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Abstract. The designing and marketing models of general catering customer service APP are 
made from business owners needs or from commissioned design company’s thoughts. The 
ZMET and MEC technique are used to understand the consumers more properly. Consumers 
usually will not purchase a product for just the physical content or functionality of the product 
but will do so because of other reasons, such as what the product presents socially, how it 
affects their emotions and more In this context, it is necessary to identify the meaning better. 
This research attempts to understand how customer satisfaction in the context of the catering 
industry could be understood better by identifying product and company attributes. The 
catering company can then develop a unique style of their own, so consumers can better 
understand the ethos of the company, their culture and style. According to consumers’ 
experience, we conclude 5 user expectations of catering customer service APP, including Fans 
Evaluation, Online-to-Offline Consistency, Timeliness, Smart Order, and Customized Logistics. 
In this paper, the results of these information show that the user expectations of catering 
customer services APP will become the effective scientific reference and different patterns of 
cognitive communities. 

1 Introduction 

The purpose of this research is to use the ZMET technique along with MEC in order to draw mental 
diagrams per person and then analyze the mental diagrams in order to develop constructs defining the 
individual and make recommendations for the catering company. This research makes use of the MEC 
method and summarizes main constructs from the HVM diagrams that were developed for 12 
interviewees. Five key factors are considered for the construct development which is that of 
Timeliness, Fans Evaluation, Smart Order, Customized Logistics and Online-to-Offline Consistency. 

ZMET constructed for different target audiences can help establish the segment’s consensus map. 
This way the marketing group will be able to determine the type of strategy needed to communicate 
with them. As the ZMET technique allows the audience to tap into their own ideas and develop 
pictures for just the concepts that they associated with the catering service experience, the researcher 
is hence able to understand the mental model behind the user opinion construction.  
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The MEC technique used with the ZEMT technique will be useful for understanding the cognitive 
hierarchies of consumers when it comes to product consumption. The Means end chain theory MEC 
has been defined in the research literature on consumer oriented food products as being a more 
relevant way to understand consumer satisfied designs [1, 2]. Product consumption motives are better 
understood as the marketer and the product maker will be able to better understand 1) how product 
attributes are linked to the self-relevant consequences of consumption of the person, their personal life 
values, goals and more and 2) to identify the hierarchical cognitive structures which present the 
consumer's mind. This consumer cognitive structure hierarchy will be useful to evaluate and 
understand how consumers might assess alternative products, why they make a choice to buy a 
product and why they might choose to buy another product instead. The higher order reasoning 
constructs from the mental models created from ZMET image collections and the story telling 
processes are useful to understand salience of some criteria over others [3, 4]. The functional and the 
psychological consequences of the product and how it connects to meet the consumer goal or value 
are hence very significant in this study. 

1.1 Interview questions 

Some of the interview questions to be used are with respect to understanding why a certain image was 
chosen, why a certain image was chosen over another image, etc.  

Interview question I: Why do you select this picture? What kind of feelings and thoughts about the 
image of catering industry customer service APPs is represented by your selecting this picture? 

Interview question II: Would you like us to know what kind of actual benefits or psychological 
satisfaction this choice brings to you. Why is the choice or construct valuable to you? Is the value in 
this part concerned with your personal preference? How about the significance of this value to you? 

The interview questions are only guidance, the story telling and the mental models are basically 
encouraged from the consumer end. 

2 Consensus and constructs 

The number of interviewee consensus with respect is for consumer experience on different constructs 
below the table 1 shown. The constructs on which there is maximum customer consensus is seen to be 
that of clean environment and brand reputation. The clean environment consensus indicates that 
customers connect a favorable experience with a catering company that can project the same. Brand 
reputation, such as that of the history of catering, the positive experiences that the customer has with 
the brand, the reach of brand, its marketing, its CSR activities are also considered to be high on the 
consensus.  

Table 1. Consumers Experience of the Catering Services. 

