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Abstract
The competitive nature of hospitality industry makes it imperative for operators to constantly

seek new ways to improve their services, as well as map out strategies to provide memorable
experience for their patrons. In order to keep abreast of the current and future needs of the
ever-evolving industry, and respond to the demands of increasingly sophisticated guests,
innovation and creativity seems crucial in maintaining a competitive edge in hospitality industry.
This study tries to examine the effect of service quality and relationship marketing on customer
satisfaction and loyalty to enhance the competitive edge of hospitality industry. As such after
reviewing many literatures it is supposed this study could shed light into the establishment of
successful framework for in-house restaurants, by taking into consideration and understanding

the areas of consumer perception, customer satisfaction and loyalty in this industry.

Keywords: service quality, relationship marketing, customer satisfaction, customer loyalty

INTRODUCTION

In this era, globalization is increasingly important. Information on factors determining the
creation of loyalty among customers becomes an essential matter. Thus, the same concept
applies here where it is imperative for restaurants owner to identify the factors, which influence
consumer’s choice in choosing one restaurant over the others, in order for them to be
successful in the new or existing market. To take advantage of such a huge market potential,
firms need to start in investigating the factors that producing loyalty by understanding consumer

perception on the restaurants.
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Keeping in view of the growing of eating out culture and the increasingly competitive
environment, it is definitely important for firms to be customer-oriented by understanding
customer needs and supplying their customers with the service that fill the void. At the hearts of
most marketers, it is of great interest to find out: what makes restaurants patron loyal? This
research aims to study loyalty at in-house restaurants by investigating the impact of service
guality and also relationship marketing as two important constructs on customer satisfaction and
loyalty. From previous researches can conclude that one of the certain ways of growing profit is
to make customers loyal. As such, customer loyalty has been well-researched topic in the
hospitality industry.

According to studies, customers display differing degrees of loyalty or allegiance in
various aspects of their daily interactions. It has been stated that customer satisfaction is
connected positively with loyalty in hospitality (Chitty et al., 2007), (Kandampully and Surhatano,
2000). Moreover, (Olson, 2002) stated the Satisfaction—Loyalty model which shows that high
level of perceived service quality would provide a high level of customer satisfaction, which
positively impact on customer loyalty.

Moreover, in the recent years, customer relationships have received considerable
attention from both academics and practitioners (Berry, 1995; Gwinner, Gremler, &Bitner, 1998;
Reynolds & Beatty, 1999a). The popularity of relationship marketing stems, in part, from the
assumption that building customer relationships will lead to increased profits for the organisation
in the form of customer satisfaction, loyalty, word-of-mouth, and increased purchases.
Relationship marketing (RM) has been put forth as a way for firms to develop mutually beneficial
and valuable long-term relationships with customers (Ravald and Gro nroos, 1996).

As a result, another aspect which could lead to increase the customer satisfaction and in
turn enhancing the loyalty is to growing the relationship between company and customer which
lead to achieve privileged information about what customer’s need is. The information sought
will be able to provide useful insight to restaurants owners on the important factors that would

contribute to a successful restaurant.

Problem statement

In this study, the problem statements are as follows:

First, the research aims to investigate the key determinants of service quality that contributes to
customer satisfaction at in-house restaurant.

Second, the research aims to determine factors that contribute to relationship marketing

towards customer satisfaction at in-house restaurant.
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Third, subsequent problem statement arises is whether customer satisfaction exerts some
influence in driving loyalty at in-house restaurant; As loyalty is deeming as essential in the
growth of businesses, Generating loyalty is one of major marketing objective which is followed
by key players in different industries and deliver to business customers (Bansal and Gupta,
2001). According to (Bowen and Chen, 2001) customer should feel more than satisfaction and
just making customers satisfied could not be enough. This will result customer loyalty. Making
loyalty is going to be one of obligation for each business to achieve competitive advantage.

Research Objective

The overall objective of this research is to provide insight on loyalty at restaurants inside hotels,
which shed light into the establishment of successful, those kind restaurants, by taking into
consideration the understanding in the areas of consumer perception, customer satisfaction and
loyalty. Most marketing literature cited that loyalty is a direct reflection of customer experience
with the service/product. Particularly, satisfaction plays a crucial role in determining future
patronage of a service provider (Oliver, 1999); (Hess and Story, 2005); (Berschler, 2006).
Hence, it is pertinent to understand what drives customer satisfaction.

In this study, one of the research objectives is “Identifying the key determinants that
contributing to customer satisfaction at in-house restaurants, particularly the effect of service
quality and relationship marketing as two important antecedents of satisfaction.” This objective
will serve as the basis of this research. The subsequent objective arises whether customer

satisfaction exerts some influence in driving loyalty at the in-house restaurants.

