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The Effects of Customer Expectations & Satisfaction on Customer Loyalty in Restaurants

sun Yang,' Seoyoung Shin, Hyeyoung Kim
Department of Food and Nutrition, Yonsei University, Seoul, Korea

ABSTRACT

Service quality has become an important factor to meet customer satisfaction in the food service industry where competition is
getting severe, Organizations are focused upon strengthening customer loyalty through customer satisfaction. Therefore, this
study, taking customers as subjects, is intended to analyze factors affecting customer loyalty, on the basis of service quality
expectations and service quality satisfaction. In doing so, the analysis has been done with 232 customers who are purchasing
service from the food services industry, for general information, and service quality expectation, service quality sadsfaction, and
overall satisfaction. The results of the study are as below. 1) From a factor analysis, the service quality expectation level of
customer has been categorized into 4 factors, which are named ‘General management’, Food', Reliability and ‘Reputation’. 2)
From the factor analysis, the service quality satisfaction level of customer has been categorized into 6 factors, which are named
‘Employee attitude’, ‘Food', ‘Reliability, ‘Atmosphere’, Reputation’ and ‘Price’. 3) After classifying customers into 3 groups
according to two criteria- “will buy the service again” and “will suggest to others”, a comparison has been done for the service
quality expectation dimension of customers by each customer group. The result shows that the group having both the “will buy
the service again” and “will suggest to others’ criteria, that is, with higher customer loyalty, tend to have higher point than
other group in factors of ‘Food’, Reliability, Reputation'(p<(.05). 4) As per the dimension of customer's service quality
satisfaction level, factors like ‘Employee attitude’, Food', Reliability’, ‘Atmosphere’, Reputation’, and Price’ have shown
differences according to each loyalty group(p<(.001). 5) Customers' overall satisfaction level according to each customer loyalty
group has been found to be more important for the group having a higher loyalty level(p<.001). 6) From the discriminant
analysis with employing judging variables, such as the customer's service quality expectation level, service quality satisfaction level
and general sadsfaction level, customer loyalty groups have been identified as accurately as 68.9% of the explanatory power.
(Korean J Community Nutrition 5(2) : 225~235, 2000)

KEY WORDS : customer loyalty - expectation - satisfaction - restaurant - service quality.
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Table 1. General characteristics of customers in restaurants

Category Count %
Sex
Male 72 31.0
Female 160 69.0
Total 232 100.0
Age
Under 19 41 17.7
20-24 113 48.7
25-29 41 17.7
Qver 30 37 15.9
Total 232 100.0
Education
Middle school 23 10.1
High school 116 51.1
College/University 88 38.8
Total 227 100.0
Occupation
Middle/high school student 30 13.0
College/university student 97 42.2
Business 73 317
Housewife - Unemployed 30 13.0
Total 230 100.0
Marriage status
Single 192 83.1
Married 39 16.9
Total 231 100.0
Income”
Less than 100 161 72.5
100-199 43 9.4
200-299 1 5.0
Qver 300 7 32
Total 222 100.0
1) 10,000 won

= 194 o|8b7) 17.7%(41%), 20~24417} 48.7%(113%)
olle™, 25~29M= 17.7%(419), 3041 ol4de] 15.9%
(379)2 Aoz yehgrt sEe FZ oldt 10.1%
(239), 1Zo] 51.1%(116W)elx tE o] 38.8%
(889)01deh, A& 4R &Y A-¢7} 83.1%(192%),
NEY B9E 399(16.9%) o0t 4L 1005+ dgr
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oA 3005k o]t} 5.0%(119), 3005+ ¢]4ke] 3.2%
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Table 2, Comparisons of customers' service quality expectation/satisfaction Mean=+5D
Variables" Expectation Satisfaction T-value

