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Service Quality and Black Customer Satistaction - A Perspective on the
United States Restaurant Industry

Abstract

This paper examines the issue of racial discrimination of Black United States (U.S.) restaurant patrons from a
service quality and customer satisfaction perspective. In spite of the progress the industry has made in recent
years to alleviate this problem, many contemporary examples clearly demonstrate that racial discrimination is
still of great concern. The articles stresses the importance of an ethical approach in human resource
management-intensive and offers suggestions for reducing discriminatory practices in U.S. restaurant service
delivery.
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Service Quality and Black Customer Satisfaction — A
Perspective on the United States Restaurant Industry

By Ivan B. Turnipsced, and Karl ]. Mayer

This paper excansines the issue of radal discrimination of Black United States (U.S.) restanrant patrons
Jrom a service qualtly and customer satisfaction perspective. In spite of the progress the industry bas made in recent
_years to alleviate this problems, many contemporary examples clearly demonstrate that ragal discrimination is still
of great concern. The article siresses the importance of an ethical approach tn buman resonrce management-
intensive and affers suggestion for reducing discriminatory practices in U.S. restawrant service delivery.

Introduction

This paper examines the issue of racial discrimination of Black United States (U.S.)
restaurant pattons from a service quality and customer satisfaction perspecrive. In spite of the
progress that the industry has made in recent years to alleviate this problem, it is apparent that
racial discrimination still exists in the U.S. restaurant industry. Herein, the term “Black”, rather
than “African-American”, is deliberately used to emphasize that patrons ‘of color’ are routinely
subjected to such practices simply because of their perceived racial background. Varying shades
of “black™ skin, while clearly a hallmark of African-Americans (i.e., “[Americans] of Aftican and
especially of black African descent™), are also common to a host of U.S. restaurant diners who
are not American citizens, as well as consumers who are not members of the Negroid race
(Merriam-Webster’s 2001).! With this distinction in mind, the paper begins with a brief overview
of service quality and customer satisfaction from the services marketing and hospitality literature.
It then turns to a discussion of recent examples of incidents involving racial diserimination in
U.S. restaurants. Finally, by taking a service quality approach, it explores possible solutions that
can help restaurant operators to alleviate these discriminatory practices.

Service Quality Concepts

Service quality is conceived of as the difference between a customer’s expectations and
perceptions of a service (Gronroos, 1984). The evaluation of service quality focuses expressly on
key service dimensions, as identified in the pioneering work of Parasuraman, Zeithaml and Berry,
1988. Their research developed the Gaps Model of Service Quality as an organizing framework
to understand and diagnose service quality problems. From the customers’ vantage point,
service quality is a focused assessment that reveals their views of service elements, including
interaction quality, physical environment quality, and outcome quality. These elements are
appraised using five specific service quality dimensions: rehability; assurance; responsiveness;
empathy; and, tangibles.

Reliability is a firm’s ability to execute promised services dependably and correcdy;
responsiveness is the employees’ readiness to assist guests and provide prompt and efficient
service; assurance is the service staffs’ knowledge, professionalism, and ability to engender trust
and confidence; empathy is the individualized, caring attention given to customers; and, tangibles
are the physica] faciliies, equipment, employee costumes, and written materials that are present
in the service environment (Parasuraman, Zeithaml and Berry, 1985).

Titz (2001) submits that “service is useful labor that does not produce a tangible
commodity”. Although addressing guests’ needs and expectations is absolutely essential to the
service delivery process, the extent to which the service provider has succeeded in this regard is
often not immediately clear. “Our customers...may ultimately tell us that quality service is not a
‘what’ but a feeling;” and, while “it is difficult to evaluate a feeling...the service encounter has
tangible artifacts that we can evaluate” (Titz, 2001). The point is that customers may not know
what service looks like or what it takes to bring it together, but they know what it feels like when
they experience it. Though guests may not always be able to completely articulate service
outcomes, these perceived outcomes play an important role in customer satisfaction and ought
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to be gauged. (T'itz, 2001) While service itself is not a concrete and easily measured concept, it is
nevertheless quantfiable as an assessment of its more distinctive elemeats—reliability, assurance,
responsiveness, empathy, and tangibles. In the literature, this measurement has generally been
accomplished using the SERVQUAL instrument, firse developed by Parasuraman, Zeithaml, and
Berry, or one of its subsequent derivatives.

