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because the customer is an important asset. In
Accepted: 16 April 2019 order to gain satisfaction from customers, the

company really need to understand their needs
and wants. Therefore, the objectives of the study
are: (1) determine the relationship between
service quality, food quality, price and physical
environment and customer’s satisfaction and
ii) examine the most significant factor that can
affect customer’s satisfaction. For this study,
191 questionnaires were collected from 220
walk-in customers from a fast food restaurant.
The findings revealed that service quality, food
quality, price and physical environment have
positive significant relationship that lead to
customer’s satisfaction on the service provided
by the fast food restaurant. The result indicates
that the most significant factor that effect on
customer satisfaction at the fast food restaurant
is physical environment. Hence, customers are
satisfied with the physical environment such
as space, design, floor cleanliness, lighting,
Keywords: service quality, food smell, noise, arzd air quality. Other than that,
quality, price, physical environment, the restaurant’s atmosphere also influences
customer satisfaction customer satisfaction, such as music, setting,
and decoration, which create a positive image
of the restaurant in the minds of customers.
The restaurant should maintain their physical
environment, to provide distinctive customer
experience in order to ensure them revisit the
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restaurant frequently. The implications of these
findings suggest that the restaurant should
focus more on its resources and also improving
on service quality, food quality and price of the
products which can lead to increasing the level
of customer satisfaction.

INTRODUCTION

Attracting customers become a primary goal
of most people who do business because
the customer is the person who creates the
demand. For any business, a customer is the
key elements because without customer then
no business will happen. A customer is an
individual that purchased the goods or services
that provided by a business. A customer also
can become a consumer when she or he used
the goods or services. It is important to have
a loyal customer for the business to develop
a strong brand name in the market. However,
it is not easy to satisfy the customer when the
goods and services are provided. This will lead
to customer satisfaction from their experience.
A customer experience is important to ensure
they are satisfied with the service quality to
provide by a business.

Services are a crucial issue in the
strategic, tactical, and operative management
of business operations in many organizations,
although the actual performance of a service
is taking place at an operative level in a service
encounter (Svensson, 2003). A quality is a
well define construct, consisting of readily
measurable elements such as conformance
to specifications, absence of defects, or
performance as expected (Garvin, 1987).
For services, there are many approaches to
defining quality but common to all is that the
concept of quality isimportant because service
and quality are clearly linked to customer
satisfaction (Aga & Safakli, 2007). According
to Edvardsson (1998), a common definition
of service quality is that the service should
correspond to the customer’s expectations
and satisfy their needs and requirements. It

198

also shows that service quality is an important
standard needed between the organizations,
employees and also customers. Generally,
service quality and customer satisfaction are
important in order to make an organization
sustain  their services, customers and
employees themselves.

Customer satisfaction is a fundamental
element since it is important in fulfilling
the needs and wants of customers (Hapsari,
Clemes, & Dean, 2016). In a competitive
marketplace, customer satisfaction is seen as
a key differentiator. This is because, nowadays,
businessesthatareinthe marketplace compete
for customers for survival. (Janita & Miranda,
2013). Customer satisfaction can be defined
as the degree of satisfaction provided by the
goods or services of acompany as measured by
the number of repeated customers. According
to Eugene, (1994), delivering high service
quality influences customer satisfaction.

Customers experience included
tangible and intangible elements. Mostly the
tangible elements can be easily improved, but
the intangible elements are difficult to fix if
this element underestimated. In Keiser (1988)
research, notice that a business will have a
capability of long-term financial viability and
sustainable if the business can deliver high-
quality of service. The restaurant industry is
a demanding sector where customer treated
like a king and queen. In a restaurant, service
qualityis veryimportant and continuously with
quality improvement to meet the customer
satisfaction. As a lifestyle change and dining
out become ordinary place or second home
to the customers. They need a comfortable
ambience and create a pleasant memory.
That is why customers prefer an outstanding
dining experience where it will influence the
customer satisfaction later.

Dining experience included customer
judgement towards the quality of food and
service to the restaurant ambience. Positive
result will lead to customer to revisit and will
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recommend to others about the restaurantand
vice versa. Hence, to understand the attribute
that will satisfy the customer is important to
this research. The restaurant should remain
competitive and profitable in order to attract
new customer. This is because, customers
today are more demanding while choose the
restaurant that provide variety of menu, with a
reasonable price and offer a great experience
at the restaurant. Restaurant business show
up with a new concept that is casual dining
restaurant where the restaurant provides a
casual ambience, excellent foods and give a
professional service and diligent employees
to attend customers. As factors that would
influence customer satisfaction are varies and
still explored, thus it would be interesting
to identify the issue. Hence, the aims of this
study are to: (1) to determine the relationship
between service quality, food quality, price
and physical environment towards customer’s
satisfaction and (2) to examine the most
significant factor that can affect customer’s
satisfaction.

