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ABSTRACT

Thepurposeofthisresearchistoidentifythefactorsinfluencingcustomers’satisfactionand
revisitintentionsforfull-servicerestaurantsinJakarta.Therecenteconomiccrisisisknownto
havehadagreatimpactonconsumerbehaviorwithregardtorestaurants.Therefore,thisstudy
isprimarilyfocusedonexploringtheeffectsonthetraditionalantecedentsofsatisfactionand
revisitintentionsasfull-timerestaurantsattempttocomeupwithbettermarketingstrategies.
Thisstudyinvolved150respondentswhorecentlyvisitedafull-servicerestaurantwithinthe
periodofonemonthpriortothedatacollection.Aconfirmatoryfactoranalysisandareliability
analysis were used to test the reliability and validity of the measurements. The hypotheses
testingwasconductedusingasimpleandmultiplelinearregressionanalysistotestthesuitability
of the proposed model for measuring satisfaction and revisit intentions. The results of the
studyshowedthatatmospherehasasignificantinfluenceoncustomersatisfactionandrevisit
intention.Customersatisfactionwasalsofoundasoneofthemostsignificantfactorsimpacting
revisitintentioninthefull-servicerestaurantindustry.Therefore,restaurantmanagerscanusea
combinationofgoodpriceandexcitingatmospheretoenhancesatisfactionandrevisitintention.
Thisstudyprovidesinsightsonfull-servicerestaurants inIndonesiawhichhavenotreceived
muchattentioninbothmarketingandhospitalityliterature.
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1. INTRodUCTIoN

ThisresearchisasynthesisbetweenpreviousstudiesconductedbyMarinkovicandSenic(2014)
withthetitle“Theantecedentsofsatisfactionandrevisitintentionsforfull-servicerestaurants”and
anotherstudyconductedbyRyuandLee(2012)titled“Theinfluenceofthequalityofthephysical
environmentandserviceonrestaurantimage,customerperceivedvalue,customersatisfaction,and
behavioralintentions”.

Thisarticle,originallypublishedunderIGIGlobal’scopyrightonJuly1,2020willproceedwithpublicationasanOpenAccessarticlestart-
ingonFebruary1,2021inthegoldOpenAccessjournal,InternationalJournalofAsianBusinessandInformationManagement(converted

togoldOpenAccessJanuary1,2021),andwillbedistributedunderthetermsoftheCreativeCommonsAttributionLicense(http://cre-
ativecommons.org/licenses/by/4.0/)whichpermitsunrestricteduse,distribution,andproductioninanymedium,providedtheauthorofthe

originalworkandoriginalpublicationsourceareproperlycredited.
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Inrecentyears,Indonesia’smarketforconsumerfoodservicehasindicatedfavorablesalesand
firmlyfixedgrowth.Theeffectofthestrengthenedeconomyhasledtorisingdisposableincomes
whichthenincreasedthepurchasingpowerofconsumers.Inadditiontothat,thefull-servicerestaurant
sectorinIndonesiahasundergonestablegrowththatcanbeseenfromthenewlyemergingfancyand
trendyfull-servicerestaurants,especiallyintheareasofnorthandsouthJakarta.Thedefinitionofa
full–servicerestaurantisanyrestaurantthatprovidescustomerswithfulltableservice(Barrows,2008).
AccordingtodataprovidedbytheCentralBureauofStatisticsinIndonesia(2015),therewere1,361
restaurantsinJakarta,whichwasanincreaseof46.6%comparedtothenumberofrestaurantsin2014.

TherapidlygrowingrestaurantbusinessinJakartacreateschallengesforrestaurantowners,not
onlytobeabletodifferentiatethemselvesandcreateacompetitiveadvantage,butalsotoidentify
andunderstandthefactorswhichwillleadtocustomersatisfactionandthosewhichwillmakethem
revisittherestaurant.

Thegrowingnumberoffull-servicerestaurantsinJakartathatserveawidevarietyoffoodfrom
internationaltolocaltastesservestheneedsforGenerationYinJakartawhoexhibitsvariety-seeking
behavior.However,itcreatescompetitionamongmanyestablishedfull-servicerestaurantsinJakarta.
Hence,itisimportanttounderstandthefactorsthatinfluencerepeatedpatronage,becauseintheend,
repeatedpatronagecanleadtolong-termrelationshipsbetweencustomersandthebusiness.

SeuratGroup(2015),amarketingconsultantbasedintheUnitedStates,foundthatthemillennial
generationwasalwayslookingfornoveltyintermsofbrandandtasteexperiences.Millennialswere
morereluctanttochoosethesameplacetoeatandtendedtoseekvarietywitheachnewdiningoccasion.
Moreover, the increasing competitive landscape in terms of the food service industry, including
full-servicerestaurants,createschallengesforrestaurantownerstoattractrepeatedpatronagefrom
millennials,giventhefactthattheyarealwaysseekinganewexperience,authenticity,andtheyare
interestedintryingnovelproducts(Crecca,2015).