O’Neill presents a customer-perceived definition of service quality in which an
organization supplies goods or services to a specification that satisfies guests” needs (2001).
Thus, he indicates that service quality is a customet issue, regardless of what the service provider
thinks; if 4 patron is not satisfied, the service provider has failed (O’Neill, 2001). Bigelow (2003)
notes that a firm’s perception of its service may not maich thar of its customers. He
recommends that managers initiate several steps, including taking all of their ‘competent’ service
staff and talking with customers and supplicrs, then asking the customers what they need, want
and value, and how they define ‘service’. Bigelow characterizes this as 2 simple step, but one that
tust be accomplished at all levels of an orgunizaton when dealing with existing or perspective
customers. Successful service providers employ various forms of information gathering to truly
ascertain patrons’ needs and desires and determine whether their effores ate effective from the
customers’ viewpoints,

Customer Satisfaction Distinguished from Service Quality

Service quality and customer satisfaction arc often used interchangeably by practitioners
because both are evaluation variables relating to consumers’ perceptions about a given product
or service. However, service quality differs from satisfacton. Satisfaction is a cognitive
evaluation by a consumer, whereas objective attributes are used to assess quality. In the
literature, sadsfaction is generally regarded as the broader of the two constructs, with service
quality serving as a component of customer satistaction. (Oliver, 1994) Thus, the perception of
service quality affects a guest’s fecling of sattsfaction, which will then affeet his o her loyalty and
future purchasing decisions (Knutson 2001). While satisfaction can result from many aspects of
an ofganization, whether quality reiated or not, service quality perceptions are specifically related
to quality attributes or dimensions. However, both service quality and satisfaction ate vital in
helping guests frame their future purchase intentions (Zeithaml and Bitner, 2003).

According to Oliver, satisfaction is the customer’s fulfillment response and is mote
experiential in nature than service quality. He states that satisfaction is a consumer’s judgment
that a product or service feature, or the product or service itself, provides a pleasurable level of
consumption-related fulfillment. This judgment is not a static one, but is a dynamic, moving
target that mayv evolve over time. Zeithaml and Bitner state that satisfaction is the customers’
evaluation of a product or service in terms of whether that product or service has met their
needs and expectadons. Thus, in otdet for customers to be sadsfied, they must be fuifilled, and
some aspect of an offered product or service must supply guests with a desirable amount of
pleasure.

In the case of pure services, service quality will be the dominant element in customers’
evaluations (Zeithaml and Bitner, 2003). Because services have unique features that make them
distinctive from physical products, including intangibility, hetcrogeneity, inseparability of
production and coasumption, and perishability, consumers’ assessments of services tend mainly
to be a function of their expetiences during the exchange process. Services rescarchers have
suggested that consumers judge the quality of services based on their perceptions of the technical
ontcome provided, the process by which that outcotne was delivered, and the quality of the
physical surroundings where the service is delivered {Gronroos, 1984; Zeithami and Bitner,
2003). Therefore, rather than merely ensuring that customers are satisfied with the physical
featurcs of a product, service providers must make certain that customers receive what they
wanted and expected, are served expeditiously and treated appropriately by service personnel,
and are content with the service landscape that is provided.
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Consumers initially anticipate a certain level of service and ulomately must perceive that
their minimumm requirements have been met. A firm’s failure to meet needs and expecrations is
assummed to result in dissafisfaction with the product ot service. Service providers seek to avoid
customer dissatisfaction and the corresponding business consequences. Because the assessment
of customer satisfacton is fluid, companies must continually expend effort to provide consumers
with pleasing experiences. Customer satisfaction is influenced by specific product or service
features and also by perceptions of quality. However, guest satisfaction is also influenced by
customers’ emotonal responses, their atttibutions, and their perceptions of quality. Therefore,
constant evaluation of the specific aspects of proffered products or services and the service
delivery process can help ensure that service providers will fulfilk consumers’ needs (Zeithamt
and Bitner, 2003). Clearly, a company should work o consistently satisfy its patrons in order to
maintain a solid customer base and increase its profit levels.

