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Abstract 

This paper evaluates the effects of associated factors (Quality, Service, and Environmental) 

that influence customer satisfaction at a single, stand-alone boutique restaurant. It uses ACSI 

as a research model to study customer satisfaction. 

This research uses a defined population of 4800 restaurant visitors over, for 60 days 

representing a previous, specific, and focused marketing exercise. The calculated sample size 

was 369, where respondents were chosen using systematic random sampling.  

Data analysis is conducted using appropriate tests that are applied to 4 variables determined 

as Customer Expectation, Perceived Quality, Perceived Value, and customer satisfaction 

extracted from the ACSI index.  

The study result shows that females are the target purchase group. Environmental factors 

respond primarily to Customer expectation and Perceived Quality; Quality and 

Environmental factors respond mostly to Perceived Value, Perceived Quality, Service factors 

that influence Customer Satisfaction. From this study, Perceived Quality and Perceived Value 

are significantly positive for customer satisfaction， but Customer expectation does not 

positively affect customer satisfaction.  
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The results further indicate that customers focus on the experience, the authentic experience 

achieved expectation, and overall feeling after product and service experience. The results 

support the ACSI theory. The assessment revealed that Quality and Service factors relating to 

Customer Expectation and Perceived Quality factors relating to Perceived Value need to 

facilitate, as it can improve overall customer satisfaction for small restaurants.  

Keywords: Restaurant, ASCI, Customer satisfaction, Perceived Quality, Perceived Value 

1. Introduction 

With the development of society, the emergence of restaurants and technology was inevitable 

(Beaugé, 2012). Many researchers believed that the fast-food industry developed from 

McDonald's (Ritzer, 2000) from the mid-20th Century. According to the hierarchy of needs 

theory (Jerome, 2013), when the economy develops to the basic needs of people, there will be 

higher levels of demand. Simple fast food has been unable to meet people's needs, health, 

nutrition, and fast have become a new demand for restaurants. Boutique restaurants show the 

vitality of many cuisines, different cooking methods to meet the needs of consumers at 

different times. Food culture's dishes are base on the differences in climate, geography, 

history, products, and dietary customs (McWilliams, 2007). Themed restaurants in Bangkok 

are trendy but lack the necessary research engagement to understand customer perceptions 

and their satisfaction levels for the provision and services provided. In this respect, much 

work is need to ensure that the management of themed restaurants operates appropriately 

towards heightening and differentiating characteristics and the levels of customer satisfaction 

(Kivela, Inbakaran and Reece, 1999). 

2. Literature Review 

For companies, customers are considered essential intangible assets (Sacui and Dumitru, 

2013), and gaining customer satisfaction is essential for all companies (Rust and Oliver, 

1994). To satisfy customers is not only an essential way for modern restaurants to earn a 

profit and occupy the market but also an essential means for restaurants to improve their 

operating conditions and further enhance their core competitiveness (Bitran and Pedrosa 

1998). Understanding customer satisfaction may help small restaurants build an essential role 

in development and even survive. In research, questions and assumptions are mostly used by 

researchers to shape and specifically and focus research purposes (Creswell, 2003). 

Consumer satisfaction about boutique restaurants has an essential impact on the restaurant.  

Customer satisfaction relies on some attributes/facets that are associated/underpinned with 

elements such as Customer Expectations; Perceived Quality, and Perceived Value. These will 

be the focus of this research orientation and are further discuss below: 

2.1.1 Customer Expectation 

Customer expectations are those aspects of service that lead to a personal service-buyer 

decision relating to the expectancy disconfirmation paradigm (Oh, 1999). The relationship to 

customer satisfaction was first researched by Oliver (1981), when experiencing a purchase 

decision or encounter. For example, when an adverse reaction to a purchasing meeting occurs, 
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negative disconfirmation occurs (Pizam and Milman, 1993). When the purchase encounter 

meets or exceeds the customer expectations, positive disconfirmation occurs (Cardello and 

Sawyer, 1992). 

2.1.2 Perceived Quality 

Customer perceived service quality is seen by many researchers as reflecting food quality and 

restaurant atmospherics characterized as cognitive evaluations by customers that generate 

suitable and specific affective responses (Prayag, Khoo-Lattimore and Sitruk, 2015). Further, 

perceived Quality is also recognition as indicating the level of Quality of restaurants in terms 

of customer perceptions of Value (Iglesias and Guillen, 2004).  

2.1.3 Perceived Value 

Perceived Value is a measure of the Quality of experience with the price or perceived cost 

after consumption (Suryad et al., 2018). Services and products in restaurants lead to 

“promises of satisfaction” (Levitt, 1983). 

