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ABSTRACT. The study was designed to determine restaurant image and the service
quality in selected table service restaurants in Davao City. The study utilized
descriptive correlation research design wherein questionnaires were distributed
among 400 customers of table service restaurants in Davao City. Data were treated
using Mean and Pearson r yielding a result as follows: The respondents very highly
observed the image of table service restaurants having their own distinct identity while
declaring at the same time that they are very satisfied with the service quality provided
by the table service restaurants in Davao City. It is also concluded that the high level
of restaurant image is significantly related to service quality rendered by the respective
table service restaurants in Davao City. The implication of the study concerns about
the importance of the total package of the table service restaurants not only its image,
fagade, interior design and food quality but the location where customers can enjoy
the view of the surroundings giving them unforgettable experience.
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INTRODUCTION

There is a necessity of continually monitoring the service quality, which is an essential
aspect for the restaurant to thrive in the market. Customers’ return intention almost
always depends not only on the taste of food and ambiance of the restaurant but also
on the service quality, particularly from the restaurant staff. This is one of most table
restaurants' problems, particularly those who continuously change their team because
of temporary employment, wherein orientation and training were only done quickly.
Improper customer treatment almost always leads to customer turnover (Tan, Oriade,
& Fallon, 2014).

On the other hand, Mhlanga, Hattingh, and Moolman (2014) mentioned that the
restaurant's image is viewed as a relevant part of the customer’s satisfaction, and it
could be declared that it is a needed link for the growth of the table service restaurants.
The relationship between restaurant success and its effectiveness relies on the proper
blending of interior design, food, ambiance, staff's attitude, and food quality. A table
service restaurant should concentrate on its image utilizing updated and relevant
decorations, interior design, and ambiance to draw customers and set apart from other
competing restaurants. Even though restaurants with delicious and unique food
offerings, if its image is not that good, few customers would patronize it(Mhlanga,
2018).

In Iran, many restaurateurs believed that service quality is the missing link in providing
customers satisfaction and increasing profit, and gaining a bigger share in the market.
Indeed, previous studies in Tehran restaurants discovered that offering quality service
and quality food in table service restaurants can boost the customer's satisfaction and
influence their loyalty even if the restaurant's environment is not so pleasant.
Customers perceive and assess the quality of service based on what the restaurant
can offer, particularly service delivery. Determining the things that hinder the
satisfaction of the customers, as well as their loyalty, needs to pinpoint the factors of
the quality of service in the table service restaurants and their customer interaction
(Keshavarz, Jamshidi, & Bakhtazma, 2016).



Table service restaurants encounter various challenges in the Philippines, including
economic status uncertainty and competition, changes in demographics in the market,
and changes in employees’ habits. Because of the close competition in the industry
of food and beverage, table service restaurants should be effective in providing
services and efficient in providing satisfaction to their customers and obtaining brand
advocacy continuously and customer satisfaction (Barlan-Espino, 2017). Moreover,
based on the 2012 nationwide Census of Philippine Business and Industry (CPBI),
the Philippines foodservice amounts to the approximately U.S. $7.2 Billion, with an
estimated annual growth of 15% to 20% over the past decades (IFEX Philippines,
2019). The Philippine foodservice industry comprises fast-food restaurants, casual
dining restaurants, and full-service restaurants, which has led to the expansion in
recent years. However, competition is keen in which restaurateurs keeps to design
appropriate strategies to attract customers.

In Davao City, table restaurants are more concerned with their image and brand,
mostly offering a specific type of food as their signature cuisine as part of their brand
image. However, quality of service varies among restaurants, wherein mostly rely on
the taste of their food but seemed neglected the staff's role in entertaining and dealing
with customers, which played a vital role in the quality of service of restaurants
(Villarreiz, 2015). Various studies were conducted among restaurants in Davao City.
Still, restaurants' image and service quality among table restaurants is a rare study,
which is worth investigating, determining how customers gauged table restaurants'
image and how they deliver quality service

This study aimed to determine the restaurant image and the service quality in selected
table service restaurants in Davao City. Specifically, it aimed to provide answers to
the following questions: 1. What is the level of restaurant image in selected table
service restaurants in Davao City in terms of Image Quality and Ambiance Quality?;
2. What is the level of service quality in selected table service restaurants in Davao
City in terms of Tangible, Reliability, Food quality, Responsiveness, Assurance; and
Empathy?; and 3. Is there a significant relationship between restaurant image and the
service quality in selected table service restaurants in Davao City?

Review of Related Literature
Restaurant Image

Image is a broad issue with numerous interpretations by most researchers and
scholars. Image is a vital variable that plays an important role in perceiving expectation
and customer satisfaction in which tends to increase intention to be loyal (Han& Hyun,
2017). According to the study of Marinkovic, Senic, & Mimovic (2015), customers
perceived restaurant image as the combination of various attributes such as beliefs,
impressions, and ideas about the company, service, and product. Table service
restaurants can gain an advantage competitively through different features that need
to publicize their services and strengthen their ties with the public, creating a unique
image that differentiates them from competitors as its reputation. Jiang and Erdem
(2017) added that it significantly affects customer-perceived trust, customer-perceived
value, and customer satisfaction. Furthermore, research indicates that the quality of
food, service, and physical environment has significant implications on restaurant
image. However, in this study, the physical environment is giving emphasis.