According to Schlossberg (1990), marketing research professionals typically define
customer satsfaction as the ability to serve patrons well and to maintain business relationships.
The underlying assumption is that satisfied customers will translate into repeat business.
Creating a proactive customer satisfaction environment tequires that management knows
customers’ perceptions of quality in terms of what is important to them, then translates this
knowledge into priorities and a database for management to use to increase customer
satisfacdon. Managers must view customer satisfaction management as a permanent process. In
fact, a company must evaluate its whole organization because all employees contribute to
maintaining customer satisfaction, and everyone must see their role in this regard (Schlossberg
1990). Constantly satisfying consumers requires understanding what they value and using this
information to prepare corporate processes and personnel at every organizational level to deliver
accordingly. With this perspective in mind, the paper turns next to a discussion of recent
incidents involving racial discrimination in U.S. restaurants, and how adopting a service quality
approach can aid in reducing, or eliminating, such incidents.

Discrimination in U.S. Restaurants — Reported Incidents

Although racial discrimination may no longer be pervasive in the U.S. restaurant
industry, it would be naive to argue that it no longer exists, as a number of recent incidents
demonstrate. For example, a University of Florida research study found that travel for college-
educated Blacks is often tainted by racial discimination at hotels, restaurants and amusement
parks while they engaged in leisure travel (Keen 2001). In May 2004, at an upscale Miami (South
Beach) restaurant, an incident occurred involving Charles Thompson, a 40-year old Black diner
and an employee of American Express. Even though he had eaten at the establishment
frequently in the past, the manager charged him a mandatory 15 percent tip on this occasion,
although he had never seen the charge on his past visits. Thompson examined the bill of two
nearby White customers, whose bills did not contain a mandatory gratuity. When he complained
about the tip, the restaurant’s owner stated that “You people don’t tip well,” and this was the
explanation offered for the charge. Thompsan, who was dining with a Black co-worker, Theresa
White, contacted the Miami Beach police, and the police officers said that the restaurant owner
gave them the same explanation about his rationale for the mandatory gratuity. (Speacer, 2004)

Of all well-known U.S. restaurants, the Denny’s restaurant chain seems to have had the
most difficult time in providing unbiased service for people of color. Denny’s troubles go back
many years. For example, U.S, Secret Service agents went to a Denny’s restaurant in Annapolis,
Maryland and waited nearly an hour to order while their White companions were scated
promptly and waited on with second and third helpings. (Pubic Accommodations Project, n.d) A
1991 incident in Sacramento, California occurred in which a White male resident was promptly
seated at a Denny’s restanrant. However, when his wife, who is Black, joined him, the waitress’s
demeanor changed dramatically. She slammed down a platter of spaghetti in front his wife,
splashing her blouse with tomato sauce. (Ferraro, 1995) Another incident involving Denny’s
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occurred on July 31, 1999 in Round Rock, Texas. Despite plenty of vacant tables and less than a
dozen restaurant patrons, two Black men and a Hispanic woman were informed by a Denny’s
worker that they could not be seated for fifteen minutes because of a shortage of cooks.
However, within seconds of their being refused seating, two White customers entered the
restaurant and were seated immediately. (see Three Minority Individuals Sne Denny's in Roand Rock for
Radiul Discrimination, 1999) After being seated, one of the Black men, Douglas McNeal, was told
that he and his party had to pay for their meals when they ordered them. After observing a
White couple order and pay for their food at the counter, Mr. McNeal questioned the wartress,
and was informed that “some black guys had been in earlier who made a scene and walked out
without paying their bill...so the manager now wanted all blacks to pay up front” (Dunham
2001).