Number of 
Interviewees based on 
consensus on the 
Catering Services 

Consumers Experience 

12 Clean enviroment, Brand reputation 
10 Courteous and well trained staff, High rating 
9 Green packaging, Polite service, Arrangements, Brand exposure, Food freshness 
8 Food taste, Complaint feedback fast, Timely order, Food design 
7 Service concept, Service and Product presentation, Knowledge on food practices 
5 Unique presentation of food and related services, Discount, Lively ambience 
4 Eagemess to serve, Assurance for customers on time and quality, Shared knowledge 

on food sourcing, Fun service 
3 Timely execution, Overall satisfaction, Customer awareness, Fresh orders 
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Courteous well trained staffs, food taste, service concept, presentation of food, eagerness to service 
and more are listed under moderate consensus. This collection of data is interesting, as customers are 
seen to associate clean environment, staff, rating and brand reputation as being their highest 
expectations with respect to catering. In terms of timely execution, freshness of orders or assurance on 
time seems to be listed with low consensus. This is a paradox because the most basic elements that a 
consumer would look for in a catering service are that it should be timely and the products must be 
fresh, however highest consensus is for brand reputation. Now this need not exactly be a paradox. 
Brand reputation can be understood to be a more abstract construct or a complex construct. A brand 
would have good reputation only if the brand is seen to have fulfilled some of the basics such as that 
of clean and fresh food, timeliness in service and more. So the high consensus rate for constructs such 
as brand reputation only indicates that the consumers would have taken the most basic constructs as 
being default requirements for the catering service to fulfill. 

3 Experiment of HVM 

 

Figure 1. Model of HVM (Hierarchical value map). 

The HVM graph has been constructed. The HVM graph is critical to understanding how the attributes, 
the consequences and the values are connected [5, 6]. Now as noticed in the case of Maslow’s 
hierarchy, the physiological needs have to be satisfied first, so a person might have a need for say food 
and shelter. Before attaining a second level, the first level has to be satisfied. Now in the case of the 
figure 1, there are concrete and abstract attributes and these have to be considered before their 
consequences could be understood. So in the catering services, neat packaging, fresh foods and more 
are some of the most basic elements. They have to be met irrespective of anything. Secondly, these 
attributes have consequences which are the more informative end compared to the meta data. These 
are functional and psychological implications and hence are one order up from just discussing about 
packaging. The quality of food would have a functional implication. And on the other hand, the way 
the food looks, its texture, its colour or its aroma would have a psychological implication.  
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Now using these elements, in the figure 1, the value is understood. The value is at the meta level, 
where the data state for the app has crossed into the information stage. This is more of the higher end 
in the catering service, such as the management whose concerns are about value and adding value. 
Similarly, it can be said that the higher level value element of satisfaction and happiness is guaranteed 
because of courteous service. Where the service is courteous, then it automatically follows that the 
person requesting the services is satisfied, he is happier. On the other hand, where the courteous 
service is lacking, then the higher level values for the customer such as that of satisfaction and 
happiness is not achieved. In essence this is like a neural network where the firing of neurons at the 
consequences levels will trigger the value level and where consequences level is not triggered then 
there will be failure at the (customer) value level.  

Marketing would now not look at the basic levels such as that of the constructs, attributes or the 
consequences, and instead tweaking for successful marketing is now being carried out at the values 
level. Further iterations in the creation of the graph will fill in any inconsistencies. 

4 Customers service App 

 

Figure 2. App value proposition process. 

The theory of this figure is from Maslow Hierarchy. The Maslow hierarchy of needs or motivation 
proposed by Abraham Maslow and it has relevance in today management system [7]. It has paved a way 
to understand about the human psyche and helps in analysing about the people and their requirements. It 
basically helps in identification of the basic requirements of the people and provides a management 
style for the people. It also plays an important role in developmental psychology of the people. Maslow 
uses some the basic tenets of human motivations to develop a robust principle of people management. 
There are many hierarchical levels to Maslow, this has been divulged in detail in the following. Now 
similar tenets could be understood in the APP value proposition style.  

The first level in the hierarchy is physiological needs. This is the basic requirements that are required 
for the humans to survive. It discusses in detail about the air, water and metabolic organic requirements 
of the humans. Apart from this, it also factors in the organic requirements of the human and basic 
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principles of food and shelter. The second stage is the safety requirements of the people. It divulges 
about the safety requirements both from mental and physical safety. This is a natural security instinct of 
the people. There are many variables such as finance, personal security. Health and adverse impacts are 
considered in this analysis. The third hierarchical stage is the love and belonging stage of the people. 
When the basic tents are met, people aspire for the levels above them. They will want to form groups but 
at the same time want to affiliate with the people in the next level. This is a basic requirement of wanting 
to be accepted and valued by others. The people often engage in a profession or hobby to gain 
recognition. The people want to respect within their peer groups or society around them in order to be 
recognized.  