SERVICE QUALITY

Restaurants is a kind of producer and service provider at the same time, regarding the fact that
it serves customers as a service providers as well as preparing meal as a producer. In other
words there is a mixed of tangible and intangible together. To understand the role of restaurants
as a service provider should consider the relationship between customers and staff while
serving customers, greeting them and taking order or delivering service, also to better know
about considering food as a product should think over the taste, quality and price of the meal.
This is a the fact that when customers refer to a restaurant to have meal they experience
receiving a combination of service and product, although their main purpose is eating, their
experience of dining out would be a combination of having meal as a product and receiving
service from the way staff treat them to the ambiance and physical appearance of restaurants
such as lighting, the location of restaurants, music and decoration. All those elements

mentioned above can contribute to customer satisfaction towards dining in restaurants.
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In other words, the quality of food, physical ambiance and the level of service they received
influence their level of satisfaction regarding those restaurants. This can affect their decision to
choose where to have their breakfast, lunch or dinner. As long as customer consider value for
money they are more likely to be sensitive in making choice of the place for dining out.
Therefore there are several factors accounted for preferring a family dining restaurant over
another. Although the food can satisfied customers at a certain family chain restaurant, the
guality of service or ambiance might affect their decision. Thus customers’ experience of food is
not the only reason to choose a restaurant as long as they take into accounts other factors such
as service and physical environment.

According to previous research regarding the influential factors which affect customer
satisfaction when they patron a restaurant, some elements are recognized as the most
important indicators of satisfaction including hygiene (Aksoydan, 2007), freshness, quality of
food and food portion (Myung et al, 2008). In study of (Namkung and Jung, 2010) price, speed
of service, taste of food and presentation were the major indicators of satisfaction in restaurants.
Quiality of food and service in study of (Goyal&Singh, 2007) were determiners of satisfaction
towards restaurants.

The measurement scale for satisfaction which uses SERVPERF focuses on
performance perceptions instead of expectation of services (Cronin and Taylor, 1992). (Qin and
Prybutok, 2008) used the modified SERVPERF approach (performance perception alone) to
examine the relationships among factors such as service quality, food quality, price/value on
customer satisfaction and satisfaction towards behavioural intentions. The research was based
on the survey conducted on college students at south-western university. In addition, in the
study of (KisangRyu and Heesup Han, 2009), they have done a research to examine the
relationships between three dimension of quality including quality of food, service quality and
physical environment, also they perceived, price as a moderator, towards satisfaction. They
furthered their study by examining the association between satisfaction and behavioral intention
towards quick casual restaurants.

Regarding the direct association between service quality dimension and customer
satisfaction, according to (Jamal and Anastasiadou, 2009), reliability, tangibility and empathy
positively related with customer satisfaction. In study of (Hon Tat.et.al.,, 2011) findings also
revealed that among the five SERVPERF dimensions, namely tangibility, reliability,
responsiveness, assurance and empathy, assurance was found to have the strongest positive

influence on customer satisfaction towards FFRs.
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Table 1: Service Quality dimensions

Construct Dimensions Elements Source
Services Tangibles Clean dining area Cronin  and  Taylor
Quality Well-dressed employees (1992);

Using disposable gloves

and hair net

Seating availability
Parking availability
Reliability Providing service as promised Cronin  and  Taylor
Sympathetic and (1992)
reassuring Dependable on-
schedule service Accurate

charge
Assurance Trust employees Feel safe for Cronin  and  Taylor
financial transactions (1992)

Friendly employees
Knowledgeable employees

Responsiveness  Telling exact service time Cronin  and  Taylor
Employees available to (1992)
requests

Prompt service
Employees willing to help

Empathy Convenient operating hours Cronin  and  Taylor
Convenient locations (1992);
Completely packaged food

Recovery Employees quickl apologize
for mistakes Olorunniwo et al.
Cares about customer’s (2006), Hong Qin and
complaints Victor R.  Prybutok
Skills and ability to deal with (2009)
complains

Employees empowered to
provide compensation

RELATIONSHIP MARKETING

Gronroos (1990b, p. 5), defines relationship marketing in the following way: "Relationship
marketing is to establish, maintain, and enhance relationships with customers and other
partners, at a profit, so that the objectives of the parties involved are met. This is achieved by a
mutual exchange and fulfiiment of promises".