While incidents of racial discriminadon at Denny’s are widely known, many other
episodes speak to the prevalence of the racial discrimnination of Blacks in U.S. restaurants. Four
metnbers of a gospel-singing group filed a lawsuit saying that workers at a Waffle House in
Montoe, North Carolina made them give up their seats so White patrons could sit. On February
11, 2001, the men wenr to the counter, placed to-go orders, and sat at couater stools. They larer
asked to eat in the dining rcom. Minutes later, a White security officer ‘in an aggressive tone’
told them to move, as several White customers who had come in needed to sit. After the men
told the officer they intended to dine in the restaurant, he ordered them to leave. The men went
to their bus as the security gnard taunted them. Although the local police came to the scene,
they did aot file charges. A spokesperson for Waffle House said the firm regularly trains
workers on its anti-discrimination policies and suggested that poor service can sometimes be
mistead as racial bias. (Frazier, 2001) In July 2000, a Virginia family was tefused service at a
Waffle House restaurant in Walterboro, South Carolina when an employee advised “We don't
SETVE N----—- hete” (Frazier, 2001). In an attempt at service recovery, company officials sent the
family a letter of apology and a coupon for $20 off their next meal at the chain.

On June 3, 1999, a Souper Salads restaurant manager in Austin, Texas had two Black
couples and their six children removed from a restanrant after they complained about finding
bugs and gnats throughout the salad bar. After one of the kids discovered insects in his food, his
father asked the manager, who was standing nearby, if he would restock the salad bar so the
families could have sanitary food. The manager said he already knew about the situation and
walked away. The families got soup and reiurned to their seats, figuring the manager would
switch out the salad bar and put it in sanitary condition. Later on, three police officets entered
the restaurant, spoke with the manager, went to the familics” table, and informed them the
restaurant manager wanted them to leave. After learning the manager did not want to talk with
the party, approach them, or ‘deal with them at all,” the officers escorted the families out of the
facility to prevent any more issues. (See Two African-Amesican Families Sue Sonper Salads Restaurant

Jfor Racial Discrimination, 1999)

In fiscal year 2001, the Vermonr Hluman Rights Commission dealt with a case where 2
restaurant seated two Black customets in a closed and darkened section, away from other diners.
When they asked to be seated elsewhere, the manager on duty told them they either had to keep
the table they had been assigned, or leave the restaurant. In the same year, a Vermont bar was
accuscd of denying a Black customer entry because of her race. (Case Summaries, 2600)

A 2001 lawsuit accused Cracker Bartel restaurants of providing Black customers with
poor setvice, ‘segregating’ them from White customers and giving them food taken from the
trash (Tamen, 2001). Over 300 current and former employees gave statements that supported
the claims of company-wide discrimination. A White waitress at a Florida Cracker Barrel saw
Blacks receiving slower and less courteous service than White customers, and being denied the
Cracker Barrel-mandated free meal after complaining about the quality of food or service.
Another Whire waitress said that she routinely witnessed Blacks being subjected to racially
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derogatory remarks by Cracker Barrel staff. In addition, a former customer hotline employee
said Cracker Barrel received about 300 calls monthly alleging discrimination against minority
customers. Further, in July 2003, two central Arkansas Cracker Barrel restaurants were accused
of racial discrimination by 23 Black customers, who filed suit against the firm in federal court,
(Tabor, 2003)

The owners of the Mounty Bar and Restaurant (Mounty) in Chester, West Virginia
agreed to settle a lawsuit that alleged the operation denied service to Black patrons by demanding
they display “membership cards” before receiving service, while not requiring cards from other
conswmers. The Mounty is now required to serve patrons of all races, whether or not they have
membership cards, post notices that the business serves all people despite race or color, and train
employees in the requirements of Title II of the Civil Rights Act of 1964. (See Justice Department
Announces Settloment of West Virginia Racial Discrimination Case, 2003)

The examples of racial discrimination at Denny’s and numeraus other restaurant
establishments underscore the comments of Jim Adamson, who is the Chief Executive Officer
of Advantica, Denny’s parent company. He indicated that the attitudes at Denny’s are reflective
of similar attitudes of most Fortune 500 companies, where diversity and inclusiveness is a
‘memo’, as opposed to being ingrained as part of the firm’s corporate culture (Hohman, 2000).
Adamson commented that “The sad part is that discrimination takes place in this country every
day. Denny’s wasn't alone. This is an American problem”.

