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Abstract

This is a research paper that is focused on evaluating the effects of associated factors
(Quality, Service and Environmental) that influence customer satisfaction at a small
restaurant.

This research uses a defined population of 500 restaurant members. The calculated sample
size was 222 respondents chosen using systematic random sampling. Data analysis was
conducted through SPSS, v23. Appropriate tests were applied to 4 variables determined as
Customer Expectation, Perceived Quality, Perceived Value and customer satisfaction
extracted from the ACSI index.

The result shows that females are the target purchase group. Environmental factors respond
mostly to Customer expectation and Perceived Quality; Quality and Environmental factors
respond mostly to Perceived Value, Quality and Service; and Environmental factors influence
Customer Satisfaction. From this study, Perceived Quality and Perceived Value are
significantly positive for customer satisfaction but Customer expectation does not appear to
positively affect customer satisfaction.
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The results indicate that customers focus on the actual experience achieved and overall
feeling relating to the product and service experience - which together appears to support the
ACSI theory. The assessment revealed that quality and service factors relating to Customer
Expectation and Perceived Quality; Service/Environmental factors relating to Perceived
Value need to be facilitated, as it can improve overall customer satisfaction for small
restaurants. Moreover, it was realised that the demand for further examination related to the
customer satisfaction is high and the need for developing more effective service delivery
improvements centred on customer feedback.
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1. Introduction

Bangkok has become a popular destination (RTT, 2018) and as an important link in the
tourism industry, the catering industry provides different restaurant services to tourists from
all over the world (Manhasa & Manraib, 2016). This results in many internationally themed
small restaurants in Bangkok articulated as “cultural ambassadors” (Wood & Mufbz, 2007).
Further, the context of small restaurant customer satisfaction appears to be an appropriate
research setting of the need to improve services associated with continuing changes and
perceptions of the influx of tourists to Bangkok (McDowall & Ma, 2010). The overall object
of this research was to examine the level of influence of a variety of established factors
relating to small restaurant customer satisfaction and their possible improvements.

1.1 Statement of Problem

The statement of problem is a defined statement about an area of concern, and something to
be improved upon (Bryman, 2007). The themed restaurant has always been regarded as part
of a high-class restaurant (Wood & Mufibz, 2007). One of the future development trends of a
higher-level service economy (Toffler, 1970) revolves around managing service creation.
Consequently, customer satisfaction has been researched and valued by companies (Cardozo,
1965). The themed restaurant has created many economic opportunities as a new way to
differentiate customer requirements. This research is designed to provide an understanding of
how factors such as Quality, Service and Environmental will influence customer satisfaction
in small restaurants. With the development of the economy and the improvement of living
standards in Bangkok, the number of themed restaurants has increased significantly.
However, there appears to be a dearth of literature associated with understanding customer
satisfaction theory as applied to themed restaurants (James & Murnan, 2004; Weiss,
Feinstein, & Dalbor, 2004).

1.2 Research Question

The format of the research question statement follows Ageel and Asim (2019). There are 4
research questions as follows:
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RQ1: Which factors responds most to quality, service or environmental factors in relation to
Customer Expectation?

RQ2: Which factors responds most to quality, service or environmental factors in relation to
Perceived Quality?

RQ3: Which factors responds most to quality, service or environmental factors in relation to
Perceived Value?

RQ4: In what ways do any factors influence Customer Satisfaction - Quality, Service or
Environmental?

1.3 Research Hypothesis

A hypothesis is a proposition in a testable form and predicts a specific and particular
relationship between two or more variables (Bailey, 1978). Based on the ACSI index
(theacsi.org, 2020 - see later) and the literature, the following hypotheses are proposed, using
the ACSI index related to restaurant marketing (ACSI, 2018).

Hypotheses

The hypotheses of this present research are as follows:

H1: Customer’s expectation will positively influence customer satisfaction.
H2: Perceived value will positively influence customer satisfaction.

H3: Perceived Quality will positively influence customer satisfaction.

1.4 Framework

Customer
Expectation

Customer
Satisfaction

Perceived
Value

Perceived
Quality

Figure 1. The Research Framework
2. Literature Review
This literature review targets a discussion around customer satisfaction.
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2.1 Customer Satisfaction

There are three concepts that appear to underpin Customer Expectations (Zeithaml, Berry, &
Parasuraman, 1993):

e Product customization (products meet individual needs) expectations.
e Product reliability expectations.
e Overall expectations for product quality.