Thefull-servicerestaurantindustryisconsideredtobelowmargin,highlycompetitive,with
moderatebuyerandsupplierpower,andhighthreatsofnewentrantsandsubstitutes(MarketLine
EuropeIndustryProfile,2015).AstudyconductedbyParsa,Self,Njite,andKing(2005)foundthat
60%oftheestablishedrestaurantsdidnotlasttheirfirstyear,and80%didnotmakeitthroughtheir
fifthyear.Thismaymeanthatrestaurantswillneedtoimprovetheirserviceandofferingstoensure
customersatisfactionandencouragethemtorevisit.AssuggestedbyKivela,Inbakaran,andReece
(1999),foodqualityisfundamentalforoverallcustomersatisfactionandbehaviorintentions.

Additionally,researchconductedbyNamkungandJang(2010)foundthatfeaturesinservice
qualitysuchasguaranteedservice,aswellashelpfulandwell-informedrestaurantstaffenhanced
customers’ dining experience and satisfaction. Dulen (1999) stated that the important elements
of consumer dining experience in the full-service restaurant industry consisted of food quality,
atmosphere,andservicequality.

Moreover, Hanayasha and Hilman (2015) also noted that customer satisfaction can instill
customers’ trust in the products or services leading to repurchase behavior in the future. Many
restaurants have realized that the competitions can be quite strict, and the millennial customers
representanattractivesegmentduetotheirbuyingpower(Focsht,Schloffer,Maloles,&Chia,2009).
As ayounggeneration, theymayhavedifferent priorities compared to thepreviousgenerations
(Valentine&Powers,2013),and theyrepresentachallenge in therestaurant industry(Lukovitz,
2009,inJang,Kim,&Bonn,2011).However,extantliteraturehasalsoshownthatthereisstilla
limitedunderstandingofthemotivationsandconsumptionpatternsofthesemillennialcustomers
(Noble,Haytko,&Phillips,2009).

Eventhoughmanystudieshavediscussedrestaurantcharacteristicsandtheirrelationshipwiththe
revisitintentionofcustomers,tothebestoftheauthors’knowledge,veryfewstudieshavediscussed
the factors influencing the revisit intention of full-service restaurants, especially for millennial
customers.Thisindicatestheimportanceofastudytobeconductedtotesttherelationshipbetween
theelementsofcustomerdiningexperiencewhichincludeprice,atmosphere,qualityofinteraction
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andfoodquality,customerperceivedvalue,customersatisfaction,andrevisitintentions.Full-service
restaurantswerechosenbecauseoftheirdominanceintermsofthemarketvalueinIndonesia.

2. LITERATURE REVIEw

2.1. Elements of dining Experience
According to Campbell-Smith (1967), the key elements that increased the appeal of a meal
experience were food, atmospherics, and service, which customers also used in evaluating
restaurantquality(Dulen,1999).

Atmosphericsisatermusedtoexpressthepracticeofdesigninganassetenvironmenttogenerate
certainemotionaleffectsinthecustomerthatwillleadtotheenhancementoftheintensitytopurchase
orre-purchase(Kotler,1973).

Bitner(1992)hasidentifiedthattherearethreedimensionsofatmospherics,oralsodefinedas
SERVICESCAPE.Theservicescapeincludestheambientconditions,spatiallayoutandfunctionality,
aswellassigns,symbols,andartifactsofaplace(Heung&Gu,2012).Atmosphereplaysanimportant
roleindeterminingacustomer’soverallimpressionanddiningexperience(Khan&Afsheen,2012),
anditcreatesasignificantimpactonguestsatisfaction(Marinkovic,Senic,Ivkov,Dimitrovski,&
Bjelic,2014).Furthermore,thephysicalenvironment(atmosphere)ofarestaurantmightinfluence
customerswhendecidingforaplacetodine(Spence&Piqueraz-Fiszman,2014).

Thus,itcanbehypothesized,that:

H1:Atmospherehasasignificantimpactoncustomersatisfaction.

Grönroos (1984) categorized service quality into two different dimensions: functional and
technicalservicequality.Thefunctionalservicequalityincorporatesinteractionsbetweencustomers,
theserviceproviders,andalltheprocessesinvolved,whereastechnicalservicequalityreferstothe
qualityoftheserviceoutput(Sharma&Patterson,1999,inHa&Jang,2012).

A full-service restaurant itself is a dine-in establishment, which provides not only food but
completeserviceexperiencestoitscustomers(Han,Back,&Barrett,2010).Itdiffersfromalimited
servicerestaurant(suchasafastfoodrestaurant)bydesign,asthestaffinlimitedserviceoperations
performfewerservicesfortheircustomers(Susskind&Curry,2016).Servicequalityitselfbecomes
aninseparablepartoftherestaurantservice.

Inservicebusinesses,theserviceemployeesandtheserviceareoftenregardedassynonymous
from the customer’s perspective (Bowen & Schneider, 1985), and the interactions with the
serviceemployeesarethemostimportantinfluenceonthecustomer’sservicequalityassessment
(Brown & Swartz, 1989) and on the overall service satisfaction (Crosby & Stephens, 1987;
Hennig‐Thurau&Thurau,2003).

Servicequalityandcustomersatisfactionhavebecomethemostcoremarketingprioritiessince
theyareprerequisitesofconsumerloyalty,suchasrepeatsalesandpositiveword-of-mouth(Han&
Ryu,2009;Liu&Jang,2009b).

