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Abstract: This study aims to assess the digital innovation and service quality of selected fast casual restaurants in
Metro Manila as a basis for developing a competitive v advantage plan. Specifically, it seeks to evaluate how
restaurant managers, staff, and customers perceive digital innovation in terms of online ordering systems, mobile
application features, integration with third-party delivery platforms, data analytics usage, contactless payment
solutions, and loyalty program automation; determine whether significant differences exist among the assessments
of these groups; examine the level of service quality in terms of responsiveness, reliability, tangibles, assurance,
empathy, and complaint handling; and identify any significant relationship between digital innovation and service
quality. Furthermore, the study aims to determine the problems encountered in both areas, develop a competitive
advantage plan based on the findings, and assess its acceptability among the respondents.
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The Problem and Its Background
Introduction

The rapid advancement of digital technologies has
transformed the way organizations create value, deliver
services, and sustain competitiveness in today's business
environment. Across the service sector, digital innovation has
become an essential strategic capability that enables
organizations to improve operational efficiency, enhance
customer experiences, and respond more effectively to
changing consumer demands. In the restaurant industry,
technologies such as online ordering systems, mobile
applications, contactless payment solutions, data analytics,
loyalty program automation, and third-party delivery platform
integration have fundamentally changed how businesses
interact with customers and manage daily operations.
According to Statista (2024), the continuous growth of the
global online food delivery market reflects consumers
increasing preference for digitally enabled dining experiences,
highlighting the growing importance of digital transformation
asadriver of business competitiveness.

Concurrently, service quality remains a pivotal determinant
of customer satisfaction and business
competitiveness in service industries. Established dimensions
of service quaity--responsiveness, reliability, tangibles,
assurance, and empathy--continue to guide the evaluation of
customer experiences. Digital innovations have the potentia to

long-term

enhance these dimensions by enabling greater speed, accuracy,
and accessibility in service delivery. However, the mere
adoption of technology does not guarantee improved service
outcomes; its effectiveness hinges on the degree of integration
into frontline operations and on employee engagement with
these tools. When properly aligned, digital innovation reduces
wait times, minimizes order errors, and enables rea-time
customer interaction, thereby bolstering customer loyalty and
retention.

The fast-casual restaurant industry in Metro Manila has
witnessed significant growth, driven by urbanization, rising
disposable income, and evolving consumer preferences for
convenient dining options. This segment--characterized by a
balance between quick-service and higher-quality food
offerings--operates in an increasingly competitive, digitally
focused market landscape. Prominent brands such as Shakey's
Pizza, Kenny Rogers Roasters, Tokyo Tokyo, Yelow Cab
Pizza Co., and BonChon Chicken have adopted a range of
digital solutions, including online ordering platforms, mobile
applications, third-party delivery integrations, contactless
payments, data analytics, and loyalty program automation.
These digital initiatives aim to optimize operationa efficiency,
enhance customer convenience, and solidify competitive
positioning. The implementation of such technologiesis further
reinforced by Republic Act No. 8792, which institutionalizes
electronic transactions and promotes digital business practices
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nationwide.

Challenges persist in consistently trandating digita
innovations into superior service quality. Service quality
inconsistencies remain evident, particularly regarding
responsiveness, complaint handling, and system reliability. For
example, delays in online order processing, integration issues
with delivery platforms, and inconsistent mobile app
performance continue to hinder a seamless customer
experience. Additionally, variability in employees readiness
and adaptation to digital systems contributes to fluctuations in
service delivery standards. These practical challenges highlight
critical research gaps, notably the insufficient understanding of
how digital innovation affects service quality from the
perspectives of multiple stakeholders--namely, managers, staff,
and customers--within fast-casual restaurantsin Metro Manila.

In recognition of this gap, the present study assesses the
digital innovation practices of selected fast-casual restaurantsin
Metro Manila with respect to online ordering systems, mobile
application features, integration with third-party delivery
platforms, data analytics use, contactless payment solutions,
and loyalty program automation. It likewise evaluates service
quality in terms of responsiveness, reliability, tangibles,
assurance, empathy, and complaint handling; identifies the
problems encountered in relation to digital innovation and
service quality; determines the relationship between digital
innovation and service quality; examines the differences in the
assessments of restaurant managers, staff, and customers; and
evaluates the acceptability of the proposed Competitive
Advantage Plan.

The findings of the study are expected to provide practical,
evidence-based insights that will help fast-casual restaurants
strengthen their digital capabilities, improve service quality,
enhance customer satisfaction, and sustain competitive
advantage in an increasingly digital and customer-oriented
business environment.

Theoretical Framework

This study is anchored on two complementary theories that
explain how digital technologies contribute to service
excellencein the fast casual restaurant industry: the Technology
Acceptance Model (TAM) developed by Fred D. Davis (1989)
and the SERVQUAL Model developed by A. Parasuraman,
Vadarie A. Zeithaml, and Leonard L. Berry (1991).

The Technology Acceptance Model (TAM), introduced by
Davis (1989), explains that an individua's intention to adopt
and use atechnology is primarily influenced by two key beliefs:
perceived usefulness and perceived ease of use. Perceived
usefulness refers to the extent to which users believe that a
technology enhances their performance or experience, while

perceived ease of use refers to the degree to which the
technology is perceived as simple and effortless to operate. In
the context of this study, digital innovations such as online
ordering systems, mobile applications, contactless payment
solutions, loyalty program automation, data analytics, and
third-party delivery platform integration are more likely to be
accepted and utilized when restaurant managers, staff, and
customers recognize their benefits and find them convenient to
use. As these technologies become integrated into restaurant
operations, they contribute to improved operational efficiency,
faster service delivery, greater customer convenience, and
enhanced overal dining experiences. Thus, TAM provides an
appropriate theoretical basis for explaining how technology
acceptance supports the successful implementation of digital
innovation in fast casual restaurants.

Complementing TAM, the SERVQUAL Model, developed
by Parasuraman, Zeithaml, and Berry (1991), provides a
well-established framework for measuring service quality
across five dimensions: reliability, responsiveness, assurance,
empathy, and tangibles. The model emphasizes that customers
evaluate service quality by comparing their expectations with
their actual service experiences across these dimensions. In
fast-casual restaurants, where customer satisfaction and repeat
patronage are essential for maintaining competitiveness,
consistently delivering high-quality service remains a strategic
priority even amid increasing digital transformation. The
SERVQUAL Modd is particularly relevant to this study
because it enables the assessment of how digital innovation
influences service performance in areas such as promptness in
responding to customer requests, reliability of service delivery,
employee competence, personalized customer care, physical
facilities, and effective complaint handling.

By integrating the principles of SERVQUAL with digital
innovation practices, the study recognizes that technological
advancement alone is insufficient to achieve organizational
success unless it is accompanied by excellent service delivery.
Consequently, the combination of TAM and SERVQUAL
provides a strong theoretical foundation for understanding how
technology adoption and service quality collectively strengthen
the competitive advantage of selected fast-casua restaurants in
Metro Manila

Conceptual Framework

The study is anchored in the Input-Process-Output (1PO)
Model, awidely used framework in research for systematically
presenting the flow of information and the logical connections
among the components of a study.

In the INPUT [I] box, the study draws on various references,
including books, journals, magazines, theses, dissertations, and
online sources, to support the literature review and conceptual
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understanding. The study's respondents include three key
groups: restaurant managers, staff, and customers, who provide
diverse perspectives on the practices and outcomes of digital
innovation and service quality. The survey collects data on four
major areas. the current state of digital innovation, service
quality, the problems encountered in implementing and using
digita services, and the acceptability of the proposed
competitive advantage plan.

The PROCESS [P] box involves a series of steps beginning
with data gathering through survey questionnaires. Digital
innovation is assessed based on key features such as online
ordering systems, mobile application features, integration with
third-party delivery platforms, data analytics usage, contactless
payment solutions, and loyalty program automation. Service
quality is evaluated using dimensions like responsiveness to
customer requests, reliability, tangibles, assurance, empathy,
and complaint handling. The survey aso gathers feedback on
problems encountered in using or managing digital tools and
services. After collecting the data, the researcher proceeds to
analyze and interpret it, followed by presenting the findings to
draw conclusions and insights.

The study's OUTPUT [O] box is the proposed Competitive

Advantage Plan.
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Figure 1 The Research Paradigm of Study

Statement of the Problem

This study aimed to assess the Digital Innovation and
Service Quality of Selected Fast Casual Restaurants in Metro
Manila as a basis for a competitive advantage plan.

Specifically, it sought to answer the following:

1. How do restaurant managers, staff, and customers assess
the digital innovation of selected fast casual restaurantsin terms
of:

1.1. Online ordering system;

1.2. Mobile application features;

1.3. Integration with third-party delivery platforms;
1.1. Data analytics usage;

1.2. Contactless payment solutions; and

1.3. Loyalty program automation?

2. Is there a significant difference in the assessment of the
three groups of respondents as to the aforementioned variables?

3. How do the respondents assess the service quality of
selected fast casual restaurants asto:

1.1. Responsiveness to customer requests;

1.2. Reliahility of service delivery;

1.3. Tangibles;

1.4. Assurance;

1.5. Empathy; and

1.6. Handling of complaints?

4. |Is there a sdignificant relationship between digital

innovation and service quality of selected fast casua
restaurants?

5. What are the problems encountered in terms of digital
innovation and service quality?

6. Based on the findings, what competitive advantage plan
may be proposed?

7. How acceptable is the proposed competitive advantage
plan?

Hypotheses

This study hypothesized the following:

1. There is no significant difference among the assessments
of the restaurant managers, staff and customers as to digital
innovation of fast casual restaurants in Metro Manila such as:
online ordering system, mobile application features, integration
with third-party delivery platforms, data anaytics usage,
contactless payment solutions, and loyalty program automation;
and

2. There is no sdignificant relationship between digital
innovation and service quality of selected fast casual restaurant
in Metro Manila.

Scope and Limitation of the Study

This study focused on the digital innovation and service
quality of selected fast casual restaurants in Metro Manila.

Specifically, it investigated how restaurant managers, staff, and
customers assessed digital innovation in areas such as online
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ordering systems, mobile application features, integration with
third-party delivery platforms, data analytics usage, contactless
payment solutions, and loyalty program automation, assessment
of service quality through six dimensions. responsiveness to
customer requests, reliability of service delivery, tangibles,
assurance, empathy, and complaint handling, problems
encountered relative to digital innovations and service quality,
respondents of the study, and acceptability of a proposed
competitive advantage plan.

The respondents of the study consisted of a total of 249
participants, including twelve (12) restaurant managers,
seventy-four (74) staff members, and one hundred sixty-three
(163) customers. These participants were selected to provide a
comprehensive perspective on digital innovation and service
quality from multiple stakeholder groups involved in restaurant
operations and patronage.

The study was conducted in five selected fast casual
restaurant branches located in Metro Manila: Shakey's Pizza
Restaurant, Kenny Rogers Roasters, Tokyo Tokyo, Yellow Cab
Pizza Co., and BonChon Chicken, al situated within SM
Manila. Data collection utilized both face-to-face and online
survey methods to ensure accessibility and convenience for
respondents across different locations and schedules. Physical
surveys were distributed on-site to staff and dine-in customers,
while online surveys were disseminated via email and social
media platforms to reach off-duty staff and frequent customers
who could not be reached physically.

The time frame of the study was from April 2025 to June
2026.

The study was delimited by its focus on selected fast casual
restaurants within a specific geographic area (Metro Manila)
and by targeting only certain stakeholder groups (managers,
staff, and customers).

Significance of the Study

The findings of this study will be beneficial to the following:

Restaurant Managers. The study will help managers
understand which digital tools work best and where
improvements are needed. This will allow them to make better
decisions to improve operations and meet customer
expectations, helping their restaurants stay competitive.

Restaurant Staff. The results will guide managersin creating
better training and support for staff. This will help employees
use digital systems more effectively, work more efficiently, and
provide better service.

Customers. Customers will enjoy faster ordering, easier
payments, and more responsive service thanks to the
improvements suggested by this study. This will make their
dining experience more convenient and satisfying.

Restaurant Owners and Investors. The findings will help
owners and investors decide which technology and service
improvements are worth investing in. This can lead to better
customer loyalty and higher profits.

Prospective Customers. Improvements in service and
technology may attract new customers and improve how
fast-casual restaurants are perceived in Metro Manila.

Future Researchers. This study will serve as a useful guide
for researchers examining digital innovation and service quality
in restaurants and similar industries. It can help shape future
studies in business, hospitality, and technology.

Definition of Terms

The following terms used are hereby defined operationally
and conceptually:

Assurance - Refers to employees knowledge, courtesy, and
ability to inspire trust and confidence. It includes competence,
credibility, and security in the service process. (Parasuraman,
Zeithaml, & amp; Berry, as cited in Chen &aamp; Lin, 2021).

Contactless payment solutions - refer to digital tools such as
QR codes, e-wallets, or tap-to-pay cards that allow customersto
complete transactions without physical contact at fast-casual
restaurants.

Customers - refer to individuals who have dined at or availed
of services from the selected fast-casual restaurants in Metro
Manila and participated in the survey.

Data analytics usage - Refers to the collection, processing,
and interpretation of customer-related and operational data to
inform strategic decisions. In restaurants, it is used to predict
trends, monitor customer behavior, and personalize marketing.
(Nguyen &amp; Simkin, 2023).

Digital innovation - Refers to the integration of digital
technologies in business models to enhance customer
experience, streamline operations, and drive competitive
advantage (Wang &amp; Ahmed, 2022).

Empathy - the degree of caring and individualized attention
the firm provides to its customers (Alzoubi et a., 2020).

Fast casual restaurants - dining establishments that offer
higher-quality food than traditional fast food, with limited table
service and moderately priced meals, often featuring
customizable options and digital ordering capabilities (Kim
&amp; Park, 2021).

Handling of complaints - Refer to how restaurant staff
manage and resolve customer issues or negative feedback
during or after the service transaction.

Integration with third-party delivery platforms - refer to the

restaurant's connection to and operation with digital delivery
partners such as GrabFood, Foodpanda, and other food delivery
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apps.

Loyalty program automation - Refers to the use of digital
systems or applications that automatically track customer
purchases and reward repeat visits or spending with points,
discounts, or perks.

Mobile application features - Refer to the functions within a
restaurant's mobile app, such as browsing menus, placing
orders, tracking deliveries, earning rewards, and accessing
customer service.

Online ordering system - refer to a digital platform (website
or app) that allows customers to place food orders remotely for
pickup or delivery, streamlining the ordering process.

Problems encountered - Refers to the challenges reported by
restaurant managers, staff, and customers in using or managing
digital innovations and delivering or receiving quality service.

Proposed competitive advantage plan - Refersto the strategic
plan developed as an output of the study, based on survey
findings, aimed at helping fast casual restaurants gain a
sustainable edge in the market.

Reliability of service delivery - Refers to the ability of the
service provider to perform the promised service dependably
and accurately (Parasuraman et al., as cited in Lin &amp; Lin,
2020).

Restaurant managers - individuals responsible for overseeing
operations, digital implementation, and customer service
strategies in the selected fast-casual restaurants.

Responsiveness to customer requests - the willingness to
help customers and provide prompt service (Chen &amp; Lin,
2021).

Service quality-refers to the overall assessment of a service
by the customer, determined by expectations and perceptions
across dimensions such as reliability, assurance, tangibles,
empathy, and responsiveness (Alzoubi et a., 2020).

Staff refers to the service crew and employees working
under restaurant operations who interact with customers and
utilize digital toolsin service delivery.

Tangibles refers to the physical facilities, equipment,
personnel appearance, and communication materials that
influence customers service perceptions (Nguyen &amp;
Simkin, 2023).

Review of Related Literature and Studies

Local Literature

Digital innovation strategies posits that advanced technology
deployment serves as a mandatory tool for aligning business
workflows with the expectations of the contemporary Filipino
consumer demographic. Fast-casual dining establishments must
continually integrate systems such as mobile wallets and online

ordering platforms to improve front-end execution metrics. This
operational evolution serves as an existential requirement rather
than an optional upgrade in highly competitive local urban
hubs. By standardizing these customer-facing touchpoints,
restaurants can improve transactional speed and overal
responsiveness. Ultimately, these targeted adjustments enable
management to cultivate trust and retain market relevance in
dynamic commerce zones (Cruz, 2023).

According to Mangahas (2022), specidized applications
have evolved into an indispensable bridge linking brand
aesthetics to immediate transactional capabilities in the
Philippine foodservice market. Digital features such as
automated reward platforms and real-time processing updates
are fundamentally designed to build emotiona ties with
consumers. This high-touch interactive environment directly
encourages repeat patronage while optimizing the customer
journey across multiple touchpoints. Casual dining operators
are therefore compelled to maximize the ssimplicity of the user
interfface to sustain consumer engagement. Consequently,
mobile application integration transforms transactional portals
into highly effective avenues for long-term customer retention.