The customer expectation therefore appears to be a consumer’s product/service process that
meets the actual needs and expectations of the consumer (Almsalam, 2014). Consequently,
customer expectations are concepts of speculative foundations surrounding a product or
service (Olson & Dover, 1979). If the consumer realised this expectation, the consumer will
be satisfied, and if the customer does not realise this expectation, the customer will most
likely be dissatisfied. Therefore, the customer expects to speculate on the future quality of the
product and also reflects on the overall quality of the product or service. Consequently, this
paper will use the "customer expectation™ variable as the causal variable of the customer
satisfaction measurement model. The stated observed variables are food expectation,
environmental expectation and service expectation.

Perceived quality refers to the actual feelings of customers after using products or services
(Saleem et al., 2015). It includes the feeling of the customer's specific needs, the feelings
surrounding the product and the overall feeling related to product quality. Perceived quality is
considered an important factor and clue to measuring customer satisfaction (Jakpar, et al.,
2012). In this way, it is an internal customer evaluation/assessment of the level of quality of a
company's products or services.

Perceived value is the comparison and evaluation of the experience and expenditure of the
consumer after consumption (Suryad et al., 2018). Consequently, the perceived value is
deemed to reflect the “value evaluation of the consumer's actual product (Zeithaml, 1988) or
service. It is an external customer cognition orientation (Conduit & Movondo, 2001), which
is distinctive between the various traditional customer values.

There would appear to be two observation variables for perceived value - “customer's
perception of quality under fixed price conditions” and “‘customer's perception of price under
fixed quality conditions”. The perceived value of evaluating the quality of the product or
service after consumption mirrors the level of perceived value and directly determines the
personal level of customer satisfaction, which in turn greatly affects customer behavior. The
structural variable of customer satisfaction is the customer satisfaction index, which is finally
obtained through econometric transformation.

Consumption experience about food, environment and services, he experience before
purchase can compare with the experience after purchased if purchased experience achieved
customer expectation it indicated that customer satisfaction level is higher.
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ACSI

The American Customer Satisfaction Index (ACSI) is a customer satisfaction index model
created by (Fornell, 1992). The ACSI model provides an overall meaning of customer
satisfaction and is informed by six factors: perceived quality, consumer expectations,
perceived value, consumer satisfaction, loyalty and customer complaints - there are
specifically adopted correlations between each factor also. The first three variables as a
background of customer satisfaction are: perceived quality, consumer expectations, perceived
value. These will be the focus for this research and targets customer satisfaction (as seen in
Figure 1, above). The last two variables as a consequence of customer satisfaction include
loyalty and customer complaints (Manosalvas al., 2019). Customer expectation is a measure
of the customer’s expectation of quality of the product and service (Almsalam, 2014).
Perceived Value is considered to be a measure of quality in relation to the price (Suryad et al.,
2018). Perceived Quality is a measure of consumer experience that has a direct impact on the
overall customer satisfaction (Saleem et al., 2015).

Therefore, in this research 4 variables of ACSI index background in considered to be in the
research scope where 2 variables of customer satisfaction outcome which are Complaint
Behavior and Customer Loyalty are considered outside of the research scope. This is because
Complaint behavior and Customer Loyalty are assessed after customer satisfaction, where
these two variables, result in a fluctuating customer satisfaction value (Tavana & Patnailk,
2017) and are therefore not adopted.

Consequently, the scope surrounds the aspects of the ACSI model that selects three
observation variables when constructing a customer satisfaction assessment:

1) The gap between actual experience and expected quality

2) The gap between actual experience and product (Oliver & Linda, 1981)
3) Overall satisfaction

2.2 Factors

Quiality factors include the type, quality, and value of the product (Berry, 2000). Quality
factors also reflect food such as hygiene, safety, taste, appearance, etc. (Bitner, 1992).
When customers are satisfied, it can lead to positive emotions, such as customer pleasure
(Wang, 2010). If customers are dissatisfied, it will lead to negative emotions such as
disappointment (Mattila & Ro, 2008).

The services factor includes tangible and intangible services (Chibili, 2017). Tangible aspects
relate to the uniform of the staff, the service facilities, and the instrumentation, the intangible
are personalised services provided by the staff to the customer and cares for the customer
(Wang, 2010).