Food taste 3.80+0.88 3.544+0.90 3. 772%x
Food freshness 3.55£0.96 3.24+£0.97 3.940%**
Consistent food quality 3.50£0.91 3.30+0.82 2.739%+
Adequacy of food amount 3.45+1.01 3.21+1.12 2.662%*
Appearance of food 3.68+1.02 3.38+1.04 3.853%*
Menu variety 3.62+1.00 3.27+1.01 4.240%*
Timely food delivery 3.84+1.00 3.58+1.08 3.029%
Prompt service 3.88+1.03 3.64+1.11 2,982+
Availability of service when requested 3.78+£0.99 3.34£1.07 5.3 5%
Knowledge of employees of menus 3.13+1.12 3.00£1.01 1.518
Employee neatness 3.57+£1.05 3.451£1.03 1.596
Cleanliness of facilities/utensils 3.73+1.09 3.30+1.06 5.135%+
Friendly quick counter service 3.71£1.03 3.53£1.04 2.333*
Employee responsiveness to complaints 3.50+1.10 3.22+1.05 3.434%+
Friendliness of employees 3.91+0.99 3.69+1.03 2.900**
Convenient location 3.6941.08 3.51+1.05 2.385*
Convenient parking 3.04+1.36 277+1.28 3.048*
Comfortable atmosphere 3.66+1.08 3.32+1.08 4.468%*
Effective advertising 3.25£0.97 3.09+0.98 2.326*
Convenient business hours 3.63+0.93 3.46+0.96 2.845%
Neat establishment 3.76£1.02 3.45+1.02 4.059%%*
Attractive decorations 3.67+0.96 3.36+0.99 4.470%
Reputation 3.621£0.94 3.52+0.93 1.523
Reasonable price 347+1.16 2.76+1.03 7.769***
Speedy payment 3.81+0.87 3.68+0.98 1.848
Average 3.61+£0.64 3.35+0.57 5.886%+

1) 5 Scales : 1-Strongly disagree 3-Neutral 5-Strongly agree

*n<0.05 *¥ 0,01 4 <£0.001
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Table 3. Factor analysis based on customers® service quality expectation toward restaurant services

Factor loadings

Factors Cronbach's alpha Service quality ] 3 3 y
Factor 1 9028 Comfortable atmosphere 78
General Convenient location 73
management Neat establishment 65
Cleanliness of facilities/utensils 63
Convenient parking 61
Employee responsiveness to complaints .58
Aftractive decorations .56
Friendliness of employees .54
Employee neatness .54
Friendly quick counter service .53
Reasonable price 44
Factor 2 7879 Food taste 70
Food Food freshness 66
Consistent food quality 63
Adequacy of food amount 60
Appearance of food .58
Knowledge of employee in menus 48
Menu variety A1
Factor 3 7975 Timely food delivery .80
Reliability Prompt service 80
Availability of service when requested 54
Speedy payment 42
Factor 4 7167 Effective advertising .81
Reputation Reputation 67
Convenient business hours .61
Eigenvalues 4.86 3.39 3.31 2.52
% of Variance 194 13.5 13.3 10.1

Cumulative % of variance : 56.3%
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Table 4. Factor analysis based on customers' service quality satisfaction towards restaurant services

Factor loadings

Factors Cronbach's alpha Service quality
1 2 3 4 5 6
Factor 1 8197 Friendly quick counter service 74
Employee Employee responsivenass to complaints 70
attitude Friendliness of employees .66
Employee neatness 57
Cleanliness of facilities/utensils .56
Factor 2 7994 Consistent food quality 74
Food Food taste 73
Food freshness 65
Appearance of food .63
Knowledge of employees of menus 56
Menu variety 44
Factor 3 .8382 Timely food delivery 77
Reliability Prompt service 76
Availability of service when requested .75
Adequacy of food amount! 44
Factor 4 7733 Comfortable atmosphere 82
Atmosphere Neat establishment 74
Attractive decoration .64
Convenient parking .50
Factor 5 6703 Effective advertising 76
Reputation Convenient business hours .62
Convenient location? 60
Reputation 53
Factor 6 5473 Reasonable price 74
Price Speedy payrent 70
Eigenvalues 332 3.12 2.73 2.59 2.02 1.61
% of Variance 13.3 12.5 10.9 10.4 8.1 6.4