Similarly, the Bangko Sentral ng Pilipinas (2022) setsforth a
structured operational framework under Circular No. 1157 to
govern electronic fund transactions and standard payment
networks nationwide. This comprehensive regulatory policy
serves as the mandatory baseline ensuring that digital
marketplace operations maintain high transactional integrity.
Loca restaurants and service enterprises are required to
configure their point-of-sale systems to meet these central bank
safety requirements. By standardizing these financia protocols,
the state provides an architecture that mitigates payment
friction and builds public confidence. Thus, aigning corporate
technology with this macro policy remains essential for
legitimate digital payment deployment.

Meanwhile, the Department of Information and
Communications Technology (2023) outlines systemic data
protection requirements through the official National
Cybersecurity Plan 2022-2027. This broad operational blueprint
addresses critical vulnerabilities in modern corporate digital
expansions and cloud storage networks. Service operators
utilizing online customer records must strictly align their
back-end environments with these state-level digital defense
paradigms. Minimizing cyber risks ensures that proprietary
transactional nodes remain well-protected against systemic
breaches. Accordingly, this national strategy provides
busi nesses with the exact technical guidelines required to foster
digital safety and operational longevity.

Likewise, the Department of Trade and Industry (2022)
maps the strategic operational milestones necessary to expand
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domestic digital marketplaces via the Philippine E-Commerce
Roadmap 2022-2025. This industrial publication establishes
institutional targets regarding digital network readiness and
cross-sector technology adoptions. Foodservice operators and
retail networks are encouraged to aggressively digitize their
supply chains and point-of-sale systems to capture market
opportunities. Building this collaborative technical environment
prepares local establishments to comfortably service highly
connected urban consumers. Ultimately, this foundational
roadmap serves as a blueprint for standardizing corporate
technological modernization programs.

According to the Department of Trade and Industry (2023),
the structural guidelines in the revised edition of the
e-commerce roadmap emphasize transaction trust metrics. This
policy framework asserts that modern corporate digital
environments must transparently protect consumer financial
records to encourage long-term economic participation.
Restaurant management teams must verify that their digital
payment solutions maintain maximum encryption and low
system downtime. Eliminating electronic terminal errors
satisfies both state guidelines and consumer safety expectations
simultaneously. Therefore, adhering to this revised trade plan
allows establishments to build deep brand equity anchored on
verified structural credibility.

Further, the National Economic and Development Authority
(2023) targets large-scale economic revitalization through the
digita transformation strategies outlined in the Philippine
Development Plan (PDP) 2023-2028. This comprehensive
national blueprint mandates that workplace-wide technological
implementations foster a shared operational understanding
between corporate managers and rank-and-file employees.
Digointed software applications or partia technical
transformations often create internal operational friction that
undermines customer care delivery. Cultivating a uniform
environment of technical readiness enables service firms to
unlock the full potential of their front-end platforms.
Consequently, this state plan anchors commercia growth on
collective technological proficiency.

Also, National Privacy Commission (2023) enforces rigid
transactional data confidentiality standards through the updated
Implementing Rules and Regulations of the Data Privacy Act of
2012. This crucia regulatory framework establishes that any
organization that captures customer information must guarantee
absolute privacy rights and maintain secure storage networks.
Casua dining establishments that use mobile features or digital
loyalty systems have a legal obligation to protect consumers
identities from data leaks. Restricting unverified third-party
access to internal financial databases serves as a primary pillar
of modern corporate assurance. As a result, this regulatory

mandate ensures that local digital growth does not compromise
baseline customer privacy protections.

Furthermore, Republic Act No. 11032 (2018), the Ease of
Doing Business and Efficient Government Service Delivery
Act, provides a powerful statutory mandate to eliminate friction
in manual systems. This national law heavily influences public
service expectations by establishing rapid transaction
processing as a baseline norm. Corporate organizations must
systematically re-engineer their internal workflows to eliminate
bureaucratic delays and front-of-house bottlenecking. Aligning
service turnaround times with this legislative standard naturally
results in heightened efficiency and reduced consumer
irritation. Hence, this statutory paradigm compels service
industriesto prioritize rapid, error-free transaction workflows.

Foreign Literature

According to Parasuraman (2020), customer perceptions of
organizational excellence are primarily anchored in baseline
trust and structural safety metrics before speed factors come
into play. Service operators who prioritize rapid transaction
turnover at the absolute expense of security often suffer severe
damage to customer relationships. A firm must establish
procedural reliability and secure its payment systems to foster
genuine customer confidence. Once this bedrock of
organizational trust is stabilized, secondary efficiency
characteristics can be integrated to optimize market
performance. Therefore, strategic management models must
construct a reliable service ecosystem before accelerating
operational velocities.

Similarly, Venkatesh (2021) noted that intuitive system
design and effortless interaction paradigms are the primary
drivers of sustained user engagement. Complex digital tools
that confuse front-line operating staff or final consumers
inevitably trigger high system rejection rates. Modern service
architectures must prioritize interface clarity to enable
seamless, everyday use of technology in fast-paced commercial
environments. When an organization reduces the cognitive load
required to operate a service application, consumer satisfaction
naturally rises. This conceptual literature establishes that
software simplicity remains a primary prerequisite for
executing successful enterprise digital integrations.

As mentioned, Smith (2021) discusses the international
business trend toward standardizing front-end digital
transactional tools to achieve rapid commercial expansion.
Fast-casual establishments worldwide consistently secure
competitive advantages by deploying uniform online payment
gateways and structured ordering configurations. Prioritizing
these consumer-facing portals enables international service
firms to mitigate loca workforce constraints and minimize
peak-hour floor traffic congestion. This operational model
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transforms digital customer touchpoints into highly scalable
revenue-generating pathways. Thus, this globa overview
indicates that front-end interface standardization is a mandatory
baseline for modern corporate growth.

As mentioned, Schneider (2022) emphasizes that the
perceived quality of modern service environments depends
heavily on balancing physical spatia conditions with functional
digital assets. Incorporating advanced self-order kiosks or
digital displays does not yield positive customer assessments if
the surrounding floor layout causes employee collisions or
customer confusion. Physical environment cleanliness and
intuitive paths remain essential prerequisites for maintaining
operational  efficiency under  high-volume  pressure.
Technological tools must be positioned in context to augment
the physical workflow rather than clutter the customer service
arena. Therefore, design models must treat physical layout and
digital hardware as asingular unified ecosystem.

Meanwhile, Laudon (2023) explains inManagement
Information Systemsthat contemporary data analytics tools
serve as the core engine for maximizing operationa intelligence
and improving management choices. Modern business analytics
allow firms to monitor consumer habits, fine-tune pricing
mechanisms, and optimize inventory pipelines with absolute
statistical  precison. Operating an enterprise  without
data-driven tracking architectures places the organization at a
severe competitive disadvantage in fast-paced service markets.
Management must utilize integrated information systems to
transform raw transactional data into structured strategic
decisions. Thus, this classic textbook frames business
intelligence as a premier requirement for modern corporate
administration.

According to Evans (2023), system reliability within
digital-first dining environments forms the absolute bedrock of
customer retention and brand equity. When an ordering
platform consistently eliminates processing errors and
maintains strict time predictability, consumer trust rises
naturally. Technical inconsistencies or structural order
inaccuracies rapidly destroy an organization's credibility,
regardless of its initidl marketing appeal. Management must
invest heavily in stabilizing its technical infrastructure to secure
long-term consumer assurance. In short, this theoretical text
demonstrates that flawless system reliability is the primary
pillar of digital consumer loyalty.

Kwon (2023) identifies secure operational settings as the
most vital driver of consumer assurance and brand trust across
modern service industries. Customers require clear evidence
that their digital transactions and private profiles are fully
protected against data vulnerabilities. Service networks that
experience frequent security hesitations or terminal breakdowns

risk immediate customer defection to more stable competitors.
Corporate leaders must implement rigorous security protocols
to project unwavering operationa integrity. Therefore, this
conceptual literature establishes that structural safety is the
absolute foundation upon which all modern transactional tools
must sit.

According to Thomas (2023), the longevity of service
relationships depends heavily on an organization's emotional
capacity to validate consumer grievances before deploying
logistical fixes. When digital ordering systems or payment
gateways fail, frontline employees must first utilize active
listening to diffuse customer irritation. Rushing to apply
mechanical solutions without addressing the consumer's
immediate frustration often results in permanent damage to
brand loyalty. Training personnel to execute empathetic,
face-to-face service recovery is essentia for protecting brand
equity during tech breakdowns. Consequently, this
communication literature frames psychological validation asthe
premier component of operational conflict resolution.

As mentioned by Carranza (2024), competitive advantage is
a direct outcome of successful digital-human structural
harmony across fast-casual operations. True operational
efficiency is achieved only when an organization's software
infrastructure aligns with both executive strategies and
employees  operational  redlities. Deploying complex
applications that clash with the physical capabilities of the
workforce results in immediate system failure and internal
friction. Strategic plans must systematically bridge the gap
between back-of-house technical readiness and front-of-house
consumer interactions. In summary, this conceptua text
demonstrates that sustainable growth requires complete
operational balance between software assets and human
personnel.

According to Schallmo &amp; Williams (2024), who assert
inDigital Transformation Frameworksthat modern service
firms must specialize in the deliberate augmentation of manual
human operations through automated technological workflows.
Automated solutions should handle repetitive checkout
procedures and inventory tracking tasks to reduce human error
metrics. Simultaneously, human workers must be strategically
positioned to manage complex customer care exceptions that
software cannot resolve. This dual-layered framework
optimizes operational velocity while preserving the crucial
human touch points of hospitality. Ultimately, this handbook
provides management teams with a clear roadmap for balancing
automation with human capital.

Lastly, Anderson (2024) stated that strategic plans targeting
market dominance are accepted by stakeholders only when they
maintain absolute practicality and clear financia viability.
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Executive teams must verify that proposed technological
modifications directly address current market trends and
real-world customer friction points. Plans that demand
substantial  financial capital without offering measurable
improvements in service-quality parameters are routinely
rejected by internal staff. Strategy formulation must remain
anchored on realistic execution capabilities to secure uniform
corporate commitment. Therefore, this planning literature notes
that practical responsiveness is the premier trait of an effective
business roadmap.

Local Studies

As mentioned, Delos Santos (2020) performed a
descriptive-quantitative survey investigating the operational
metrics of web-based ordering adoptions among selected
fast-casual dining establishments across Metro Manila. The
gathered data statistically demonstrated that modern digital
platform rollouts successfully minimize front-of-house
bottlenecks while meeting consumer convenience benchmarks.
However, the study identified significant operational strains in
backend order-tracking accuracy during high-volume periods.
Establishments running non-integrated software portals scored
lower on overall operational efficiency indexes. Therefore, the
researchers concluded that the responsive deployment of
web-based front-end configurations is a primary driver of
long-term consumer transaction satisfaction in urban Philippine
commercial centers.

Meanwhile, Ramos (2021) conducted a data-driven field
investigation to track the operational workflows of independent
food delivery application linkages operating within Quezon
City. The empirica evidence highlighted a substantia
expansion in total off-premise saes volumes directly
attributable to aggregate digital application platforms.
Nevertheless, the quantitative data exposed immediate
operational strains surrounding manual rider coordination loops
and real-time product profile updates. Casua dining managers
without automated inventory hubs faced frequent order
cancellations and severe fulfillment errors. Consequently, the
study concluded that third-party digital delivery platform
integrations require robust internal software controls and
automated menu synchronization protocols to effectively
maintain organizational service reliability.

On the other hand, Cruz (2021) conducted a study that
collected quantitative data from fast-casual dining customersin
select Metro Manila commercia centers to evauate the
adoption of electronic payments. The statistical outcomes
demonstrated that the integration of modern digital checkout
pathways significantly improves table turnover and
counter-level processing speeds. However, the gathered data
uncovered widespread consumer hesitation regarding

point-of-sale data privacy vulnerabilities and hardware
processing lag during final bill settlements. These localized
security fears frequently prompt tech-savvy customer groups to
revert to cash handoffs at the absolute expense of digital
innovation features. In short, the investigator reached the
definitive conclusion that maximizing digital payment
efficiency requires firms to actively minimize platform security
concerns to secure sustained consumer adoption.

Likewise, Santiago (2022) conducted a study tracking trends
in data analytics utilization across several prominent chain
restaurant networks operating in Metro Manila. The statistical
findings confirmed that processing real-time consumer-tracking
metrics dramatically improves corporate pricing adjustments
and targeted menu positioning. Interestingly, these distinct
strategic management advantages were redlized despite
back-of-house inventory systems remaining structuraly
immature. Local management teams successfully leveraged
standalone data nodes to eliminate administrative guesswork
during high-pressure market shifts. Hence, the study concluded
that modern business analytics software is an essential strategic
engine that can drive immediate improvements in corporate
performance, even within partially digitized business structures.

Similarly, Tan (2022) conducted a data-driven survey to
track consumer interaction loops, point-tracking systems, and
digital enrollment tools in the Metro Manila fast-casual sector.
The statistical findings indicated that while automated rewards
applications optimize initial transaction velocities, converting
these touchpoints into genuine customer commitment requires a
holistic approach. Local consumers routinely abandon
specialized loyalty software if the promotional program fails to
match the physica quality of the dining experience.
Management must verify that automated incentives are
consistently backed by exceptional front-of-house hospitality
frameworks. In summary, the researcher concluded that
automated loyalty-tracking architectures yield sustainable
competitive advantages only when paired with high physical
service quality.

Also, Bautista (2022) conducted a study in casual dining
environments in the Philippines to identify the specific drivers
of long-term consumer retention. While advanced technology
upgrades streamline the initial phases of the ordering journey,
the data proved that an establishment's concrete physical
capability to eliminate errors determines its true reliability
score. Consumers consistently link service excellence to time
predictability and order accuracy during peak-hour foot-traffic
strain. The study noted that digital updates lose their
psychological value the moment a consumer receives an
inaccurate order. Ultimately, the field investigation concluded
that absolute order accuracy and tight operational
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synchronization between kitchen lines and digital queues
represent the primary pillars of domestic service quality.

Likewise, Santos (2022) conducted a localized service
quality analysis across selected Metro Manila restaurants to
measure the direct correlation between workforce training
investments and customer assurance. The empirical field data
indicated that while advanced digital kiosks and physical
protocols boost initial brand trust, employees must be able to
accurately explain evolving menu details to dining guests.
Frontline workers who struggle to navigate updated terminal
interfaces create immediate transactional bottlenecks that
irritate tech-savvy consumers. The study verified that
continuous investments in ongoing digital and soft-skills
training directly correlate with higher customer assurance
marks. Hence, the research concluded that modern
technological deployments require matching human capital
investments to prevent severe operational execution failures.

Similarly, Navarro (2022) conducted a study on Philippine
quick-casual businesses assessing compliance with statutory
structural accommodations for seniors and PWDs against
frontline emotional labor strains. The data reveals that while
physical infrastructure modifications are well-regarded and
legally enforced across Metro Manila, intense peak-hour
operational pressures heavily strain staff patience. Frontline
personnel frequently struggle to maintain empathetic service
quality standards when balancing high-volume digital queues
with high-touch physical care requests. The study emphasizes
that local operators must implement ongoing soft-skills
reinforcement to support their staff under intense operational
strain. Thus, the researcher concluded that the execution of
inclusive hospitality requires active management intervention
and balanced workflow design to protect frontline staff from
emotional exhaustion.

As discussed by Fernandez (2022), research on Manilds
casual dining sector tracks face-to-face problem-solving against
systematic CRM follow-up behaviors. The findings indicate
that while Filipino hospitality culture naturally excels at
delivering empathetic, immediate fixes on the restaurant floor,
casual food establishments frequently struggle to sustain
structured digital follow-ups once the initial conflict is settled.
This failure to record and analyze complaint data prevents local
firms from identifying chronic operational bugs within their
digital ordering platforms. Management must implement digital
tracking systems to monitor complaint resolutions past the
initial floor encounter. Therefore, the study concluded that
protecting long-term customer relationships demands the
systematic transition from manual floor patches to data-driven
digital service recovery tracking.

Similarly, Reyes &amp; Santos (2023) conducted a
hospitality research study that validates structural platform
satisfaction disparities between back-of-house operating staff
and final consumers. The field data confirms that digital
platform rollouts in domestic settings frequently generate
friction because terminal interfaces are designed without
consulting frontline workers. While customers praise the
system's rapid service speed, operating staff report high stress
due to complex terminal layouts and frequent system lag. This
role-based divergence demonstrates that role-based interaction
shapes how technological value is perceived in the workplace.
Consequently, the study concluded that local strategic plans
must prioritize interface usability to ensure smooth execution
and consistent stakeholder acceptance.

Likewise, Alvarez (2023) conducted a study across key
Philippine business districts, verifying the direct structural
interdependence between high-performing digital frameworks
and superior organizational service marks. The gathered data
demonstrates that high-performing tech systems consistently
yield superior service marks across all dimensions of
responsiveness, reliability, and assurance. The study concludes
that modern fast-casual business models can no longer separate
operational quality from their digital infrastructure assets. Local
operators using outdated, non-integrated software portals score
significantly lower on customer retention indices. In
conclusion, the research found that digital transformation is the
primary architectural force driving modern local service
excellence.