Environmental factors are used to establish brand and attract customers (Lin & Mattila,
2010). Restaurant music, exterior decoration, uniqueness lead to attraction of appropriate
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customers by enhancing the sense of experience. The restaurant atmosphere is an important
factor affecting consumer emotional engagement (Zhen, 2005). Creating enhanced
experience value for customers relating to the senses (Schmitt, 1999), requires not only the
need to pay attention to the external environmental factors tangible restaurant “packaging” -
but also towards the internal environmental factors - atmosphere, customer system,
employees (Wu & Liang, 2009).

3. Methodology

This methodology discusses population, sampling and the instrument and statistics used to
analyse the generated data.

3.1 Population and Sample Size

A population can influence research credibility (Banerjee & Chaudhury, 2010). The
population for this research was calculated as 500 members in small restaurant during 28th
May 2019 to 27th April 2019, following a promotional membership marketing programme
and exploiting a “brand community” (DiPietro et al., 2012; Muniz & Hamer, 2001).

A pilot study is an important part of a research project, which can be defined as a small study
to test protocols and data collection (Hassan, Schattner, & Mazza, 2006) and processes and
language prior to testing on a larger-scale study (Leon, Davis, & Kraemer, 2011; Fraser et al.,
2018). The pilot sample size was considered to be 10 participants from the targeted
population after Whitehead et al., (2015). Facebook-contact and questionnaires were released
by an online link to every pilot study selected participant.

The sample size in a survey most typically refers to the number of units that were chosen
from the population. Here the sample size was defined in various ways (Lavrakas, 2008) and
used an equation by Yamane (1967) with a confidence level of 95% and the precision level of
0.05 (Pongwichai, 2009). This resulted in 222 respondents from the previously established
500 population. Systematic sampling was used to select the sample from the established
population with a calculated, fixed interval (Hayes, 2019). The expected response rate was
considered to be 30-40% (Saldivar, 2012). Each selected individual in the sample was sent a
Facebook-contacts respondents online link (after receiving written restaurant management
permission). After, the subsequent Facebook click, a page was displayed showing the
permission prompt. When the customer pressed “yes” then the customer will be sent a
security notification link to the questionnaire survey located securely on Survey Monkey.
This way each respondent was identified by the time/date and security code in relation to the
returns.

3.2 The Research Instrument

A questionnaire survey in English was used to collect the data for this study. The main data
that was collected from the questionnaire included Demographics, Customer expectation,
Perceived quality, Perceived value and Customer satisfaction. The research instrument for
this structured questionnaire consisted of 32 questions which were divided into 5 parts,
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according to the relationship between research questions and questionnaire survey items -
which were evaluated by the respondents on a five-point Likert scale (following Joseph &
Gliem, 2003).

3.3 Data Collection and Analysis

The outcome from the primary data responses and analysis were accurately input into SPSS,
v23. Every question was scaled within five points with the statement “Strongly perceived” as
five points and the statement “Strongly not perceived” with one point. The output was
assessed using the following:

Reliability: Reliability test using Cronbach’s Alpha Coefficient.
Validity: Validity test using factor analysis.

Hypothesis Test: Multiple linear regression analysis.

Demographic Data: Percentage Ratio and Frequency.

Independent Variable Statements: Principal Component Analysis (PCA) to calculate weight
of each statement (Jolliffe, 2002).

Table 1 below illustrates how variables and statistical methods were used.

Table 1. Type of variables and statistic methods

Variable Type of Variable Statistical Methods
Demographic Independent Percentage/ Frequency
Customer expectation Independent Weight of PCA
Perceived Quality Independent Weight of PCA
Perceived Value Independent Weight of PCA
Customer satisfaction Dependent Weight of PCA

4. Results and Findings

The sampling frames for this research are Facebook-contact respondents and questionnaires
were released by a precontact, online link. The expected response rate was considered to be
30-40% (Sheehan, 2001; Watson, et al., 2019). The response rate that was achieved was
39.1%. This indicated that the actual response rate was as expected.

The research findings which derived from data analysis were presented in 5 Parts, shown in
each separate Table as below:
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4.1 Reliability Result

Table 2. The reliability value of each part of the questionnaire

Variables Cronbach’s alpha Internal Consistency* Comments**
coefficient

Customer Expectation 0.935 Excellent Accepted

(Items =11)

Perceived Quality 0.939 Excellent Accepted

(Items=10)

Perceived value 0.897 Excellent Accepted

(Items=3)

Customer satisfaction 0.917 Excellent Accepted

(Items=5)

Total Value 0.965 Excellent Accepted

*Internal Consistency from Rule of Thumb for Results (Hengl & Gould, 2002).

