This definition has been adjustédhiogton (1997) to
incorporate the ideal conveyamafeservices with speett counter the issues of long lines and
holding up periods. Moreover, in this aspect, the idea of how rapidiydhieers ought to
answer the client's necessities and proiesended.

The results in terms of Tangible as perceived by the customers dbadngng
Services in Tagum City, which has the second-lowestmealty thgt the tangibles aspect of
service quality has alluded to Fitzsimmonsand Fitzsimmons (2014) asittheance of the
offered types of assistance. It incorporates the assmt@tinaterials and gear and actual
offices, the existing natural circumstances, materialsdaespondence, etc. Likewise, Davis
et al. (2003) have confirmed that service quality essentifigcts advanced education
specialistco-ops.

Similarly, Reliability as perceived by the customers amongr@et Services in
Tagum City, which has the lowest mean, implies the persatogina consistent capacity to
deliver the promised serviceEmployees’ package and offer quality service with
dependability and accuracy to customer satisfaction to Skahkin, (2006). As a result, this
indicator shows that the employee will be dependable whilb@job.

4.2 Level of Customer Satisfaction
The respondents' responsesheir levelof Customer Satisfaction were revealed
to be high. This means that Customer Satisfaction, as perdeyvéte customers among
Catering Services in Tagum City and its significance wharacterized by Zeithami et al.
(1996) as, to make the constant progress of the foundationsheveng haul, the need to
underscore customer satisfaction is acrucial thought. All ificdfillment must be met when
the exhibition created by the foundations surpassest dissumptionsin this specific
circumstance, different creators and specialists haveasigglu the significanca customer
satisfactionas well as disappointment as connected with the teamslaccomplishment of
achievement and the incurrenoédisappointment&n the partof measuring upothe
WwWw.1jrp.org



Lucela B. Regidor / International Journal of Research Publications (IJRP.ORG) @ IJRP .ORG

3578 (Online)

256

assumptionsf the clients (Chidambaram and Ramachandran, 2012; Kéterig 2010). Lau
and Cheung (2013) explicitly clarified that living tgothe clients'assumptions won't just give
customer satisfaction yet additionally foster client devotimat will then, at that point,
decrease the instanced client misfortune rates or further develop the standard fo
dependability. Service quality conveyanceis viewed as a sigmtifiGaiable to consider in
laying out customer satisfaction and the relationship that lvélicreated between the
foundation and the clients (Amin and Isa, 2008).

The level of Customer Satisfaction in terms of Objectivetéia as one of the
indicatorsasperceived by the customers among Catering SeriricEsgumCity was higin
comprising of and centering as far as product and servigdidiits as founded on the
hypothesis of Festinger's (1957) which means that buyers make soméveagmitelation
between their assumptions regarding theproduct and the perqmiwddct and service
execution. As Anderson (1973) indicated, purchasers, try to avoidrdlikgochanging
insights about a given item's highlightsalignit more with the assumptions. Besides, because
customersatisfaction is likewise founded fair and squarerefceequality provided by the
service provider (Lee et al., 2000, p. 226), service quality igtarmdinant of customer
satisfaction (Wilsoret al., 2008, page 79-80).

The indicatoiin Customer Satisfaction which was also observed among Catering
Services, is the Subjective Factors determined as (e.@nwrsheeds,emotions). This means
that Subjective Factors is the perception of a produaservice among Catering Services in
Tagum City plays a critical function as an indicator to measustomer satisfaction and
retention. This shows that Subjective Factors affect custonigiastion by demonstrating a
pleasant behavioof the staff and prompt servicds establishan excellent customer
experience. Besides, Lau and Cheung (2013) explicitly clarifiatl theasuring upto the
assumptions of the clients won't just give customer satisfacticadgitionally foster client
reliability that will then, at that point, decrease thstancesof client misfortune ratesr
further develop the standard for dependability as customer sttisfecan likewise be
inferred subjectivelyasbuyers check out their view ofanitemor assistance.

In conclusion, a sign of Customer Satisfaction high among Catgangces in
Tagum City is the Subjective Factor, a marker with the masitmal mean. It also shows its
impactonthe clients' impressioof the items and servicesconcerning clients' assumptions that
create fulfillment.

Significance of the Relationship between Service Quality and Customer Satisfaction

The Study resulted in the relationship between servicetgaald customersatisfaction
exhibited and laid out. Catering ServidasTagum City endeavor hardto accomplish high
customer satisfaction through excellent service quality.