To improve consumers' satisfaction with services, products, and the environment, 

independent research of customer satisfaction would help focus management orientation in 

restaurants (Todorov and Smallbone, 2014). Particular boutique restaurants, as it has not been 

well research (Alam, 2002). However, literature related to understanding customer 

satisfaction about themed restaurants remain sparse (James and Murnan, 2004). 

2.2 American Customer Satisfaction Index (ACSI) 

Measuring customer satisfaction requires research focused on assessing characteristics 

associated with customer perceptions. However, these characteristics are not simple to 

evaluate, and there are many models related to their assessment. In this research, the ASCI 

methodology is utilized, which was first created by (Fornell, 1992). It makes good sense to 

assess its development and application. 

ACSI is a macro indicator that measures the Quality of economic output. It is a 

comprehensive evaluation indicator of customer satisfaction in the process of consumption of 

products and services. ACSI is the complete system and the best application effect and 

theoretical model for a country's customer satisfaction. ACSI is a customer satisfaction index 

model established by Fornell (1992). The establishment of the ACSI model is bass on the 

Swedish Customer Satisfaction Index Model (SCSB) (Johnson et al., 2001). It scientifically 

utilizes the consumer cognitive process and puts the overall satisfaction degree into a causal 

interaction system that interacts and interacts with each other. The model can help explain the 

relationship between the consumption process and overall satisfaction (Tsiotsou and Wirtz, 

2015), and can indicate the consequences of satisfaction (Bolton and Lemon, 1999), thus 

giving the overall satisfaction toward expectation characteristics (Boulding et al., 1993). The 

comprehensive customer satisfaction model is bass on the knowledge of the entire customer 

experience (Bassi and Guido, 2006). This model links these relationships by analyzing the 

connections between customers and businesses in all aspects of products and services (Engel, 

Blackwell, and Miniard, 1993). This model provides practical decision support for companies 
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to improve customer satisfaction, effectively improve product and service quality, enhance 

brand image and customer loyalty, and use this model to obtain effective methods, so it has 

also achieved good results. It is an excellent way to explore ways for companies to improve 

their competitiveness (Lu Shuai 2011). Consequently, customer satisfaction research studies 

factors that may affect customer satisfaction, such as products, services, environment, brand 

awareness, product selection, and brand image (Solomon and Lowrey, 2018). 

3. Conceptual Model 

Customer satisfaction relies on some facets associated/underpinned with elements such as 

Perceived Quality; Customer Expectations, and Perceived Value. These will be the focus of 

this research orientation. This is modeled below, along with the hypotheses development: 

 

Figure 1. Conceptual Model and Hypotheses Development 

Source: Edited and Extracted from The ACSI 

Hypothesis statements: 

H1a. Customer Expectations has a positive influence on Perceived Quality. 

H1b. Customer Expectations has a positive influence on Perceived Value. 

H1c. Customer Expectations has a positive influence on Customer Satisfaction. 

H2a. Perceived Quality has a positive influence on Perceived Value. 

H2b. Perceived Quality has a positive influence on Customer Satisfaction. 

H3. Perceived Value has a positive influence on Customer Satisfaction. 

 

4. Methodology 

The methodology responds to a quantitative application, where the population, sampling, and 

questionnaire design and data outcomes are connected quantitively, tested, and shown their 

respective relationships, allowing generalisability. 
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4.1 Population and Sample Selection 

4.1.1 Population Criteria 

The focus for the data used in this study was from a single, themed restaurant, A Chinese 

restaurant focused on Chinese Sichuan cuisine. Therefore, it minimizes deviations in sample 

selection and helps avoid over-representation or under-representation on a segment (Leavy, 

2017), leading to an accurate reflection of the targeted population. 

The target population incorrect verb form by demographic characteristics, geographic area, 

product usage characteristics, or service usage characteristics (McDaniel, 2007). For this 

study, the target population consists of members directly associated with pre-arranged travel 

groups from China. This population is considered a closed community, and every member 

can be explicitly identified from the data provided by the travel organization (Patten and 

Newhart, 2019). Access to the data was grant through the membership criteria and 

management of the travel company (Saunders, Lewis and Thornhill, 2007). 

The population - N=4800. This population was constructed from an assessment of restaurant 

data over 60 days and is calculate by utilizing a booking review and actual customer 

visitations. Thus, the population could be construe as defined solely from the targeted 

member groups. 

4.1.2 Sampling Methods and Sampling Regime 

The primary data is to meet the particular needs of the specific survey data (Lacobucci and 

Churchill, 2018). As the target population parameters are known, the probability sampling 

technique of simple random sampling was chosen to reduce the large population into a 

manageable and representative proportion (Saunders, Lewis and Thornhill, 2007).  