Relationship marketing (RM) has been put forth as a way for firms to develop mutually
beneficial and valuable long-term relationships with customers (Ravald and Gro nroos, 1996).
RM is believed to work most effectively when customers are highly involved in the good or
service, there is an element of personal interaction, and customers are willing to engage in

relationship building activities (O’Malley and Tynan, 2000).
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As a result, relationship marketing tries to provide close relationship with customers to enable
them to express their needs and communicate to the firm effectively, which can lead customers
to feel satisfy However, most researches and relationship concept or relational marketing to
date conducted from the view of western countries and there are few researches in Malaysian
and Asian context. Being culturally collectivist (Hofstede, 1980; Hofstede and Bond, 1988;
Ndubisi, 2004) and having unigue relationship structure grow the needs of accurate strategy
which suites Malaysian and benefit this distinct culture to increase satisfaction. Hence, another
aspect which could lead to increase customer satisfaction and in turn enhancing the loyalty is to
growing the relationship between firm and customer which lead to achieve privileged information

about what customer’s need is.

Relationship Marketing Dimensions

Relationship marketing has been supposed as a key competitive advantage by which a
company can succeed in such a fierce business environment (Bejou et al., 1996).
Understanding the success of the development of long-term relationships with customers,
therefore, becomes critical in the process of gaining competitive advantage. (Morgan and Hunt,
1994) developed a model of relationships between firms that proposed trust and commitment as
central to the development of long-term relationships. Regarding assessing the influence of
relationship marketing on customer satisfaction the study of (Nelson OlyNdubisi, Chan KokWah,
2005), (Amy Wong, 2002) and (NurHaryani, 2011) was used.

Trust
Trust is referred to “a tendency to be depends on one with whom you have agreed to undertake
something” (Moorman et al, 1993). A misuse of trust by any of parties including supplier,
providers and middles could result the abandonment of the relationship. (Schurr and Ozanne,
1985) argued that trust is feeling confident that partners will keep their promise and commitment
and will not violent his obligation. Some others have described it as a behavior in the
opportunistic way (Dwyer et al, 1987), share value (Morgan and Hunt, 1994), mutual purpose
(Wilson, 1995), uncertainty (Crosby et al, 1990), positive result of action (Anderson and Narus,
1984) not breaking the promises (Bitner, 1995).

In literature, it is often argued that successful relationship marketing requires relationship
trust. it is assumed that trust has an important role to accomplish in the evolution of enduring
business relationships. Marketing scholars have recognised the importance of trust in

developing and managing business relationships. It is a substantial dimension in the interaction

Licensed under Creative Common Page 6



International Journal of Economics, Commerce and Management, United Kingdom

and network approach, services marketing (Gronroos, 1990) and a basic feature in relationship
marketing (Morgan and Hunt, 1994).

Commitment

Commitment is defined as keeping the on-going relationship seems important for parties as they
tried the best to maintain it. Therefore, the committed person will put maximum effort to ensure
the relationship will last indefinitely (Morgan & Hunt, 1994). (Kelley and Davis, 1994) examined
customer commitment as a general trait, adapting (Mowday, Steers, and Porter's, 1982)
measure of organisational commitment.

Likewise, (Morgan and Hunt's, 1994) study in relationship marketing adopted the same
scale. Moreover, (Wilson, 1995) argued another view of commitment as a social bond which
could be defined as the degree of personal friendship and liking shared by a buyer and seller as
well as linking of personal selves or identities through self-disclosure; closeness providing
support or advice; being empathetic and responsive; feelings of affiliation, attachment, or
connectedness; and shared experience (Turner, 1970). Both a firm and customer should
commit to each other in order to satisfy with the service. (Mowday et al., 1982) believed those
individuals who get more benefit and get more advantage from the relationship, more likely to

put more value for commitment.

Communication

The ability of providing information which is reliable and accessible time to time is called
communication. Recently, communication is defined as an interactive conversation which during
the process of buying-selling will occur between customers and service/good providers or even
after consuming may continue (Anderson and Narus, 1990). Communication also has been
defined as a process of constantly sharing information with customers regarding service,
changes and delivery system and even solving problem. In the early stage the process of
providing information for customers is called awareness. Through awareness firm
communicators have the responsibility to develop customers’ interest, promoting service or
goods, and increasing their purchasing willingness also facilitate the purchasing process
(Ndubisi and Chan, 2005).

Communication in relationship marketing means providing information that can be
trusted; providing information when delivery problem occurs; providing information on quality
problems and fulfilling promises. The process of establishing relationships that have meaningful
sales results will require communication, trust and satisfaction between both the buyer and

seller. Of several factors that determine customer satisfaction, components of service provider's
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communication contribute noticeably to the creation of a strong bond between the service
provider and customer (Booms and Nyquist, 1981).