The Levelof Service Quality came aboub be highas service qualitypointers
stay a topiof conversation. For examplie, the cordiality business areaexplicitly on catering
administrations, our review shows that help quality aspectqaffhiy, Assurance, and
Responsiveness, showed a high-level mean. Likewise, Tangibility diadbiRg, which have
the most reduced, play a significantrelationship in customdsfazion in thought for
productive business activities.They laid out the connection betaa®ite quality aspect
and customersatisfaction viewed as a positive relationship. Sub#dggsaw service quality
has broadly been considered a forerunner of customer satisfamtidrpastexaminations
have discovered its relationship (Naik et al., 2010; Yeé ,e2@l1).In the level of Customer
Satisfaction with the highest mean the Objective factor,thedndicators with the lowest
mean, the Subjective Factor. The Study resulted in obje@oters highly influencing and
building customer satisfactiorit generates valid and consistent customer feedlbgck
providing a good quality product and overall service experiehaé meets customer

expectations to establish customer satisfaction. Also, the Givisjéactor resultedh
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contributingsignificantlyin persuading customer satisfaction and retersgits attributesto
how staffs pleasantly handle customer's needs efficiently arctiedlg as well asproviding
quick solutions to changing demands of customers where researahersatked down the
connection between the two variables and filled in as aimecto client dependability and
maintenance for productive business tasks in a prevailingtisih as applied to the help
business. (Akhtagtal., 2011; Cameranet al., 2010).

Regression Analysis of the I nfluence of Service Quality on Customer Satisfaction
The regression coefficient is to test the significant eritte of Service Quality on
Customer Satisfaction among Catering Services in Tagum dsing multiple regressions,
the data revealed that Service Quality's Influence on CustBatesfaction among Catering
Services in Tagum City has a significant Influence. It rmahat Customer Satisfaction is
significantly influenced by Perceived Service Quality.

From its beginning into the promoting and business writing, ¥ well be found out
that the essential inspiration in concentrating on sergi@lity was to quantify fulfillment
with an association's administrations (Cronin and Taylor, 180kjht of Oliver's (1980)
disconfirmation model, the earliest service quality instrumeaweiguested clients for
discernments from fulfillment about the help theygot. Many tools (oayrfSERVQUAL
planned by Parasuraman et al. (1985)) asked that clientbeatdegree of Satisfaction on a
scope of service quality things properties.

As the examination developed and satisfaction and servicéygwak recognized as
particular builds, researchers started to inspect theifarsaip (Spreng and Mackoy, 1996;
Tian-Cole, Crompton, and Wilson, 2002). letal. (2007) give the 25 best conceptualizations
of contrast of these two develop by expressing: "fulfillmerd imental result gotten from
experience, though service quali&wvorried about propertiesf the actual assistance.” (p.404)

5. Recommendation

After a thorough review of the aforementioned findings emclusions
of the study, the following recommendations were offe&idce the degree of
Service Quality and Customer Satisfaction was high, the acconmggpmgposalscan be
introduced. The management of the said Catering ServieesgaTagumcCity could lay
out their present administrations to at minimum an extisepa@latable level thinking
about that the reactions from clients set just settle sporeses on the markers which are
the Empathy, Assurance, Responsiveness considering th@atbase indicators which
needdo be assessdd enforceconsistency with the delivery of services and ptasen
of products. The management can also provide their customegalar feedback system
to evaluatdf thereis animbalancen delivering services and products; thinking aboutthe
significant relationship between service quality, consunmyalty, and more
accentuatiommn progress will improve the clients' Significant input.

Moreover, Catering management could better understand vatdtdrs need to
be prioritized and give attention to considering the indisapérService Quality which
are the Tangibles and Reliability. Catering managementdcoahsider applying
technology to improve their supplies, equipment, facility, anchtefienctions as a
technology upgrade the visitor experience, smooth outactivities, eevemsventions,
and further develop correspondence among staff and clients.

Furthermore, the level of Customer Satisfaction resulted imgbgigh. The
Objective Factor management could also establish marketaiggies that can improve
their catering business operations, considering it a wideirgp@mndcomprehensive
plan that will enable therto promote the catering business and itsproducts and services.
In addition, catering management could also provide Cost-\#aalysisto analyze the
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benefits from the product and services provittetthe customers and later customers
gather new item thoughts and infut existing and forthcoming items.

Moreover, to provide customers at least a satisfactory Imahagement could better
understand better ways to boost customer retention. Subjectives-ace based on
customers' perceptiasi the product and services. The Catering Services shoaldisht
an evaluation on understanding customer expectations. If the staNécehere is a
distinction between client assumptionsand your item or seicavhatever it takes to
connect it—sending out customersurveys, seeking their feedback, and enoguifagin
to provide input in the future. Catering management and aaom can facilitate
training to their staff as those trained wells are battéaking care of and settling client
issues. Prepared client care has better records and fent@dlyn increments customer
satisfaction.

In addition, to more readily get the connection between &erQiuality and
Customer Satisfaction, the establishment could set up commuaigesouragestaff to
reach full potentiabnanexcellent method for taking caredient supportand addressing
any client concerns. Similarly, to motivate customersryduture products they will
receive and services they will experience.

Lastly, the owners and the employees of the Catering Servitd&emnefit from
this research since they will be able to continue to ingtbeir organization's overall
performance. It will give the whole organization an éece working environment and
success and seek and determine measurable improvements to expatuditisefigl
coverage.
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