As the preceding examples demonstrate, racial discrimination still remains a problem for
U.S. restaurants, and for their guests of color. The underlying cause of such discriminaton is
employee, supervisor, and/or owner prejudice or dislike of people of other races. Once
restaurant employees allow a customer’s skin color to alter their behavior, the stage for racial
discrimination, service quality problems, and customer dissatisfaction has been set. Moreover,
problems escalate and behavior becomes entrenched when little or nothing is done to curb this
type of disrespectful and costly interacrion with guests of color. Such an approach is out of
balance with what has been suggested by over two decades of services marketing research, as will
be discussed next.

The Application of Services Marketing Concepts

Service failure is inevitable, according to Zeithaml and Bitmer (2003); however, racial
discrimination in service delivery is not. Service provision on a consistent basis is a challenging
undertaking for any hospitality firm. However, service prowvider behavior that results in skewed
treatment for customers because of race or color clearly falls cutside of any acceptable zone of
tolerance and makes service recovery much more difficult to achieve. Left uaresolved, these
service failures motivate mistreated persons to tell others about their experiences, or even to
challenge the provider through consumer rights organizations or legal avenues.

Service quality research has established that only a very small number of consumers
actually take the time to voice complaints about a service probiem. When they do take the time
and effort to complain, customers expect to be helped quickly, to be compensated for their grief
and for the hassle of being inconvenienced, and to be treated well in the process. However,
rather than the receiving such responsible approaches to complaining behavior, many Blacks are
denied service, asked to leave, or continually mistreated by service providers.

Many of the aforementoned examples of racial discrimination against Black restaurant
patrons intially portray them as frafes or poicers (Zeitham] and Bitner, 2003). Irafes are consumers
who, though somewhat likely to sptead negative word of mouth to family and friends and to
switch patronage, are about average in their tendency to complain to the provider and believe
that complaining to the provider can have social benefits. [“oicers are customers who are less
likely to engage in negative word of mouth, to change setvice providets, ot take their grievances
to third parties and who actively complain to service providers believing consequences can be
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vety positive. The virtual absence of service recovery strategies, howevet, typically wansformed
these guests into activists. Aclivists are customers who are alienated from the marketplace, armed
with a high propensity to complain on 2ll dimensions, and may even be motivated to go to
extreme lengths to inform as many people as possible about the restaurant’s practices (Zeithaml
and Bitaer, 2003). Iaitially, each of these customer types simply want to be treated fairly; that is,
to be served in a logical order in a timely manner, to pay using the same procedures as other
pattons, and to receive standard service regardless of their skin color. However, the firm’s own
actions may initiate their complaining behavior.

According to Keen (2001), racial discrimination has both financial and moral
implications for the hospitality and tourism industry. The potential costs to the restaurant
industry for engaging in discriminatoty practices are cleatly significant. For example, Denny’s
paid $54 million in compensation to settle its racial discrimination charges (Dunham, 2001).
Additonally, Denny’s management recognized that their biggest cost was in lost patrons, wha
because of their history may have elected to dine elsewhere (Hohman, 2000). More recently,
Cracker Barrel settled its bias charges, by agreeing to undertake a five-year comprehensive plan
to deal with discrimination, train more managers, and hire an independent auditor to monitor its
actions (CBRL Group, 2004). Thus, both firms have incusred significant costs for changing their
apptoach to setving guests of color,

Further, though some individuals wonder about the super-sensitivity of Black
customers, Blacks tend to be patient and tolerant patrons of White-owned businesses that, as
consumer studies have shown, routinely provide overpriced, substandard goods and services to
Black customers (Graves, 2002). One such study found Black tourists rarely changed their entire
travel plans because of racial discrimination (Keen, 2001). The highest percentage (16 percent)
that reported quitting a particular activity, were those tourists who were eating meals in sit-down
restaurants. According to Keen, service providers would nommally expect people to avoid
situations that are very uncomfortable, but it may be the case that Black Americans do not
change their travel behaviors because they perceive that they do not have any alternative. Thus,
restaurant companies that promote diversity, service quality, and customer satisfaction regardless
of race may position themselves for higher levels of success with Black Americans through these
forthright actions.