Meanwhile, Villanueva (2023) presented data-driven
research analyzing casual dining networks to evaluate
consumer friction metrics stemming from payment gateway
instability. The statistical findings reveal that while local
restaurant consumers are highly forgiving of minor app layout
bugs, electronic payment failures generate immediate
operational friction that pressures frontline staff. When a
payment gateway experiences downtime, it directly interrupts
the core transaction phase, leading to double-billing scares and
delayed table turnovers. Frontline employees bear the brunt of
customer irritation during these technical breakdowns.
Ultimately, the study concluded that securing redundant
payment networks and instant backup communication links is
vital to protecting real-time service delivery.

Likewise, Aguirre (2024) presents a comprehensive study of
the fast-casual restaurant ecosystem in Metro Manila,
confirming that unwavering transactional trust ultimately
secures brand equity. The empirical data indicate that while
physical aesthetics and empathetic service recovery are highly
prized by the local dining public, these elements fail to
compensate for a fractured sense of security. When peak-hour
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foot traffic strains operational responsiveness, establishments
that maintain transparent, error-free financial processing protect
their market share. The study concludes that trust operates as
the primary metric anchoring customer loyalty during periods
of high operational stress. Hence, the research established the
definitive conclusion that local strategic management plans
must prioritize transaction safety over speed to preserve brand
equity.

Finally, Lopez (2024) conducted a spatial and empirical field
study of Metro Manila dining locations, demonstrating that
physical cleanliness and floor layouts are necessary to prevent
staff friction despite upgrades to self-order kiosks. The
guantitative data reveal that installing advanced digita
hardware in poorly planned dining spaces leads to severe
bottlenecks near payment counters. Frontline employees face
heightened operational confusion when physica customer
flows conflict with digital queue structures. The study proves
that maximizing customer satisfaction scores requires equal
investment in spatial design and software updates. Therefore,
the investigator concluded that the optimization of modern
digital innovations remains fundamentally dependent on the
upkeep of traditional physical tangibles.

Foreign Studies

In the study by Lemon &amp; Verhoef (2021), an advanced
conceptual marketing framework is presented that prioritizes
the systematic tracking of consumer touchpoints across the
entire service experience. A successful digital transition relies
entirely on an organization's structural capability to match
consumer expectations for accessibility at every stage. Any
operational disconnect between initial digital ordering steps and
final physical product fulfillment severely damages brand
equity. Management must design continuous loops where
mobile app tools seamlessly hand off tasks to physica
operations staff. Ultimately, this marketing theory demonstrates
that service excellence requires complete architectural harmony
across al interactive nodes.

In Bharadwaj (2021), digital transformation is defined as an
all-encompassing architectural force that fundamentally
modernizes every metric of organizational service delivery.
Integrating digital platforms alters how value is created,
processed, and distributed to the fina consumer. This
comprehensive evolution forces traditional firms to re-engineer
their legacy workflows to keep pace with modern digital
ecosystems. Companies that delay these digital structural
changes face rapid market obsolescence in highly competitive
service industries. Therefore, this theoretical literature
emphasizes that modern corporate sustainability is inextricably
intertwined with the systemic adoption of technology.

Likewise, Via (2023) outlines a conceptual operational
framework stating that digital transformation must be viewed as
an architectural force meant to support, rather than fully
replace, human frontline touchpoints. Service firms that entirely
automate their customer journeys often create cold, mechanical
environments that alienate core consumer  groups.
Technological assets must be deployed to handle standard
processing tasks, thereby freeing human workers to manage
complex customer inquiries. This balanced configuration
ensures that the human element of hospitality remains intact
during high-volume periods. Hence, digital optimization
succeeds when automation and human empathy are seamlessly
blended.

In Patel (2022), modern contactless payment frameworks are
framed as essential service modernization catalysts that
drastically optimize counter-level velocity. Eliminating
physical cash handoffs naturally reduces manua payment
processing delays and improves overall table turnover. This
conceptual overview positions electronic payment solutions as
a structural requirement for any service firm operating in
high-volume urban centers. However, the author stresses that
sustained consumer adoption depends heavily on an enterprise's
ability to minimize transaction failures. Service operators must
consequently back their contactless hardware with strong
processing links to ensure absol ute system stability.

In the study by Chen (2022), data-driven journal research on
digital food platforms demonstrated that well-integrated
ordering tools successfully optimize transactional velocity and
customer satisfaction metrics. The statistical analysis proves
that minimizing manual entry points directly correlates with
reduced order processing times and enhanced customer
evaluations. Customers consistently award higher-quality
ratings to platforms that offer clear navigation and seamless
payment processing. The study examines how international
service platforms achieve rapid market success by embedding
technology that reduces user friction during the selection phase.
In short, the researchers concluded that intuitive digital
innovation directly optimizes transaction speed and service
quality parameters within competitive global markets.

According to Alzoubi &amp; Yanamandra (2022),
data-driven research reveals that distinct functiona roles
strongly influence how the overall value and execution of an
information system are perceived. Executive management
teams frequently evaluate digital platform rollouts through the
lens of strategic alignment and long-term financial returns.
Conversely, front-line employees judge identical systems based
on terminal interface usability, backend stability, and daily
operational friction. Meanwhile, fina consumers remain
focused entirely on the speed, convenience, and security of their
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individual checkout journeys. Bridging these distinct
experiential  gaps requires organizations to  deploy
multi-dimensional training programs and balanced user designs.

Furthermore, Kim (2020) conducted a journal article study
using quantitative analysis to examine digital complaint
management challenges across fast-casual restaurants in South
Korea. The field data demonstrated that when automated
applications encounter software glitches, the efficiency of the
subsequent service recovery path determines the survival of the
customer relationship. Delayed problem resolution and
confusing interface navigation during transaction crises
drastically accelerate customer defection rates to competing
brands. Frontline staff must be equipped with immediate
override protocols to handle platform failures face-to-face. Asa
result, the researcher concluded that digital service operations
must embed real-time human-intervention backups into their
software frameworks to protect consumer loyalty during
systemic failures.

Also, Bianchi (2021) conducted a data-driven field
investigation to evaluate the correlation between highly
interactive mobile food-ordering networks and customer
retention indices in the Italian urban hospitality market. The
statistical models showed that platforms integrating immersive
touchpoints--such as visually customized order builders and
real-time delivery maps--consistently achieve higher consumer
engagement metrics. However, the study found that user
retention scores decline sharply when the underlying software
experiences frequent gateway crashes during peak hours.
Ensuring persistent backend system stability remains a
mandatory prerequisite for protecting the commercial utility of
mobile investments. In conclusion, the research established that
interactive smartphone architectures function as effective brand
stabilizers only when supported by rigid interface uptime
baselines.

Likewise, Johnson (2022) published a comparative empirical
study tracking mobile application utility and consumer friction
points across fast-casua dining sectors in severa developed
Western economies. The gathered data indicated that while
international consumers highly prioritize transaction velocity
during digital collections, their overall quality assessments are
heavily anchored on ordering accuracy. Establishing strict
software quality assurance routines is an essential requirement
for service operators seeking to reach broad consumer
segments.  Systemic  order-mapping  deviations  or
payment-terminal failures immediately prompt customers to
take defection paths. Ultimately, the investigator concluded that
standardizing international front-end applications requires
simultaneous, comprehensive backend supply chain automation
to secure high satisfaction metrics.

Further, Chen (2023) directed an investigation evaluating the
deployment of advanced predictive analytics tools across a
multi-location fast-casual restaurant enterprise. The statistical
tracking models revealed that processing live sales profiles and
consumer queue data allows store management to forecast
inventory requirements with immense statistical precision.
These data-driven frameworks successfully eliminated product
waste indices while maximizing peak-hour order processing
velocities across testing nodes. However, the study confirmed
that data analytics setups achieve peak strategic value when
local frontline staff are trained to act immediately on real-time
interface alerts. Therefore, the researcher concluded that data
analytics engines directly drive operational excellence by
converting historical consumer actions into structured, daily
management decisions.

Similarly, Kim &amp; Lee (2023) conducted a quantitative
field survey to measure the direct link between user-centric
mobile features and customer retention metrics among chain
restaurants in South Korea. The statistical outcomes showed
that automated loyalty tracking, stored profile quick-checkouts,
and personalized reward coupons significantly boost long-term
customer life-cycle vaue. Despite these clear strategic
advantages, the researchers observed that consumers express
immediate frustration when applications update frequently
without clear navigation adjustments. Management must
enforce strict software deployment protocols to prevent user
fatigue caused by shifting interface designs. In short, the study
officialy concluded that specialized mobile features secure
exceptional consumer brand loyalty only when the system
maintains long-term structural consistency.

As mentioned, Anderson (2024) managed a large-scale
data-driven journal study exploring the operational integration
of third-party aggregate delivery services across the North
American restaurant sector. The empirica  findings
demonstrated that while third-party partnerships expand an
establishment's market reach, they also impose severe logistical
strain due to manua order re-entry and courier arrival
mismatches. Restaurants that used automated intermediary
software hubs to sync aggregate channels with internal
point-of-sale systems recorded substantially fewer fulfillment
errors. Managers who ignore these digital coordination
touchpoints suffer immediate damage to brand equity due to
extended delivery delays. Consequently, the research concluded
that third-party platform integration requires strict, automated
operational controlsto ensure service reliability.

Likewise, Carranza (2024) conducted a multi-firm empirical
investigation to map the structural alignment between digital
innovations and frontline human capital across fast-casual
dining networks. The dtatistical evidence showed that true
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operational efficiency is maximized only when software
infrastructure matches the workforce's daly physica
capabilities. Companies that deploy complex termina
architectures without providing extensive frontline training
suffer immediate execution failures and heightened staff
friction. Strategic management plans must treat advanced
technological tools as support loops meant to augment, rather
than fully replace, frontline human care. Ultimately, the
data-driven study concluded that establishing deep
digital-human structural harmony is the primary prerequisite for
securing a sustainable commercial competitive advantage.

According to Kim &amp; Lee (2024), the study analyzes the
combined influence of the physical environment, tangibles, and
digital app touchpoints on modern consumer satisfaction. The
statistical results indicated that high-technology assets fail to
elevate brand equity if the physical dining environment suffers
from poor cleanliness or layout bottlenecks. Customers evaluate
the modern dining journey as a single, fully integrated space
where physical order pickup cleanliness must match digital
checkout ease. Establishments that heavily prioritize mobile
software while neglecting counter-level physical upkeep score
significantly lower on customer assurance scales. Hence, the
study concluded that optimizing service quality requires equal
strategic investment in software updates and traditional
physical tangibles.

As David (2022) asserts in Strategic Management: Concepts
and Cases, securing a sustainable competitive advantage
requires firms to aign long-term corporate visions with
day-to-day employee capabilities. Any proposed operational
plan must undergo rigorous feasibility testing to verify its
financial viability and market responsiveness before wide-scale
deployment. Strategic plans that ignore the actua technical
readiness of frontline staff inevitably suffer from execution
fallures. Management must cultivate internal structural
harmony in which advanced digital assets directly support the
workforce's manual operations. Ultimately, this textbook
establishes that corporate excellence is achieved by linking
technology, human capital, and sound financial planning.

In the study, Gartner (2022) provides an industry-wide
market evauation confirming that point-of-sale payment
gateway disruptions carry an outsized negative impact on
customer experience metrics. Because these technical failures
occur at the definitive transaction phase, they instantly trigger
severe front-of-house friction and crush employee morale.
Frontline operations staff face immediate emotiona |abor
strains when payment terminals fail to process customer
transactions smoothly. Enterprises must establish robust backup
networks and real-time technical fail-safes to protect their
workflows from these operational breakdowns. Consequently,

this corporate report highlights that the stability of electronic
transactionsis vital to ensuring real-time service delivery.

As stated by Gibson (2023), empathy-driven service
architectures significantly elevate customer satisfaction scores
when physical spaces and employee interactions adapt to
diverse consumer groups. Modern technology interfaces must
feature accessible configurations to ensure that vulnerable
demographics can utilize digital touchpoints without friction.
Frontline staff must complement these digita assets by
demonstrating patience and proactive care during peak
operational hours. Neglecting the emotional 1abor required to
maintain inclusive hospitality results in cold and uninviting
service spaces. Ultimately, this framework establishes that true
service quality is defined by an organization's collective
capacity for empathetic execution.

Likewise, Al-Emran &amp; Grani¢ (2022) reviewed the
theoretical mechanics of automated loyalty architectures and
personalized user analytics within modernized service
environments. The authors argue that automated point tracking
and simple digita enrollment procedures vyield clear
transactional advantages by eiminating system friction. When
an establishment leverages data-driven consumer tracking, it
can easily distribute customized incentives that maximize
customer retention. However, transforming these digital
interactions into authentic brand commitment requires a holistic
operational strategy. Hence, automated loyalty systems achieve
maximum utility only when paired with high levels of physical
dining satisfaction.

Lastly, Kumar (2024) conducted a study tracking the
deployment  of  artificia intelligence-driven
recommendation systems and automated loyalty loops within
the fast-casual restaurant industry of urban India. The gathered
field data confirmed that Al agorithms processing past
purchasing habits generate highly accurate cross-selling
suggestions, thereby raising average transaction values.
However, the research found widespread consumer hesitation
about the handling of private financial records and
datartracking permissions in  smartphone applications.
Management must integrate transparent data security
certificates into their user interfaces to maintain absolute user
trust. In conclusion, the data-driven journal article concluded
that automated personalization tools optimize corporate
retention marks only when paired with visible, robust data
privacy protections.

Synthesis

menu

Regarding digital innovation strategies and mobile interface
functionalities, a strong consensus exists across conceptual
frameworks and empirical data, demonstrating that intuitive
front-end configurations are mandatory tools for optimizing
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transactional velocity and consumer satisfaction. Cruz (2023)
and Mangahas (2022) establish that integrating mobile wallets,
specialized applications, and online ordering networks is an
existential requirement to align workflows with the tech-savvy
Filipino consumer base, transforming standard transaction
portals into interactive avenues for emotional engagement and
repeat patronage. This conceptual premise is heavily supported
by the quantitative field data of Delos Santos (2020) and Ramos
(2021), whose loca investigations across Metro Manila and
Quezon City statistically confirm that responsive web-based
layouts and third-party delivery connections successfully
eliminate front-of-house bottlenecking and drive off-premise
sales volumes, though they introduce immediate backend
synchronization challenges. On the international scale, the
empirical findings of Chen, Zhang, & amp; Lee (2022), Bianchi
(2021), and Johnson (2022) validate these localized trends by
proving that minimizing manual user touchpoints directly
reduces processing times and boosts international satisfaction
scores. However, these global studies show sharp declines in
consumer evauations when the underlying application
experiences frequent interface update delays, payment terminal
errors, or order mapping deviations during high-volume
periods.

The intersection of state-level policy-mandated blueprints,
macroeconomic goals, and corporate information security
requirements requires service enterprises to build standardized
technological environments that insulate consumer records
from structural vulnerabilities. Bangko Sentral ng Pilipinas
(2022) via Circular No. 1157, the Department of Information
and Communications Technology (2023) through the National
Cybersecurity Plan 2022-2027, and the Nationa Privacy
Commission (2023) collectively ingtitute rigid legal baselines
that command local retail and foodservice operations to lock
down cloud storage setups and restrict unverified third-party
database access. These strict confidentiality protections are
conceptually and operationally intertwined with National
Economic and Development Authority (2023) mandates in the
Philippine Development Plan 2023-2028 and the statutory
parameters of Republic Act No. 11032 (2018) and Republic Act
No. 11967 (2023), which enforce rapid transaction velocities,
eliminate manual administrative guesswork, and penalize
deceptive digital platforms. This multi-layered regulatory
architecture directly dictates the parameters of domestic
commercia readiness, forcing casua dining establishments to
re-engineer their internal front-of-house workflows to protect
customer data privacy rights while maximizing processing
efficiency. Ultimately, these national blueprints provide
organizations with the precise parameters needed to establish
institutional compliance while cultivating broad public trust in

competitive local business districts.

M ethodology
Resear ch Design

The study employed a descriptive research design to
systematically examine the existing conditions and perceptions
of digital innovation and service quality among selected
fast-casual restaurants in Metro Manila. Descriptive research is
appropriate for studies that seek to describe characteristics,
behaviors, opinions, or relationships among variables as they
naturally occur without manipulating the research environment.
According to Creswell (2023), descriptive
research enables researchers to collect quantitative data through
structured instruments to accurately describe the attitudes,
practices, and characteristics of a particular population.
Through this approach, the researcher can obtain factual and
objective information that serves as the basis for analyzing
current organizational conditions and stakeholder perceptions.

and Creswell

The use of a descriptive research design was appropriate for
this study because it enabled the researcher to assess the extent
of digital innovation practices and the level of service quality as
perceived by restaurant managers, staff, and customers.
Likewise, it facilitated the identification of problems
encountered in implementing digital innovation and delivering
quality service, as well as the assessment of the proposed
Competitive Advantage Plan's acceptability. Since the study
aso sought to determine significant differences among
respondent groups and examine the relationship between digital
innovation and service quality, the descriptive design provided
a suitable framework for collecting reliable quantitative data
using survey questionnaires and applying appropriate statistical
analyses. Ultimately, the findings from this design provided an
empirical basis for developing practical strategies to strengthen
the competitive advantage of selected fast-casual restaurants in
Metro Manila.