Image Quality. Table service restaurants are used to distinguish quality food products
or services that are high-end and are perceived to attract people in a high echelon of
society, which are intended to provide patrons with higher quality food, service, and
ambiance. Further, table service restaurants have a suitable image level. The table



service restaurant line's prompt progressively influenced the food service industry over
the last period of years. The development has alarmed the competitors in the industry
of table service restaurants. Every table service restaurant's success over the number
of years in this average restaurant market needs regulated services after consumption
assessment and customer retention (Jin et al., 2015).

Ambiance Quality. Consumers' overall perception of satisfaction and intentions
depends on various factors, such as food quality and service quality. However, in
upscale dining in restaurants, the physical environment or the dining atmosphere
significantly impacted restaurant guests (Mguestsovic et al., 2015). Ambiance plays a
major role in influencing the restaurant success as it creates a positive dining
experience (Dutta, Parsa, Parsa, &Bujisic, 2014). It is defined as the environmental
quality within restaurant premises discern by customers' senses. However, it is
significant that the restaurant premises' condition is apparent to vision, good vibes,
and smell satisfying. In some studies, the ambiance is defined here as feelings that
provide impressions towards restaurant patrons' positive emotions (Longart, Wickens,
&Bakir, 2017).

Service Quality. It is as relevant as the quality of food. It serves as the main factor in
the loyalty of the customers and views positively table service restaurants and how
they have tasted the quality of food there. The quality of service is the customers'
verdict quality by comparing their expectations and actual experience (Stefano, Filho,
Barichello, & Sohn, 2015). The quality of service factors is affirmatively connected to
the customers' expectations and the providers' participation. Aspects of the quality of
service are separated into two parts: mechanical and human effects. The human
aspect is defined as the providers of service efficiency, kindness, enthusiasm, and
professionalism  (Mhlanga & Machingambi, 2016). These generate relevant
expectations owing to the quality of table service restaurants. The effort of the
employees and their performance professionally is the most important aspect of
service provision. This outcome means that the employees’ quaThisof service
affirmatively affects the customer's perception of the quality of table service restaurant
quality and their motive to return to the table service restaurant (Mhlanga, 2018). As
pointed out by Mhlanga andTichaawis2017), the quality of service significantly affects
customers' perception and patronizes food quality. It is included as part of the relevant
components in selecting the table service restaurant and casual customers' selection
criteria.

Reliability. This determinant refers to service providers' ability to deliver the service
on what is promise service at standard time dependably and accurately, maintain
error-free records in the establishment, and handle customer complaints and
problems. Reliability is the core of service quality. Management must use to have a
competitive edge and build and practice a "do it right first" attitude yet, considered one
of the most crucial characteristics in evaluating the service (Omar, Saadan, &Seman,
2015).

Tangibles. Its definition concerns the factors of providing services that customers
seemed to imagine the effect of such services even if they haven't paid the said
services yet (Panda & Das, 2017). This determinant refers to the appearance of
physical evidence and facilities of the firm. It includes the modernity of equipment, the
dress code of the staff, and materials. Tangible product as a determinant of service
quality will contribute satisfaction; for it allows the customers to know that certain
product is available in the restaurant according to the level of needs and preference
(Baumann, Hoadley, Hamin, & Nugraha, 2017).



Food Quality. Different food quality attributes were scrutinized and investigated by
various researchers before, including temperature, presentation, and taste as part of
quality service. The outcome showed that food quality was the main reason why the
customers chose certain table service restaurants. The taste of food falls into the main
factor in choosing a table service restaurant—customers considering that delicious
food provided an enjoyable feasting process for the customers. Also, satisfaction
emotionally during their eating experience in the table service restaurants.
Furthermore, because of the customers' awareness of a healthy eating lifestyle, the
quality of food was gauged through its taste and the nutrients and safety it gives to
the customers (Yi, Zhao, & Joung, 2014). Considering that safe and nutritious food is
sought after by customers conscious about their safety and health. Many table service
restaurants customers decided to find another restaurant because of menu healthiness
(Gheorghe, Tudorache, & Nistoreanu, 2014).

Responsiveness. It designates the employees' willingness and readiness to assist
the clients and act on their wishes and convey to the clients the exact time of the
provision of services and render the services on-time and efficiently. Moreover,
responsiveness is another way of interaction between the servers and the customers;
it is @ communication to the extent that servers respond directly by providing good,
quality, and fast service. In this manner, more likely customers will be pleased for it
shows that staff is paying attention and gives importance to customers' presence. It
will subsequently establish a better relationship and good feedback; otherwise, it will
cause dissatisfaction, which is undesirable for the business (Karatepe, 2016).

Empathy. This shows more than simple sympathy. It shows the magnitude of support,
respect, attention, and care provided to the client; the firm understands the customer
situation and performs best. It is a dimension that the restaurants are trying to
understand the customers' problems, thoughts, emotions, and feelings(Sriram et al.,
2015). According to the study of Hamsanandini, Park, and Ryu (2017), it was revealed
based on the findings that the influence of empathetic dimensions greatly influences
and enhances the overall service experience of the guest.

This study is anchored to Service Quality (ServQual) Model Theory developed by
Parasuraman, Zeithaml, and Berry (1985), which is a customer based model (Kotler,
Bowen, &Makens, 2014). ServQual is an instrument used in measuring how the
customers perceived the quality of service. The development of SERVQUAL consists
of five main dimensions: reliability, responsiveness, empathy, assurance, and
tangibles (Parasuraman, Zeithaml, & Berry, 1998).