**Comments - results from Cronbach’s alpha coefficient of equal to or more than 0.70 will

be acceptable (Tavakol & Dennick, 2011).

Table 2 shows all variables of Cronbach’s alpha coefficient are over 0.90 and Internal

Consistency are “Excellent” and means all variables can be accepted.

4.2 Validity Result

Table 3. Validity Result

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.945
Bartlett's Test of Approx. Chi-Square 5625.213
Sphericity df 496

Sig. 0.000

Table 3 shows KMO and Bartlett’s Test and p-Value as 0.00<0.05.
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4.3 Hypothesis Test

Table 4. Coefficients

Independent Variable B Beta t Sig.
Customer Expectation 007 006 112 911
Perceived Quality .604 546 8.326 .000
Perceived Value 337 376 7.467 .000

Table 4 shows that the Perceived Quality (H3) (Beta=0.546; t=8.326; p-Value=0.00<0.05)
and Perceived Value (H2) (Beta=0.546; t=7.467; p-Value= 0.00<0.05) are significantly
positive for customer satisfaction and this finding proves that the proposed hypothesis
Perceived Quality and Perceived Value are significantly positive for customer satisfaction.
Table 4 shows that customer expectation (H1) was rejected (Beta=0.006; t=0.112;
p-Value=0.911>0.05), as it does not support the hypothesis which proposed that customer
expectations are significantly positive to customer satisfaction.

Adjusted R-square=.749 F=221.188 *p=<0.05

This indicates that if the result supports the alternative hypothesis, then the null hypothesis
can be rejected as false (Courtney, 2019). Consequently, the results are indicated in Table 5,
below:

Table 5. Summary of Hypothesis Test

No.  Hypotheses Sig. Status

H1 Customer’s expectation will positively influence customer 911 Rejected
satisfaction '

H2 Perceived value will positively influence customer 000 Accepted
satisfaction '

H3 Perceived Quality will positively influence customer 000 Accepted

satisfaction
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4.4 Demographic Data - is Presented Below

Table 6. Summary of demographic data (3 Items)

Demographic Data Frequency Percent
Gender
Male 71 32
Female 151 68
Age
Below 25 years, 145 65.3
25 — 30years, 56 25.2
30 — 35 years, 18 8.1
35and above 3 1.4
Income
below 20000THB 2 0.9
20001-40000 THB 220 99.1
40001-60000THB 0 0
60000 THB and above 0 0

Table 5 illustrated that most respondents were female (68%). Ages were below 25 years
(65.3%) and between 25-30years (25.2%), having income between 20001-40000THB (99%).
This shows that young people are the restaurant’s target/interest group.

4.5 Weighted PCA
Table 7. Weight of PCA

Variables factors Statements weight index
Food 0.068
Quality Beverage 0.064
Customer Desserts 0.066
Expectation
XP ! service attitude 0.073
service
service speed 0.067
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service facilities 0.073

payment method 0.238

Atmosphere 0.073

environmental Infrastructure 0.070

Decoration 0.140

Location 0.067

Food quality 1.009

Quality Beverage quality 0.947

Desserts quality 0.973

service attitude quality 1.088

service service speed quality 1.000

Eﬂ;ﬁged service facilities quality 1.080

payment method quality 3.526

environmental Quality of Atmosphere 1.088

Infrastructure quality 1.044

Decoration quality 2.077

Food price 1.698

Perceived Value Qua!ity/service Beverage price 0.524
Environmental

Service price 0.503

food 2.165

Service 2.077

G S envorman

Visit again 3.377

recommend 1.042

Table 7, above illustrates that for each of the independent variables, there is shown a
corresponding statement of weighted PCA.
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5. Discussion

The following discusses the study calculated influence of independent variables (customer
expectation, perceived quality, and perceived value) on the dependent variable (customer
satisfaction) by focusing on the hypothese outcomes and implications.