Population and Sampling

The study population comprised 449 respondents from
selected fast-casual restaurants in Metro Manila, including
restaurant managers, restaurant staff, and customers from five
participating establishments. Shakey's Pizza Restaurant, Kenny
Rogers Roasters, Tokyo Tokyo, Yellow Cab Pizza Co., and
Bonchon Chicken. These respondent groups were selected
because they possess first-hand knowledge and actual
experience regarding the restaurants digital innovation
initiatives and service quality practices. Restaurant managers
provided information on strategic and operationa
implementation, restaurant staff contributed insights into
day-to-day service deivery and technology use, while
customers evaluated their actual dining experiences and
perceptions of digital services.
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From the total population, 249 qualified respondents were
selected as study participants: 12 restaurant managers, 74
restaurant staff, and 163 customers, as presented in Table 1.
The study employed purposive sampling, a non-probability
sampling technique in which respondents are deliberately
selected based on predetermined qualifications relevant to the
research objectives. According to Sekaran and Bougie (2021),
purposive sampling is appropriate when researchers
intentionally select participants who possess specific
knowledge, experience, or characteristics necessary to obtain
accurate and meaningful information about the phenomenon
under investigation.

The use of purposive sampling was appropriate because not
al individuals in the population had sufficient experience to
provide reliable responses on digital innovation and service
quality. Restaurant managers were included because they are
directly involved in planning, supervising, and implementing
digital initiatives and operational strategies. Restaurant staff
were selected because they regularly utilize digital technologies
and deliver services to customers. Customers, on the other
hand, were selected based on their actua experience
patronizing the selected fast-casual restaurants and using
available digital service platforms, such as online ordering
systems, mobile applications, digital payment facilities, and
third-party delivery applications. By selecting respondents who
had direct exposure to these practices, the study ensured that the
information gathered was relevant, reliable, and aligned with
the objectives of assessing digital innovation, evaluating service
quality, identifying operational challenges, and formulating a
Competitive Advantage Plan.

Table 1 Population and Sample
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Table 1 presents the distribution of the study population and
sample across five selected fast-casual restaurants in Metro
Manila, categorized by role as restaurant managers, staff, and
customers. The total population comprised 449 individuals,
with 12 managers, 111 staff members, and 326 customers.
From this population, 249 respondents were sampled, including
all 12 managers, 74 staff (approximately 67% of the total staff
population), and 163 customers (about 50% of the total
customer population). Sampling proportions varied across
groups, with full inclusion of managers, substantial
representation of staff, and a moderate share of customers.
Among the restaurants, Shakey's Pizza accounted for the largest
share, with 106 individuals (24% of the total population) and 63
respondents (25% of the total sample), followed closely by
Yellow Cab Pizza Co., with 97 individuals and 49 respondents.
The other establishments, Kenny Rogers Roasters, Tokyo
Tokyo, and Bonchon Chicken, had similar population
distributions with dightly smaller sample sizes.

This distribution suggests that the study successfully
captured comprehensive insights from multiple stakeholders
across the fast-casua restaurant ecosystem. The full
representation of managers ensures that strategic and
operational perspectives on digital innovation and service
delivery are fully documented. The substantial sampling of staff
members alows for a solid understanding of frontline
experiences and challenges related to technology adoption and
service quality. Meanwhile, sampling half of the customer
population provides a meaningful, though not exhaustive, view
of customer perceptions and satisfaction. The reasonably
balanced representation across the five restaurants supports
comparative analysis and enhances the generalizability of the

Ryan Tapiador, IJSRM Volume 14 | ssue 08 August 2026

2992



findings within the Metro Manilafast casual dining sector. Restau
rant | Custo
Table 2 Respondents asto Age S Manag | T | mers | 709
ers
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Table 2 manifests the distribution of respondents as to age
such as: 109 or 43.78 percent are aged 21-30 years old, 77 or
30.92 percent are aged 31-40 years old, 35 or 14.06 percent are
aged 41-50 years old, 22 or 8.84 percent are aged 20 years old
and below, and 6 or 2.41 percent are aged 51 years old and
above.

The age distribution indicates that the study is largely
represented by respondents in the economically active and
technologically adaptive age groups, particularly those aged
21-30 and 31-40 years. This suggests that the findings on digital
innovation and service quality are primarily informed by
individuals who are more likely to be familiar with and
regularly utilize digital technologies in restaurant transactions,
such as mobile ordering applications, contactless payment
systems, and online delivery platforms. The presence of
respondents from older age groups also provides additional
perspectives, allowing the study to capture varying experiences
and expectations across different generations. Consequently,
age diversity enhances the credibility of the findings and
supports the development of a Competitive Advantage Plan that
addresses the preferences and service expectations of a broad
customer and employee demographic in the fast-casua
restaurant industry.

Table 3 Respondents as to Sex

Table 4 Respondents as to Civil Status
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Table 4 depicts the distribution of respondents by civil
status: 133 (53.41 percent) are single, 115 (46.18 percent) are
married, and 1 (0.40 percent) is a widower/widow.

The distribution of respondents by civil status reveals that
the magjority are single, followed by married individuals, while
only a minimal proportion are widowed. This demographic
composition suggests that the study primarily reflects the
perceptions of individuals with varying lifestyle preferences,
purchasing behaviors, and service expectations. Single
respondents, who constitute the largest group, may demonstrate
greater engagement with  digital technologies and
convenience-oriented services, whereas married respondents
may offer insights informed by family-oriented dining
experiences and service expectations. The inclusion of
respondents with different civil statuses enriches the study by
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capturing a wider range of viewpoints, thereby strengthening
the relevance of the findings for developing a Competitive
Advantage Plan that accommodates the diverse characteristics
and preferences of fast-casua restaurant customers and
personnel.

Table 5 Respondents on Educational Attainment

Educat
ional |rantM
Attain | anager
ment |s

f % f % f % f %

Restau
Custo
mers

Staff Total

Doctor
ate De 2
gree

123 |2 0.80

Doctor
ate
with
earned
units

Master
'sDeg |2
ree
Master
swith
earned
units

Bachel
or'sD |9
egree
Under

gradua 41
te

Tota |12

16.67 2 0.80

1 833 |7 946 |12 736 |20 8.03

75.00 |26 3514 |63 38.65 |98 39.36

55.41 |86 52.76 | 127 51.00

100.00 | 74 100.00 | 163 100.00 | 249 100.00

Table 5 displays the distribution of respondents by
educational attainment: 127 (51.00 percent) are undergraduates;
98 (39.36 percent) have a bachelor's degree; 20 (8.03 percent)
have a master's degree with earned units; and 2 (0.80 percent)
have both a master's degree and a doctoral degree.

The distribution reveas that most respondents are
undergraduates, followed by those with bachelor's degrees,
while only a small proportion have graduate-level education,
indicating that the study's findings are primarily shaped by
respondents with undergraduate and bachelor's educational
backgrounds regarding digital innovation and service quality.

Resear ch I nstrument

The study utilized a researcher-made survey questionnaire as
the primary data-gathering instrument. The questionnaire was
carefully developed based on the research objectives, the
variables identified in the conceptual framework, and the
related literature and studies reviewed by the researcher. It was
designed to gather reliable, relevant information from restaurant
managers, restaurant staff, and customers on digital innovation,
service quality, encountered problems, and the acceptability of
the proposed Competitive Advantage Plan. The instrument

underwent content validation by experts in business

management and research to ensure its clarity, relevance,

consistency, and adequacy in measuring the intended
constructs. Comments and recommendations from the
validators were carefully incorporated to improve the

questionnaire's overall quality prior to its final administration.

The questionnaire consisted of five major parts to facilitate
systematic data collection.

Part |. Gathered the demographic profile of the respondents,
including age, sex, civil status, and educational attainment.
These variables were included to describe the characteristics of
the respondents and to provide a demographic context for
interpreting the study's findings.

Part 11.Assessment of Digital Innovationimplemented by
selected fast casual restaurants in Metro Manila. The indicators
focused on online ordering systems, mobile application
features, integration with third-party delivery platforms, data
analytics utilization, contactless payment solutions, and loyalty
program automation. These dimensions were intended to
evaluate the extent to which restaurants adopted digital
technologies to improve operationa efficiency and enhance
customer experience. This was used to answer the statement of
problem number one.

Part I11. Assessment ofthe ServiceQualityof the selected
fast casual restaurants using indicators that examined
responsiveness to customer requests, reliability of service
delivery, tangibles, assurance, empathy, and complaint
handling. These dimensions were included to assess the quality
of services provided by the restaurants and to identify areas that
contribute to customer satisfaction and organizational
performance. Thiswas used to answer the statement of problem
number three.

Part 1V.ldentified theproblems encounteredin relation to
digital innovation and service quality. This section enabled the
respondents to assess the challenges experienced during the
implementation of digital technologies and the delivery of
restaurant services. The information gathered from this part
served as the basis for identifying operational gaps and
determining areas requiring improvement. This was used to
answer the statement of problem number five.

Part V.Determined theacceptability of the proposed
Competitive Advantage Plan. The respondents evaluated the
proposed strategies based on their relevance, practicality,
feasibility, and potential effectiveness in enhancing digital
innovation and service quality at the selected fast-casual
restaurants. The responses obtained from this section served as
an important basis in validating the proposed plan before its
recommendation  for  implementation.  Overall, the
researcher-developed questionnaire provided a comprehensive,
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valid, and reliable means of collecting the quantitative data
necessary to achieve the study's objectives. This was used to
answer the statement of problem number seven.

Data Gathering Procedures

The following steps were undertaken to gather relevant data
for the study in a systematic and reliable manner:

1Prepared and submittedpermission letters to the
management of the selected fast casual restaurants to request
approval for data collection.

2.Distributedthe validated survey questionnaires to
restaurant managers, staff, and customers after approval was
granted, with clear instructions provided.

3.Collectedthe completed questionnaires, checked them for
completeness, and organized them for processing.

4.Tallied, tabulated, analyzed,and interpretedthe data
using appropriate statistical tools with the help of the adviser
and statistician.

5.Presentedthe results in tabular and textual form.

Statistical Treatment of Data

The study applied the following statistical techniques:

1.Per centagewas used to describe the profile of respondents
by showing the proportion of each category in relation to the
total population. According to Agresti (2021), a percentage is a
basic descriptive tool used to express part-to-whole
relationships in data.

Formula:

%-=f / N x 100

Where:

f = frequencyN = total number of respondents

2Weighted meanwas used to determine the average
assessment  of respondents on digital innovation, service
quality, problems encountered, and acceptability of the
proposed plan. According to Triola (2021), it is used to
compute averages when responses are weighted or assigned
frequencies.

Formula:

wm = (wlf1l +w2f2 + ... + wnfn) / NWhere:

wm = weighted meanw = weight of each itemf = frequency
of each responseN = total number of respondents

The Five-point Likert Scale was used to assess supervisors,
reading coordinators, school heads, and teachers. The scales of
statistical values adopted in this study were as follows:

2.1.For the Assessment on the Digital Innovation of Fast
Casual Restaurantsin Metro Manila

Verbal

e Range Interpretation L)

4.20-5.00 Highly Evident HE

4 3.40- 4.19 Evident E

3 2.60-3.39 Moderately ME
Evident

2 1.80 - 2.59 Least Evident LE

1 1.00-1.79 Very Least VLE
Evident

2.2.For the Assessment on the Service Quality of Fast
Casual Restaurantsin Metro Manila

Scale Range x]?e?; ctation Symbol
5 4.20- 5.00 Excellent E

4 3.40-4.19 Very Satisfactory | VS

3 2.60-3.39 Satisfactory S

2 1.80-2.59 Fair F

1 1.00-1.79 Poor P

2.3.For the Assessment on the ProblemsEncountered
inRelationto the Digital Innovation and Service Quality of
Selected Fast CasualRestaurantsin M etro Manila

Scale Range m?e:)gr ctaiion Symbol
5 4.20-500 :L?:rcl)lgntered HE

4 340-4.19 Encountered E

3 2.60 - 3.39 gn"ciirr?::{e’d ME

2 1.80- 2.59 Eﬁifumer o LE

1 1.00-1.79 giﬁjﬂf - VLE

24.For the Acceptability oftheProposed Competitive
Advantage Plan

Verba

e Range Interpretation L)
Highly

5 4.20-5.00 Acceptable HA

4 3.40-4.19 Acceptable A
Moderately

3 2.60-3.39 Acceptable MA

2 1.80-2.59 Least Acceptable | LA
Very Least

1 1.00-1.79 Acdeptable VLA

Analysis of Variance (ANOVA)was used to determine
significant differences among the three groups of respondents.
According to Hassan (2024), ANOVA compares the means of
three or more groups to test if differences are significant.

Formula:

F=Mss,

MSS

w

Where:
MSSb:Mean Sum of Squares Between
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MSS _Mean Sum of Squares Within Resta
w= .
Indic | urant Custo | Comp

Pearson correlationwas used to determine the relationship | ziors | Mana | & | mers |osite | R2K
between digital innovation and service quality. According to gers
Paguio et al. (2019), it measures the strength and direction of ;f‘zurr
linear relationships between variables. ant's

Formuar = IXY / V(EX2 IY2WhereX = digitd |ony

innovation scoresY = service quality scoresXY = product of X | ering
syste

and’Y mis |500 |HE |464 |HE |470 |HE |[478 |HE |2
At-testwas used to determine whether the correlation fjsnya

between variables was significant. According to Paguio et a. |vigae

(2019), it tests whether a correlation coefficient is significantly ;a;d_#i

different from zero. endly
Formula:t = rv(n-2) / V(1-r2) Where: '

Custo
t = computed valuer = correlation coefficientn = number of | mers
respondents easily
custo
mize
their
t=ry/1=2 order
s 500 [HE |457 |HE |[467 |HE |475 [HE |3

Where: 233,';

Formula:

t = computed valuer = correlation coefficientn = number of Slnr%'r

respondents edient
s, cho
The critical t-value at 0.5 apha (a) with respective degrees | oses

of freedom was used to set the region of acceptance and 29).

— Theo
rejection. Hline
Guide in interpreting the Coefficient Correlation. orderi
ng sy
RangeVerbal InterpretationSymbol stem
. provi
1.00 Perfect Correlation PC desa
. a|500 |HE |455 |HE |456 |HE |[470 |HE |5
0.80 - 0.99Very Strong Correlation VSC Zc:r:d
0.60 - 0.79Strong Correlation SC zgdat
0.40 - 0.59 Moderate Correlation MC _m?”U
Infor
0.20 - 0.39 Wesk Correlation WC matio
n.
0.01 - 0.19 Negligible Correlation NC Thes
Presentation, Analysis,and I nter pretation of Data B;Isltem
ow
Sub-problem No. 1:How do therestaurantmanager s,staff, |scust
andcustomer sassess theDigitallnnovation of Selected Fast ?:'ers
Casual Restaurantsin terms of: wack | 492 |HE |455 |HE |461 |HE |469 |HE |65
their
Online Ordering System order
Table 6 Digital Innovation for the Online Ordering System fe';
time.
Resta
Indic | urant Staff Custo Cqmp Rank
ators | Mana mers | osite
gers
WM VI [WM |VI |WM [VI |WM |VI
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Resta
urant
Mana
gers

Custo
mers

Indic
ators

Comp

Staff :
osite

Rank

Ther
estaur
ant's
onlin
eplat
form
isrdli
able
and
rarely
exper
ience
stech
nical
issues

500 |HE |459 |HE |448 |HE |469 |HE |65

Custo
mers
receiv
etim
eyn
otific
ations
and c
onfir
matio
nsfor
their
onlin
eord
ers.

500 |HE |[4.66 |HE |446 |HE 471 |HE |4

Theo
nline
orderi
ng pr
ocess
reduc
eswa
iting
time
and e
nhanc
escus
tomer
conve
nienc
e

500 |HE |465 |HE |472 |HE |479 |HE 1

Overa
I We
ighte

d

49 |HE |460 |HE |[460 |HE |473 |HE

Mean

Legend:

RangeScaleVerbal I nterpretationSymbol
54.20-5.00Highly EvidentHE
43.40-4.19EvidentE
32.60-3.39Moderately EvidentME
21.80-2.59L east EvidentLE
11.00-1.79Very Least EvidentVLE

As presented in Table 6, the assessment of digital innovation
asto the online ordering system is rated as Highly Evident with

an overal weighted mean of 4.73. All items rated as Highly
Evident, namely: the online ordering process reduces waiting
time and enhances customer convenience with a composite
weighted mean of 4.79 as rank 1; the restaurant's online
ordering system is easy to navigate and user-friendly with a
composite weighted mean of 4.78 as rank 2; customers can
easily customize their orders (e.g., add/remove ingredients,
choose sizes) with a composite weighted mean of 4.75 as rank
3; customers receive timely notifications and confirmations for
their online orders with a composite weighted mean of 4.71 as
rank 4; the online ordering system provides accurate and
updated menu information with a composite weighted mean of
4.70 as rank 5; and the system allows customers to track their
orders in real time; and the restaurant's online platform is
reliable and rarely experiences technical issues with both the
composite weighted mean of 4.69 asrank 6 and 7.