This study is anchored to Eliwa (1993) proposition, who proposed that table service
restaurants' image must be known as a relevant part of the customer's satisfaction and
could be the main basis of the proliferation of table service restaurant. As pointed out
by Downs and Haynes (1984), there is a connection between the table service
restaurant's success and the management's sufficiency of image. A table service
restaurant should concentrate on its image utilizing enhanced ambiance and
decorations and design in the interior to draw clients and separate itself distinctly from
the competing restaurants.

Furthermore, previous studies disclosed a positive and strong correlation between the
ambiance of table service restaurant and the customer's satisfaction; also, the table
service restaurant's physical premises positively impacted the customer's behavior.
An enhancement of the restaurant's physical aspect would increase the satisfaction
of the customers and give the restaurant a higher profit. The atmosphere of the table
service restaurant can be an instrument in providing satisfaction to the customers and
increasing the profit at the same time (Jin et al., 2015).



Additionally, it was observed that service quality has a strong effect on the customers'
satisfaction and loyalty, including the quality of service dimensions such as
responsiveness, empathy, reliability, tangibility, and assurance, which has an
important effect on the customers' loyalty. Quality service provided by table service
restaurant convert a customer into becoming loyal and satisfied (Polyorat&Sophonsiri,
2010). The competition in the world today is so intense, providing satisfaction to the
customers is not only the tools and might not be enough for the table service
restaurant to survive. Therefore, the table service restaurant management must
concentrate on winning the customers' loyalty by enhancing customers' perception on
the quality of service (Kandampully, Devi, & Hu, 2011).

METHOD

This study was a quantitative research and was utilized as a descriptive correlation
method, wherein the relationship between the two variables was determined in the
study. Babbie (2010) emphasized that descriptive correlation research includes
present conditions concerning the nature of the group of persons involved in
procedures of induction, analysis, classification, enumeration, and measurement and
determining the relationship between the variables involved in the study. The said
method was used in analyzing restaurant image and the service quality in selected
table service restaurants in Davao City.

The respondents of the study were the customers of selected table restaurants in
Davao City. Four Hundred (400) respondents were selected utilizing the convenience
sampling method. The study was conducted at 22 selected table service restaurants
in Davao City during the 2nd Semester of school year 2019 - 2020.

Presented in this chapter are the analysis and interpretation of the statistically
tabulated data. Discussions of topics are depicted based on the following
subheadings: Level of Restaurant Image in Selected Table Service Restaurants in
Davao City; Level of Service Quality in Selected Table Service Restaurants in Davao
City; and, Correlation between Restaurant Image and the Service Quality in Selected
Table Service Restaurants in Davao City.

Table 1. Profile of the Respondents

Profile Group Frequency Percen
Variables t
Gender Male 179 44.8
Female 221 55.3
Age 18-25 71 17.8
26-35 98 245
36-45 135 33.8
46 above 96 24.0
Marital Status Single 165 41.3
Married 215 53.8

Widowed 17 4.3




Others 3 .8

Educational High School 36 9.0
Level Graduate
College 148 37.0
Graduate
Postgraduate 149 37.3
Others 67 16.8
Total 400 100

This study used an adapted questionnaire. The dependent variable questionnaire was
adapted based on Eliwa's (1993) study, while the dependent variable was adapted
from the study of Saneva and Chortoseva (2018). The questionnaire was submitted
to the research adviser for further comments and suggestions. Afterward, it was
forwarded to the expert panel for validation, checking if the mentioned questionnaire
is reliable to be utilized as a research instrument for this study. The first part of the
questionnaire is the respondents' profile consisting of age, sex, marital status, and
educational attainment. The second part is the independent variable, namely the
restaurant image of the table restaurants in Davao City, with image quality and
ambiance quality indicators. The third part is the dependent variable service quality of
the table restaurants in Davao City, with tangible, reliability, food quality,
responsiveness, assurance, and empathy. A five (5) Likert-scale was used to measure
the variables of the study. The scale interprets five levels ranging from five (5) strongly
agree and one (1) as strongly disagree. The restaurant image as an independent
variable of the study was scaled using a 5-level Likert scaling system

The following statistical tools were used in the computation of data testing the
hypothesis. Frequency. This was used to determine the exact number of respondents
taken for the study. Percentage. This was used to determine the exact percentile of
the respondents taken for the study. Mean. This was used to determine the level of
restaurant image and service quality on selected table service restaurants in Davao
City. T-test. This was used to determine the significant difference in the restaurant
image and service quality on selected table service restaurants in Davao City when
respondents are grouped by sex. Analysis of Variance (ANOVA). This was used to
determine the significant difference in the restaurant image and service quality on
selected table service restaurants in Davao City when analyzed by age, marital status,
and educational attainment. Pearson-r. This was used to determine the significant
relationship between the restaurant image and service quality on selected table
service restaurants in Davao City.

RESULT AND DISCUSSIONS
Level of Restaurant Image in Selected Table Service Restaurants
Table 2 presents the restaurant image level in selected table service restaurants in
Davao City with an overall mean score of 4.60 or very high with a standard deviation
of 0.455, indicating a high level of responses from the respondents for not exceeding

1.0.