CUSTOMER SATISFACTION

The literature revealed several definitions of
Customer Satisfaction. Customer satisfaction
is defined as how the customers react towards
the state of satisfaction, and how customers
judge the satisfaction level (Hanif, Hafez & Riaz,
2010). Meaning that, customer satisfaction
is an evaluation of difference between prior
expectation about product and its actual
performance. Khayyat and Heshmati (2012)
state the customer satisfaction is the reaction
of customer toward state of the fulfilment
and judgment of customer about the fulfilled
state. Additionally, customer satisfaction
is about overall of customer assessment
towards product or service that provided to
the customer. This included their emotion
regarding the product or service towards the
brand in order to fulfil a customer needs and
want (Hansemark & Albinson, 2004).
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Customer’s satisfaction is the key in
service operations because it benefits the
organization (Ranaweera & Prabhu, 2003). In a
retail organization, customers are strong assets
that ensure a lifetime organization operation.
If there are no customers, there are no profits,
and there are no businesses to operate. An
organization needs to place customers as an
important index in their company because
they are direct users of the services and
can value the effectiveness of the services
provided (Hayes, 2008). Customer satisfaction
is a fundamental element since it is important
in fulfilling the needs and wants of customers
(Hapsari, Clemes, & Dean, 2016).

According to Gustafsson et al. (2005),
present performance of the product or
service lead to customer satisfaction when
customer are using. Strengthening customer’s
satisfactionis viewed as a key strategic issue for
organization in this competitive era. The most
important aspect of the business is customer
satisfaction, as customer satisfaction has an
important impact on business profits (Sabir,
Ghafoor, Hafeez, Akhtar, & Rehman, 2014).

Gregory, Smith, and Lenk (1997),
also state that meeting the expectations of
the customers strengthens the competitive
advantage of the restaurant and enables it to
compete with other rivals. And according to
Lee (2004), customer satisfaction is the main
indicator of the company’s performance and
long-term commitment.

The customer’s behaviour towards a
product brand is to frequently purchase the
product if they are satisfied and recommend
it to others (Oliver & Swan, 1989; Reichel &
Teal, 1986). It has also been supported from
previous literature that customer satisfaction
can influence customer confidence (Hanaysha
& Hilman, 2015). In addition, according to
Anderson, Fornell, and Lehman (2014), a high
degree of customer satisfaction, such as return
on investment, market share and profitability,
will lead to a better economy. Customer
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satisfaction always inter-related with perceived
restaurant quality because if consumers
achieve good experience, they are willing to
get highly satisfied with perceived restaurant
quality as well as the restaurant management
that exceeds or meet their want (Harrington,
Ottenbacher, Staggs, & Powell, 2011).

As studies by Harrington et al. (2011), the
restaurant need to get more understanding
of customer satisfaction as restaurant quality
experience to make sure the consumer
satisfaction is achievable or can be maximized
in the long term. In addition, Hussain (2013),
stated that to retain good and long-run
customer relations, the conception of customer
satisfaction comes to help businesses because
customers are likely to switch to other brands
in the same market when they are unsatisfied.
From previous research, researcher found
that there are positive and significant
relationship between price, quality in service
and the environment of the restaurant and
the customer satisfaction (Sabir et al., 2014).
Other than that, the food quality is the most
important aspect of the restaurant experience
(Sulek & Hensley, 2004) and an essential
requirement to satisfy restaurant customers
needs and expectations (Peri, 2006).

Service Quality

SERQUAL instrument is one of the well-tested
instruments available to measure service
quality from customer’s perspective. This
instrument is developed by Parasuraman
et al. in 1985. The instrument consists of
22 statement represent the five service
dimensions that consumers used to evaluated
service quality which is tangibles, reliability,
responsiveness, assurance and empathy.
According to Nyeck, Morales, Ladhari, and
Pons (2002), the SERVQUAL measuring tool
“appears to remain the most complete attempt
to conceptualize and measure service quality”.
They also stated that the SERVQUAL measuring
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tool has been used by several researchers to
examine numerous service industries such as
health care, banking, financial services, and
education. The SERVQUAL model is the most
criticized model and at the same time is the
most preferred model. Thus, the researchers
in this study believes that SERVQUAL model
is the most suitable scale to be used in this
study as it uses reliable data. The model was
also adopted from previous researchers
Parasuraman (1988) and Perunjodi and Prabha
(2010). This study was based on the SERVQUAL
model that has five dimensions of which
includes responsiveness, reliability, assurance,
empathy and tangible.