The esteem levels, inferiority complexes are addressed in these levels. Once these basic tenets are 
achieved the next stage if the self-actualization state. In this stage, the person starts to perceive and 
focus on their exact needs and specifications. This is a basic human requirement of wanting to belong to 
a certain self-requirement that is beyond the scope of the tangible levels. The next level was prescribed 
by Maslow as people wanting to reach high levels of spirituality. Similar to the levels in Maslow’s 
hierarchy, consider how there are different levels in the case of the app construction. At the base, the 
consumer oriented constructs, are present which needs to be satisfied for user. These are the basic 
constructs and similar to the physiological needs, nothing could be analysed further if these are not met. 
In the figure 2, it shows that these consumer constructs include the elements of timeliness, fans 
evaluation, smart order, customized logistics, and online-to-offline consistency. The second level is that 
of the attributes that include the data to information level offering at which point the raw data from the 
consumer end is already being transformed to information of meaning. At the cyber level, the storage of 
such information is construed such that at the cognition level the management would be able to 
understand the values breakdown. 

Now there are many criticisms to this Maslow hierarchy of needs. It has been often contended that 
this is a blanketed approach in dealing with people and that each situation of the individuals is unique. 
Owing to this, there has been a general contention that this tool can be used to identify basic 
requirements of the people, and it should be altered to meet the requirements of the individuals in each 
subjective environment. Thus, this is a broad overview of the Maslow hierarchy that has been used in 
the office environment for effective people management and also in understanding of the basic psyche 
of the people.  

5 Key factors and recommendations for the catering industry 

5.1 Timeliness 

Timeliness is a key aspect for the catering service. Some of the consumer participants that were 
selected only seemed to indicate that they did not choose pictures related to the time aspect only 
because it was not present in the image bank. 

Customers associated service satisfaction with timeliness and consider the choice of brand as 
having a cause effect on timeliness as in some brands are mot time effective than others. Consumers 
expect consequences from the timeliness aspect. Some consumers have very strict schedules for the 
events they want to hire the catering service for and here they would like to see some of the common 
values identified for all participants in the form of reassurance. Reassurance is the service extended to 
the customer by means of sharing information on time aspects, information on what the customer 
could expect and how much time the customer might have to allocate catering services from the time 
of the order, the time within which a service could be cancelled and deposit returned to the customer 
etc.  

Time based brand messages have to be included by the catering service to remind the customers of 
how much satisfaction they could have derived from the catering service in the past because of their 
being very time efficient.  
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5.2 Fans evaluation 

Fans evaluation plays a critical role in how the catering service might be perceived by other potential 
customers. Now there are some key values identified for the company in the form of reassurance, trust, 
satisfaction, freshness and happiness. Fans must be given the ability to rate each of these aspects or 
values for the catering services. In order to increases fan popularity for the catering service, the 
service must also ensure that they improve on these core elements. Some of these values can be 
improved on as a form of short term strategy and some of the others could be improved on as a form 
of long term strategy. For instance, in the context of reassurance, the short term strategy would be to 
consider how to incorporate freshness and satisfaction. Trust elements could be postponed but 
nevertheless should form a part of the long term strategy.  

5.3 Smart order 

Consider the case of the smart ordering system. A smart order system solves many problems for the 
consumers especially in the case of reducing the time they would take to make the orders. Customers 
would be able to place smart orders in a clearer way, which would also make the ordering experience 
very satisfactory in context. Some of the opinions of the customers seem to indicate that they would 
expect the catering service to be more of a homely one than a professional one. The use of a smart 
order system could lead to the experience becoming more professional, but care should be taken to 
ensure that it does not have the rigidity of the automatic systems that most businesses seem to prefer 
in current times. The smart order system should work such that the catering order placement will 
trigger the orders for the needed food sourcing, so the food sourcing would be kept as fresh as 
possible until the last minute. This is a good idea hence to satisfy the needed values of freshness and 
happiness that the customer participants required.  

5.4 Customized logistics 

In the interview-story telling process, it was identified that some customers wanted a very elite and 
professional service, some wanted a homelier service, some wanted a décor or environment that was 
more similar to a restaurant and others wanted ambience according to their needs at that time. Most of 
them had said that the service should be fun, and there were many requirements on the service staff, 
too.  