AstudyconductedbyAl-Tit(2015)foundthatservicequalityinarestaurantcontexthasapositive
impactoncustomersatisfactionandmayresultinpositiverevisitintentions.Moreover,servicequality
hasbeenconsideredasoneofthedeterminantsofcustomersatisfaction,whichmayleadtopositive
revisitintentions(Kim,Hertzman,&Hwanng,2010).

Thus,itcanbehypothesizedthat:

H2:Servicequalityhasasignificantimpactoncustomersatisfaction.
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Priceplaysan important role indeterminingcustomerbehavior, especially in the restaurant
industryduetothevariabilityofserviceprovided;moreover,customersmightalsohavedifferent
expectationsandactualexperiences(Parasuraman,Zeithaml,&Berry,1994).Theintangiblenatureof
hospitalityproductsandservicescanleadtogreaterchallengesindoingpricesettingsandadjustments.
Customersmayevaluatethereasonabilityofapriceattachedtoacertaingoodaswellasthefairness
ofit.Pricereasonabilityisdefinedasacustomer’sperceptionofthedifferencebetweentheexpected
andactualservice/goodsreceivedasaresultofatransaction(Kahneman,Knetsch,&Thaler,1986).
Dodds,Monroe,andGrewal(1991)mentionedthatcustomersoftenusepriceasanindicatorfor
expectationofserviceperformance.

Anelementofpricethatbecomesanimportantconsiderationofthecustomersispricefairness.
Pricefairnesscanbedefinedasanindividual’sjudgmentsandperceptionsrelatedtowhethertheprice
thatheorshepaidisjustcomparedtotheonesthatotherpeoplepaid(Xia,Monroe,&Cox,2004).It
wasfoundthatfairnessofpricemightaffectcustomersatisfaction(Ryu,Lee,&Kim,2012)besides
otherbehavioralreactionssuchaschoiceofproductorbrandandthequantitythattheypurchase
(Mazumdar,Raj,&Sinha,2005)andintentiontobuy(Bolton,Keh,&Alba,2003.Thebehavioral
reactionsofreceivingunfairpricescanalsobeintheformofdoingnoaction,actingself-protectively,
orevenbeingvengeful(Malc,Mumel,&Pisnik,2016).

Thus,itcanbehypothesizedthat:

H3:Pricefairnesshasasignificantimpactonsatisfaction.

Goodfoodiscommonlyviewedasanessentialcomponentofcustomersatisfactionandrepeat
patronagedecisionsintherestaurantindustry(Namkung&Jang,2007;Sulek&Hensley,2004).

Peri(2006)claimedthatitisessentialforfull-servicerestaurantstoprovideoutstandingfood
qualityinordertoensurecustomersatisfaction.SulekandHensley(2004)statedthatinfull-service
restaurantsspecifically,foodqualityisoneoftheimportantfactorsbesidesservicequalityinaffecting
customerrevisitintentions.Moreover,foodqualityisconfirmedtohaveapositiveimpacttowards
customersatisfactionandrevisitintentions(Bujisic,Hutchinson,&Parsa,2014).

Hence,itcanbehypothesizedthat:

H4:Thequalityofthefoodhasapositiveinfluenceoncustomerperceivedvalue.

Itwasfoundthatperceivedvalue,inacustomer’spoint-of-view,influencesacustomer’sbehavior
(Doods, 1991). Baker, Grewal, and Parasuraman (1994) defined perceived value as the benefits
receivedbycustomersinreturnforwhattheypaidforit.Inaddition,researchconductedbyPatterson
andSpreng(1997)foundthatcustomersatisfactionissignificantlyaffectedbyperceivedvalue.Thus,
basedonthesefindings,thefollowinghypothesiswasdeveloped:

H5:Customerperceivedvaluehasapositiveinfluenceoncustomersatisfaction.

Weiss,Feinstein,andDalbor(2004)statedthatrestaurantatmosphereisoneoftheaspectsthat
influencedtherevisitintentionofcustomers.ThisstatementissupportedbySulekandHensley(2004)
whoconfirmedtheimpactofphysicalenvironmentonrepeatedpatronage.Customers’perceptionsof
theservicescapecanresultfromaholisticevaluationoftherestaurantincludingotherservicequality
aswellastheservicescapeitself(Kim&Moon,2009).Thus,thefollowinghypothesisisproposed:

H6:Atmospherehasasignificantimpactonrevisitintention.
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Eventhoughpricehasbeenfoundtoinfluencesatisfaction,astudyconductedbyLee(1998)
foundthatthecustomerswouldtendtorevisitorrepurchaseprovidedthatthecustomersconsidered
thepricesetbyabusinessestablishmentasfair.However,ifthepricewasnotconsideredworththe
sacrifice,evenifthecustomersweresatisfied,theywouldnotrepurchaseorrevisit.Astudyconducted
byBeiandChiao(2001)foundthatpriceinfluencedcustomerloyaltyinawaythatwouldresultin
revisitintention.Therefore,anotherhypothesisisproposedrelatedtoprice:

H7:Pricefairnesshasasignificantimpactonrevisitintention.

2.2. Customer Satisfaction and its Impact on Revisit Intentions
Customersatisfactionisdefinedasacustomerresponserelatedtoservicefulfillmentfollowinga
consumptionorexperience(Oliver,1997).Itissubjectiveinnatureandcanbeassessedafterpurchase
andconsumption(Um,Chon,&Ro,2006).