Cumnulative % of variance : 61.6%
T deleted items

Table 5. Crosstabulation of the customers' intention to buy the service again and suggest to others

Will buy the service again

Variable Total X
Yes No
Y 141 61 202
Will suggest to others & 36.675%+*
No 3 25 28
Total 144 86 230

e <C0.001
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Table 6. Customer expectation toward service quality factors in 3 loyalty groups Mean£5D
Group”
Variables® P Total F value
1 2 3
General management 3.71+£0.76 3.45+0.75 3.48+0.88 3.61+0.78 2.777
Food 3.6310.63 3.36:+0.60 3.481£0.80 3.5410.65 3.717%
Reliability 3.931£0.78 3.70£0.73 3.60+0.77 3.83+0.78 3.309*
Reputation 3.59+0.81 3.28+0.63 3.51+0.83 3.49+0.78 3.299*
1) Group 1 : group categorized having the “will buy the service again” and “will suggest to others™ criteria
Group 2 : group categorized having the “will buy the service again” but not having the “will suggest to others” criteria
Group 3 : group categorized not having the “will buy the service again” and “will suggest to others” criteria
2) 5 Scales : 1-Strongly disagrees 3-Neutral 5-Strongly agrees
*<005  ™p<0.01  ***p<0.001
Table 7. Customer satisfaction toward service quality in 3 loyalty groups Mean+5D
Group"
Variables® 0 Total F value
1 _ 2 3
Employee attitude 3661076 3.08+0.62 3.04+£0.90 3.44+0.80 16.944***
Food 3.511£0.62 2.9710.62 2.91+0.69 3.30+0.68 21.302%**
Reliability 3.70+0.84 3.13+0.80 2.93+£0.79 3.4610.88 15.836%+
Atmosphere 3.45£0.86 2.95+0.63 2.74+0.69 3.24+0.83 14.344***
Reputation 3.58+0.73 3.21+0.52 2.99+0.65 3.42+0.70 12.257%**
Price 341081 2.95+0.71 2.68+1.00 3.21+0.85 12.937%**

1) Group 1 : group categorized having the “will buy the service again” and “will suggest to others™ criteria
Group 2 : group categorized having the “will buy the service again™ but not having the “will suggest to others” criteria
Group 3 : group categorized not having the “will buy the service again” and “will suggest to others™ criteria

2) 5 Scales : 1-Strongly disagrees 3-Neutral 5-Strongly agrees
<005  *p<0.01  **p<0.001
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Table 8. Correlation between service expectations and satisfactions in 3 loyalty groups
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Correlation Coefficient

Service quality

Service quality satisfaction

i)
Group expextation Employee attitude Food Reliability Atmosphere Reputation Price
1 General management 0.477**+ 0.204* 0.198* 0.418** 0.346%*+* 0.129
Food 0.2944++ 0.3071%** 0.140 0.213* 0.187* 0.140
Reliability 0.202* 0.080 0.282** 0.079 0.377%+* 0.189*
Reputation 0.162 0.039 0.082 0.160 0.564**+* 0.168*
2 General management 0.399*+ 0.048 0.299* 0.255 0.311* 0.013
Food 0.345** 0.251 0.314* 0.255 0.338%* -0.045
Reliability 0.443%+* 0.077 0.493%%* 0.265* 0.304* 0.099
Reputation Q.130 —-0.051 0.241 0.237 0.573%*%* -0.013
3 General management -0.019 0.141 0.079 0.540* 0.182 0.131
Food 0.078 0.209 0.201 0.476* 0.359 0.050
Reliability 0.001 0.053 0.160 -0.0714 0.086 -0.056
Reputation ~0.229 -0.163 -0.021 -0.082 0.252 0.129
Total  General management 0.376™** 0.205%* 0.237%** 0.421*** 0.347%++ 0.146*
Food 0.306**+ 0.315%** 0.225%* 0.296%+* 0.274%** 0.132*
Reliahility 0.266%+* 0.135*% 0350 0.161* 0.371%+* 0.182%*
Reputation 0.144* 0.056 0.138* 0.186** 0.543%++ 0.161*