In this context, customized logistics systems would be very useful. A customized logistics 
procedure is not a modification of an existing procedure but is more of an extension of the existing 
procedure. The customized logistics system will ensure that any areas of inconsistency or areas of 
interconnections between suppliers and the end product takers where there are lags would be 
addressed. This form of customization in logistics would make the brand more commendable.   

5.5 Online-to-Offline consistency 

Most times the offline presence of the company might not translate in online effects and vice versa. 
The promises of customer satisfaction made online, the objectives presented and more should be 
ensured. There should be consistency and only then the brand would be viewed with a little bit of 
stability. A catering customer service (online) app like the one below would serve to encapsulate the 
online to offline inconsistencies and hence would be better recommendation for the catering service 
company.  

6 Catering service APP 

The app creation is first initiated with a consistent study. A consistent study is a requirement, so as to 
understand whether the app can improve customer satisfaction [8]. In the figure 3, the primary issue 
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that needs to be investigated is to understand the online-offline inconsistencies that are noticeable in 
customer feedback. Now based on the target market competitive profile and also the industry-market 
analysis, it would be necessary for the catering company to formulate an online marketing strategy 
that would be helpful for them. Recognition becomes an issue, as although the company being 
represented by a marketing strategy it might still not be recognized well. People searching in social 
media should know what they look for, so in the context of having both offline and online factors it 
would be necessary to maintain a consistency. Sometimes, this would mean adopting the same avatars 
or the same descriptions in marketing throughout, be it online or offline. For instance, in the case of 
the current situation, some of the attributes that were considered were that of freshness, happiness, 
satisfaction etc.  

 

Figure 3. App requirements from design to release. 

In developing a form of marketing, it would be necessary to consider each of these attributes is 
maintained consistently. The product presentation in the store such as that of catalogues which are 
used to present the form of catering products and services that are provided to the customer might 
look fresh or fun. But if the social media representation of these products and services do not match 
the freshness they offer, then this is an issue. Similarly, arguing for the case of adopting the overall 
tone of the profile, it is critical to remember that the person who searches for the catering company 
would also be looking it up by the overall profile. So there has to be consistency in creating social 
media profile to connect with the consumer. A counter argument that would be placed at this point is 
why a social media profile is needed in the first place, i.e. Is an app necessary? It is, given that more 
people are beginning use the internet to understand and connect with their brands.  

People use multiple platforms in order to find the business that best suits them, they might end up 
using such platforms as that of messaging for finding their services, or they would use Instagram to 
look at the pictures of a catering service or they might end up looking at some of the social media talk 
on a company product and service etc. Now in the development of the app, one of the feasibility 
concerns that would be introduced is that of how the company is able to connect the different forms of 
messaging in ways that once again reflect consistency. A catering service cannot just afford to copy 
past the content that is present in one catering unit onto another. It would be necessary for the catering 
service to carefully understand the form of audience that would exist for the different messaging 
services and accordingly tailor make the content, the core essence of the content should however be 
similar. A consistent tone must be adopted even if specific tailoring has to be done. This will ensure 
that customers even if they switch different social media platform and search for something they 
would still be satisfied. Now by ensuring different social media can be connected to with the app, the 
catering service would be able to find a single point access for its services. It would be able to ensure 
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that all the catering sub units (if there are any) are indeed connected across with just one app. 
Customers can leave feedbacks, study word of mouth comments and more on the app itself and be 
informed accordingly.  

In feasibility, one of the main concerns as defined earlier is consistency. Consistency in online 
marketing is more challenges, because most of the social media and marketing media messages are 
created by the consumers themselves. The marketing media messages are created by the marketing 
group and then the media message is passed on through the app (as observed in this case), but this 
media message will not be sent out or passed word for word in the market. The consumer who reads 
the messages will interpret the marketing message in their own way. Based on how satisfactory they 
find the service from their personal experiences would be used by the consumer in order to make their 
own messages. In the context of marketing, this could mean that online marketing by means of the app 
would never be successful in consistency as is noted. However, to a certain extent the app can deliver 
consistency and hence deliver satisfaction for the consumer as well.  