As to assessments of the groups of respondents on digital
innovation, the online ordering system was rated as Highly
Evident by restaurant managers (overal weighted mean of
4.99) and by staff and customers (overall weighted mean of
4.60).

The exceptionally high rating for the online ordering system
reveals that speed and ease of use are the most critical factors
for modern restaurant consumers and workers. Because
reducing wait time emerged as the top-ranked indicator, it is
clear that digital tools provide the most value when they
directly eliminate delays and speed up the service. Additionally,
the near-perfect scores from restaurant managers indicate that
management views a strong online platform as an essential
operational asset for handling customer traffic and keeping
daily service running smoothly.

The significance of these findings aligns closely with the
perspectives offered by Chen et al. (2022), whose research on
digital food platforms demonstrates that well-integrated
ordering tools optimize transaction speeds and elevate overall
customer satisfaction. In tandem with this, the insights
established by Delos Santos (2020) mirror these results in the
domestic landscape, confirming that the adoption of web-based
ordering frameworks in Metro Manilas fast-casual sector is
primarily driven by a shared desire among consumers and
establishments to enhance service convenience and minimize
manual processing delays.

1.2Mobile App Features

Table 7 Digital Innovation in Mobile App Features

Resta
Indic | urant Staff Custo Cqmp Rank
ators | Mana mers | osite
gers
WM | VI WM | VI WM | VI WM | VI
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Resta Resta
Indic | urant Staff Custo Cqmp Rank Indic | urant Staff Custo Cc_Jmp Rank
ators | Mana mers | osite ators | Mana mers | osite
gers gers
The The
mobil app's
eapp interf
provi aced
desa esign
SMOOt| 492 |HE |453 |HE |463 |HE |469 |HE |15 ISVIS
h and ually
Inturt PPRB1500 |HE [451 |HE |453 |HE |468 |HE |35
ve ling
user e andr
xperi eflect
ence. sther
Custo ia:r
mers
can brand
easly :
acces The
spro mobil
Moo | 475 |HE |459 |HE |456 |HE |463 |HE |5 e appl
ns icatio
and d n
iscou loads
ntsth quick
rough V' lses |HE |451 |HE |449 |HE |461 |[HE |6
the and p
app. erfor
The ms
ell a

a Wi
f(‘))\l?ls Cross
for differ
quick e|_”|t de
reord (500 |HE |453 |HE |453 |HE |469 |HE |15 vices.
ering Overa
of pre Il We
vious ighte 490 |HE |[452 |HE |453 |[HE |465 |HE
meals d
. Mean
%tsi';i As shown in Table 7, the assessment of digital innovation
cation regarding mobile app features is rated as Highly Evident, with
iﬁe\fl‘: an overall weighted mean of 4.65. All items rated as Highly
yinfo Evident, these are: the mobile app provides smooth and
;T;;l; 500 |HE |449 |HE |454 |HE |468 |HE |35 intuitive user experience; and the app alows for quick
rs reordering of previous meals with both the composite weighted
m“; mean of 4.69 as rank 1 and 2; push notifications effectively
roduc inform customers about new products/offers, and the app's
t;’;’ff interface design is visually appeding and reflects the
The restaurant's brand with both the composite weighted mean of
mobil 4.68 as rank 3 and 4; customers can easily access promotions
?n?ggr and discounts through the app with a composite weighted mean
atesf of 4.63 as rank 5; the mobile application loads quickly and
:‘Tz;e performs well across different devices with a composite
cps| 483 |HE 449 [HE 1446 |HE 1459 JHE |7 weighted mean of 4.61 as rank 6; and the mobile app integrates
‘;Cff;'ro features like GPS location for nearby branches with a
nearb composite weighted mean of 4.59 asrank 7.
y bra o
nches As to assessments of the groups of respondents on digital

innovation, mobile app features rated as Highly Evident were:
restaurant managers (overall weighted mean of 4.90),
customers (4.53), and staff (4.52).
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The tied top rankings show that a mobile app works best Resta
P . Indic | urant Custo | Comp
when it is easy to navigate and lets customers reorder past ators | Mana | S | mers | ogte | R
meals with asingle tap. Users prefer shortcuts over complicated gers
designs because they save time and effort. At the sametime, the | The
high scores for visual layout and push natifications show that H?n:
the app is a powerful marketing tool, helping the restaurant stay | displa
top of mind with cust yed
op of mind with customers. on de
The core focus on user convenience and interface simplicity | V&Y
) . ) i apps |467 |HE |[461 |HE |460 |[HE |463 |HE |4
is deeply rooted in the foundational concepts discussed by |areco
Venkatesh (2021), who asserts that system design and effortless :f‘S‘e
technology acceptance are critical drivers of sustained user |withi
engagement in fast-paced service environments. This aigns 2;{?;
with the reality of the domestic fast-casual marketplace, as |rings.
Mangahas (2021) notes that mobile application features in | Deliv
Philippine casual dining settings serve as crucial touchpoints zg’(itr:
that elevate customer service by bridging the gap between |gvia
brand aesthetic appea and transactional speed. g;rrg/'
1.3Integrationwith Third-Party Delivery Platforms pafo|467 |HE 464 \HE 447 \HE 459 |HE |5
rmsis
Table 8 Digital Innovation asto Integration with Third-Party | accur
. ate
Delivery Platforms and
upto
Indic 5:? Custo | Comp date.
aors |Mana | X" | mers |osite | RO Ther
gers estaur
ant m
WM (VI |WM VI [WM |VI |WM [VI aintai
Ther nsstr
estaur ong c
ant pa oordi
riners natio |450 |HE [443 |HE |440 |HE |444 |HE |7
withr n
eliabl witht
ethir hird-p
d-part arty d
y deli eliver
475 |HE |458 |HE |477 |HE [470 |HE |1 )
very s y ride
ervice rs.
(seg Custo
el mer c
Grab ompl
Food, aints
Food from
)pa”da third-
6r - S:I?o 483 |HE |453 |HE |469 |HE |468 |HE |2
splac rms
ed thr aread
ough dress
third- ed eff
party icient
platfo ly.
rms
442 |HE |459 |HE |467 |HE |456 |HE |6
arepr
ocess
edac
curate
ly
and p
rompt
ly.
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Resta operational gap. This indicates that while the digital partnership
;‘g:: L,\’;Z”n; Staff ﬁ‘::tso g;.’:;p Rank successfully attracts external customers, maintaining real-time
gers physical coordination with external delivery personnel remains
Ther the hardest part of the process to manage smoothly.
iwr The strategic value and operational hurdles highlighted by
gf‘;;tse these findings are well reflected in Ramos's (2021) study on
r mar food delivery integration in Quezon City, which confirms that
'r‘:a‘ch while external applications drastically boost a restaurant's sales
throu | +7° |HE [455 |HE 1469 |HE 466 |HE |3 volume and customer base, the actual success of the system
?r:rlés depends heavily on managing rider coordination and keeping
party menu updates aligned.
?f;,\;f 1.4Data Analytics Usage
:;:Sh Table 9 Digital Innovation asto Data Analytics Usage
Overa Resta
:Ig\r:;/: 466 |HE |456 |HE |461 |HE |461 [HE Qgﬁi l;/:::; St qufso g;-’t";p RIS
d gers
Mean WM VI WM |VI |WM [VI |wWM |VI
As shown in Table 8, the assessment of digital innovation |Ther
regarding integration with third-party delivery platforms is ia“r
rated as Highly Evident, with an overall weighted mean of 4.61. | usesc
All items rated as Highly Evident, such as. the restaurant ‘fom
partners with reliable third-party delivery services (e.g., |daa
GrabFood, Foodpanda) with a composite weighted mean of L‘;rusrt‘a 475 |HE |451 |HE |453 |HE |460 |HE |233
4.70 as rank 1; customer complaints from third-party platforms | nd di
are addressed efficiently with a composite weighted mean of ;irre‘fger
4.68 as rank 2; the restaurant gains greater market reach |ences
through its third-party delivery partnerships with a composite i:v?
weighted mean of 4.66 as rank 3; the menu items displayed on | or.
delivery apps are consistent with in-store offerings with a |Data
composite weighted mean of 4.63 as rank 4; delivery tracking ?g:'yt
via third-party platforms is accurate and up to date with a |help
composite weighted mean of 4.59 as rank 5; orders placed ?;rrz
through third-party platforms are processed accurately and |ntopt
promptly with a composite weighted mean of 4.56 as rank 6; LT;S 483 |HE 1454 |HE 4% |HE 464 \HE 1
and the restaurant maintains strong coordination with | offeri
third-party delivery riders with a composite weighted mean of | "5 )
444 asrank 7. ricing
. strate
As to assessments of the groups of respondents on digital | gjes
innovation and its integration with third-party delivery |sales
platforms, rated as Highly Evident, these are: restaurant :ra:ﬁe
managers with an overall weighted mean of 4.66, customers | gularl
with an overall weighted mean of 4.61, and staff with an overall ig‘ja'
weighted mean of 4.56. toim |467 |HE |454 |HE |456 |HE [459 |HE |5
The top ranking for partnering with reliable third-party 222::
networks indicates that a restaurant's digital presence relies |tiona
heavily on the trust and operational strength of its delivery pme;;?:r
partners (such as GrabFood or Foodpanda). While gaining |&
market reach and handling complaints scored highly, the lowest
rank for coordination with delivery riders highlights a critical
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4.50

HE

4.56

HE

Ther
estaur
ant
uses
dataa
nalyti
csto
meas
urec
ustom
er sati
sfacti
on
and |
oyalt
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HE

4.47

HE

4.49

HE

4.60

HE
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Mana
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HE

461

HE

4.52

HE

4.60

HE

2.33

Overa
I We
ighte

Mean

4.70

HE

4.54

HE

4.52

HE

4.59

HE

As depicted in Table 9, the assessment of digital innovation
regarding data analytics usage is rated as Highly Evident, with
an overal weighted mean of 4.59. All items rated as Highly
Evident, namely: data analytics help the restaurant optimize
menu offerings and pricing strategies with a composite
weighted mean of 4.64 as rank 1; the restaurant uses customer
data to understand dining preferences and behavior; the
restaurant uses data analytics to measure customer satisfaction
and loyalty; and management uses data-driven insights to
enhance business decision-making with a similar composite
weighted mean of 4.60 as rank 2, 3, and 4; sales data are
regularly analyzed to improve operational performance with a
composite weighted mean of 4.59 as rank

5; marketing decisions are supported by insights drawn from
customer data, with a composite weighted mean of 4.56 as rank
6; and the restaurant uses analytics to forecast demand and
manage inventory effectively, with a composite weighted mean
of 453 asrank 7.

As to assessments of the groups of respondents on digital
innovation, data analytics usage was rated as Highly Evident,
with restaurant managers at an overall weighted mean of 4.70,
staff at 4.54, and customers at 4.52.

The top ranking for optimizing menu offerings and pricing
strategies shows that data analytics is most valuable when it
directly impacts product development and profit margins.
Restaurants are utilizing data to see what sells best and adjust
their menus accordingly. Meanwhile, the lowest ranking for
forecasting demand and managing inventory suggests an
operational blind spot: while data is successfully used for
customer-facing and strategic decisions, integrating it into
back-of-house daily stock management remains a challenge.

The strategic role of information systems in tracking trends
is emphasized by Laudon &amp; Laudon (2023), who discuss
how business analytics allow firms to fine-tune consumer
touchpoints and maximize operational intelligence. Locally,
this pattern is corroborated by Santiago, C. A. (2022), whose
research on chain restaurants in Metro Manila finds that data
analytics tools  significantly  improve  management
decision-making on pricing and product positioning, even as
back-of-house inventory integration is still maturing.

Contactless Payment Solutions

As shown in Table 10, the assessment of digital innovation
regarding contactless payment solutions is rated as Highly
Evident, with an overall weighted mean of 4.68. All items rated
as Highly Evident, these are: the contactless payment processis
fast and efficient with a composite weighted mean of 4.77 as
rank 1; the restaurant offers multiple contactless payment
options (e.g., GCash, PayMaya, cards) with a composite
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weighted mean of 4.76 as rank 2; payment terminals and QR
codes are easily accessible to customers with a composite
weighted mean of 4.72 as rank 3; the restaurant

Table 10 Digita Innovation as to Contactless Payment
Solutions
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WM VI
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Rank
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480 |HE |458 |HE [4.65 |HE 468 |HE

staff are knowledgeable in assisting with contactless
transactions with a composite weighted mean of 4.66 as rank 4;
contactless payment improves the overall convenience of
dining or ordering with a composite weighted mean of 4.64 as
rank 5; contactless payments help reduce transaction errors with
a composite weighted mean of 4.61 as rank 6; and customers
feel secure using digital payment methods in the restaurant with
acomposite weighted mean of 4.57 asrank 7.

As to assessments of the groups of respondents on digital
innovation, particularly contactless payment solutions, rated as
Highly Evident, namely: restaurant managers with an overall
weighted mean of 4.80, customers with an overall weighted
mean of 4.65, and staff with an overall weighted mean of 4.58.
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The primary emphasis on speed, efficiency, and the Resta
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As shown in Table 11, the assessment of digital innovation
regarding loyalty program automation is rated as Highly
Evident, with an overall weighted mean of 4.65. All items rated
as Highly Evident, such as: the loyaty program offers
personalized rewards based on purchase history with a
composite weighted mean of 4.69 as rank 1; customers can
easily track points and rewards through the app or website; and
registration and participation in the loyalty program are quick
and simple with a composite weighted mean of 4.67 as rank 2
and 3; the restaurant's loyalty program is fullyintegrated into its
digital platforms; and automated notifications remind customers
about their reward status or expiry with both the composite
weighted mean of 4.65 as rank 4 and 5; the digital loyalty
system encourages repeat purchases with a composite weighted
mean of 4.64 as rank 6; and the loyalty program effectively
enhances customer engagement and retention with a composite
weighted mean of 4.57 asrank 7.

As to assessments of the groups of respondents on digital
innovation, loyalty program automation was rated as Highly
Evident; the respondents were restaurant managers (overal
weighted mean of 4.86), customers (4.55), and staff (4.54).

The high placement of personalized rewards based on
purchase history implies that modern loyalty initiatives derive
their greatest value from targeted, data-driven incentives rather
than generic promotions. Customers respond positively when
automated platforms acknowledge their specific buying habits
and offer relevant rewards without manual friction. Conversely,
the lowest ranking for the loyaty program's overal
effectiveness in enhancing customer retention reveals a critical
disconnect; while users value tracking points and earning
customized rewards on an individual basis, the automated
system alone may not be enough to sustain long-term brand
devaotion if it isn't backed up by consistent service quality or
deeper emotional engagement.

The strategic value of tailored consumer incentives is deeply
rooted in the concepts discussed by Al-Emran, &amp; Grani¢
(2022), who argue that automated loyalty architectures within
digital service environments are vital for maximizing customer
retention when they leverage personalized user analytics.
Locally, this balance is corroborated by Tan, F. (2022), whose
study on the fast-casual industry in Metro Manila highlights
that while automated point tracking and simple digital

enrollment processes create clear transactional advantages,
transforming these digital touchpoints into true brand
commitment requires a holistic approach that aligns tech
features with overall dining satisfaction.

Table 12 Summary on Digital Innovation
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Table 12 summarizes the assessment of digital innovation,
which israted as Highly Evident with a grand mean of 4.65. All
items rated as Highly Evident, namely: online ordering system
with a composite weighted mean of 4.73 as rank 1; contactless
payment solutions with a composite weighted mean of 4.68 as
rank 2; mobile app features; and loyalty program automation
with both the composite weighted mean of 4.65 asrank 3 and 4;
integration with third-party delivery platforms with a composite
weighted mean of 4.61 as rank 5; and data analytics usage with
a composite weighted mean of 4.59 asrank 6.

Generally, the assessments of the groups of respondents on
digital innovation are rated as Highly Evident, with restaurant
managers at 4.82, customers at 4.58, and staff at 4.56.
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The primary emphasis on the online ordering system and
contactless payment solutions implies that digital innovation in
the fast-casual sector is most successful when it targets
immediate transactional convenience and queue reduction.
Stakeholders prioritize technologies that streamline the core
purchasing journey over back-of-house analytics or secondary
partnerships. Furthermore, the highest grand mean among
restaurant managers indicates that leadership perceives these
digital implementations as clear operational successes, whereas
the dlightly lower means among staff and customers suggest
that frontline users still experience minor day-to-day friction
during actua system use.