Finally, because Black customers have significant travel spending power, the tourtism
industry, including restaurants, will lose revenue if these guests are disenfranchised by
discrimination (Keen, 2001). As one industry practtioner advises, embracing diversity in
marketing and building business with multicultural consumers can dramatically increase both
profits and customer satisfaction. Since the U.S. Black community collectively spends about
$500 billion a year, it would be a mistake to overlook this large market segment (McCollum
2002). With this perspective in mind, 2 number of service-based initiatives may help restaurant
firms to better address the issue of delivering an evenhanded treatment for all guests,

Recommendations for Restaurant Firmas

In order to avoid lost revenues and losing marketing opportunities that stem from
discriminatoty practices, restaurant firms may want to tackle the problem from not only an
operational perspective, but also from a moral one. Such a dual approach could employ a
number of proactive steps, with a special focus on the firm’s human resource management
practices. First, compensation practices should be examined. Frontline service employees have
traditionally been the lowest paid, although they have the greatest impact on customers during
the service encounter (Titz, 2001). This is particulatly true for the restaurant industty. More
efforts should be focused on hiring excellent frondine workers and compensating them better.
Senior management’s perception of these front-line, customer-contact positions should be
altered so individuals in these critical roles are more valued on a company-wide basis. Higher-
level employees could be regularly rotated through froat-line positions to give them perspective

Page: 24 FIU Review Vol. 24 No. 2

Contents © 2006 by FIU Hospitality and Tourism Review.
_ The reproduction of any artwork, editorialorother . . _
material is expresslv prohibited without written permission
from the publisher, excepting
that one-time educational reproduction is allowed without express permission.



about their own positions, to raise the status of the front-line positions, and to more directly
gather customer feedback and employee experience, which can be translated into improved
service delivery processes and ultimately, customer satisfaction levels.

Furthermore, employee incentives should be tied to customer satisfacton levels, not just
financial metrics, in order to improve service quality and evenhanded, impartial guest treaument.
Appropriate, simple, and easily understood standards should be carefully established. They
should focus on those service elements that employees can affect and the key drivers of
successful business performance. Furthermore, goals should be fair, reasonable, and attainable,
and employees should be involved in their own goal setting when possible. In this way,
employees may be motivated to really excel at their jobs, rather than just doing them out of
necessity.

Another proactive step by firms would involve adopting intensive workforce diversity
training, which can help organizatons and employees avoid discrimination and operate more
appropriately and profitably. Although most training initiatives focus on relatively modest goals,
such as individual employee attitudes, more comprehensive training efforts also focus on
individual behavioral concerns, and human resource policies and systems. The most
comprehensive training programs are complete endeavors to wansform values and cultures using
organizational developmental approaches. However, only about one quarter of organizational
trainers use a mote comprehensive approach, which has several critical elements that drive its
efficacy. Some of these elements include having strong support from top management, linking
diversity to central operating goals, enrolling all levels of employees, discussing discrimination as
2 general process, addressing individual service behaviors, and complementing training with
human resource practice changes that affect the corporate culture (Bendick, 2001).

Finally, the best approach for restaurant firms of all sizes in providing consistent quality
service for all customers regardless of race is simply to expend the requisite time and resources to
initially select and hire non-racist employees at every organizational level. Gauging service
predisposition at the employee selection stage is critical in ensuring optimum fit between service
jobs and front-line wotkers and delivering excellent service quality. (Kusluvan, 2003) While
some may argue it is difficult to build a workforce devoid of racism, emerging technologies (ie.,
the computerized interviewing technique ‘H.R. Easy’) can screen applicants for racial bias and
help prevent hiring individuals with predisposed preiudicial tendencies (Dunham, 2001).
Although emerging technologies may offer some assistance to service firms, they must be
combined with a company culture that steadfastly condemns racial discrimination and terminates
employees who consistendy behave in a discriminatory fashion and refuse to treat all customers
equally, regardless of their color (Dunham, 2001). Only then will true business success be
achieved, according to not only the letter, but also the spirit of the laws that safeguard all U.S.
citizens from being discriminated against in their daily lives.

References

Bendick, Egan, & Lofhjelm. (2001, June). Wortkforce Diversity Training: From Ant-
discrimination Compliance to Organizational Development. Human Resource Planning,
24(2),10.