It is also a key factor in determining the future purchase intention of customers (Moslehi,
2016).ApreviousstudyconductedbyHowardandSheth(1969)describedcustomersatisfaction
asperceivedfairnesstowardsthecostincurredandbenefit(s)receivedbycustomersfollowingthe
serviceexperience.Oh(1999)claimedthatcustomersatisfactionisareliablepredictortowardsrevisit
intentions.Itwasconfirmedthatcustomersatisfactionhasapositiverelationshipwithcustomerloyalty
whichdeterminesbehavioralintentionforrevisiting(Ranaweera&Prabhu,2003).

AresearchconductedbyGettyandThompson(1994),regardingtherelationshipbetweenservice
quality,satisfaction,andbehavioralintentionsfoundthatcustomerbehavioralintentions,whichinclude
intentiontorecommendandrepurchase,aretheresultsoftheirperceptionofsatisfactionandservice
quality.AnotherstudybySoderlundandOhman(2005)inarestaurantcontextindicatedthatcustomer
satisfactionisrelatedtotwoconstructsofintentions,asexpectationsandwants.

Tellis(1998)mentionedthatthedegreeofcustomerloyaltycanbemeasuredbyassessingthe
frequencyofrevisitingtheservicefollowingthefirstdiningexperience.Oliver(1997)described
revisitintentionasthetendencyofacustomertorepeatpatronageinthefuture,subsequenttothe
firstvisit.Withthesepointsinmind,thefollowinghypothesisissuggested:

H8:Customersatisfactionhasasignificantimpactonrevisitintention.

3. METHodoLoGy

3.1. Measures
Thisstudyaimedtoidentifythemainfactorsofsatisfactionandrevisitintentionsintherestaurant
sector.Thestudyconsistedoftwoparts;thefirstpartwasafocusgroupaimedatidentifyingthereasons
forvisitingfull-servicerestaurantsaswellasgainingsomeinsightsintothenamesofrestaurantsthat
therespondentshadvisitedinthepast.

Thesecondpartwasasurveyresearch.Forthesurveyresearch,aquestionnairecontainingthe
measuresofvariablesunderstudywasconcocted.Thequestionnaireincludedthemeasurementsof
atmosphere,servicequality,price,foodquality,perceivedquality,customersatisfaction,andcustomer
revisitintentions.Reliableandrelevantliteraturewasreviewedinchoosingthestatements.

SeveralvariablemeasurementswereadoptedfromastudybyRyu,Lee,andKim(2012)which
included:atmosphere(fourindicators),servicequality(fourindicators),foodquality(sixindicators),
andcustomersatisfaction(threeindicators).Measurementsofperceivedvalue(threeindicators)and
revisitintention(twoindicators)wereadoptedfromresearchbyJaniandHan(2010).Anotherindicator
usedtomeasurerevisitintentionswasobtainedfromastudyconductedbyDaggerandO’Brien(2010).

Thevariablesinthisstudyweremeasuredusingasix-pointLikertscaleappliedinthequestionnaire
(Table1).Forquestionsaboutthevariablesthatincluded‘atmosphere’,‘foodquality’,‘servicequality’,
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Table 1. Operationalization of the variables

No. Variables Statements Answer Options

1 Atmosphere(AdaptedfromRyuetal.,
2012)

(1)Therestauranthadanattractiveinterior
design.

Stronglydisagree–
Stronglyagree

(2)Thebackgroundmusicwaspleasing.

(3)Thediningareaswerethoroughlyclean.

(4)Theemployeeswereneatandwelldressed.

2 Foodquality(AdaptedfromRyu,Lee,&
Kim,2012) (1)Thefoodwasdelicious. Stronglydisagree–

Stronglyagree

(2)Thefoodwasnutritious.

(3)Therestaurantofferedavarietyofmenuitems.

(4)Therestaurantofferedfoodmadeoffreshingredients.

(5)Thesmellofthefoodwasenticing.

(6)Thefoodpresentationwasvisuallyattractive.

3 Servicequality(AdaptedfromRyu,Lee,
&Kim,2012)

(1)Theemployeesservedmyfoodexactly
asIorderedit.

Stronglydisagree–
Stronglyagree

(2)Theemployeesprovidedquickservice.

(3)Theemployeeswerealwayswillingtohelpme.

(4)Theemployeesmademefeelcomfortableindealingwiththem.

4 Price(AdaptedfromJani&Han,2011) (1)Thefoodpricesatthisrestaurantwere
reasonable.

Stronglydisagree–
Stronglyagree

(2)Thepriceschargedbythisrestaurantwereappropriateas
comparedwithanyothersimilarrestaurants.

5 Perceivedvalue(AdaptedfromJani&
Han,2011)

(1)Thisrestaurantofferedgoodvaluefor
theprice.

Stronglydisagree–
Stronglyagree

(2)Therestaurantexperiencewasworththemoney.

(3)Thisrestaurantprovidedmewithgreatvaluecomparedtoother
similarrestaurants.

6 Customersatisfaction(Adaptedfrom
Ryuetal.,2012)

(1)Iwasverysatisfiedwithmyoverall
experienceatthisrestaurant.

Stronglydisagree–
Stronglyagree

(2)Overall,thisrestaurantputmeinagoodmood.