The strategic prioritization of consumer-facing digital
touchpoints to elevate service delivery is well noted by Smith
(2021), who explains that fast-casual establishments globally
achieve rapid market success by standardizing online
transactions and automated payment gateways. Within the
Philippine business environment, this trend is directly
reinforced by Cruz (2023), whose study on digital innovations
confirms that, while comprehensive tech adoption is recognized
as a necessity across Metro Manila restaurants, transactional
front-end tools consistently yield the highest perceived value
and execution scores among industry operators.

Sub-problem No.2.Is there a significant differenceinthe
assessment of thethree groups of respondentsas tothe
abovementioned variables?

Table 13 presents a comparative assessment of digital
innovation among restaurant managers, staff, and customers at
the 0.05 level of significance, with df = 2, 18, and a critical
value of 3.55. The results reveal that Online Ordering System
(F =10.7234), Mobile App Features (F = 9.77765), and Loyalty
Program Automation (F = 7.57462) all exceeded the critical
value, indicating significant differences among the three groups
and leading to the rejection of the null hypothesis,

Table 13 Comparative Assessment of Digital Innovation
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Level of Significance: 0.05

which implies varying perceptions likely due to differences
in usage experience and operational roles.

In contrast, Integration with Third-Party Delivery Platforms
(F = 0.15299), Data Anaytics Usage (F = 2.03779), and
Contactless Payment Solutions (F = 0.82186) all yielded
F-values lower than the critical value, indicating no significant
differences and a failure to reject the null hypothesis,
suggesting that the respondents share relatively similar views
on these aspects of digital innovation.

The significant differences in how managers, staff, and
customers assess online ordering, mobile app features, and
loyalty automation suggest that a respondent's role shapes their
expectations and experiences with digital innovations.
Managers view these systems through the lens of business
oversight and ROI; staff focus on ease of handling orders under
pressure; and customers care only about personal convenience.
When these tools do not perfectly align with the daily needs of
all three groups, it creates contrasting viewpoints. Conversely,
the lack of significant differences in data analytics and
contactless payments suggests a shared, uniform baseline--all
three groups view payment tools as a standard utility and
recognize analytics as a behind-the-scenes management
function that does not alter front-of-house roles.

The structural variances in how different organizational
stakeholders perceive information system implementations are
highlighted by Alzoubi &amp; Yanamandra (2022), who state
that achieving strategic alignment and stakeholder acceptance
across service industries requires addressing the distinct
functional demands of management, front-line employees, and
final consumers. Within the Philippine hospitality sector, this
divergence in localized user experiences is reinforced by Reyes
&amp; Santos (2023), whose study confirms that digital
platform rollouts in domestic settings frequently yield varied
satisfaction levels between operating staff dealing with terminal
interfaces and customers seeking quick service, proving that
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role-based interaction dictates how technological value is
perceived.

Table 14 Post-Hoc Comparative Assessment Between
Restaurant Managers and Staff on Digital Innovation
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Legend: 0.05 level of significance

Table 14 presents the post hoc comparative assessment
between restaurant managers and staff on digital innovation at
the 0.05 level of significance, with df = 12 and a critical t-value
of 1.782. The results show that all computed t-values for Online
Ordering System (t = 0.37504), Mobile App Features (t =
0.37411), and Loyalty Program Automation (t = 0.31317) are
below the critical value, resulting in failure to reject the null
hypothesis.

The post hoc comparison showing no significant differences
between the assessments of restaurant managers and operating
staff suggests a high level of operational alignment and shared
reality within the establishment's interna hierarchy. Because
both groups interact directly with the backend interfaces of the
online ordering systems, mobile applications, and automated
loyalty frameworks, they encounter the same technical
efficiencies and workflow bottlenecks during daily shifts. This
statistical consensus indicates that the digital infrastructure is
consistently deployed, meaning management's strategic vision
for technology implementation aligns with frontline personnel's
real-world execution.

This interna structura harmony closely aligns with the
conceptual frameworks presented by Carranza (2024), who
emphasizes that achieving true competitive advantage in
fast-casual dining relies heavily on successful digital-human
alignment, in which business infrastructure satisfies both
executive strategies and employees operational realities.
Localy, this cohesive baseline is mirrored by the perspectives
outlined in the Philippine Development Plan (PDP) 2023-2028
(National Economic and Development Authority, 2023), which

notes that systematic, workplace-wide digitalization efforts
succeed when they build uniform technical readiness and
shared operational understanding among managers and staff
members alike.

Table 15 Post-Hoc Comparative Assessment Between
Restaurant Managers and Customers on Digital Innovation
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Table 15 presents the post hoc comparison between
restaurant managers and customers on digital innovation at the
0.05 level of significance, with df = 12 and a critical t-value of
1.782. The findings reveal that all computed t-values for Online
Ordering System (t = 0.37646), Mobile App Features (t =
0.36130), and Loyalty Program Automation (t = 0.30606) are
below the critical value, resulting in failure to reject the null
hypothesis.

The result implies that restaurant managers and customers
share a similar perception of digital innovation tools, indicating
consistent acceptance and understanding of online ordering
systems, mobile app features, and loyalty program automation.

Table 16 Post-Hoc Comparative Assessment Between Staff
and Customers on Digital Innovation
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Table 16 shows the post hoc comparative assessment ”e‘jo.'s
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Table 17 Service Quality as to Responsiveness to Customer
Requests
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As shown in Table 17, the assessment of service quality in
terms of responsiveness to customer requestsiis rated Excellent,
with an overall weighted mean of 4.62. All items rated as
Excellent, these are: staff promptly attend to customer needs
and inquiries with a composite weighted mean of 4.80 as rank
1; the restaurant offers quick solutions when customers have
issues or concerns with a composite weighted mean of 4.68 as
rank 2; employees demonstrate willingness to always help
customers with a composite weighted mean of 4.63 as rank 3;
orders and specia requests are handled without unnecessary
delay with a composite weighted mean of 4.61 as rank 4; the
staff are proactive in offering assistance or additional services
with a composite weighted mean of 4.58 as rank 5; the
restaurant provides timely responses to online or phone
inquiries with a composite weighted mean of 4.54 as rank 6;

and service personnel remain attentive even during peak hours
with a composite weighted mean of 4.46 asrank 7.

As to assessments of the groups of respondents on service
quality, responsiveness to customer requests was rated
Excellent, namely: restaurant managers with an overall
weighted mean of 4.73, and staff and customers, with both at an
overall weighted mean of 4.56.

The primary emphasis on staff promptly attending to
customer needs and inquiries implies that human
responsiveness remains the most vital cornerstone of
high-quality food service, even in an increasingly digitized
dining landscape. Customers place the highest value on
immediate, attentive interactions when resolving questions,
suggesting that a restaurant's operational speed should not rely
solely on software, but must be matched by frontline agility.
Conversdly, the lowest ranking for service personnel remaining
attentive during peak hours points to a critical resource-stress
test; it indicates that when foot traffic spikes, real-world
operational pressure makes it highly challenging for human
staff to maintain the same meticulous level of dedication and
individual care.

The fundamental necessity of maintaining a highly
responsive frontline team during service encounters is well
aligned with the operational frameworks highlighted by Vial
(2023), who argues that digital business structures achieve
maximum utility only when they successfully enhance--rather
than replace--the human touchpoints within the customer
journey. Locally, this exact challenge is underscored by Rivera
(2021), whose research on restaurant systems in the Philippines
shows that while automated solutions handle standard
transactions smoothly, the ultimate standard of customer
service excellence is dictated by how dynamicaly and
proactively physical personnel manage customer inquiries
under high-volume pressure.

3.2R€liability of Service Delivery

Table 18 Service Quality as to Reliability of Service
Delivery
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Custo L .
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st . . - .
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delive other hand, the lowest ranking among customers receiving their
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it pro vulnerability: even when order accuracy is mastered,
mises

maintaining predictable delivery and preparation speeds
remains alogistical hurdle during busy restaurant periods.

The fundamental connection between operational accuracy
and consumer trust is emphasized by Evans (2023), who
explains that service reliability in digita-first dining
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environments forms the bedrock of customer retention and
long-term trust. In the context of the domestic market, this
reality is corroborated by Bautista (2022), whose research on
casual dining environments highlights that while tech-driven
updates improve ordering workflows, an establishment's
physical capability to eliminate errors and maintain time
predictability ultimately defines exceptional service reliability.

3.3.Tangibles

Table 19 Service Quality asto Tangibles
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As shown in Table 19, the assessment of service quality
regarding tangibles is rated Excellent, with an overall weighted
mean of 4.66. All items rated as Excellent, namely: the
restaurant maintains a clean and orderly dining area with a
composite weighted mean of 4.71 as rank 1; the restaurant's
digital facilities (e.g., self-order kiosks, screens) are functional
and modern; and printed and digital materials (e.g., menus,
displays) are visually appealing and updated with both the
composite weighted mean of 4.67 as rank 2 and 3; tables,
chairs, and utensils are well-maintained and hygienic with a
composite weighted mean of 4.66 as rank 4; the staff's uniforms
are neat and presentable with a composite weighted mean of
4.65 asrank 5; the overall ambiance of the restaurant is pleasant
and comfortable with a composite weighted mean of 4.63 as
rank 6; and the restaurant's layout allows for easy movement of
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As shown in Table 20, the assessment of service quality
regarding assurance is rated Excellent, with an overall weighted
mean of 4.67. All items rated as Excellent, these are: customers
feel safe when making transactions within the restaurant with a
composite weighted mean of 4.77 as rank 1; staff demonstrate
confidence and competence in performing their duties with a
composite weighted mean of 4.73 as rank 2; staff handle
payments and digital transactions professionally with a
composite weighted mean of 4.70 asrank 3; customers trust the
restaurant's brand and service quality with a composite
weighted mean of 4.68 as rank 4; employees always display
courteous and respectful behavior with a composite weighted
mean of 4.64 as rank 5; the restaurant enforces proper hygiene
and food safety standards with a composite weighted mean of
4.61 as rank 6; and employees provide clear and accurate
information about menu items with a composite weighted mean
of 4.60 asrank 7.

As to assessments of the groups of respondents on the
service quality, assurance was rated as Excellent, namely:
restaurant managers with an overall weighted mean of 4.91,
staff with an overall weighted mean of 4.57, and customers with
an overall weighted mean of 4.55.

The fact that customers fedl safe when making transactions
within the restaurant scored highest implies that trust and
financial security serve as the ultimate foundation for consumer
assurance in food establishments. While digital tools, hygiene,
and product knowledge are highly valued, an environment in
which patrons feel their information and assets are safe is
critical to overall peace of mind. Conversely, the lowest ranking
among employees providing clear and accurate information
about menu items highlights a communication bottleneck:
while staff behave courteously and handle payments
professionally, keeping them fully up to date on fast-moving
menu developments, alergen specifics, or recipe details
remains a persistent training challenge.

The vital relationship between transactional security and
consumer confidence is well recognized by Kwon (2023), who
observes that establishing a secure operational environment is
the single most important factor in building customer
confidence and corporate trust in modern service environments.
Within the Philippine context, this dynamic is supported by
Santos (2022), whose analysis of service quality in Metro
Manila restaurants shows that while digital systems and
physical protocols boost business credibility, systematic
workforce training programs are essential to ensure employees
can accurately convey changing menu details to dining guests.

3.5Empathy

As identified in Table 21, the assessment of service quality
regarding empathy is rated Excellent, with an overall weighted
mean of 4.64. All items rated as Excellent, such as. the
restaurant provides special accommodation for customers with
specific needs (e.g., elderly, PWDs) with a composite weighted
mean of 4.75 as rank 1; staff show genuine care and attention
toward customers needs; and the restaurant promotes a
welcoming and inclusive atmosphere with both the composite
weighted mean of 4.70 as rank 2 and 3; management ensures
that customers feel valued and appreciated with a composite
weighted mean of 4.62 as rank 4; employees take time to listen
to customer feedback and suggestions; and the

Table 21 Service Quality asto Empathy
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ELGCZ The highest ranking for providing special accommodations
for customers with specific needs (such as the elderly and

Servi PWDs) implies that empathy in service quality is most strongly

gsnﬁ]e; felt when a restaurant builds inclusive, equitable dining

I disp experiences. Consumers and staff recognize that true care goes

?gnrc’z beyond standardized politeness; it requires active hospitality

\(,iver:aleinn 467 |E 450 |E ass |E 455 ; that supports vulnerable groups. Conversely, the lowest ranking

g for service personnel displaying patience when dealing with

with customer concerns reveals a predictable human limitation.

:fr:‘:% When restaurants face high stress or fast-paced volumes, staff

oncer members find it increasingly difficult to slow down, regulate

ns. their emotions, and maintain a deeply patient demeanor during

challenging customer complaints.

The operational value of proactive, inclusive hospitality
within service frameworks is emphasized by Gibson (2023),
who states that empathy-driven service architectures drastically
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elevate customer satisfaction when physical facilities and
employee interactions adapt to diverse consumer groups.
Locally, this standard of personalized care aligns with Navarro
(2022), whose analysis of service culture in Philippine
quick-casual businesses notes that while structura
accommodations for seniors and PWDs are well-regarded and
statutory across Metro Manila, the emational |abor required to
maintain consistency in staff patience under intense operational
pressure demands ongoing soft-skills reinforcement.

3.6Handling of Complaints
Table 22 Service Quality asto Handling of Complaints
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Asiillustrated in Table 22, the assessment of service quality
regarding empathy, rated as handling of complaints, is rated
Excellent, with an overal weighted mean of 4.66. All items
rated as Excellent, namely: staff listen carefully to customer
grievances before providing a solution with a composite
weighted mean of 4.78 as rank 1; customer complaints are
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addressed quickly and professionally with a composite
weighted mean of 4.73 as rank 2; the restaurant maintains a
positive attitude when resolving conflicts with a composite
weighted mean of 4.65 as rank 3; management uses customer
complaints to improve future service delivery with a composite
weighted mean of 4.64 as rank 4; the restaurant has a clear and
accessible complaint resolution process; and corrective actions
are taken immediately when service lapses occur with both the
composite weighted mean of 4.61 as rank 5 and 6; and
customers receive feedback or follow-up after filing a
complaint with a composite weighted mean of 4.59 asrank 7.

As to assessments of the groups of respondents on service
quality, empathy was rated as Excellent for the handling of
complaints, with restaurant managers at an overal weighted
mean of 4.87, staff at 4.56, and customers at 4.55.

The top ranking for staff listening carefully to customer
grievances before providing a solution implies that deep
validation and emotional pacing are the most valued elements
in service recovery. Customers prioritize being heard and
understood over arushed fix, showing that interpersonal respect
is essential when a system breakdown occurs. Conversely, the
lowest ranking among customers receiving feedback or a
follow-up after filing a complaint reveals a post-incident gap:
while establishments excel at de-escalating issues face-to-face
on the floor, their administrative structure lacks the systematic
tracking needed to maintain long-term communication once the
customer leaves.

The strategic value of active listening during service
recovery encounters is well supported by Thomas (2023), who
argues that the longevity of service relationships hinges on an
organization's emotional capacity to vaidate consumer
grievances before implementing logistical fixes. Localy, this
communication trend aigns with Fernandez's (2022)
observations on operational service quality in Manila's casual
dining sector, which explain that while Filipino hospitality
naturally  fosters  empathetic,  face-to-face
problem-solving, casual food establishments frequently
struggle to sustain structured CRM follow-ups once a localized
conflict has been initially settled.

Table 23 Summary on Service Quality
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Table 23 summarizes the assessment of the service quality
rated as Excellent, with agrand mean of 4.65. All itemsrated as
Excellent, these are: assurance with a composite weighted mean
of 4.67 as rank 1; tangibles; and handling of complaints with
both the composite weighted mean of 4.66 as rank 2 and 3;
empathy with a composite weighted mean of 4.64 as rank 4;
and responsiveness to customer requests, and reliability of
service delivery with both the composite weighted mean of 4.62
asrank 5 and 6.

Generally, the assessments of the groups of respondents on
service quality were rated as Excellent, namely, restaurant
managers with a grand mean of 4.82 and staff and customers
with a grand mean of 4.56.

The high overall evaluation of service quality suggests that
fast-casual restaurants consistently deliver well-balanced
service performance across responsiveness, reliability,
tangibles, assurance, empathy, and complaint handling,
resulting in strong customer satisfaction and trust.