1) Group 1 : group categorized having the “will buy the service again” and "will suggest to others”™ criteria
Group 2 : group categorized having the “will buy the service again” but not having the “will suggest to others™ criteria
Group 3 : group categorized not having the “will buy the service again™ and “will suggest to others” criteria

*0<005  *p<0.01  *#p<0.001
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4.1 Focus Here Doing Great| | Fige 1. Service quality expectation/satisfaction matrix in 3 loyalty
39F groups.
£ *6 1) Group 1: group categorized having the “will buy the service
g 37 5 et again” and “will suggest to others” criteria
g 35F 1.3 Group 2 group categori%ed having the "will" buy the service
st L 4 again’ but not having the “will suggest to others’ criteria
330 Low Priority Overdone Group 3 : group categorized not having the “will buy the service
3.1 I L L L . again” and “will suggest to others” criteria
25 27 29 31 33 3.5 3.7 39| 2) Factor 1: employee attitude, 2 : food, 3 : reliability, 4 atmos-
Satisfaction phere, 5 : reputation, 6 : price

Table 9. Customers' overall satisfaction in 3 loyalty groups Mean=+5D
Group”
Variable foup Total F value
1 2 3
Overall satisfaction 81.4+9.7 67.6+9.9 58.2+19.2 75.1£14.0 65.092%+

1) Group 1

: group categorized having the “will buy the service again” and "will suggest to others” criteria

Group 2 : group categorized having the "will buy the service again” but not having the "will suggest to others” criteria
Group 3 : group categorized not having the “will buy the service again” and “will suggest to others” criteria

**+p <0.001
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Table 10. Multiple regression of overall satisfaction with service quality

Group” Variables F B T R¥(Adjusted R?
Service quality expectation

1 (Constant) 5.540%* 73.397 17.030%*+* 0.076
General management 4.434 3.327%* 0.063)
Reputation -2.321 —-1.891

2 (Constant) 18.937%+* 4.161 0.327 0.452
Food 18.560 4.352%+* 0.428)

Total Constant 12.492%++ 60.068 13.770%** 0.053
General management 4.184 3.534%* (0.049)
Service quality satisfaction

1 (Constant) 26831 46.711 11.584*** 0.377
Food 3.861 2,690+ 0.363)
Atmosphere 2.845 3.072%*
Employee attitude 2974 2.577*

2 (Constant) 8.829%+ 37.824 5.160%* 0.237
Atmosphere 5.812 3.29G%* (0.210)
Food 4.096 2.255%*

3 {Constant) 18.937%** 4.161 0.327 0.452
Food 18.560 4.3524%+ (0.428)

Total (Constant) 44.064** 23.183 5.764*%* 0.444

Food 6.718 48504+ {0.434)
Atmosphere 4120 4.204*+*
Price 2.488 2.730%
Employee attitude 2.303 1.944

1) Group 1
Group 2
Group 3

*p<0.05

#p0.01  *#p<0.001

Table 11. Classification results of predicted group & actual group

Count(%)
Group Predicted group Total
1 2 3
1 98(72.6) 27(20.0) 10( 7.4) 135(100.0)
Original” 2 8(13.6) 36(61.0) 15(25.4) 59(100.0)
3 5(20.0) 3(12.0 17(68.0)  25(100.0)

1) Group 1 : group categorized having the “will buy the service
again” and “will suggest to others” criteria
Group 2 : group categorized having the “will buy the service
again” but not having the “will suggest to others™ criteria
Group 3 : group categorized not having the “will buy the ser-
vice again” and “will suggest to others™ criteria
68.9% of original grouped cases correctly classified.

AX QD 1993).
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: group categorized having the “will buy the service again™ and “will suggest to others™ criteria .
: group categorized having the “will buy the service again™ but not having the “will suggest to others” criteria
: group categorized not having the “will buy the service again™ and “will suggest to others” criteria
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