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ABSTRACT

This study aimed to investigate customer demographic relationship between customer
perceptions and customer behavior through service marketing mix (7P’s). This study was also
conducted based on theories of perception and behavior of customers that have been formed as a

result of previous studies.

This study uses quantitative methods involving 400 customers who have enjoyed the
RFC products. A simple random sampling group data was statistically delineated through

frequency, percentage, mean, standard deviation, t-test, f-test and chi-square test.

The main finding of the study examines how the differences of demographic have
differences in customer behavior and customer perception. At the end, the result show that the

some demographic have relationship among behavior and perception.



ABSTRAK

Penyelidikan ini bertujuan untuk mengetahui hubungan antara demografi pelanggan
dengan persepsi pelanggan dan tingkahlaku pelanggan melalui percampuran pemasaran (7P's).
Penyelidikan ini juga dilakukan berdasarkan teori-teori persepsi dan tingkahlaku pelanggan yang

sediada dari kajian sebelumnya.

Penyelidikan ini dilakukan dengan menggunakan kaedah kuantitatif yang melibatkan 400
soal jawab diberikan kepada responden atau pelanggan yang telah menikmati produk di RFC
Restoran. Kaedah random sampling group secara statistik digambarkan melalui frekuensi,

peratusan, purata, standard deviasi, ¢-test, f-test dan chi-square test.

Penemuan yang terhasil dari kajian ini menunjukkan bagaimana kajian yang dilakukan
terhadap perbezaan demografi mempunyai perbezaan dalam tingkahlaku pelanggan dan persepsi
pelanggan. Pada akhirnya, keputusan kajian menunjukkan bahawa beberapa demografi

pelanggan mempunyai hubungan antara tingkahlaku dan persepsi.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

This chapter provides an overview of the study background, problem statement, objectives of
the study, research questions and definition of the key terms used in this study. These are
followed with discussion on the contribution of this study. Finally, this chapter ends with a

discussion on the organization of remaining chapters.

1.2 Background of the Study

Increasing personal income and urbanization of Malaysian population has created changes in
the customers’ lifestyle. Customers are demanding for more variety and quality of food they
consumed and are increasingly exposed to western food cultures. Customers are also
experiencing a busier pace of life and creating demand for more processed foods that are
convenient to prepare rather than traditional cooking. These situations make the customers to
choose fast-food products in the market. A fast-food restaurant is characterized as quick
services of franchised restaurant chain, which supplied the food quickly after ordering and
minimal service offering for dining and takeout facilities (Elliot and Reed, 1999). According
to Gressel (2005), customers are generally price sensitive towards purchases of food, but those

from the middle to high-income group are willing to pay more for the quality foods.

Based on the research conducted by ACNielsen Online Consumer Survey of fast food

customers in Asia Pacific (2004), Malaysia was ranked second from the top 10 countries that
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