The top ranking for assurance implies that building
transactional safety, technical confidence, and credibility is the
most fundamental driver of overal service quality in
modernized casual dining. Customers prioritize feeling secure
and trusting the establishment above all other dimensions.
Conversdly, the tie for the lowest positions between
responsiveness to customer requests and reliability of service
delivery points to a common operational bottleneck: while an
establishment may possess excellent modern tangibles and
empathetic staff, consistently meeting promised mealtime
frames and maintaining flawless frontline attention during
high-volume spikes remain the most vulnerable areas of
day-to-day operations.
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The strategic dominance of security and credibility over
secondary transactional traits is highlighted by Parasuraman,
Zeithaml, &amp; Mahotra (2020), who argue that customer
perceptions of service quality are anchored primarily on
foundational trust and structural safety metrics before
operational speed factors come into play. Localy, this exact
structural hierarchy matches the conclusions of Aguirre (2024),
whose work on the fast-casual restaurant ecosystem in urban
centers like Metro Manila notes that while physical aesthetics
and empathetic service recovery are highly prized by the dining
public, establishing unwavering transactional trust is what
secures brand equity, even when peak-hour foot traffic strains
operational responsiveness and delivery timeframes.

Sub-problem No.4.Is there a significant
relationshipbetween digital innovation and service quality
of selected fast casualrestaurants?

Table 24 Correlation Between Digital Innovation and
Service Quality of Selected Fast Casual Restaurants
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Table 24 presents the correlation between digital innovation
and service quality for selected fast-casual restaurants, showing
that al indicators exhibit very strong to perfect positive
relationships. Specifically, Responsiveness to Customer

Requests obtained an r-value of 0.99 (Very Strong Correlation)
with at-value of 3.46369, while Reliability of Service Delivery
also recorded an r-value of 0.99 (Very Strong Correlation) and
at-value of 3.46373. In terms of Tangibles, the result showed a
perfect correlation (r = 1.00) with a t-value of 3.46402. For
Assurance, the r-value is 0.99 (Very Strong Correlation) with a
t-value of 3.46381, while Empathy obtained an r-value of 0.99
(Very Strong Correlation) and a t-value of 3.46389. Lastly,
Handling of Complaints registered an r-value of 0.99 (Very
Strong Correlation) with a t-value of 3.46392. All computed
t-values exceeded the critical value of 1.782 at the 0.05 level of
significance (df = 12), leading to the rejection of the null
hypothesis and confirming that digital innovation has a
significant and positive relationship with al dimensions of
service quality.

The near-perfect and perfect positive correlations between
digital innovation and al service quality dimensions imply that
technological advancements are completely interwoven with
modern hospitality performance. Digital tools do not act merely
as standalone operational upgrades; instead, they serve as the
direct engine driving enhanced customer interactions,
reliability, and store environments. When a restaurant's digital
execution excels, its perceived service quality rises
symmetrically. In particular, the perfect correlation with
tangibles reveals that digital infrastructure (like self-order
kiosks, digital displays, and modern terminal designs) has
redefined the physical dining environment itself, making
technology an inseparable component of a restaurant's modern
physical presence.

This systemic link between technological maturity and
multi-dimensional service excellence is strongly supported by
Bharadwaj (2021), who posits that digital transformation within
consumer-facing sectors operates as an architectural force that
fundamentally elevates every metric of organizationa service
delivery. In the domestic restaurant landscape, this
comprehensive interdependence is reflected in Alvarez (2023),
whose study on digital-first dining in key Philippine business
districts demonstrates that high-performing tech systems
consistently yield higher service marks, reinforcing the reality
that modern fast-casual business models can no longer decouple
operational quality from their digital infrastructure.

Sub-problem No.5.What are theproblemsencounteredin
terms of digital innovation and service quality?

As indicated in Table 25, the problems encountered
regarding digital innovation and service quality are rated as
Very Least Encountered, with an overal weighted mean of
1.53. All itemsrated as Very Least Encountered, such as. some
digital payment options are not consistently available, with a
composite weighted mean of 1.66 as rank 1; frequent
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system glitches make ordering inconvenient with a
composite weighted mean of 1.64 as rank 2; the app lacks
user-friendly features for easy navigation with a composite
weighted mean of 1.58 as rank 3; employees rarely show
genuine concern for customer satisfaction with a composite
weighted mean of 1.57 as rank 4; staff are sometimes slow to
respond to customer inquiries or needs with a composite
weighted mean of 1.53 as rank 5; orders are occasionaly
inaccurate or incomplete; and dining areas and facilities are not
consistently well-maintained with both the composite weighted
mean of 1.52 as rank 6 and 7; delays occur when processing
orders through delivery partners, and the restaurant does not
fully utilize customer data for improvement with both the
composite weighted mean of 1.48 as rank 8 and 9; the rewards
system often fails to update or record points correctly; and some

staff lack confidence and knowledge when addressing customer
concerns with both the composite weighted mean of 1.47 as
rank 10 and 11; and customer complaints are not aways
resolved in atimely and satisfactory manner with a composite
weighted mean of 1.42 as rank 12.

As to assessments of the groups of respondents on the
problems encountered in terms of digital innovation and service
quality, rated as Very Least Encountered, these are: staff
(overal weighted mean: 1.71), customers (overall weighted
mean: 1.69), and restaurant managers (overall weighted mean:
1.19).

The fact that inconsistent availability of digital payment
options ranked highest among the problems encountered
implies that transactional friction remains a primary
vulnerability in digitized quick-service ecosystems. Even when
overal problems are minimal, customers and frontline staff are
acutely sensitive to payment terminal dropouts or unsupported
mobile wallets because they immediately stall the checkout
process. Conversely, the fact that the timely resolution of
customer complaints scored lowest (the absolute least
encountered problem) implies an exceptional baseline for
immediate, on-the-floor troubleshooting. It indicates that while
backend digital networks or payment gateways may
occasionally experience minor connectivity hiccups, the
restaurant's operational personnel are highly efficient at
stepping in to fix issues before they escalate into lasting
grievances.

The critical importance of payment stability in tech-enabled
environments is well supported by Gartner (2022), which
observes that operational disruptions at the point of sale (POS)
have an outsized negative impact on user experience because
they directly interrupt the core transaction phase. In the
domestic environment, this dynamic aigns closely with
findings by Villanueva(2023), whose research on casual dining
networks in the Philippines reveals that while local restaurant
consumers are generally highly forgiving of minor app layout
bugs, payment gateway inconsistencies cause immediate
operational friction that pressures frontline staff and strains
real-time service delivery.

Sub-problem No.6.Based on the
whatcompetitive advantage planmay be proposed?

findings,

The proposed Competitive Advantage Plan is anchored on
transforming excellent operational performance outcomes into
sustainable competitive advantages. While fast-casual
restaurants demonstrate robust capabilities in digital innovation
and service quality, sustaining market leadership requires
systematic planning, resource allocation, and continuous
monitoring. The plan addresses minor operational gaps and
reinforces core strengths to dynamically adapt to shifting
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customer expectations, technological trends, and market
competition.

The structured action matrix organized by Key Result Areas
(KRAS), encompassing objectives, strategies, specific activities,
departments responsible, exact timelines, budgets, and
performance indicators directly drawn from the operational
framework:

Proposed Competitive Advantage Plan
Introduction

The proposed Competitive Advantage Plan is based on
findings that both the Digital Innovation and Service Quality
dimensions in selected fast-casual restaurants are consistently
rated as highly evident and excellent by restaurant managers,
staff, and customers. These results indicate that the
establishments already possess strong operational capabilities
and customer-oriented practices that contribute to their current
market performance. However, in an increasingly competitive
and technology-driven food service industry, maintaining these
high levels of performance requires continuous improvement,
innovation, and sustainability-focused strategies.

Thus, the plan is designed not only to address minor gaps
identified in lower-ranked indicators but, more importantly, to
sustain and strengthen existing best practices that support
long-term competitiveness.

Title:Competitive Advantage Plan
Rationale

The proposed plan is anchored on the need to transform
strong performance outcomes into sustainable competitive
advantages. While the findings reveal that digital systems (e.g.,
online ordering, mobile applications, contactless payments, and
data analytics) and service quality dimensions (eg.,
responsiveness, reliability, assurance, empathy, tangibles, and
complaint handling) are already well-established, sustaining
these requires systematic planning, resource allocation, and
continuous monitoring. Moreover, the dynamic nature of
customer expectations, technological advancements, and
market competition necessitates proactive strategies to ensure
that service excellence and innovation are consistently
delivered. The plan therefore focuses on reinforcing strengths,
improving weaker areas, and integrating data-driven and
customer-centric approaches to sustain long-term business
success.

Objectives
The proposed Competitive Advantage Plan aims to:

1. Sustain and enhance the current high levels of digita
innovation and service quality across all operational areas of the
restaurant.

2. Strengthen lower-ranked indicators through targeted
strategies that improve efficiency, responsiveness, and
customer experience.

3. Indtitutionalize customer-centric and  data-driven
decision-making processes to support continuous improvement.

4. Improve operationa efficiency, service reliability, and
service consistency through technology integration and
workforce development.

5. Enhance customer satisfaction, loyalty, and retention by
delivering consistent, high-quality, and personalized service
experiences.

6. Edtablish a sustainable framework that enables the
restaurant to adapt to changing market trends, customer
expectations, and technological developments from 2026 to
2027.

Sub-problem No.7.How acceptable is the

proposedcompetitiveadvantage plan?

Table 26 Acceptability of the Proposed Competitive
Advantage Plan

Resta
urant
Mana
gers

Custo
mers

Indic
ators

Comp

Staff .
osite

Rank

WM (VI WM | VI WM | VI WM (VI

Thep
ropos

plan
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ned
with
there
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nt'svi
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missi
on,
and st
rategi

500 |HA [469 [HA (470 |HA |480 |HA 1

goals.

The
plan
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and p
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given
there
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nt'sa
vailab
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ource

492 |HA |466 |HA |[436 |HA |465 |HA |5
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Indic
ators
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Staff
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osite

Rank
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ropos
ed str
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scan
effect
ively
streng
then
there
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4.83

HA

4.68

HA

4.79

HA

477

HA
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viable
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ve bu
siness
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HA
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Thep
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4.58
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4.46
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4.92

HA

477

HA

4.45
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4.71
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Overa
I We
ighte
d
Mean

4.86

HA

4.67

HA

4.58

HA

4.70

HA

Legend:

RangeScaleVerbal I nterpretationSymbol

54.20-5.00HighlyAcceptableHA

43.40-4.19AcceptableA
32.60-3.39Moder atel yAcceptableMA
21.80-2.59L eastAcceptableL A
11.00-1.79Very LeastAcceptableVLA

As presented in Table 26, the assessment of the acceptability
of the proposed competitive advantage plan is rated as Highly
Acceptable with an overall weighted mean of 4.70. All items
rated as Highly Acceptable, namely: the proposed plan is
aligned with the restaurant's vision, mission, and strategic goals
with a composite weighted mean of 4.80 as rank 1; the
proposed strategies can effectively strengthen the restaurant's
market position with a composite weighted mean of 4.77 as
rank 2; the plan is financially viable and expected to yield
positive business outcomes; and the plan is responsive to
customer needs and current industry trends with both the
composite weighted mean of 4.71 as rank 3 and 4; the plan is
feasible and practical to implement given the restaurant's
available resources with a composite weighted mean of 4.65 as
rank 5; and the proposed initiatives are acceptable to both
management and employees with a composite weighted mean
of 4.60 asrank 6.

As to assessments of the groups of respondents on the
acceptability of the proposed competitive advantage plan rated
as Highly Acceptable, such as: restaurant managers with an
overall weighted mean of 4.86, staff with an overall weighted
mean of 4.67, and customers with an overall weighted mean of
4.58.

The high degree of consistency between the assessments of
managers, staff, and customers implies a unified operational
reality across fast-casual dining establishments. When
leadership, front-line personnel, and guests al rate digita
innovation and service quality at identically high levels, it
shows that strategic corporate goals are successfully reaching
the customer. Conversely, the minor variation in which
customers score certain metrics slightly lower reveals a subtle
perception gap: while internal teams evaluate their service
based on operational effort and technical design, customers
judge the final experience purely on real-time convenience and
personal interactions on the floor.

The high acceptability of the proposed competitive
advantage plan is supported by Anderson (2024), who
highlights that strategic plans integrating digital innovation
with operational realities tend to be more acceptable among
restaurant stakeholders when they are practical, financially
sound, and responsive to current market trends.

Summary, Conclusions and Recommendations

Summary
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The following are the findings of the specific problems
raised in the study:

1.0nthe assessment ofrestaurant managers, staff, and
customers as to the Digital Innovation of Selected Fast
Casual Restaurants.

Digital innovation among the selected fast-casual restaurants
is assessed as Highly Evident, with a grand mean of 4.65.

2.0nthe significant difference in the assessment
ofrestaurant managers, staff, and customers as to the
Digital Innovation of Selected Fast Casual Restaurants.

The comparative assessment of digital innovation at a 0.05
significance level revealed significant differences among
restaurant managers, staff, and customers in their assessments
of online ordering systems, mobile app features, and loyalty
program automation, leading to the rgection of the null
hypothesis in these areas. However, no significant differences
were found in their evaluation of integration with third-party
delivery platforms, data analytics usage, and contactless
payment solutions. Despite these initial differences, post-hoc
tests showed that pairwise comparisons among the three groups
were not significant, indicating that overall perceptions of
digital innovation are generally aligned across managers, staff,
and customers.

3.0ntheAssessmentof the Service Quality of Selected Fast
Casual Restaurants.

Service quality is assessed asExcellentwith a grand mean
0f4.65.

On the significant relationship between digital innovation
and service quality of selected fast casual restaurants?

There is a very strong to perfect positive relationship
between digital innovation and service quality in the selected
fast-casual restaurants. All service quality
indicators--responsiveness, rdiability, tangibles, assurance,
empathy, and handling of complaints--showed correlation
coefficients (r-values) between 0.99 and 1.00, with
corresponding t-values exceeding the critical value. This leads
to reection of the null hypothesis and indicates that
enhancements in digital innovation are closely linked to
improvementsin all aspects of service quality.

4.0n the problems encountered in terms of digital
innovation and service quality.

The problems encountered regarding digital innovation and

service quality are assessed as Very Least Encountered, with an
overall weighted mean of 1.53.

The proposed competitive advantage plan comprises key
areas, objectives, strategy, activities, and a time frame from
August 2026 to July 2027, aong with a budget and
performance indicators.

5.0nthe acceptability of
advantage plan.

the proposedcompetitive

The proposed competitive advantage plan is assessed as
Highly Acceptable with an overall weighted mean of 4.70.

Top of Form
Bottom of Form
Conclusions

Based on the findings of the study, the following conclusions
are drawn:

6.Digital innovation in the selected fast casual restaurants is
strongly observed, with online ordering systems leading,
followed by contactless payments, mobile app features, loyalty
programs, and delivery integration and data analytics.

7. Managers, staff, and customers showed similarities and
some variations in their assessment of digital innovation,
particularly in online ordering systems, mobile app features,
and loyalty program automation, while they generaly share
aligned perceptions on integration with third-party delivery
platforms, data analytics usage, and contactless payment
solutions.

8 Service quality is rated very positively overal, led by
assurance, followed by tangibles and handling of complaints,
then empathy, responsiveness, and reliability of service
delivery, with consistently positive assessments from restaurant
managers, staff, and customers.

9. Digita innovation and service quality are closely and
significantly related, as all service quality dimensions, such as
responsiveness, reliability, tangibles, assurance, empathy, and
handling of complaints, show very strong to near-perfect
relationships.

10. Problems in digital innovation and service quality are
rarely encountered, with issues such as inconsistent digital
payments, system glitches, and limited app usability being the
most noted, while other concerns like staff response, order
accuracy, facility upkeep, delivery delays, data use, rewards
system errors, staff competence, and complaint handling are
least observed across al groups.

11. The proposed competitive advantage plan ams to
strengthen and sustain digital innovation and service quality

through technology, data-driven systems, workforce

On the findings, the competitive advantage plan was geyelopment, and customer-focused drategies to improve

proposed. operations,  customer  satisfaction, and  long-term
competitiveness.
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12. The proposed competitive advantage plan is rated as
highly acceptable, particularly due to its aignment with the
restaurant's vision, mission, and goas, its potential to
strengthen market position, financial viability, responsiveness
to customer needs and industry trends, feasibility, and
acceptability among restaurant managers, staff, and customers.

Recommendations

Based on the findings and conclusions presented, the
following recommendations are suggested:

1. Restaurant managers, IT department, and operations team
may continuously enhance digital innovation by prioritizing
improvements in online ordering systems, contactless
payments, mobile app features, loyalty programs, delivery
integration, and data analytics to sustain strong performance.

2. Management, IT department, marketing team, and
operations staff, consider standardizing and aigning digital
innovation practices while addressing variations in perceptions
through training, system integration, and consistent technology
utilization across all platforms.

3. The restaurant management, operations team, and human
resource department can maintain and further improve service
quality by strengthening assurance, tangibles, complaint
handling, empathy, responsiveness, and reliability through
continuous training and service monitoring.

4. Top management, IT department, and quality assurance
team may integrate digital innovation initiatives with service
quality improvement strategies to sustain and enhance their
strong positive  relationship  through data-driven
decision-making and technology optimization.

5. Operations team, IT department, customer service unit,
and finance department, consider minimizing remaining issues
in digital innovation and service quality by strengthening
system reliability, improving app usability, enhancing staff
responsiveness, and ensuring efficient complaint and payment
handling.