Bigelow. (2003, October). How May 1 Be of Service? What “Service’ Means Depends Upon Who
is Asked. Printed Circust Design & Mansfacture, 20(10), 18.

Case Summaries. (2000, November 5). Retrieved November 5, 2003, from the Vermont Human
Resources Commission Web site hrtp:/ /www.hee.state.vt.us/case summaries.htm

CBRIL Group Inc. (2604, May 3). Cracker Barrel Settles Bias Charge. Retrieved June 1, 2004
from htrp://money.cnn.com/2004/05/03/news/midcaps/ cracker_barrel

Dunham. (2001). Denny’s and Racism: These Issues Wil{ Not Go Over Easy. Retrieved June 19, 2006,
from htip:/ /www.mdcbowen.org/p2/bh/badco/dennysgbu.pdf, 1-4.

FIU Review Vol. 24 No. 2 Page: 25

Contents © 2006 by FIU Hospitality and Tourism Review.
The reproductionof any-artwork; editoriat or-other — -
material is expresslv prohibited without written permission
from the publisher, excepting
that one-time educational reproduction is allowed without express permission.



E. Frazier. (2001, May 23). Restaurant Named in Bias Claim Waffle House in Monroe Made
Blacks Leave Seats, Suit Says, Charlotte Observer, p. 1B.

Ferraro. (1995, December 12). Denny’s Settles Two Race Suits - Sacramentans Share in $46
Million Deal. The Sacramente Bee, p. FL

Graves. (2002, July). Let’s Make Us Better. (Publisher’s Page). Black Enserprise, 32(12), 12.

Gronroos. (1984). A Service Quality Model and Its Marketing Implications, Ewropean Journal of
Marketing, 18(4), 36-44.

Hohman. (2000, Masch 21). Chatfing with Jim Adamson: Denny's CEQ Discusses Battling Back From a
Racist Corporate Culture, Retrieved Novernber 5, 2003, from che About.com Web site:
hetp:/ /racerelations.about.com/ library/weekly/aa032700a htm

Justice Department Announces Seivlement in West Virginia Racial Diserimination Case. (2003, November
19). Retrieved December 3, 2003, from the United States Department of Justice Web
site: http://www.usdoj.gov/opa/pr/2003/November/03_crt_636.htm

Keen. (2001, October 1). UF Study: Black Tourists Report Wide Range of Ractal Discrimination.
Retrieved December 3, 2003, from the University of Florida Web site:
hip:// n 1ne ktourists.htn

Knutson. (2001). Service Quality Monitoting and Feedback Systems. In Kandempully,, Mok, &
Sparks, (Eds.), Service Quality Management in Hospitality, Tourism, and Leisure. Binghamton,
NY: The Haworth Hospitality Press, 143-158,

Kushivan, (Ed.} (2003). Managing Employee Attitudes and Bebaviors in ibe Tonrism and Hospitality
Industry. Hauppauge, NY: Nova Science Publishers, inc.

MecCollum, (2002, May 22). Restaurant Convention Concludes With Message of Creative
Marketing. Knight Ridder/ Tribane Busingss News.

Merviam-Webster's Collegiate Dictronary (101 ed.). (2001). Springfield, MA: Merriam-Webster,
Incotporated, 22.

Mokhiber, (1994, December). The 10 Worst Corporations of 1994. Multinational Meniter, 16(12).
Retrieved December 3, 2003, from )
hetp:/ /wrwrw . taticalotg/corporatons/mm 10worst94.html

O'Neill, {2001}, Measuring Service Quality and Customer Satisfaction. In Kandampully, Mok, C.
& Sparks, B. (Eds.), Service Quality Management in Hospitality, Tourism, and Leisure.
Binghamton, NY: The Haworth Hospitality Press, 159-192.

Oliver. (1994). A Conceptual Model of Service Quality and Service Satisfaction: Compatible
Goals, Different Concepts. In Advances in Services Marketing and Managemens, Vol. 2,
Swartz, T., Bowen, D. & Brown, 3., Eds., Greenwich, CT: JAI Press, 65-85.

