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Abstract: The Mexican division of an international fast food restaurant received some complaints related to large service 
timeouts in several branches. The company decided to hire mystery shoppers in order to obtain reliable first-hand information 
about why their service was taking too long, and why were there so many complaints. This study shows the results of the 
evaluation made based on the times taken by the mystery shoppers for 13 different branches located in the states of Tlaxcala 
and Puebla, Mexico, for the first half of 2013 with two samples per branch. The results were analyzed and they revealed that 
the average of the service time since customers get in the line until they receive their complete order is 3.5 minutes. Although 
the process is in statistical control, the variation in service times is significant and it is close to its control limits. Customers’ 
specifications and process capability were also taken on account. Some samples were analyzed individually to find out 
special causes of variation that might affect the process and customer satisfaction. In order to reduce the complaints and 
increase customer satisfaction, the entire process was analyzed and based on the results some improvement strategies were 
proposed. 
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1. Introduction 
 

“There is only one boss: the customer. And he can fire everybody in the company from the chairman on down, 
simply by spending his money somewhere else”, Sam Walton, Founder of Wal-Mart used to say. Contemporary markets are 
increasingly demanding, customers nowadays demand better products and services that meet not only their needs but also 
their expectations.  

Today's organizations need to develop a customer-focused strategy, the expectations and needs of customers and 
users are what drives or compels organizations to seek competitive advantage based on continuous improvement. Some of the 
actions carried out to achieve this are: seeking to be at the forefront, make improvements or changes in their operations, and 
develop services and strategies to achieve their business objectives taking into account the needs of their customers. All of 
these are involved in the relentless pursuit of quality. 

Quality in services is measured differently from quality in products. There are several characteristics which 
differentiate a service from a product; these are perishability, heterogeneity, intangibility and ownership. Basically, services 
are sold exclusively on the basis of benefits they offer, services cannot be made available in advance, when offering a service 
time utility is critical, and a service once consumed cannot be returned. All of these characteristics make hard to control 
service quality. 

Talking about fast food restaurants, much has been discussed about if what they sell is a product or a service. In fact, 
food quality is a fundamental component to satisfy restaurant customers; however, people attend this kind of restaurants not 
for their taste but for their service mostly. Restaurant managers can have the food prepared in advance, get the ingredients 
ready to be served or have food stocks replenished, but can they make all the dishes one day in advance and then serve the 
customer when he comes? No, they can’t. They have to wait until customers go into the restaurant, then the moment of the 
truth comes. 

After extensive research, Zeithaml, Parasuraman and Berry found five dimensions customers use when evaluating 
service quality (Parasuraman, Zeithaml, & Berry, 1985). The five dimensions are: 
• Tangibles- Appearance of physical facilities, equipment, personnel, and communication materials. 
• Reliability- Ability to perform the promised service dependably and accurately. 
• Responsiveness- Willingness to help customers and provide prompt service. 
• Assurance- Knowledge and courtesy of employees and their ability to convey trust and confidence 
• Empathy- Caring, individualized attention the firm provides its customers. 
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