6. Top management, IT department, marketing department,
and human resource department may implement the proposed
competitive  advantage plan by reinforcing digital
transformation, workforce capability, customer-focused
strategies, and data-driven operations to improve performance
and competitiveness.

7. Top management, planning committee, and concerned
departments may adopt and implement the highly acceptable
competitive advantage plan by ensuring aignment with
organizational goals, strengthening market position, and
sustaining financial and operational viability through
coordinated execution.

8. Future researchers, academic ingtitutions, and hospitality
industry practitioners should consider conducting further
studies to explore other factors affecting digital innovation and
service quality in fast casual restaurants, focusing on broader
locations, larger samples, and emerging technologies to deepen
understanding and enhance the applicability of findings.
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Appendix
Proposed Competitive Advantage Plan
Introduction

The proposed Competitive Advantage Plan is based on
findings that both the Digital Innovation and Service Quality
dimensions in selected fast-casual restaurants are consistently
rated as highly evident and excellent by restaurant managers,
staff, and customers. These results indicate that the
establishments already possess strong operational capabilities
and customer-oriented practices that contribute to their current
market performance. However, in an increasingly competitive
and technology-driven food service industry, maintaining these
high levels of performance requires continuous improvement,
innovation, and sustainability-focused strategies.

Thus, the plan is designed not only to address minor gaps
identified in lower-ranked indicators but, more importantly, to
sustain and strengthen existing best practices that support
long-term competitiveness.

Rationale

The rationale for the proposed plan is anchored on the need
to transform strong performance outcomes into sustainable
competitive advantages. While the findings reveal that digital
systems (e.g., online ordering, mobile applications, contactless
payments, and data analytics) and service quality dimensions
(e.g., responsiveness, reliability, assurance, empathy, tangibles,
and complaint handling) are aready well-established,
sustaining these requires systematic planning, resource
allocation, and continuous monitoring. Moreover, the dynamic
nature of customer expectations, technological advancements,
and market competition necessitates proactive strategies to

Improve operational efficiency, service reliability, and
service consistency through technology integration and
workforce development.

Enhance customer satisfaction, loyalty, and retention by
delivering consistent, high-quality, and personalized service
experiences.

Establish a sustainable framework that enables the restaurant
to adapt to changing market trends, customer expectations, and
technological developments from 2026 to 2027.

— PROPOSED —

PCoMPETE

Competmve Operatlons Modernization Program
for , and Enterprise

CDMPETITIVE ADVANTAGE PLAN

Leveraging Digital Innovation and Service Quality for
Sustainable Competitive Advantage
among Sele d Fast Casual 'S
in Metro Manila
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Figure
A. Digital Innovation of Selected Fast Casual Restaurants
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ing - tandard . nce
and epartme positive S nce staff partme tion)
gather f | nt &amp; |nt
eedbac recogni
k ze best-
Install groome
PWD-Fr | d
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Prepared by: Ryan A.Tapiador, MBA©
PERMISSIONTO CONDUCT SURVEY
SURVEY QUESTIONNAIRE

Date:

IT Dep
artment
Finance
Depart

P200,0
00 (sec
urity sy

100% c

Augl- ustomer

Dear Respondents,

This questionnaire seeks to solicit your opinion and
judgement on the "DIGITAL INNOVATION AND SERVICE
QUALITY OF SELECTED FAST CASUAL RESTAURANTS
IN METRO MANILA: BASIS FOR COMPETITIVE
ADVANTAGE PALN". The information gathered in this
survey will be used as baseline information to determine the
operations of selected Shakey's Pizza Restaurant, Kenny Rogers
Roasters, Tokyo Tokyo Restautant, Yellow Cab Pizza Co., and

BonChon Chicken and identify challenges that need to be
addressed for the purpose of coming up with a "INPUTS TO
EXPANSION PLAN". Rest assured that your responses will be
treated with the utmost confidentiality and will only be used for
the purpose of this study.

Sincerely yours,

RYAN TAPIADOR

Researcher

SURVEY QUESTIONNAIRE

DIGITAL INNOVATION AND SERBVICE QUALITY
OF SELECTED FAST CASUAL RESTAURANTS IN
METRO MANILA: BASIS FOR COMPETITIVE
ADVANTAGE PLAN

SURVEY QUESTIONAIRE

Direction: Please put a check () in the space provided in
each question that best fits your answer.

PART 1. DEMOGRAPHIC PROFILE

Name:

(Optional)

Fast Casual Restaurant

_____ Shakey's Pizza Restaurant

__ Kenny Rogers Roasters

_____ Tokyo Tokyo Restaurant

__ Yédlow Cab Pizza Co.

__ Bonchon Chicken

Job Type

__ Restaurant Manager

_ Steff

_ Customer

Age

___ bBlyearsoldandabove _ 41-50yearsold
_____ 31-40yearsold

___ 21-30yearsold

_____20yearsold and below

Sex
_____ Made
___ Female
Civil Status
____Single
__ Maried
_ Widow/er

Educational Attainment
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Doctoral Degree ONLINE

ORDERIN

With Doctoral Units G CEE | B MER, | HEE | VHEE)
Master's Degree SYSTEM
The
With Master's Units restaurant's
online
___ Bachelor Degree platform is
reliable
Undergraduate and rarely
PART II. DIGITAL INNOVATIONOFSELECTED i&e{ﬁnccale
FAST CASUAL RESTAURANT IN issues.
METRO MANILA Cust_omefs
receive
Direction:Kindly put a check mark () on the number which | timely noti
fications
accurately corresponds to your assessment of the level of | .
impact of the following indicators: mations for
. . their online
Option Range Verbal Interpretation Symbol orders.
54.20 - 5.0 Highly Evident HE The online
ordering
43.40 - 4.19 Evident E process
. reduces
32.60 - 3.39 Moderately Evident ME waiting
. time and
21.80-2.59 Least Evident LE enhances
11.00- 1.79 Very Least Evident VLE customer ¢
onvenience
ONLINE ’

MOBILE
gRDER'N HE (5) E (4) ME (3) LE (2) VLE (1) APPLICA
SYSTEM TIoN Fea | HE®) E(4) ME (3) LE(2) VLE (1)
The TURES
restaurant's The mobile
online app
ordering provides a
systemis smooth
easy to and
navigate intuitive
and user-fr user
iendly. experience.
Customers Customers
can easily can easily
customize access
their orders promotions
(e.g., add/r and
emove ingr discounts
edients, through the
choose app.

Sizes). The app
Theonline allows for
ordering quick
system reordering
provides of previous
accurate meals.

and Push notifi
updated cations
menu infor effectively
mation. inform
The system customers
alows about new
customers products or
to track offers.
their orders

inrea

time.
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ONLINE ONLINE
gRDERIN HE (5) E (4) ME (3) LE (2) VLE (1) gRDERIN HE (5) E (4) ME (3) LE (2) VLE (1)
SYSTEM SYSTEM
The mobile Délivery
app tracking
integrates via
features third-party
like GPS platforms
location is accurate
for nearby and
branches. up-to-date
The app's The
interface restaurant
designis maintains
visualy strong coor
appealing dination
and with
reflects the third-party
restaurant's delivery
brand. riders.
The mobile Customer
application complaints
loads from
quickly third-party
and platforms
performs are
well across addressed
different efficiently.
devices. The
INTEGRA restaurant
TION gains
WITH THI greater
RD-PART | HE (5) E (4) ME (3) LE(2) VLE (1) market
Y DELIVE reach
RY PLAT through its
FORMS third-party
The deliver_y pa
restaurant rtnerships.
partners DATA AN
with ALYTICS |HE (5) E (4) ME (3) LE(2) VLE (1)
reliable USAGE
thi r.d-party The
delivery restaurant
services USES
(eg.,
GrabFood, g:ts;ci?er
Foodpanda understand
)- dining pref
Orders erences
placed and
through behavior.
third-party Data
platforms analytics
ae help the
processed restaurant
accurately optimize
and menu
promptly. offerings
The menu and pricing
items strategies.
displayed Sales data
on delivery are
appsare
cqnsi stent ;?%Lljﬁg to
‘_N'th improve
In-store operational
offerings. performan
ce.
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ONLINE ONLINE
gRDER'N HE(S) |E@) ME@) |LE@ |VLEQ gRDER'N HE(S)  |E(@ ME(® |LE@ |VLEQ)
SYSTEM SYSTEM
The Contactles
restaurant S payments
uses help
analyticsto reduce
forecast transaction
demand errors.
and The
manage restaurant
inventory staff are kn
effectively. owledgeab
Marketing lein
decisions assisting
are with
supported contactless
by insights transaction
drawn S.
from

Payment
customer terminals
data. and QR
The codes are
restaurant easly
uses data accessible
analyticsto to
measure customers.
gsitscf)?cfiron Contactles

s payment
and improves
loyalty. the overall
Manageme convenienc
nt uses e of dining
data-driven or
insightsto ordering.
enhance LOYALT
business d Y PROGR
ecision-ma AM AUT |HE(5) E (4 ME (3) LE (2 VLE (1)
king OMATIO
CONTAC N
TLESSPA The
YMENT S | HE (5) E (4) ME (3) LE(2 VLE (1) restaurant's
gLUTION loyalty .

programis
The fully
restaurant integrated
offers into its
multiple digital
contactless platforms.
payment Customers
options can easily
(eg., track
GCash, points and
PayMaya, rewards
cards). through the
The app or
contactless website.
payment The loyalty
processis program
fast and offers pers
efficient. onalized
Customers rewards
feel secure based on
using purchase
digital history.
payment
methodsin
the
restaurant.
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ONLINE RESPONS
ORDERIN IVENESS
G A=) E() 15 ) HE () WEE) TOCUST |E(5) VS (4) S(@d) F(2) P (1)
SYSTEM OMER RE
Automated QUESTS
notificatio Orders and
ns remind specia
customers requests
about their are
reward handled
status or without un
expiry necessary
The digital dely.
loyalty Employees
system demonstrat
encourages e
repeat willingness
purchases. to help
Registratio cu:(l)mers
n and parti qt
cipationin times.
the loyalty The
program restaurant
are quick provides
and timely
simple. responses
to online
Theloyalt
program or phone
effectively inquiries.
enhances Service
customer e personnel
ngagement remain
and attentive
retention. even
during
PART II11.SERVICE QUALITY OFSELECTED FAST peak
CASUAL RESTAURANT IN hours.
The
METRO MANILA restaurant
Direction:Kindly put a check mark () on the number which gLfl‘st
accurately corresponds to your assessment of the level of |solutions
; RS . when
impact of the following indicators: customers
Option Range Verbal Interpretation Symbol have issues
or
54.20- 5.0 Excéllent E concerns
43.40 - 4.19 Very Satisfactory VS Jhesat
32.60 - 3.39 Moderately Evident S proacti\(e
in offering
21.80-259 FarF assistance
or
1.00 - 1.79 Poor P additional
services.
REEACNS RELIABIL
IVENESS ITY OF
I)?AE:SRTE EG) vs@) S@ F@) PO SERVICE |E (5) VS (4) S(3) F() P(1)
QUESTS BELIVER
ngr;ptly The
attend to restarant
consistentl
customer y delivers
i accurately.
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RESPONS RESPONS
IVENESS IVENESS
TOCUST |E(5) VS (4) S@3) F (2 P (1) TOCUST |E(5) VS (4) S(@d) F(2) P (1)
OMER RE OMER RE
QUESTS QUESTS
Customers The
receive restaurant's
their meals digital
within the facilities
promised (eg.,
time self-order
frame. kiosks,
The screens)
restaurant ae
maintains functional
consistenc and
yin food modern.
quality and The overall
taste. ambiance
Service per of the
formance !'&staurant
is is zl easa][]t
dependable and comfor
regardless table.
of The
customer restaurant's
volume. layout
Online and dlows for
dine-in easy
orders are movement
processed of
with customers
minimal and staff.
errors. Printed and
Customers digi ta!
canrely on materias
the (eg.,
restaurant menus,
to defiver displays)
what it sirzua”y
promises. appecling
The and
restaurant updataj
provides ASSURA
consistent NCE E(5) VS (4) S(3 F(2 P(1)
operating
hours and Staff demo
availability nstrate
confidence
and compe
Ve lEE  vs@ s [F@ [P tencein
performing
The their
restaurant duties.
maintains a
clean and Employees
orderly provide
dining clear and.
area. accuratein
formation
Tables, about
chairs, and menu
utensilsare items.
well-maint
ained and Customers
L feel safe
hygienic. when
The staff's maki ng tra
uniforms nsactions
are neat within the
and present restaurant.
able.
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RESPONS RESPONS
IVENESS IVENESS
TOCUST |E(5) VS (4) S(3) F (2 P (1) TOCUST |E(5) VS (4) S(3) F (2 P (1)
OMER RE OMER RE
QUESTS QUESTS
Staff Service
handle personnel
payments display
and digital patience
transaction when
sprofessio dealing
nally. with

The customer
restaurant concerns.
enforces Manageme
proper nt ensures
hygiene that

and food customers
safety feel valued
standards. and apprec
Employees iated.
display The
courteous restaurant
and promotes a
respectful welcoming
behavior at and

al times. inclusivea
Customers tmosphere.
trust the HANDLIN
restaurant's G OF CO
brand and MPLAINT E®) vS() SE F@) PO
service S

quality. Customer
EMPATH E(5) VS (4) s@ FQ PQ) complaints
Y are

Staff show addressed
genuine quickly
care and f'a\nd profess
attention ionaly.
toward Staff listen
customers carefully to
needs. customer
The grievances
restaurant before
provides prOVI‘dI nga
special acc solution.
ommodatio The

nsfor restaurant
customers hasaclear
with and
specific accessible
needs (e.g., complaint
elderly, resolution
PWDs). process.
Employees Corrective
take time actionsare
tolisten to taken imm
customer ediately
feedback when

and sugges service
tions. lapses

The occur.
restaurant Customers
vaues receive
regular feedback
customers or

and follow-up
remembers after filing
their prefer a

ences. complaint.
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RESPONS Areas of
IVENESS concen  |HE®)  |EG@ ME(3 [LE@ |VLEQ
TOCUST |E(5) VS (4) S@d) F(2 P() The
OMER RE resteurant
QUESTS does not
Manageme fully
nt uses utilize
customer customer
complaints dataforim
to improve provement.
vice Some
; digital
delivery. peyment
The options are
restaurant not consist
maintains a ently
positive available.
attitude The
mi ng rewards
; system
conflicts. often tails
Part IV:PROBLEMS ENCOUNTERED RELATIVETO L‘;‘r’gggg
THE DIGITAL INNOVATION AND SERBVICE |points
QUALITY OF SELECTED FAST CASUAL | correctly.
RESTAURANT IN METRO MANILA Saftare
Direction:Kindly put a check mark () on the number which | slow tc(’“
respond to
accurately corresponds to your assessment of the level of | customer
impact of the following indicators: ineogries or
ni S.
OptionRangel nter pretationSymbol Ordersare
5 4.20 - 5.00 Highly Encountered HE Smaﬂona“
4 3.40- 4.19Encountered E ineyocurateI
Or Incomp
2.60 - 3.39 Moderately Encountered ME ete.
21.80 - 2.59 Lease Encountered LE Zg‘gn )
11.00- 1.79 Very Least Encountered VLE facilities
are not con
A f sistently w
C;ia;?n HE (5) E@4 ME(3) [LE(2 VLE (2) o e|(_j maintai
Frequent ned.
system Some staff
glitches Iack_
make confidence
ordering in and
convenient knowledge
. when
addressing
The 3pp customer
|f6pksdl|.193f- concerns.
riendly
features for Employees
easy rarely
navigation. show_
genuine
Delays concern for
oceur customer s
when atisfaction.
rocessin
grders : Customer
through complaints
delivery are not
partners. always .
resolved in
atimely
and satisfa
ctory
manner.
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PartV:ACCEPTABILITY OF THE PROPOSED
COMPETITIVE ADVANTAGE PLAN

Direction:Kindly put a check mark () on the number which
accurately corresponds to your assessment of the level of
impact of the following indicators:

OptionRangel nter pretationSymbol
54.20 - 5.00 Highly Acceptable HA

4 3.40- 4.19Acceptable A

2.60 - 3.39 Moderately Acceptable MA
21.80- 2.59 Lease Acceptable LA
11.00- 1.79 Very Least Acceptable VLA

Areas of
Concern

The
proposed
planis
aigned
with the
restaurant's
vision,
mission,
and
strategic
goals.

HA(B) |A@) MA@3) |[LA(2 VLA (1)

Theplanis
feasible
and
practical to
implement
given the
restaurant's
available
resources.

The
proposed
strategies
can
effectively
strengthen
the
restaurant's
market
position.

Theplanis
financialy
viable and
expected to
yield
positive
business
outcomes.

The
proposed
initiatives
are
acceptable
to both ma
nagement
and
employees.

Areas of
Concern

HA (5)

A4

MA (3)

LA (2)

VLA (1)

Theplanis
responsive
to
customer
needs and
current
industry
trends.
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