Table 2. Level of Restaurant Image in Selected Table Service Restaurants in Davao
City



Indicators Mean Std. Descriptive

Deviation Level
Upscale Image Quality 4.59 0.466 Very High
Upscale Ambiance Quality 4.60 0.498 Very High
Overall 4.60 0.455 Very High

In terms of image quality, it garnered a mean score of 4.59, described as a very high
level with a standard deviation of 0.466, showing homogeneous responses:
Respondents strongly agree that upscale restaurant with good image depicted that
menu price is fair for the quality of items and service; nutritional quality of items; food
presentation is appealing; menu choice in line with upscale restaurants; fashionable
restaurant name; promotion and advertising matches its theme; employees grooming
reflects a rich image; employees' data is in line with the place, and dining place values
individuals. This means that the image of table service restaurants is appealing to the
customers. The findings are in accordance with the concept of Basri et al. (2016), who
accentuated that a positive brand image plays a critical role in stimulating positive
emotions in customers concerning the restaurant, which in turn leads to customer
satisfaction and loyalty. A positively perceived brand directly affects a customer's
decision-making more than any other consumer value (service quality) in full-service
restaurant settings.

In terms of ambiance quality, the accumulated mean score rendered 4.60 labeled as
very high with a standard deviation of 0.498, indicating homogeneous responses. The
respondents complimented ambiance quality by declaring that the menu is engaging
and reflects the fine dining restaurant's image. The restaurant's design keeps up with
the image; its ambiance demonstrates the theme, comfort level of seating, and the
dining area's layout reflects an upscale image. This means that the respondents very
highly appreciated the ambiance quality of table service restaurants. The outcome
coincides with Marinkovic et al.'s (2015) idea that the physical environment or the
dining atmosphere had a significant impact on restaurant guest satisfaction. Dutta et
al. (2014) added that ambiance plays a major role in influencing restaurant success
as it creates a positive dining experience.

Level of Service Quality in Selected Table Service Restaurants in Davao City
Table 3 shows the level of service quality in selected table service restaurants in
Davao City with an overall mean score of 4.62 or very high and a standard deviation

of 0.427, indicating a high level of respondents' responses.

Table 3 shows the level of service quality in selected table service restaurants in

Davao City
Indicators Mean Std. Descriptive
Deviation Level
Reliability 4.59 0.498 Very High
Tangible 4.58 0.487 Very High
Food Quality 4.65 0.484 Very High

Responsiveness 4.61 0.501 Very High




Assurance 4.64 0.480 Very High
Empathy 4.63 0.471 Very High
Overall 4.62 0.427 Very High

In terms of reliability, the mean score is 4.59, declared as a very high level with a
standard deviation of 0.498, showing that the respondents' responses are
homogeneous. The respondents' very high assessment of reliability derived from the
statements such as: restaurants provisions of service on time; quickly corrects
everything wrong; reliable and consistent in the service; offers an accurate calculation
of the guests; serves the food exactly as you have ordered it; and provides the service
on time. The result is harmonious with Omar et al.'s (2015) statement elucidating that
reliability is the core of the service quality. Wherein, management must use to have a
competitive edge and build and practice a "do it right first" attitude yet, considered as
one of the most crucial characteristics in evaluating the service.

Based on the indicator tangible, the accumulated mean score is 4.58, described as a
very high level with a standard deviation of 0.487, showing homogeneous responses.
Respondents declared that the restaurants have visually attractive parking areas and
building exteriors, visually dining rooms, appropriate, decent, and neatly dressed
employees, have menus that are easily readable, spacious, and comfortable dining
space clean and neat. This means that respondents are very much appreciated and
very satisfied with the table service restaurants' tangibility. The finding is in line with
the declaration of Baumann et al. (2017) insisted that tangible product as a
determinant of service quality will contribute satisfaction; for it allows the customers
to know that certain product is available in the restaurant according to the level of
needs and preference.

Based on the indicator food quality, the garnered mean score is 4.65 or a very high
level, with a standard deviation of 0.484 showing homogeneous responses.
Respondents indicated their very high satisfaction with the food quality by declaring
that offered food has a pleasant taste, served at an appropriate temperature, fresh,
food choice is different, and, food is served in good portions. This means that the
respondents very highly appreciated the quality of food offered by table service
restaurants in Davao City. The result supported Choi, & Zhao (2014), who pointed out
that many restaurant evaluators and researchers use food quality as a key criterion of
total restaurant quality and customer satisfaction because the food quality attributes
can be used to determine the trustworthiness of a restaurant.

When it comes to responsiveness, the respondents rated it as very high with a mean
score of 4.61, labeled as very high, and a standard deviation of 0.501, which shows
the respondents' homogeneous responses. Responsiveness was best displayed in
the restaurants, as evidently seen by the respondents through the restaurant provision
of the promised service even during busy hours, quick service, and extra effort to
handle customers' special requests. This means that the respondents very highly
appreciated the responsiveness of table service restaurants in Davao City. The finding
coincides with the concept of Kondasani and Panda (2015), who emphasized that
good communication with the customers, prompt attention to the customers, and
supports the customers' decision, and by that management and the establishment are
gaining a quality service to their customers.

In terms of assurance, the accumulated mean score is 4.64, described as a very high
level with a standard deviation of 0.480, indicating consistency of responses among
respondents. Respondents assess assurance very highly as they observed that



employees are always ready to help, loyal and honest, polite, able, and willing to give
information about menu items, their ingredients, preparation methods, and staff looks
educated, competent, and experienced. This means that the respondents rated
assurance very high, as exemplified by the restaurant employee among table service
restaurants in Davao City.