(3)Ireallyenjoyedmyselfatthisrestaurant.

7 Revisitintention(AdaptedfromJani&
Han,2012)

(1)Iwouldliketocomebacktothis
restaurantinthefuture.

Stronglydisagree–
Stronglyagree

(2)Iwouldconsiderrevisitingthisrestaurantinthefuture.

Revisitintention(AdaptedfromDagger
&O’Brien,2010) IconsiderthatImadeagooddecisiontovisitthisrestaurant.

Thein-textcitation“Jani&Han,2012”isnotinthereferencelist.Pleasecorrectthecitation,addthereferencetothe
list,ordeletethecitation.

Thecitation“Dagger&O’Brien,2010”matchesthereference“Dagger,O’Brien,2010”,butanaccentorapostropheis
different.
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‘price’,‘perceivedvalue’,‘customersatisfaction’,and‘revisitintention’,therespondents’responses
wererankedfromstronglyagree(1)tostronglydisagree(6).

Inthefirstpartofthesurvey,therespondentshadtoanswerthefilterquestionstoensurethat
theyfulfilledthequalificationstoparticipateinthequestionnaire.Forinstance,theirageshadtobe
intheagerangeofGenerationY,whichis22-36yearsold(McCrindle&Wolfinger,2010)andthey
shouldhavevisitedfull-servicerestaurantsatleastonetimewithinthepreviousmonthofanswering
thequestionnaire.

The second part of the questionnaire consisted of some behavioral questions related to the
respondents’habitofeatingoutatfull-servicerestaurantsandtheamountofmoneyspentforeach
visit.Thethirdpartconsistedofthevariable-relatedquestionsofthestudy.Tomeasurethevariables,
theauthorsusedasix-pointLikertscale.

The study utilized judgment sampling, involving 150 respondents as participants. The
questionnairesweredistributedtotherespondentsusinganonlinemethod.

3.1.1. Procedures
Thesurveyinvolvedasamplesizeof150respondentswhorecentlyvisitedafull-servicerestaurant
inthecityofJakarta,Indonesia.Theauthorsconductedthesurveythroughanonlinequestionnaire
toreachthequalifiedrespondents.

ThecollectedinformationinthisstudywasanalyzedusingIBMSPSS22software.Themethods
usedinthedataanalysiswerethroughsimpleandmultiplelinearregressionanalyses.

Themeasurementwasfirstpre-testedtoensurethevalidityandreliabilityofthemeasurement.
Oneoftheinternalformsofconsistencyreliabilityisthecoefficientalpha,commonlyknownas
Cronbach’sAlpha,whichwasusedtomeasuretheinternalconsistencyreliabilityinthisresearch.A
valueequalorexceeding0.7isconsideredasacceptable(Shukla,2008).Acontentvalidityanalysis
wasutilizedinthisresearchtoexaminethecompatibility,samplingacceptability,andtheinclusivity
ofthecontentofthemeasurementinstrument.

3.2. Findings and discussion
3.2.2. Validity
Todeterminethevalidityofquestionsineachofthevariables,aConfirmatoryFactorAnalysiswas
used.Theanalysiswasutilizedtodetermineandensurethateachquestionitemwasacceptableand
validtobeusedorignored.Fourmaincriteriaareconsideredinidentifyingavalidityanalysis:(1)
aKMOvalueisrequiredtobe>0.5tobeappliedforeachquestionitem;(2)acomponentmatrix
orfactorloadingisrequiredtobe>0.7tobeappliedforeachquestionitem;and(3)thecumulative
percentage(%)isrequiredtobeover60%tobeappliedforeachvariable.Questionsforeachofthe
variablesareconsideredvalidifallofthe4criteriahavebeenmetandpassed.Moreover,asummary
oftheKMOvaluesisprovidedinTable4,thecommonalitiesareoutlinedinTable5,thecumulative
percentagesarelistedinTable6,andthecomponentmatrixispresentedinTable7.Table2shows
theKMOValueSummary.

Overall,theresultsoftheKaiser-Meyer-Olkin(KMO)measureofsamplingadequacyforeach
variableusedinthestudyexceededtheacceptablelevel,whichwas0.5.Thus,allthevariablesinvolved
inthisstudywereconsideredasappropriateforthestudy.Moreover,theKMOvalueindicatesthatthe
itemsinvolvedinthevariableswereapplicableandrelevant.Therefore,allthevariablesconsisting
ofatmosphere,foodquality,servicequality,price,value,customersatisfaction,andrevisitintention
wereappropriatetobeusedinthestudy.Table3showsthecommunalitiessummary.

Thecommunalitiesresultsummaryindicatesthatthepercentagesofvariancefromthepre-test
responsesofallthevariablesareconsideredappropriatebecauseallofthevaluesexceedtheacceptable
level,whichisabove0.5.