Parasuraman, Zeithaml & Berry (1985). A Conceptual Mode! of Service Quality and Its
Implications for Future Research, Josrnal of Marketing, 49 (Fall), 41 - 50.

Parasaraman, Zeithaml & Berry. {1988). SERVQUAL: A Multiple-item Scale for Measuring
Customer Perceptions of Service Quality, Josrnal of Retailing, 64 (Spring), 12-40.

Public Accommeodations Project. (n.d.). Rerrieved November 5, 2003, from the Washington Lawyers
Committee for Civil Righits and Urban Affairs Web site:
hup:/ /www.washlaw.org/ projects/ public_accomodations/default.htm

Schlossberg. (1990, May 28). Customer Satisfaction Serves and Preserves. Marketing News, 24(11),
8.

Spencer. (2004, May 31). Upseale Miami Beach Restaurant Accused of Racial Discrimination. Retrieved
June 1, 2004 from the Web site:
http:/ /wew . polkonline.com/stoties/ 102899/ sta_tip.shtml

Tabor. (2003, July 30). Twe Central Arkansas Cracker Barvel Restaurants Accused of Racial
Discrimination. Retrieved June 1, 2004 {from the Web site:
http:/ /wew karv.com/ news/ stories/ 0703 /96806.htm]

Tamen. (2001, Decerber 14). Lawsuit Accuses Cracker Barrel Restaurants of Segregating Black
Diners, Sun Sentinel. Retrieved November 5, 2003, from the NAACP Fort Lauderdale
Web site: http:/ /www.oumaacp.com/sentinel_12-14-01.htm

Page: 26 FIU Revrew Vol. 24 No. 2

Contents © 2006 by FIU Hospitality and Tourism Review.
The reproduction of any artwork, editorial or other

material is expresslv prohibited without written permission
from the publisher, excepting
that one-time educational reproduction is allowed without express permission.



Three Minority Individuals Sue Denny’s in Round Rock for Racial Diserimination. (1999, August 26).
Retrieved November 5, 2003, from the Texas Civil Rights Project Web site:
http:/ /www.texascivilrightsproject.org/Press_Releases/1999/dennys_one.htm

Titz. (2001). The Impact of People, Process, and Physical Evidence on Tourism, Hospitality, and
Leisure Service Quality. In Kandampully, ., Mok, & Sparks, (Eds.), Service Onality
Marnagement in Hospitaltty, Tourism, and Leisure. Binghamton, NY: The Haworth Hospitality
Press, 67-84.

Tiwo African American Families Sue Souper Salads Restawrant for Racial Disorimination. (1999, October
5). Retrieved November 5, 2003, from the Texas Civil Rights Project Web site:
http:/ /www.texascivilrightsproject.org/Press_Releases/ 1999/ souper_salad. htm

Zeithaml & Bitner. (2003). Servicer Marketing: Intograting Customer Focus Aeross the Firm (34 ed)),
New York: McGraw Hill/Irwin.

Zeithaml. (1981). How Consumer Evaluation Processes Differ Between Goods and Services. In
Donnelly, J. & George. W. (Eds.). Marketing of Services, Chicago: American Marketing
Assaciation, 186-190.

About the Authors: Ivan B. Turnipseed, is a doctoral candidate at Doctoral Candidate
at the William F. Harrah College of Hotel Administration, University of Nevada, Las
Vegas and Karl ]. Mayer is an assistant professor at the William F. Harrah College of
Hotel Administration, University of Nevada, Las Vegas

FIU Rewew Vol. 24 No. 2 Page: 27

Contents © 2006 by FIU Hospitality and Tourism Review.
The reproduction-of any-artwork, editorial or other
material is expresslv prohibited without written permission
from the publisher, excepting
that one-time educational reproduction is allowed without express permission.



	Hospitality Review
	January 2006

	Service Quality and Black Customer Satisfaction - A Perspective on the United States Restaurant Industry
	Ivan B. Turnipseed
	Karl J. Mayer
	Recommended Citation

	Service Quality and Black Customer Satisfaction - A Perspective on the United States Restaurant Industry
	Abstract
	Keywords


	tmp.1363889186.pdf.GjUpV