The outcome supports the statement of Thai (2015) stating that assurance focuses on
the ability of employees' knowledge to respond to the customers' queries, the
employees' behavior in showing courtesy, confidence in the firm and building trust that
the customers will feel safe in their billing transaction process.

In terms of empathy, the mean score is 4.63, described as a very high level
accompanied by a standard deviation of 0.471, showing homogeneous responses.
The respondents declared that the restaurant has employees who have time for
customers' wishes, make customers feel special, provides customers individual needs
and requirements, and is sympathetic and calm when something is wrong. Staffs have
the customers' best interests at heart. This means that the respondents discern a high
level of empathy from the staff of table service restaurants in Davao City. The finding
is by the idea of Sriram et al. (2015) accentuating that compassion means restaurants
are trying to understand the customers' problems, thoughts, emotions, and feelings.

Correlation between Restaurant Image and the Service Quality in Selected Table
Service Restaurants in Davao City

Table 4 shows the correlation between the restaurant image and the service quality
in selected table service restaurants in Davao City. The computed r-value is 0.820,
while the p-value is 0.000, lower than the level of significance of 0.01, indicating a very
strong positive relationship and the rejection of the null hypothesis. This means a
significant relationship between restaurant image and service quality in selected table
service restaurants in Davao City. This indicates that the customers' expectation from
the image they have perceived and observed was fulfilled. Through the quality of
service provided to them aside from the quality food offered. The result confirms Jin
et al. (2015) 's findings, declaring a strong and positive relationship between
restaurant ambiance and customer satisfaction. The physical environment of a
restaurant has a positive impact on customer behavior. By improving a restaurant's
physical environment, not only customer satisfaction can be enhanced, but also a
restaurant can increase its profit. The ambiance of a restaurant can be a tool for
satisfying the customer and maximizing the profit.

Table 4. Correlation between Restaurant Image and the Service Quality in
Selected Table Service Restaurants in Davao City

Variables r-value Verbal Df p- De
. n(= cisi
Correlated Descri 2) val on

ption ue




Restaurant 0.820** Very 39 0.0 Ho

Image Strong 8 00 is
vs Positive reje
t
Service Relatio g ©
Quality nship

Legend: **Correlation is significant at 0.1 level (2-tailed)

Conclusions
Based on the findings of the study, the following conclusions are drawn:

The respondents very highly observed the image of table service restaurants having
their own distinct identity.

They are very satisfied with the service quality provided by the table service
restaurants in Davao City.

The high level of restaurant image is significantly related to service quality rendered
by the respective table service restaurants in Davao City.

Recommendations
Based on the conclusions, the following recommendations are offered:

The service of table service restaurants in Davao City, owners, and managers may
find continuous strategic ways to maintain such image and service quality, such as
online presence highlighting positive promotions.

Employees and staff of the table service restaurants in Davao City must be hired based
on their experience and charm that would blend with the restaurant’s image,
particularly those who are willing to learn and undergo training that would boost their
personality and communication skills.

Customers’ choice would only be based on the location, wherein view can play a vital
role in influencing their choice of table service restaurants knowing full well that table
service restaurants offered the same level of image and service quality. The restaurant
may boost its social media platform to get their business location known widely to
potential customers.

The researchers recommend that the restaurants maintain their image and enhance
the same by employing technologies. Offering new menus that would pull more
customers while at the same time conducting a semi-annual training for the staff to
provide the customers with an all high-quality service.

Future researchers may pursue another study, particularly by comparing the relative
importance of customer loyalty and customers' future intentions, such as intention
behavior or return intention factor.

Future researchers should also continue to identify what attributes are important when
customers evaluate restaurant Image and Service Quality in Selected Table Service
Restaurant in Davao City.

REFERENCES



Babbie, E.R. (2010). The practice of social research (13th edition). Wadsworth
Publishing,p.126.Retrieved from https://www.stuvia.com/doc/296726/the
practice-of-social-research earl-babbie

Barlan-Espino, A.G.. (2017). Operational efficiency and customer satisfaction of
restaurants: basis for business operation enhancement. Asia Pacific Journal
of  Multidisciplinary  Research, 5(1), 122-132. Retrieved from
https://www.academia.edu/41971582/Operational_Efficiency_And_Cus

tomer_Satisfaction_of Restaurants_Basis_For_Business_Operation_E
nhancement

Basri, N.A.H., Ahmad, R., Anuar, F.I., & Ismail, K.A. (2015). Effect of word of
mouth communication on consumer purchase decision: Malay upscale
restaurant. Procedia - Social and Behavioral Sciences 222 (2016 ) 324 —
331 4e55
Retrieved from
https://reader.elsevier.com/reader/sd/pii/S187704281630249X?token=
OOB2EEEOCB4FAB4E7D6991DEOF53A94F10FEF28C3F58F21F2872
9C3BADES553884A7DDAF7CCD2F82EACB135198C3A96BF

Baumann, C., Hoadley, S., Hamin, H. &Nugraha, A. (2017). Competitiveness vis-
a-vis service quality as drivers of customer loyalty mediated by
perceptions of regulation and stability in steady and volatile markets. J.