4.1.3 Sample Size in Research 

The probability sampling method is use; even a small fraction of the total population can 

provide an overall reliable measurement of the data (Zikmund, 2000). The sampling process 

gives a number to each individual expected to dine for all 4800 customers and then to apply 

the Yamane (1967) formula (McDaniel, 2007) to calculate the sample size. Using this formula 

resulted in a sample size of 369. 

4.1.4 Sampling Regime 

Each respondent in the population had an equal chance to be selected. The selection process 

used a random number table to help select respondents. The expected response rate was 

around 31% (Marković, Raspor, and Šegarić, 2010). No shows at the restaurant were 

recorded and noted but were considered so low as to have no affect on the expected rate of 

response. 

4.2 Questionnaire Design 

Through this method, a set of formal questions that get the research project (McDaniel, 2007). 

It plays a vital role in the data collection process. The application of a pilot study will aid in 
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the reliability of the questionnaire by helping to minimize the response of unclear or 

misrepresentation of subsequent answers. The questionnaire used was in Chinese but had 

been translate into English for reporting purposes. The translation language was pre-tested as 

in the pilot study process (Tsang, Royse and Terkawi, 2017), as in s4.2.1 below. 

The preparation of the questionnaire follows the definition of the problem and the research 

method in terms of the study data requirements and results from the consideration of how the 

questionnaire meets the requirements for editing, coding, and data processing (McDaniel, 

2007). 

4.2.1 Pilot Study 

The sample size was rationalize as appropriate within the range of 10-30 respondents from 

the study population (Isaac and Michael, 1995; Hertzog, 2008). Consequently, a pilot study 

was conduct using 20 respondents from the defined population for testing the questionnaire 

(Hassan, Schattner, and Mazza, 2006). These individuals were not select again for the 

primary data collection process. This was conduct to test the questionnaire processes and the 

language (Lavrakas, 2008), thus minimizing translation misunderstanding because of flawed 

construct and item/question meaning bias (Waltz, Strickland and Lenz, 2010). 

4.2.2 Statistical Measures 

The primary purpose of statistical inference (Waltz, Strickland, and Lenz, 2010) is to use the 

data contained in the sample, then to estimate the population parameters and test the 

hypotheses - using multiple linear regressions analysis (Creswell, 2003). Statistical measures 

also included reliability (Cronbach’s Alpha Coefficient), demographics - percentage ratio and 

frequency, and validity - using factor analysis. 

5. Results 

The full data set (outcome) was analyzed using SPSS, v25. The response rate that was 

achieve was 189 (76.6%). This indicated that the actual response rate was higher than 

expected. However, this could be explain by the excellent rapport between the researcher and 

the respondents in a closed member restaurant setting (Dillman, 2007).  

5.1 Reliability Statistics 

The questionnaire (consisting of 23 questions) was test using Cronbach's Alpha Coefficient 

using SPSS, v25 - before further analysis. The statistical results obtained show that the 

Cronbach's Alpha Coefficient for the questionnaire was 0.849 and is considered to exhibit 

excellent internal consistency (Tavakol and Dennick, 2011) and is therefore accepted.  

5.2 Validity Analysis 

By examining the amount of all data in the questionnaire, the results show that KMO is 

0.826, indicating that the structural process of the questionnaire was good. The Bartlett's 

Test of Sphericity showed the resultant Chi-Square as 3957.12, df of 296, with Sig is 0.000, 

which with a significance of less than 0.05, translates to a strong correlation and acceptance 

of the data as valid.  
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5.3 Descriptive Statistics 

Utilizing fundamental descriptive analysis of the personal information from the respondent. 

Which gives a sense of overall demographics, with the significant item presented - as in Table 

1, below: 

Table 1. Demographic Analysis 

Demographic Data (283) Frequency Percent % 

Gender Male 97 51.2% 

 Female 92 48.8% 

Age 25–34years old 153 41.5% 

Status Married 222 60.2% 

The reason to come to Bangkok Travel/Leasure 137 37.1% 

Education Bachelor’s Degree 151 40.9% 

Income 30,001–40,000 baht. 110 29.8% 

Occupation Private employee 135 36.6% 

 

This suggested that most respondents were male, the largest segment by age was 25-34 years 

old, married, had a bachelor’s degree, earned up to 40000 baht/month, and worked in private 

companies. 

5.4 Factor Analysis 

Seven factors were obtain after the questionnaire was rotate. The minimum acceptability of 

the factor load was 0.35. The data ranged from 0.650 to 0.867, which indicated that the 

questionnaire had a high structural validity.  