The concept and Importance of Customer Satisfaction

Customer satisfaction has been the subject of many researches. The concept of customer
satisfaction refers to the degree of meeting or exceeding customer needs and expectations by
receiving a service either product. (Schiffman et al 2010); (Levens, 2012); (Kotler and
Armstrong, 2012). If the quality of product or service could not meet customer expectation,
customers would be dissatisfied towards that certain product or service. If service or product
performance could meet customers expectation the satisfaction will be occurred while the
service performance beyond the expectation, customers feel satisfied or tend to stick in the
certain service or good provider. When customers’ needs and expectation fails towards
receiving service in restaurants, regardless of this restaurant fails for one or a few aspect of
service such as food, ambiance or cost, customers will experience dissatisfaction. Those
customers, who feel satisfaction regarding overall experience, would be satisfied. On the other
hand other customers, who generally found the quality of service or product is below their
expectation like unattractive ambiance and low quality of food, are dissatisfied. Customer
satisfaction depends of different variables which totally leads to satisfaction including
satisfaction towards the performance of product, consuming a product, quality of the service and
many other diminutions. The experience customers have with receiving a service is different
from consuming a good or using a product regarding the transaction between customers and
restaurants’ staff and also amenities provided (Schiffman et al, 2010). It is important to notice
that long run business performance and the degree of success in organization is a result of
customer satisfaction which leads to loyalty, gaining profit and return patronage (Gilbert, 2006);
(KisangRuy and Han, 2009); (Ladhari et al, 2008); (Namkung and Jang, 2007); (Singh, 2006);
(Kim et al, 2009).

Loyalty

Importance of customer loyalty as a key competitive advantage beside the positive impact on
firms leads marketers to know more about this construct and its particular dimensions.
According to this not having enough knowledge about loyalty may face firms with negative result
such as determining wrong measurement in identifying loyalty, recognizing wrong customers
behaviors to allocate rewards in loyalty program and not having a logical linkage between
customer loyalty and performance of firm. While researchers’ interests grow towards loyalty,

understanding service loyalty concept and measurements is being more complicated. Generally
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speaking loyalty in service firms refers to customers’ tendency towards that service. In primary
research loyalty has defined as a particular behavior such as repurchase or switching intention.
After many researches, researchers introduced two dimensions which were used as most
common measurement scales in loyalty constructs. These two dimensions include repurchase
intention and attitudinal tendency (Pritchard et al, 1999). In new research towards loyalty,
researchers use three dimensions for measuring loyalty regarding service which are included
behavioral, attitudinal and cognitive dimension. Moreover, evaluating the loyalty of customers
with the behavior dimension involves frequently the improper combination of both attitudinal and
behavioral attributes (Back, 2005). Particularly, according to (Back, 2005) to evaluate the loyalty
of customers in industry like hospitality, attitudinal should be consider more than other
dimension.

Therefore, Attitudinal approach, in this study, is taken to evaluate the loyalty by
measuring specific rang of latent behaviors which are set off by experiences in a particular
restaurant. When customers are committed strongly or there are deep intention to rebuying,
recommending to others and paying more, there is likelihood to become a loyal customer (Getty
and Thompson, 1994).

Customer Satisfaction and Loyalty Relationship

Researchers assume that the relationship between satisfaction and the different facets of
attitudinal, intentional and behavioural loyalty is positive, but varies between products, industries
and situations. The few empirical studies that test the relationship between satisfaction and
perceived or actual buying behavior or loyalty have suggested a moderate to low relationship
compared with studies assessing attitudinal and intentional loyalty (Szymanski and Henard,
2001). In addition, most studies testing the moderator effect between satisfaction and loyalty
use an attitudinal or intentional assessment of loyalty.

According to (Bowen and Chen, 2001) customer should feel more than satisfaction and
just making customers satisfied could not be enough. This will result customer loyalty. Making
loyalty is going to be one of obligation for each business to achieve competitive advantage. It
becomes increasingly important that researchers consider the customer satisfaction
measurement in order to achieve loyalty. (Fornell, 1992) believed that more customer
satisfaction leading to more loyal customers for businesses also encouraging customers to not
leave the competition. There are other views in this aspect such as (Anton, 1996) who argued
that satisfaction has a positive relationship with repurchase decision, also could lead customers
to recommend it to others, making loyalty and increasing market share. Customers who feel

loyalty towards the firm will purchase again and again over a long time (Evans and Berman,
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1997). It is also predicted that satisfied customers might repeat and become loyal (Guiltinan et
al, 1997). On the other hand, there is also another view by (Sivadas and Baker-Prewitt, 2000)
who argued that satisfaction can lead to recommendation of department store and repurchasing
from it but cannot directly affect loyalty. According to this satisfaction will not lead to loyalty by
itself. However, satisfaction can trigger desirable attitude like recommending and repeated
purchasing of store which those behavior are related to loyalty. While customers recommend a
store to others increase the chance of re- patronage and loyalty for that store. Therefore, it
seems recommending a store to others will lead to loyalty. Customers will recommend the store
to others if they feel satisfied and experiencing favorable attitude towards the store.(Evans and
Berman, 1997) believed that there is a likelihood companies with more satisfied customers can

experience more loyal customers who spend over long time.