Retail. Consum. Serv. 36, 62—74 Retrieved from
https://www.sciencedirect.com/science/article/abs/pii/S0969698916306
051

Buijisic, M., Hutchinson, J., &Parsa, H. G. (2014). The effects of restaurant quality
attributes on customer behavioral intentions. International Journal of

Contemporary Hospitality Management, 26(8), 1270-
1291.doi:10.1108/ijchm-04-2013-0162
Retrieved from

https://www.researchgate.net/publication/277681931_The_effects_of r
estaurant_quality_attributes_on_customer_behavioral_intentions

Chiguvi, D. (2015). Impact of ambiance conditions on customer satisfaction in the
restaurant industry; Case Study of Debonairs Pizza Outlets in Botswana.
International Journal of Science and Research (IJSR), 2319-
7064Retrieved from
https://pdfs.semanticscholar.org/add0/f66bb945524260080bd97a4739
b9a379e38d.pdf?_ga=2.181985383.1165948951.1598957072-
1535909511.1593021119

Choi, J., & Zhao, J. (2014). Consumers’ behaviors when eating out: does eating
out change consumers’ intention to eat healthily? British Food Journal,
116(3), 494-509. doi:10.1108/BFJ06-2012-0136Retrieved  from
https://www.researchgate.net/publication/263337813_Consumers'_beh
aviors_when_eating_out_Does_eating_out_change_consumers'_intent
ion_to_eat_healthily

Downs, E. & Haynes, B. (1984). Examining retail image before and after
arepositioning strategy. Journal of the Academy of Marketing Science,
12(4), 1-24.Retrieved from
https://journals.sagepub.com/doi/abs/10.1177/009207038401200401

Dutta, K., Parsa, H. G., Parsa, R. A., &Bujisic, M. (2014). Change in consumer
patronage and willingness to pay at different levels of service attributes in
restaurants: A study in India. Journal of Quality Assurance in Hospitality &
Tourism 15(2), 145-174. Retrieved from
https.://www.tandfonline.com/doi/full/10.1080/1528008X.2014.8895337?s
croll=top&needAccess=true

Eliwa, R.A. (1993). A study of customer loyalty and the image of the fine dining
restaurant. Bachelor of Tourism and Hotel Administration, Helwan



University, Cairo, Egypt. Retrieved from
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.634.3032&r
ep=rep1&type=pdf

Gheorghe, G., Tudorache, P., &Nistoreanu, P. (2014). Gastronomic tourism, new
trend for contemporary tourism? Cactus Tourism Journal, 9(1), 12—
21.Retrieved from
https://pdfs.semanticscholar.org/070a/fe599dd637a3bce4083ba041ec8
0fd5d5454.pdf

Hamsanandini, U. & Park, O.-J.&Ryu, J.-H.(2017). Influence of empathy on hotel
guests’ emotional service experience. Journal of Services Marketing. 31.
10.1108/JSM-06-2016-0220.Retrieved from
https://www.researchgate.net/publication/320591353_Influence_of em
pathy_on_hotel_guests' emotional_service_experience#:~:text=Findin
9s%20The%20results%20revealed%20that,service%20experiences %2
00f%20hotel%20guests.&text=Practical%20implications%20These%20
outcomes%20suggest,the%20guest's%200overall%20emotion%20positi
vely.

Han, H., Hwang, J., & Lee, M.J. (2016). Antecedents of travelers’ repurchase
behavior for luxury cruise product. Curr. Issues Tourism (in
press).Retrieved from
https://www.researchgate.net/publication/303957694 Antecedents_of _
travellers'_repurchase_behaviour_for_luxury_cruise_product

Han, H., & Hyun, S. S. (2017). Impact of hotel-restaurant image and quality of
physical-environment, service, and food on satisfaction and intention.
International ~ Journal  of Hospitality =~ Management, 63, 82
92.d0i:10.1016/j.ijhm.2017.03.006 .

Hwang, J., Hyun, S. (2014). First-class airline travellers’ perception of luxury
goods and its effect on loyalty formation. Curr. Issues Tourism 20 (5), 497—
520.Retrieved from
https://www.researchgate.net/publication/271928579_First
class_airline_travellers'_perception_of luxury_goods_and_its_effect_o
n_loyalty_formation

IFEX Philippines (2019). P.H. food processing sector. Retrieved from
http://www.ifexphilippines.com/en/General-Info/Philippine-Food Industry

Ismail, A., &Yunan, Y.M. (2016). Service quality as a predictor of customer
satisfaction and customer loyalty.LogForum 12 (4), 269-283.

Jin, N., Line, N. D., & Merkebu, J. (2015). Examining the Impact of Consumer
Innovativeness and Innovative Restaurant Image in Upscale Restaurants.
Cornell Hospitality Quarterly, 57(3), 268
281.doi:10.1177/1938965515619229

Kandampully, J., Devi, J. & Hu, H.-H.S.(2011). The Influence of a Hotel Firm's
Quality of Service and Image and its Effect on Tourism Customer Loyalty.
International Journal of Hospitality & Tourism Administration. 12. 21-42.
Retrieved from
https://www.researchgate.net/publication/233456373_The_Influence_of
_a_Hotel_Firm's_Quality_of Service_and_Image_and_its_Effect on_T
ourism_Customer_Loyalty/link/56505d5e08ae1ef9297 1afaf/download

Kang, J., Tang, L., & Lee, J.Y. (2015). Self-congruity and functional congruity in
brand loyalty. J. Hosp. Tourism Res. 39 (1), 105-131.. Retrieved from
https://www.researchgate.net/publication/275442654 Self
Congruity_and_Functional_Congruity_in_Brand_Loyalty
40