The first variable is the decisive factor, and six elements are also determined by the rotation 

of the load, which is consistent with the structural variables of the selected model.  

5.5 Correlations 

According to the correlation analysis, the following table is a significant result showing and 

deleting duplicate items and remove non-hypothetical questions. This is viewed in Table 2, 

below. 

Table 2. Correlation Matrix 

 Perceived Quality Perceived Value Customer Satisfaction 

Customer Expectations / + + 

Perceived Quality  + + 

Perceived Value   + 
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5.6 Simple Linear Regression Analysis 

The Simple Linear Regression Analysis result is stated in Table 3, below: 

Table 3. Simple Linear Regression Analysis Outcomes 

 Hypotheses Sig. Status 

H1a Customer Expectations has a positive impact on Perceived Quality 0.821 Rejected 

H1b Customer Expectations has a positive impact on Perceived Value 0.763 Accepted 

H1c Customer Expectations has a positive impact on Customer 

Satisfaction 

0.814 Accepted 

H2a Perceived Quality has a positive impact on Perceived Value 0.747 Accepted 

H2b Perceived Quality has a positive impact on Customer Satisfaction 0.759 Accepted 

H3 Perceived Value has a positive impact on Customer Satisfaction 0.856 Accepted 

 

The results allow the status to resolved as determined in Table 3, above. 

5.7 Determination of Model Results 

According to the above analysis and outcomes of the study data, it would appear to prove that 

the hypothesis: H1a through the correlation analysis and regression analysis is reject, as 

Customer Expectations are positively correlated with Perceived Quality and are not supported. 

However, all other hypotheses are accepted.  

The results showed the hypothesis outcomes as (1) Customer Expectations had no substantial 

impact to Perceived Quality; (2) Customer Expectations had a substantial impact on 

Perceived Value; (3) Customer Expectations had a substantial impact on Customer 

Satisfaction; (4) Perceived Quality had a substantial impact on Perceived Value; (5) Perceived 

Quality had a substantial impact on Customer Satisfaction and also on Perceived Value; and 

(6) Perceived Value had a substantial impact on Customer Satisfaction. 

The outcome indicates that Customer Expectations and Perceived Value are the main 

influencing factors on Customer Satisfaction, as demonstrated through the applied correlation 

and regression analysis. This is consistent with the findings contained in previous studies 

(Bitner and Hubbert, 1994; Zeithaml, Berry, and Parasuraman, 1996). Therefore, in restaurant 

advertising and marketing, these marketing practices should reflect this research by 

reinforcing an appropriate message consistently (Mills and Thomas, 2008), targeted towards 

showing enhanced engagement in facets of service and physical features of the restaurant that 

they will be interested in and expect (Susskind and Chan, 2000). Only by making realistic 

commitments to consumers can restaurant management assess the real impacts of Customer 

Expectations and Perceive Value on the restaurant service/product package (Genestre and 

Herbig, 1996) and deliver appropriately what their customers want.  

Further, utilizing word-of-mouth communication through informal interpersonal electronic 

communication helps restaurants engage closely with members and customers (Lee, 2011). 

This communication channel helps counter negative issues associated with Perceived Value 

and Perceived Quality. Restaurants, therefore, need to guide word-of-mouth communication 
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to play a positive role for customers, where restaurants deal with customer complaints, and 

eliminate misleading advertising, build better customer communication channels (Berry et al., 

2014). Applying this would lead to more loyal customers (Royo-Vela and Casamassima, 

2011). 

The analysis further suggests that the environmental impacts on customer expectations are 

crucial to providing repeat customers (El-Adly and Eid, 2016), leading to greater customer 

loyalty (Fowler, 2003). 

6. Conclusions 

In this paper, the ACSI model was used to study the factors related to customer satisfaction at 

a themed restaurant. While raising the prospect that quality/environmental factors have an 

impact on perceived Value, then this has implications for service developments (Gupta, 

McLaughlin, and Gomez, 2007), and perceived Quality (McDougall, and Levesque, 2000). 

Consequently, customer satisfaction does not have one, a factor that overrides any other 

aspect (Grönroos, 2007). In this way, customer satisfaction at the restaurant is, therefore, 

continually masked by the interaction of these studied factors (Gummesson, 1999). They are 

essential in themselves and provide a way for the restaurant management to assess and 

apply/develop marketing strategies to engage customers towards consistently meeting 

customer satisfaction requirements (Kim, 2009). However, in practice, focusing on each 

factor would also provide the opportunity to clarify different customer attributes and needs, 

which for a small restaurant may be enhanced through more creative methods of customer 

engagement (Sim, Mak, and Jones, 2006) and more improved CRM practices (Nguyen, 

2012). 
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