CONCLUSION
The study tries to investigate customer satisfaction through two important constructs including
service quality and relationship marketing. This combination allows researcher to develop a new
framework to evaluate and compare the effect of each variable on customer satisfaction
simultaneously which provides a total understanding of importance of each antecedent of quality
of service and relationship marketing towards customer satisfaction. Moreover to evaluate the
influence of those constructs this research tries to choose the appropriate dimension based on
pervious literatures. To investigate the effect of quality of service on satisfaction the research
mostly followed the studies of (KisangRyu and Heesup Han, 2009) and (Hong Qin, Victor R.
Prybutok, 2009). Both study mentioned above use SERVPERF as (Cronin and Taylor, 1992)
justify their SERVPERF or performance-only instrument in place of the gap measurement
approach. In addition, they provided empirical evidence that the SERVPERF instrument
outperforms the SERVQUAL scale across four industries: fast food, dry cleaning, banks and
pest control. The performance-only measures are used and suggested by many scholars in
various industries (Gilbert et al., 2004). Besides the research of (Cronin and Taylor, 1992) in
fast food industry, (Jain and Gupta, 2004) compare weighted and un-weighted versions of the
SERVQUAL and SERVPERF instruments by conducting a survey of FFR customers in India.
They found that the SERVPERF scale is more effective in explaining the service quality
constructs and variations in service quality scores within the restaurant industry.

Furthermore, based on reviewing many literatures regarding influence of relationship
marketing on customer satisfaction the works of (Nelson OlyNdubisi, Chan KokWah, 2005),
(Amy Wong, 2002) and (NurHaryani, 2011) were followed; also customer satisfaction in this

research measured as overall satisfaction as an important advantage of the cumulative

Licensed under Creative Common Page 10



International Journal of Economics, Commerce and Management, United Kingdom

satisfaction construct over a more transaction-specific view point is that, it is better able to
predict subsequent behaviours and economic performance (Johnson et al., 2001)

Next step of this research is to examine the relationship between customer satisfaction
and loyalty. Accordingly this research used studies of (Sunghyup S.H.,2010) and (Heesup Han
and KisangRyu, 2009) to assess loyalty which was focused on measuring attitudinal loyalty; as
especially in the hospitality industry, the attitudinal approach to assessing the level of customer
loyalty should be more focused (Back, 2005); (Schall, 2003).

In conclusion, this research with the help of previous literatures opens a new sight
towards obtaining loyal customers in hospitality industry especially at in-house restaurants
which is the area of focus in this research. People who are in charge of restaurant industry and
hotel owner should find out the most effective factors to provide customer loyalty, in order to
apply them into their policy and strategy. This study could provide better understanding of
customers in this sector. The study could be examined in different part of hospitality industry,
not just in-house restaurants which is the major focus of this research as the finding might be

varies according to the type of service and context of the study.

REFERENCES

Aksoydan (2007).Hygiene Factors Influencing Customers' Choice Of Dining-Out Units: Findings From A
Study Of University Academic Staff. Journal of Food Safety, Volume 27, Issue 3, pages 300-316.

Andaleeb& Carolyn Conway (2006).Customer satisfaction in the restaurant industry: an examination of
the transaction-specific model. Journal of Services Marketing, Vol. 20 Iss: 1, pp.3 — 11.

Anderson, E. &Sullivan(1993).The Antecedents and Consequences of Customer Satisfaction for Firms.
Marketing Science, 12(2), 125-143.

Anton, J. (1996).Customer Relationship Management: Making Hard Decisions with Soft Numbers. Upper
Saddle River, Prentice-Hall.

Babbie, E.(1998).Survey Research Methods (2nd Ed.). Belmont: Wadsworth. Ch. 8.

Back, K. (2005).The effect of image congruence on customers' brand loyalty in upper middleclass hotel
industry. Journal of Hospitality & Tourism Research, 29(4), 448-467.

Bansal, S. & Gupta, G.(2001).Building Customer Loyalty Business-to-Business Commerce. In J. N.
Sheth, A. Parvatiyar& G. Shainesh, eds., Customer Relationship Management”, New Delhi, Tata
McGraw-Hill, 2001, pp. 3-25.

Bitner, M. J., &Hubbert (1994).Encounter Satisfaction Versus Overall Satisfaction Versus Quality. Service
Quiality: New Directions in Theory and Practice. London, Sage. 72-9.