Moreover, the cumulative percentage of variance is descriptively shown by the current and
initialprincipleofitemsinthevariables.Inthisstudy,ithasbeenconfirmedthatallthevariables
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Table 3. Communalities summary (Pre-test)

Variable Communalities Acceptable Level Conclusion

Atmosphere

ATM1:0.724

>0.5 Appropriate
ATM2:0.758

ATM3:0.768

ATM4:0.759

Foodquality

FQ1:0.729

>0.5 Appropriate

FQ2:0.593

FQ3:0.728

FQ4:0.689

FQ5:0.638

FQ6:0.665

Servicequality

SQ1:0.798

>0.5 Appropriate
SQ2:0.686

SQ3:0.671

SQ4:0.663

Price

PRICE1:0.772

>0.5 AppropriatePRICE2:0.748

PRICE3:0.763

Value

VALUE1:0.723

>0.5 AppropriateVALUE2:0.854

VALUE3:0.811

Customersatisfaction

CS1:0.782

>0.5 AppropriateCS2:0.725

CS3:0.749

Revisitintention

RV1:0.81

>0.5 AppropriateRV2:0.803

RV3:0.72

Table 2. KMO value summary (Pre-test)

Variable KMO Value Acceptable Level No. of Items Conclusion

Atmosphere 0.835 >0.5 4 Appropriate

Foodquality 0.859 >0.5 6 Appropriate

Servicequality 0.812 >0.5 4 Appropriate

Price 0.728 >0.5 3 Appropriate

Value 0.71 >0.5 3 Appropriate

Customersatisfaction 0.72 >0.5 3 Appropriate

Revisitintention 0.721 >0.5 3 Appropriate
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Table 4. Cumulative percentage (%) summary (Pre-Test)

Variable Cumulative Percentage 
(%) Acceptable Level Conclusion

Atmosphere 75.22% >60% Appropriate

Foodquality 67.34% >60% Appropriate

Servicequality 70.45% >60% Appropriate

Price 76.08% >60% Appropriate

Value 79.59% >60% Appropriate

Customersatisfaction 75.19% >60% Appropriate

Revisitintention 77.74% >60% Appropriate

Table 5. Component matrix value summary (Pre-test)

Variable Component Matrix Value Acceptable Level Conclusion

Atmosphere

ATM1:0.851

>0.7 Valid
ATM2:0.871

ATM3:0.876

ATM4:0.871

Foodquality

FQ1:0.854

>0.7 Valid

FQ2:0.77

FQ3:0.853

FQ4:0.83

FQ5:0.799

FQ6:0.815

Servicequality

SQ1:0.894

>0.7 Valid
SQ2:0.828

SQ3:0.819

SQ4:0.814

Price

PRICE1:0.879

>0.7 ValidPRICE2:0.865

PRICE3:0.873

Value

VALUE1:0.85

>0.7 ValidVALUE2:0.924

VALUE3:0.901

Customersatisfaction

CS1:0.885

>0.7 ValidCS2:0.851

CS3:0.865

Revisitintention

RV1:0.9

>0.7 ValidRV2:0.896

RV3:0.848
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thatconsistedofatmosphere,foodquality,servicequality,price,value,customersatisfaction,and
customerrevisitintentionhaveacumulativepercentage(%)abovetheacceptablelevelof60%.

Thecomponentmatrixvalueconsistsofcomponentloadingthatshowsassociationsbetween
variablesandtheitemsorcomponentsofeachvariable.Thecomponentmatrixvaluesummaryreveals
thatallofthevariableshaveexceededtheacceptablelevelof>0.7,whichindicatesthatallofthe
variableshavecorrelationsbetweentheircomponents,sothemeasurementsarevalid.

3.3. Multiple Regression Analysis
Thereweretwomultipleregressionanalysesconductedinordertotesttherelationshipbetween
four independent variables and a dependent variable and three independent variables and a
dependentvariable.

3.3.1. Atmosphere, Service Quality, Price, and Value Towards Customer Satisfaction
Thefirstmultipleregressiontestedtherelationshipbetweenfourindependentvariables,whichwere
atmosphere,servicequality,price,andvaluetowardsonedependentvariablewhichwascustomer
satisfaction.Thisinvolvedfourhypothesesthatweretested,whichare(Tables6-8):

H1:Atmospherehasasignificantimpactoncustomersatisfaction.
H2:Servicequalityhasasignificantimpactoncustomersatisfaction.
H3:Pricehasasignificantimpactonsatisfaction.
H5:Customerperceivedvaluehasapositiveinfluenceoncustomersatisfaction.

Table6showsthatthevalueofRSquareis0.477,whichmeans47.7%ofthedataisplotted
around the regression line.Moreover, thevalue also indicates that 47.7%of thevariance in the
customersatisfactionisexplainedbytheindependentvariables,andtherest(52.3%)isunabletobe
explainedbytheindependentvariables.

Inthiscase,allthedeterminantsofcustomersatisfactionwhichhadasignificantinfluencewere
atmosphere,servicequality,price,andvalue,inwhichtheirsig.valueswere0.001,0.008,0.004,and
0.000respectively.Thebetacoefficient(markedasB)reflectsthelevelofimpactofeachindependent

Table 6. R square for H1, H2, H3, and H4

Model Summary

Model R R Square Adjusted R Square Std. Error of the 
Estimate

1 .691a .477 .463 1.23265

a. Predictors: (Constant), ATM, PRICE, SQ, VALUE

Table 7. ANOVA for H1, H2, H3, and H4

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1

Regression 201.214 4 50.303 33.107 .000b

Residual 220.315 145 1.519

Total 421.529 149

a. Dependent variable: CS
b. Predictors: (Constant), ATM, PRICE, SQ, VALUE
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variableon thedependentvariable. Ithasbeenconfirmed through thebetacoefficient thatboth
significantvariableshadahighbetacoefficientvalue,whichwere0.213foratmosphere,-0.172for
servicequality,0.287forprice,and0.441forvalue.TheperceivedB-valuewasthehighestcompared
totheothertwovariableswithavalueof0.441.However,servicequalityshowsacomparativelylow
effecttowardrevisitintentionwithavalueof-0.172.