Tangible

According to Edvardsson (1998), tangibility
refers to the physical environment in the
service organization: premises, equipment,
personnel and dress code. This dimension is
defined as the physical appearance of facilities,
equipment, staff, and written materials (Harr,
2008). In simpler terms, they are the aspects
that are easily judged and observed from
employee and customer’s perspective. An
organization’s physical environment such
as design and layout can affect customers’
satisfaction. Stallworth and Kleiner (1996)
argued that an increasingly an organization’s
physical layout should be designed around
employee’s needs in order to maximize
productivity and satisfaction. Innovative
workplaces can be developed to encourage
the sharing of information and networking
regardless of job boundaries by allowing
open communication across departmental
groups. In relation to that, it makes customer’s
satisfaction more achievable as it reduces
customer’s movement to access information.
According to Rahim, Amjad and Yomna (2015),
tangibility is measurable using key items such
as cleanliness of the shop, employees attire,
variety in books department, and installation
of up-to-date technology.
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Reliability

Reliability refers to the ability to perform
dependably and accurately according to the
promised service. According to Parasuraman
(1985), reliability is the ability to perform
the promised service in a dependable and
accurate manner. In other word, reliability is
the ability to perform the promised services in
a dependable, accurate and fully responsible
manner, without negligence and failure (An &
Noh, 2009). The service is performed correctly
on the first occasion, the accounting is correct,
records are up to date and schedules are kept.
Similarly, researchers believe that employees
are also able to perform to the promises given.

Responsiveness

According to Edvardsson (1998),
responsivenessisthe willingness and readiness
to punctually and quickly carry out services, to
bethereforcustomersandtobeavailable when
assistance is needed. Be ready and responsive
in organizations is an example of good ethic.
Employees need to give extra commitment
that will result in customer’s satisfaction and
an increase organization performance. This
dimension is concerned with dealing with the
customers’requests, questions and complaints
promptly and attentively (Harr, 2008). This can
be seen when an organization set the target
on how many customers that their employees
must entertain per day. Once the target is set,
the employee will surely try to maximize their
services in order to provide services on time
and promptly.

Assurance

According to Van lwaarden, Van der Wiele,
Ball, and Millen (2003), assurance includes
competence, credibility, security, knowledge
and courtesy of employees and their ability
to inspire trust and confidence. Assurance
operates via four items that are the employee’s
skillfulness in providing services, courtesy
towards customers, ability to create confidence
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in customers, and expertise when responding
to customers’ questions (Rahim et. al., 2015).
Being knowledgeable about their work scopes
and tasks can directly motivate employee to
become better in their performance with their
work and increase customer satisfaction.

Empathy

Empathy includes access, communication,
understanding, caring and individualized
attention thatthefirm providestoits customers
and employees (Van Iwaarden et al., 2003). It
is the continuity from the previous dimension
of service quality. When an organization has
its tangibility, reliability, responsiveness and
assurance in operations, automatically the last
dimension of this model will also appear. When
an organization understands and cares about
their customers, they will definitely know the
situations and problems that their customers
are having.Empathy is providing individualized
attention that the organization provides to
its customers (Albarg, 2013). In showing that
the organization has empathy towards their
customers is by providing the customer with
individual attention. The organization must
always response to the customers’ needs,
as to show that the organization care and
understand the customers’'needs. In the virtual
environment of e-service quality, empathy is
also important in customer’s perception of the
e-service quality without having to have face-
to-face encounters (Li & Suomi, 2009).

Therefore, it is hypothesized that:

H1: There is a positive significant
relationship between service quality and
customer satisfaction.

Food Quality

According to Liu and Jang (2009), the essential
factor in the success of any restaurant is the
quality of the food. Food quality encompasses
quality factor such as temperature, food
freshness and food preparation (Liu et al., 2009;
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Namkung & Jang, 2007). Additionally, to fulfil
various expectation and needs for customers,
Peri (2006) considered the food quality as an
essential part.