Bowen, J. T. & Chen, S. L. (2001). The Relationship Between Customer Loyalty and Customer
Satisfaction. InternationalJournal of Contemporary Hospitality Management, pp. 213-217.

Breschler .H (2006).Brand loyalty is about the experience. Brand strategy, 198-14.

Burnham, G. M., Pariyo, G., Galiwango, E. &Wabwire- Mangen, F.(2004).Discontinuation of cost sharing
in Uganda. Bulletin of the World Health Organization, 82(3), 187-195.

Chitty B , Ward S, Chua Ch(2007). An application of the ECSI model as a predictor of satisfaction and
loyalty for backpacker hostels.Market.Intel.Plan., 25(6): 563-580.

Licensed under Creative Common Page 11



© Anahita & Rohaizat

Churchill, G. A. & Peter, J. P.(1984). Research Design Effects on the Reliability of Rating Scales: A Meta-
Analysis. Journal of Marketing Research, 21(4), 360-375.

Coakes, S.J., & Steed, L.G. (2001). SPSS: Analysis without anguish: version 10.0 for Windows (Brisbane:
Wiley).

Cooper, D. R., & Schindler, P. S. (2006). Business research methods (Ninth Ed.).New York, McGraw-
Hill/[rwin.

Cronin, J., & Taylor, S.A. (1992).Measuring service quality: a reexamination and extension. Journal of
Marketing. 56, 55—68.

Evans, J., & Berman, B. (1997).Marketing. New Jersey: Prentice Hall International.

Farrell J. & C. Shapiro, (1988), Horizontal mergers: An equilibrium analysis, Working paper 88- 4
(Program in Law and Economics, University of California, Berkeley).

Fishbein, M. &Ajzen, I. (1975). Belief, attitude, Intention and Behavior: An introduction to theory and
research. Addison-Wesley, Boston.

Fornell, C. (1992). A national customer satisfaction barometer: the Swedish experience. Journal of
Marketing, 56, 6-21.

Garver&Mentzer (1999). J.T. Logistics research methods: Employing structural equation modeling to test
for construct validity. Journal of Business Logistics, 20, 1, 1999, pp. 33-57.

Gefen, D., Straub, D. W., and Boudreau, M.-C. (2000). Structural Equation Modeling Techniques and
Regression: Guidelines for Research Practice. Communications of the AIS (1:7), pp. 1-78.

Getty, J.M., Thompson, K.N., (1994). A procedure for scaling perceptions of lodging quality. Journal of
Hospitality Research 18(2), 75-96.

Gilbert, G.R., Veloutsou, C., Goode, M.M.H. and Moutinho, L. (2004).Measuring Customer Satisfaction in
the Fast Food Industry: A Cross-National Approach.Journal of Services Marketing.18( 5), 371-383.

Gilbert, G. R. (2006). A cross-industry comparison of customer satisfaction. Journal of service marketing,
20(5), 298-308.

Goyal, N.P.& Singh, (2007). Consumer perception about fast food in India: an exploratory study”, British
Food Journal, Vol. 109 Iss: 2, pp.182 — 195.

Guiltinan, J. P., Paul, G. W. & Madden, T. J., (1997). Marketing Management: Strategies and
Programs.6th ed., New York, McGraw-Hill.

Hauser, V. L., Shaw, M. A., and Weand, B. L. (1994). Effectiveness of soil-vegetative covers for waste
sites. Proc., Superfund XV.

Hauser, J. R., Simester, D. I., and Wernerfelt, B., (1994).Customer satisfaction incentives. Marketing
Science, 13(4), 327-350.

Heesup Han; Ki-Joon Back; & Betsy Barrett (2009). Influencing factors on restaurant customers' revisit
intention : the roles of emotions and switching barriers. International journal of hospitality management,
ISSN 0278-4319,Vol. 28.2009, 4, p. 563-572.

Hess. J., Story. J.,(2005). Trust-based commitment: multidimensional consumer-brand relationships.
Journal of Consumer Marketing, Vol. 22, pp.313 — 322.

Hoelter, D. R. (1983).The analysis of covariance structures: Goodness-of-fit indices. Sociological Methods
and Research, pp. 325-344.

Hon Tat, et. al.(2011).Consumers’ Purchase Intentions in Fast Food Restaurants: An Empirical Study on
Undergraduate Students. The Special Issue on Contemporary Issues in Business and Economics, Vol. 5,
No. 5.

Hong Qin, & Victor R. Prybutok, (2009).Service quality, customer satisfaction, and behavioral intentions in
fast-food restaurants.International Journal of Quality and Service Sciences, Vol. 1 Iss: 1, pp.78 — 95.