In the development of the app, prototype testing and end user testing is done, along with the 
incorporation of a continuous development feedback system. The continuous development feedback 
system is critical as it ensures that the customers’ issues with inconsistency are collected. These issues 
are then considered as future improvement steps for the app and changes are made accordingly. The 
consistency check would either be done by working directly with the consumer in the form of 
feedback or focus groups. This form of continuous feedback system furthermore ensures customer 
satisfaction as the customer believes they are involved in the system. 

7 Discussions 

7.1 Maslow Hierarchy of Needs 

The main differences and similarities between Maslow’s hierarchy of needs theory and Alderfer’s 
need theory are:  

The biggest difference between them is that according to Maslow’s hierarchy of needs theory, high 
level needs cannot become incentive factors before low level needs are satisfied. However, according 
to binary factor theory, hygiene factors and incentive factors can maintain or motivate employees at 
the same time.  

The main differences and similarities between Maslow’s hierarchy of needs theory and the 
Self-determination theory (SDT) are: 
STD: The key point focuses on the motivations of personal stimulation and self-determination; in 
accordance with Maslow’s hierarchy of needs, the all behaviors of humans are caused by their needs 
or demands. 

7.2 Smart Connection Level 

The ZMET, MEC and HVM in the research are discussions on the demands of network APP 
consumers, and they are launched to markets after APP value-adding process design is conducted. The 
most fundamental conditions must be satisfied on the basis of network technology development 
architecture. In order to reach consumer value HVM, the foundation of APP value-adding shall start 
with the mart connection level approach of network technology. 

7.3 Online-to-Offline consistency 

The most fundamental conditions must be satisfied on the basis of network technology development 
architecture so as to reach the other four factors of consumer values (Fans Evaluation, Timeliness, 
Smart order, and Customized Logistics). As a result, the APP value-adding process shall start with the 
Online-to-Offline Consistency of network technology. 
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8 Conclusions 

The research work attempted to understand by means of the ZMET and the MEC technique how a 
catering service brand is perceived by the consumers using the catering service (or potential new 
consumers for the catering service) [9]. Using the ZMET data in the form of image selection from the 
consumers was obtained, and also an interview for story telling was conducted. Based on the data, 
different key constructs and their numbers of consensus were identified.  

The MEC technique application enabled the researcher to identify attributes, values and 
consequences [10, 11]. The use of this form of technique led to a more holistic understanding of how 
the consumer will perceive the brand. Based on the data collected, recommendations are made based 
on the values of reassurance, trust, satisfaction, freshness and happiness. Some of the conclusive units 
based on which the service industry could hence improve are that of timeliness, fans evaluation, smart 
order, customized logistics, and online to offline consistency. 

A limitation of this research is that in the usual ZMET technique, customers would be allowed to 
collect their own pictures. The customers (participants) are hence the drivers of the research and not 
the researchers. However, in this research study, because of the time constraints an image bank was 
created and the participants choose images from the bank instead. It is recommended that in future 
research, the participants will be given complete freedom to choose their own images. This will help 
in unearthing newer issues better. 

Using the Maslow hierarchy style modelling helps understand a more abstracted representation of 
things, it would be necessary for the app developer to go in depth in order to meet customer satisfaction 
requirements. 

Hence, the app can have a more personalized feedback system where the app would be able to 
connect with each of the customer and then make use of the feedback to set up a batch which would 
be rolled out in the next patch on the app. 

Acknowledgement 

In short, since the professional skillful distinction of ZMET and MEC focuses on the discussion about 
perceptual cognition, the conclusion of discussions about the ideal catering industry customer service 
image shall also be dominated by the connotations of APP expected by consumers/the sensory and 
value cognitive dimensions presented by the APP. However, it is suggested that in-depth discussions 
about functional demands for smart phones like such information system dimensions as the intimacy 
(downloading speed, easy to search, etc.) of service (response speed, safety and convenience) website 
(Screen Shot) design could be strengthened in the follow-up research. Besides, the main difficulty in 
the research method of ZMET lies in the elicitation of main constructs, so constantly improving the 
elicitation technology and knowledge and making the conclusion more simple and precise shall be the 
focus worthy of the further research next. Recently, some researchers have started trying to lead this 
research method to the collection of film studies or film/cartoon development, which will make the 
effective information obtained during research more abundant; however, with the increasing of the 
complexity of the based information, it will be more and more difficult in eliciting and mastering the 
cognition via this method, which shall also be considered in the subsequent research. 
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