Itisinterestingtoknowthatservicequalitywasshowntonegativelyaffectcustomersatisfaction.
It was revealed that despite being significant, service quality had an inverse relationship with
customersatisfaction.

3.3.2. Atmosphere, Price, and Customer Satisfaction Towards Revisit Intention
The second multiple regression tested the relationship between three independent variables,
atmosphere, price, and customer and one dependent variable, which was revisit intention. This
involvedthreehypothesesbeingtested,whichwere(Tables9-11):

H6:Customersatisfactionhasasignificantimpactonrevisitintention.
H7:Atmospherehasasignificantimpactonrevisitintention.
H8:Pricehasasignificantimpactonrevisitintention.

Table9revealsthatthevalueofRSquareis0.515,whichmeansthat51.5%ofthedatawas
plottedaroundtheregressionline.Moreover,thevaluealsoindicatesthat51.5%ofthevariancein
therevisitintentionisexplainedbytheindependentvariables,whiletherest(48.5%)isunabletobe
explainedbytheindependentvariables.Table10showsthatasagroup,thedeterminantsofrevisit
intentionhaveasignificantimpactonpurchaseintentionsincetheANOVAsignificantvalueisless
than0.05.However,notallthedeterminantswereshowntohaveasignificantimpactonrestaurant
revisitintention.

Table 8. Coefficients for H1, H2, H3, and H4

Coefficientsa

Model
Unstandardized Coefficients Standardized 

Coefficients t Sig.
B Std. Error Beta

1

(Constant) 2.655 1.001 2.651 .009

SQ -.172 .064 -.197 -2.688 .008

VALUE .441 .104 .406 4.251 .000

PRICE .287 .097 .251 2.967 .004

ATM .213 .060 .267 3.549 .001

a. Dependent variable: CS

Table 9. R Square for H6, H7, and H8

Model Summary

Model R R Square Adjusted R Square Std. Error of the 
Estimate

1 .718a .515 .505 1.32942

a. Predictors: (Constant), PRICE, ATM, CS



International Journal of Asian Business and Information Management
Volume 11 • Issue 3 • July-September 2020

112

Moreover,inthiscase,thedeterminantsofrevisitintentionthathadasignificantinfluence
werecustomersatisfactionandprice,wheretheirsig.valueswere0.000and0.002respectively.
Thebetacoefficient(markedasB)reflectedthelevelofimpactofeachindependentvariable
on thedependentvariable.Both independentvariableswith significant influence toward the
dependenthavehighbetacoefficientvalues,0.139foratmosphere,0.547forcustomersatisfaction,
and0.273forprice.ThecustomersatisfactionB-valuewasthehighestcomparedtotheother
twovariableswithavalueof0.547.However,atmospherehadacomparativelyloweffecton
revisitintentionwithavalueof0.139.

3.3.3. Food Quality and Perceived Value
Thisstudyinvolvedonesimplelinearregression,whichwastotest therelationshipbetweenone
independentvariable,whichwasfoodqualityononedependentvariable,whichwasvalue.This
involvedonehypothesisbeingtested(Tables12-14):

Table 10. ANOVA for H6, H7, and H8

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1

Regression 273.896 3 91.299 51.659 .000b

Residual 258.033 146 1.767

Total 531.929 149

a. Dependent variable: RV
b. Predictors: (Constant), PRICE, ATM, CS

Table 11. Coefficients for H6, H7, and H8

Coefficientsa

Model
Unstandardized Coefficients Standardized 

Coefficients t Sig.
B Std. Error Beta

1

(Constant) .201 .979 .206 .837

ATM .139 .061 .155 2.283 .024

CS .547 .083 .487 6.552 .000

PRICE .273 .087 .213 3.141 .002

a. Dependent variable: RV

Table 12. R Square for H4

Model Summary

Model R R Square Adjusted R Square Std. Error of the 
Estimate

1 .344a .119 .113 1.45913

a. Predictors: (Constant), FQ
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H4:Thequalityofthefoodhasapositiveinfluenceoncustomerperceivedvalue.

Table13showsthatthevalueofRSquareis0.119,whichmeansthat11.9%ofthedataisplotted
aroundtheregressionline.Moreover,thevaluealsoindicatesthat11.9%ofthevarianceincustomer
satisfactionwasexplainedbytheindependentvariable,andtherest(88.1%)wasunabletobeexplained
bytheindependentvariable.Thefindingsshowthatfoodqualityhasasignificantimpactoncustomer
perceivedvalue,sincetheANOVAsignificantvalueislowerthan0.05.

4. CoNCLUSIoN

Basedonthefindings,theantecedentstocustomersatisfactioninfull-serviceareatmosphere,service
quality,value,andprice.Thesefindingsimplythatabetteratmosphere,ahigherperceptionofvalue,
andapricethatisperceivedtobefaircanleadtohighercustomersatisfactioninfull-servicerestaurants.