Licensed under Creative Common Page 12



International Journal of Economics, Commerce and Management, United Kingdom

Jackson, B. B. (1985). Build customer relationships that last. Harvard Business Review. Nov-Dec, 120-
128.

Jain, S.K. & Gupta, G. (2004).Measuring Service Quality: SERVQUAL vs. SERVPERF Scales. Vikalpa,
29(2), 25-37.

Jamal, Anastasiadou, (2009).Investigating the effects of service quality dimensions and expertise on
loyalty.European Journal of Marketing, Vol. 43 Iss: 3/4, pp.398 — 420.

Jones, M. A., Mothersbaugh, D. L., & Beatty, S. E. (2000). Switching Barriers and Repurchase Intentions
in Services. Journal of Retailing, 76(2), 259-74.

Jones.M.A., Reynolds, K.E., Mothersbaugh, D.L. & Beatty, S.E. (2007). The Positive and Negative Effects
of Switching Costs on Relational Outcomes. Journal of Service Research, 9(4), 335-355.

Kandampully, DwiSuhartanto, (2000). Customer loyalty in the hotel industry: the role of customer
satisfaction and image. International Journal of Contemporary Hospitality Management, Vol. 12 , pp.346 —
351.

Kim W. G., Ng Yen N., Christy, and Kim Y.S.(2009). Influence of institutional DINESERV on customer
satisfaction, return intention, and word-of-mouth. International Journal of Hospitality Management. 28,
10-17.

Kim.M.,Kliger, D., Vale, B. (2003). Estimating switching costs: The case of banking.The Journal of
Financial Intermediation, 12, 25-56.

KisangRyu and Heesup Han (2009).The roles of the physical environment, price perception, and
customer satisfaction in determining customer loyalty in the restaurant industry. Journal of Hospitality &
Tourism Research, 33(4), 487-510.

Kotler, Philip, Armstrong, and Gary (2012). Principles of marketing.14th Edition. Pearson Education.

Ladhari, Riadh; Brun, Isabelle, Morales, and Miguel (2008).Determinants of dining satisfaction and post-
dining behavioral intentions. International Journal of Hospitality Management, 27, 563-573.

Lam, S. Y., Shankar, V., Erramilli, M. K., & Murthy, B. (2004). Customer value, satisfaction, loyalty, and
switching costs: An illustration from a business-to-business service context. Journal of the Academy of
Marketing Science, 32:293-311.

Lehtinen, U. and Lehtinen, J.R. (1991).Two Approaches to Service Quality Dimensions. The Service
Industries Journal, 11(3), 287-303.

Leong, J. K., & Kim, W. G.(2002). Service recovery efforts in fast food restaurants to enhance repeat
patronage.Journal of Travel & Tourism Marketing, 12(2/3), 65-93.

Levens, Michael. (2012). Marketing: Defined, Explained, Applied. 2nd Edition.Pearson Education.

Lee, J., Lee, J., &Feick, L. (2001). The impact of switching costs on the customer satisfaction-loyalty link:
mobile phone service in France. Journal of Services Marketing, Vol. 15, No.1, pp.35-48.

Mason, G., van Ark, B. & Wagner, K. (1993).Productivity, product quality and workforce skills: Food
processing in four European countries. Berlin: Wissenschaftzentrum Berlin.

Mattila AS (2001).Emotional bonding and restaurant loyalty. The Cornell Hotel and Restaurant
Administration Quarterly 42:73-9.

Mayer, D. (1974). Measuring instructional practice: Can policymakers trust survey data? Educational
Evaluation and Policy Analysis, 21(1), 29-45.

McColl, R., J. Mattsson, and C. Morley (2005).The effects of service guarantees on service evaluations
during a voiced complaint and recovery. Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behaviour 18, 22-50C.

McQuitty, S. (2004). Statistical power and structural equation models in business research. Journal of
Business Research, 57 (2), 175-83.

Licensed under Creative Common Page 13



© Anahita & Rohaizat

Myung, Eunha, McCool, A. C. and Feinstein, A. H. (2008). Understanding attributes affecting meal choice
decisions in a bundling context. International Journal of Hospitality Management, 27, 119-125.

Namkung, Y. and Jang, S. (2010). The Effects of Interactional Fairness on Satisfaction and Behavioral
Intentions: Mature versus Non-mature Customers. International Journal of Hospitality Management.28,
397-405.

Nijssen, E., Singh, J., Sirdeshmukh, D. and Holzmueller, H. (2003).Investing industry context effects in
consumer—firm relationships: preliminary results from a dispositional approach.Journal of the Academy of
Marketing Science, Vol. 31 No. 1, pp. 46—-60.