Karatepe, O.M. (2016). Service quality, customer satisfaction and loyalty?: The
moderating role of gender. Journal of Business Economics and
Management, 12(June 2011).



doi:10.3846/16111699.2011.573308.Retrieved from
https://journals.vgtu.lt/index.php/JBEM/article/view/5016/4321

Keshavarz, Y., Jamshidi, D., &Bakhtazma, F. (2016). The influence of service
quality on restaurants’ customer loyalty. Arabian Journal of Business and
Management Review (Oman Chapter), Vol. 6, No.4, November
2016Retrieved from
https://pdfs.semanticscholar.org/7a7c/858884041ca8f2d85ed729e28b3
43e42b0d0.pdf

Kondasani, R.K., & Panda, R.K. (2015). Customer perceived service quality,
satisfaction and loyalty in Indian private healthcare. International Journal
of Health Care Quality Assurance, 28(5), 452-467. Retrieved from
https://pdfs.semanticscholar.org/9eb1/c31f271892595866e7c3deeb933
2cd904f3e.pdf
Kotler, P. & Bowen, J. & Makens, J.(2014). Marketing for Hospitality and
Tourism (edition 6). Pearson.Retrieved from
https://www.researchgate.net/publication/270960614_Marketing_for_H
ospitality_and_Tourism/link/56e7088c08ae85e780cfc06¢c/download

Longart, P., Wickens, E., & Bakir, A. (2017). An Investigation into Restaurant
Attributes: A Basis for a Typology. International Journal of Hospitality &
Tourism Administration, 19(1), 95-123. Retrieved from
https://www.researchgate.net/publication/316502615_An_Investigation
_into_Restaurant_Attributes_A_Basis_for_a_Typology

Marinkovic, V., Senic, V., &Mimovic, P. (2015). Factors affecting choice and
image of ethnic restaurants in Serbia. British Food Journal, 117(7), 1903—
1920. Retrieved from
https://www.researchgate.net/publication/278795340_Factors_affecting
_choice_and_image_of_ethnic_restaurants_in_Serbia

Mhlanga, O. (2015). Electronic meal experience: a gap analysis of online Cape
Town restaurant comments. African Journal of Hospitality, Tourism and
Leisure, 4(1): 1-18.Retrieved from
https://www.researchgate.net/publication/309212398 Electronic_meal_
experience_a_gap_analysis_of online_Cape_Town_restaurant_comm
ents/link/59e08b95a6fdcca98433c226/download

Mhlanga, O. (2018). Factors impacting restaurant efficiency: A data envelopment
analysis. Tourism Review, 73(1): 82-93.Retrieved from
https://www.researchgate.net/publication/322584509 Factors_impactin
g_restaurant_efficiency A _data_envelopment_analysis/link/5b07bf5ca
ca2725783e27435/download

Mhlanga, O., Hattingh, Z., &Moolman, H. J. (2014). The effect of restaurant
attributes on customers’ expectations and experiences in full formal
service restaurants in Port Elizabeth, South Africa. African Journal of
Hospitality, Tourism and Leisure, 3(1).Retrieved from
https://www.researchgate.net/publication/309212657_The_effect_of re
staurant_attributes _on_customers' expectations _and_experiences_in_
formal_full_service_restaurants_in_Port_Elizabeth_South_Africa/link/5
80609c508ae5ad188161cef/download

Mhlanga, O. & Machingambi, S. (2016). The influence of demographic variables
on customers’ expectations in restaurants in the Eastern Cape Province
of South Africa. African Journal of Hospitality, Tourism and Leisure, 5(1):1-
16.Retrieved from
https://www.researchgate.net/publication/309212528 The_influence_of
_demographic_variables_on_customers'_expectations_in_restaurants_
in_the_Eastern_Cape_Province_of _South_Africa

Mhlanga, O. & Tichaawa, T. M. (2017). Influence of social media on customer
experiences in restaurants: A South African study.Turizam, 65(1): 45-



60.Retrieved from https://hrcak.srce.hr/178622

Njite, D., Njoroge, J., Parsa, H., Parsa, R., & van der Rest, J.-P. (2015). Consumer
patronage and willingness-to-pay at different levels of restaurant
attributes: A study from Kenya. Research in Hospitality Management, 5(2),
171-180.
doi:10.1080/22243534.2015.1182834Retrieved from
https://www.tandfonline.com/doi/pdf/10.1080/22243534.2015.1182834
2?7needAccess=true

Omar, H., Saadan, D., & Seman, P. (2015). Determining the influence of the
reliability of service quality on customer satisfaction: The Case of Libyan
E-Commerce customers. International Journal of Learning and
Development. 5. 86. 10.5296/ijld.v5i1.6649.Retrieved from
https://www.researchgate.net/publication/282456384 Determining_the
_Influence_of_the_Reliability_of Service_Quality_on_Customer_Satisf
action_The_Case_of Libyan_E-Commerce_Customers

Omar, M. & Ariffin, H., & Ahmad, R. (2015). The relationship between restaurant
Selangor. International Journal of Administration and Governance. 1. 1-
8.Retrieved from
https://www.researchgate.net/publication/288579626_The_Relationshi
p_between Restaurant Ambience and_Customers' Satisfaction_in_S
hah_Alam_Arabic_Restaurants_Selangor/link/56821f1608ae051f9aec6
3eal/download