Itisinterestingtonotethatservicequalityhasasignificantinverserelationshiptowardscustomer
satisfaction.Itshouldbenotedthatconsumerscanhavemixedreactionsasaresultofoneconsumption
eventthatmayresultindifferentlevelsofsatisfaction.Forexample,theymaybesatisfiedwiththe
qualityofthefoodbutnotnecessarilywiththewaytheserviceisbeingdelivered.Thedifferencein
termsoftheresultsacrossdifferentstudiesrelatedtoservicequalityandcustomersatisfactioncan
possiblybeexplainedbyculturaldifferencesofthecustomers.

Research results have established that the cultural background of an individual affects the
importanceofservicequalitydimensionsthattheindividualplaces(Tsoukatos&Rand,2007;Furrer,
Liu,&Sudharshan2000).Inadditiontothat,itisacknowledgedthattheitemsusedtomeasurethe
variableservicequalityinthisstudymaynotrepresentallthedimensionsofSERVQUAL.

Thefocusgroupdiscussionconductedatthebeginningofthestudyfoundthatdiningpartners
mayaffectacustomer’sperceptionandjudgmentoftheimportanceofserviceandtheservicereceived
duringthediningexperience.Forinstance,ifthecustomerscomeinagroup,theexpectationlevels
oftheservicequalitytendtodip.Iftheycomealone,theexpectationsoftheservicequalitywould

Table 13. ANOVA for H4

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1

Regression 42.381 1 42.381 19.906 .000b

Residual 315.101 148 2.129

Total 357.481 149

a. Dependent variable: VALUE
b. Predictors: (Constant), FQ

Table 14. Coefficients for H4

Coefficientsa

Model
Unstandardized Coefficients Standardized 

Coefficients t Sig.
B Std. Error Beta

1
(Constant) 7.347 .788 9.325 .000

FQ .146 .033 .344 4.462 .000

a. Dependent variable: VALUE
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behigher.Thisleadstoasituationinwhichexistingservicequalitymaybetakenforgrantedorthe
occasionwherethefoodconsumptionmayinfluencetheperceptionoftheservicequality.

Thefindingsrelatedtocustomersatisfactionandrevisitintentionareenlightening.Besidesthe
findingsderivedfromthequantitativeapproach,theresultsofthefocusgroupdiscussionconductedat
thebeginningofthestudyfoundthatcustomersthatweresatisfiedwiththepreviousdiningexperience
hadmoreintentiontorevisittherestaurant.Moreover,severalstudiesfoundapositiverelationship
betweencustomersatisfactionandcustomerrevisitintention(Cronin,Brady,&Hult,2000;Kivela,
Inbakaran,&Reece,1999;Olorunniwo,Hsu,&Udo,2006).Thissignifiestheinfluenceofpositive
pastexperienceleadingtoarestaurant’srevisitintention.Thefindingsconfirmresearchconducted
byEkinci,Dawes,andMassey(2008),whichnotedthatsatisfactionreflectsacustomer’soverall
perspectivetowardsthediningexperience.Thesefindingsindicatethatpositivesatisfactionanda
customer’soverallattitudetowardsthediningexperienceleadtopositiveeffectsonrevisitintention.

Thesefindingsontherelationshipbetweenfoodqualityandcustomerperceivedvalueimply
thatitwouldbeadvisablethatrestaurantscontinuouslyimprovetheirfoodquality,eitherthrough
theingredientsorpossiblycookingstyle.Apreviousstudyalsostatedtheimportanceofthefood
qualitydimensionofrestaurantattributestocustomers(Shariff,Omar,Sulong,Majid,Ibrahim,
Jaafar,&Ideris,2015).

Moreover,somerespondentsinthefocusgroupdiscussionconductedatthebeginningofthe
study also mentioned that the reasons for them to revisit full-service restaurants were the good
qualityoffoodandgoodprices;goodpricesmeanafairpricethatisworththediningexperience.
Therefore,besidesimprovingthefoodquality,restaurantownersshouldcreatepricingstrategiesthat
theircustomersconsiderasfairwhichcanbedonebymakingtheportionfairwiththeprice,using
premiumingredientsandimprovingthetasteofthefood.

Respondentsinthefocusgroupdiscussionconductedatthebeginningofthestudyalsostated
that in some cases, they are not the only ones who make the decision about which full-service
restaurantstodinein;theirfriends,relatives,orimmediatefamilymembershaveaninfluenceinthe
decision-makingprocess.Forsomeoftherespondents,theirfamilies,onsomeoccasions,playthe
roleofdecidingtheplacetoeat,eveniftherespondentsarenotsatisfiedwiththerestaurantanddo
nothaveanyintentiontorevisitit.Therefore,restaurantownersshouldbeabletoidentifywhomakes
thedecisiontocometotheirrestaurantsandimprovefactorsthatcontributetotheirsatisfaction.

Despitesheddingsomeimportantnotionsonthefieldofhospitalitymarketing,thisstudyisby
nomeansexhaustive.FuturestudiescanincludeallthedimensionsofSERVQUALtomeasurethe
servicequalityconstruct.Inadditiontothat,comparisonsacrossdifferenttypesofrestaurantssuchas
fastfood,casualupscale,orfinediningrestaurantsmayalsobehelpfulingainingadditionalinsights.
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