Hypothesis 1 was analysed by using multiple linear regression and revealed that customer
expectation had no significant influence on customer satisfaction. The significance level was
set at Alpha (a) - 0.05. The result of hypothesis 1 aligned with (Fornell, 1992) and
(Zeithaml,1988), which indicated that customer expectation of quality, service and
environmental factors meets the actual needs and expectations of the study restaurant
customer. When customers have achieved this expectation, they are satisfied. The results
further supported the customers expectation when applying/using the ACSI theory. After the
questionnaire data was analysed in relation to customer expectation, the calculated weighted
PCA results confirmed that the Environmental factor (Wang, 2010; Schmitt, 1999; Zeitahaml,
1988; Xiang Mingzheng, 2005; Carvalho, 2013) responds predominantly to customer
expectation but not Quality and Service. This further revealed statements that the restaurant
customers have high expectations about payment methods, decoration and atmosphere -
essentially “package” matters.

Hypothesis 2 was analysed using multiple linear regression which revealed that the perceived
value had a significant influence on customer satisfaction. The significance level was set at
Alpha (o) - 0.05. The result of hypothesis 2 aligned with (Fornell, 1992; Kotler, 2003; Kotler
& Armstrong, 1999; Zenithal, 1988), which indicated that the observation variable “customer
perception of quality under fixed condition” directly influences the level of customer
satisfaction, which, in turn, greatly affects customer behavior. The results further supported
customer expectation when applying/using the perceived value in ACSI theory. After the
questionnaire data was analysed in relation to the perceived value, the calculated weighted
PCA results confirmed that the quality/environmental factors respond mostly to the perceived
value, but not service/environmental factors (Wang, 2010; Berry, 2000). The analysed
outcome further revealed assertions that customers gave priority to food prices at the
restaurant.

Hypothesis 3 was analysed using multiple linear regression analysis, which in turn revealed
that perceived quality had a significant influence on customer satisfaction. The significance
level was set at Alpha (a) - 0.05. The result of hypothesis 3 aligned with (Berry, 2000;
Fornell, 1992), which indicated that the customer’s overall actual feeling eventuates after
using/tasting the product or service experience that impacts on customer satisfaction. The
results further support the perceived quality contained within the ACSI theory. After the
questionnaire data was analysed in relation to perceived quality, the calculated weighted PCA
results confirmed that the restaurant’s environmental factors respond mostly to perceived
quality, but not the quality/service factors (Wang, 2010; Berry, 2000). The analysed outcome
further revealed assertions that payment methods and decoration quality are considered very
important to the small restaurant customer. After the questionnaire data was analysed in
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relation to customer satisfaction, the calculated weighted PCA results confirmed that
quality/Service/environmental factors respond to customer satisfaction and coincide with
Fornell (1992) and Barnes (2002). This indicated that the gap between customer ‘actual
experience’ in the restaurant and expected experience was smaller. This further suggests that
customers realised their expectation and customer satisfaction level that was considered to be
very high. The statements of the weighted PCA also revealed that restaurant food, service and
environment are very important requirements in this customer satisfaction and supported
customer satisfaction when applying/using the perceived value in relation to ACSI theory.

6. Conclusion

This quantitative study investigated the Impact of Factors associated with Customer
Satisfaction of a Small Restaurant in Bangkok, the sample size was 222 respondents designed
to observe the impact of quality, service and environmental factors on Customer
Expectations, Perceived Quality, Perceived Value and Customer Satisfaction.

The results indicated that the hypothesis outcomes showed that: (1) customer expectation had
no significant influence on customer satisfaction; (2) perceived value had a significant
influence on customer satisfaction; and (3) the perceived quality had a significant influence
on customer satisfaction.

PCA statements analysis showed that: (1) environmental factors influence customer
expectations; (2) quality/environmental factors have an impact on perceived value; (3)
environmental factors impact on perceived quality; and (4) quality/Service/environmental
factors impact on customer satisfaction.

The results states that customers focus more on the actual experience achieved considered
expectations and overall feeling related to after-product and service experience, which
supports the ACSI theory. Using the PCA analysis, has provided a clear understanding of
which factors impact on customer satisfaction.

The research outcome/recommendation and improvements suggest facilitating the overall
Customer Satisfaction of the small restaurant, with the focus towards evaluating associated
factors (Quality, Service and Environmental) that influence customer’s satisfaction. The
outcome revealed that quality and service factors in relation to customer expectation, and
perceived quality, service/environmental effects on perceived value, need to be expedited for
the overall level of customer satisfaction. Moreover, there is a further need to identify the
demand for any future developments related to the customer satisfaction and make
improvements based on realistic and rationale customer feedback.
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