Oliver, L.R. (1999). Whence consumer loyalty.Journal of Marketing, 63 (4), 33-44.

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of Satisfaction
Decisions.Journal of Marketing Research, 17, 460-468.

Oliver, R. L. (1993). Cognitive, Affective, and Attribute Bases of the Satisfaction Response. Journal of
Consumer Research, 20, 418-430.

Oliver, R.L. (1997). Satisfaction: A Behavioural Perspective on the Consumer. McGraw-Hill, New York.

Olorunniwo, F., Hsu, M.K. and Udo, G. (2006).Service quality, customer satisfaction, and behavior
intentions in the service factory.Journal of Services Marketing, 20 (1), 59-72.

Olsen (2007). Repurchase loyalty: The role of involvement and satisfaction. Psychology & Marketing
Special Issue: Blocking in Consumer Choice, Volume 24, Issue 4, pages 315-341.

Olson, J.J.P. (2002). Consumer Behavior and Marketing Strategy.McGraw-Hill.

Parasuraman, A., Zeithaml, V. A., and Berry, L. L. (1985).A conceptual model of service quality and its
implications for future research.Journal of Marketing, 4, 41-50.

Parasuraman A., Zeithaml, V.A. and Berry, L.L. (1988). SERVQUAL: A Multiple-ltem Scale For Measuring
Consumer Perceptions of Service Quality. Journal of Retailing.64 (1).

Porter, M. E. (1998). Competitive Advantage (with a new introduction). New York: The Free Press.

Pritchard, M.P., Havitz, M.E. and Howard, D.R. (1999).Analyzing the commitment—loyalty link in service
contexts.Journal of the Academy of Marketing Science, Vol. 27 No. 3, pp. 333—-348.

Qin, Hong, and Prybutok, V.R. (2008).Determinants of Customer-Perceived Service Quality in Fast-food
Restaurants and Their Relationship to Customer Satisfaction and Behavioral Intentions.Quality
Management Journal.15(2).

Schall, (2003).Effects of stimulus-response compatibility on neural selection in frontal eye field. Neuron,
38: 637648, 2003.

Schiffman, Leon G., Kanuk, Leslie, L. (2010). Consumer Behavior.10th Edition.Pearson Prentice Hall.

Singh, Jagdip and Deepak Sirdeshmukh (2000).Agency and Trust Mechanisms in Relational
Exchanges.Journal of the Academy of Marketing Science, Vol. 28, 150-167.

Sivadass, E. & Baker-Prewitt, J. L. (2000). An Examination of the Relationship Between Service Quality,
Customer Satisfaction, and Store Loyalty. International Journal of Retail & Distribution Management, 28
(2), pp. 73-82.

Sivo et al. (2006). The Search for Optimal Cutoff Properties: Fit Index Criteria in Structural Equation
Modeling. Journal of Experimental Education, 74, 3, pp. 267-289.

Sunghyup, S. H. (2010). Predictors of Relationship Quality and Loyalty in the Chain Restaurant
Industry.Cornell Hospitality Quarterly, 51, 251-265.

Schumacher, R. E., & Lomax, R. G. (1996).A Beginner's Guide to Structural Equation Modeling. New
Jersey: Lawrence Erlbaum Associates, Publishers.

Sharma, Arun. (1997). Who Prefers Key Account Management Programs? An Investigation of Business
Buying Behavior and Buying Firm Characteristics.Journal of Personal Selling and Sales Management, 17
(Fall): 27-39.

Licensed under Creative Common Page 14



International Journal of Economics, Commerce and Management, United Kingdom

Shy, 0. (2002). A quick-and-easy method for estimating switching costs. International Journal of Industrial
Organization, 20(1), 71-87.

Szymanski, D. M. &Henard, D.H. (2001). Customer satisfaction: A meta-analysis of the empirical
evidence. Academy of Marketing Science Journal, 29(1), 16-35.

Wilkins, H. C., Merrilees, W., & Herington, C. (2010).The determinants of loyalty in hotels.Journal of
Hospitality Marketing and Management, 19(1), 1-21.

Zauberman, G. (2003). The intertemporal dynamics of consumer lock-in. Journal of Consumer Research,
30(3), 405-419.

Zeithaml, V.A., Berry, L.L., andParasuraman, A. (1993). The behavioral consequences of service
quality.Journal of Marketing. 60(2), 31-46, 21-34.

Zhilin Yang & Robin T. Peterson, (2004). Customer perceived value, satisfaction, and loyalty: The role of
switching costs. Psychology & Marketing, Volume 21, Issue 10, pages 799-822.

Licensed under Creative Common Page 15