Panda, T.K., & Das, S. (2017). The role of tangibility in service quality and its
impact on external customer satisfaction: A comparative study of hospital
and hospitality sectors. IUP Journal of Marketing Management, Vol. 13,
No. 4Retrieved from https://www.econbiz.de/Record/the-role
tangibility-service-quality-and-its-impact-external-customer-satisfaction-
comparative-study-hospital-and-hospitality-sectors-panda
tapan/10010490344

Parasuraman, A., Zeithaml, V. & Berry, L. (1985). A conceptual model of service
quality and its implication for future research (SERVQUAL). The Journal
of  Marketing. 49. 41-50. 10.2307/1251430.Retrieved  from
https://www.researchgate.net/publication/225083670_A_Conceptual_M
odel_of_Service_Quality_and_its_Implication_for_Future_Research_S
ERVQUAL/Iink/5429a4f80cf277d58e86faab/download

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-
item scale for measuring consumer perceptions of service quality. Journal
of Retailing, 64,12-37 .Retrieved from
https://pdfs.semanticscholar.org/d26a/2423f00ca372b424a029ae22521
299f00ede.pdf

Petzer, D.J. & Mackay, N. (2014). Dining atmospherics and food and service
quality as predictors of customer satisfaction at sitdown restaurants.
African Journal for Hospitality, Tourism and Leisure, 3(2): 1-14.Retrieved
from https://www.semanticscholar.org/paper/Dining-atmospherics-and
food-and-service-quality-as-Petzer
Mackay/fd1023477bfc560cb03d20415f2818c9509d945f

Polyorat, K. & Sophonsiri, S.. (2010).The influence of service quality dimensions
on customer satisfaction and customer loyalty in chain restaurant context:
a Thai case. Journal of Global Business and Technology. 6. 64-
76.Retrieved  from https://www.questia.com/library/journal/1P3-
2323018781/the-influence
of-service-quality-dimensions-on-customer

Saneva, D., &Chortoseva, S. (2018). Service quality in restaurants: customers’
expectation and customers’ perception. SAR Journal. Volume 1, Issue 2,
Pages 47-52 Retrieved from



https://www.researchgate.net/publication/333642373_Service_Quality
in_Restaurants Customers%27 Expectation_and_Customers%27 Pe
rception/link/5¢cf8e41f299bf1fb185bc91e/download

Saravakos, P., &Sirakoulis, G. C. (2014). Modeling employees’ behavior in
workplace dynamics. Journal of Computational Science, 5, 821-
833.Retrieved from
https://www.researchgate.net/publication/262305386_Modeling_ Emplo
yees_Behavior_in_Workplace_Dynamics

Sarma, S. K. (2015). Qualitative research: Examining the misconceptions. South
Asian Journal of Management, 22, 176-191. Retrieved from
http://www.sajm.amdisa.org

Sriram, S., Chintagunta, P.K., &Machanda, P. (2015). Service quality variability and

termination behavior. Management Science, 61(11), 2739-2759.
Retrieved from
https://pdfs.semanticscholar.org/2020/54ae35e770990b917251654e5
6ac7658ad89.pdf?_ga=2.174639202.1165948951.1598957072-
1535909511.1593021119

Stefano, N.M., Filho, C.N., Barichello, R., &Sohn, A.P. (2015). A fuzzy
SERVQUAL based method for evaluated of service quality in the hotel
industry. Procedia CIRP 30, 433-438.Retrieved from
https://core.ac.uk/download/pdf/82196687.pdf

Storm, S. (2016). Chipotle Food-safety issues Drag Down profit. Retrieved
fromhttps://www.nytimes.com/2016/02/03/business/chipotle-food safety-
illness-investigation-earnings.html?_r=0

Tan, Q., Oriade, A. & Fallon, P. (2014). Service quality and customer satisfaction
in chinese fast food sector: a proposal for CFFRSERYV. Advances in
Hospitality and Tourism Research, 2(1), 30-53.Retrieved from
https://pdfs.semanticscholar.org/750f/e18af50a141f96d36274ed64d94
149dc31d6.pdf?_ga=2.219221849.1165948951.1598957072-
1535909511.1593021119

Thai, V.V. (2015). The impact of port service quality on customer satisfaction?:
The case of Singapore. Maritime Economics & Logistics, 1-23.Retrieved
from
https://www.researchgate.net/publication/276207407_The_Impact_of _
Port_Service_Quality_on_Customer_Satisfaction_The_Case_of Singa
pore/link/559b7dbb08ae99aa62ce4eba/download

Villarreiz, D.C. (2015). Your guide to a smoke-free city lessons learned from
Davao City, Philippines. Retrieved from
https://seatca.org/dmdocuments/SF-DAVAO-booklet-CTP.pdf

Yarimoglu, E.K. (2014). A review on dimensions of service quality models. Journal
of Marketing Management. Vol. 2, No. 2, pp. 79-93Retrieved from
https://www.researchgate.net/publication/303974860_A_Review_on_Di
mensions_of_Service_Quality_Models

Yi, S., Zhao, J., &Joung, H-W. (2018). Influence of price and brand image on
restaurant customers’ restaurant selection attribute. Journal of
Foodservice Business Research, 21(2), 200-217Retrieved from
https://www.researchgate.net/publication/320031352_Influence_of pric
e_and_brand_image_on_restaurant_customers' restaurant_selection_
attribute/link/5bc0f3b3299bf1004c5b0d2a/downloa