Namkung et al. (2007) acknowledge that
the important component of the operation
of any restaurant is food quality. Therefore,
food qualities become main factor influence
on customer satisfaction and future purchase
intention. According to Ryu et al. (2010) the
scope of food quality has been highlighted
as a measure of consumer satisfaction within
restaurant market as a consequence of which
Ryu et al. (2010) adopted five dimensions of
food quality that is the smell of food is attract,
there is a variety of menu, the food nutritious,
the food is delicious and the food is fresh.

The presentation of food is defined as
how attractive food is presented and decorated
as a tangible sign of the perception of quality
by the customer. Previous study finding that
presentation of food is a key food characteristic
in modelling dining satisfaction (Kivela,
Inbakaran, & Reece (1999). In addition, Qin and
Prybutok (2009) identified the relationships
between behavioural intentions, customer
satisfaction, perceived value, food quality
and service quality in fast-food restaurants
and demonstrated that there is a direct and
positive impact of food quality on consumer
satisfaction. Moreover, the researchers also
found that the most critical part of the entire
restaurant environment is food.

According to Kivela et al. (1999) food is
the most essential part of the overall restaurant
experience. Other than that, Namkung and
Jang (2010), state food quality is an absolute
requirement to satisfy the needs and
expectations of restaurant customers. Previous
study has examined various food qualities
because food quality is important part in the
restaurant business. The general assessment of
the quality of food among researchers focuses
on the presentation of food, healthy options,
taste, freshness, and temperature.
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In addition, food presentations as a
product or service factor on a tangible quality
scale, while healthy options refer to nutritious
and healthy food supplies (Raajpoot, 2002).
According to Johns and Tyras (1996), stated
that healthy food could have a major impact
on the customer’s perceived experience in
the restaurant. The important thing is that
many restaurant customers are interested in
their health, so the availability of nutritious
food products has become increasingly
important as one of the core benefits of dining
satisfaction (Sulek and Hensley, 2004). Kivela et
al. (1999) also did find that taste of the food is a
key feature of food which influences customer
satisfaction at restaurants.

In addition, Kivela et al., (1999) has
noted that freshness of food as a crucial
natural quality sign. Meanwhile, freshness
according to Shaharudin, Mansor and Elias
(2011), has become one important element of
customer purchasing intentions. Because the
trend is set that consumers look for fresh food
or food served in a fresh manner which they
find healthy.

Another characteristic for food quality
is temperature of foods (Kivela et al., 1999).
Previous studies have found that the quality
of food directly affects customer satisfaction
(Namkung & Jang, 2007). Food quality was
also one of the important determinants of
customerassessment for a restaurant (Susskind
& Chan, 2000). Another similar research which
the research emphasizes that the provision
of healthy food in the restaurant is one of the
key aspects of customer satisfaction building
(Kivela et al., 1999).

Therefore, it is hypothesized that:
H2: There is a positive significant

relationship between food quality and
customer satisfaction.
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Price

Price always playsanimportantroleinselection
of a product. To decide pricing for a product or
service is not easy because the core values of
the available goods are used to evaluate price
which is crucial for consumer satisfaction.
Khan (2011) determines price for customer to
decide on a purchase or not. Price functions as
indicator to determine consumer experience
with goods or service (Mattila & O’'Neill, 2003).
Therefore, customers are more willing to base
their purchase decision on price factor than on
anything else (Khan, 2011).

There are a lot of assorted product
bearing in different price range (Skindaras,
2009). Kottler and Armstrong (2012) in
marketing mix, the price is one of the P’s which
play and important part in implementing
marketing strategy. According to Han
and Rye (2009), pricing is one of the most
suiting elements which go through quick
improvement. The cost linked to restaurant
service is different from restaurant style
(Andaleeb & Conway, 2006) because the style
of the restaurant also impacts the cost of price
associated with the restaurant.

The perspective of price fairness refers
to the overall assessment by consumers of
whether the offered price of a product or
a seller's service is genuinely reasonable,
acceptable or justified (Xia & Monroe, 2004).
Other than that, previous researchers, Bolton,
Warlop, and Alba (2003) stated that, when
evaluating price fairness, customers like to rely
on different reference sources to make better
assumptions, such as the cost of goods sold,
previous prices and rivals ‘ prices, in order to
form comparisons.

This statement is support by Briesch,
Krishnamurthi, Mazumdar, and Raj (1997)
where customers often perform benchmarks
or reference prices in a number of ways, such
as referencing past transactions, considering
competitor prices, seller costs, or even
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observing other customers’ prices. According
to Anderson et al. (1994), the prices of a
product or service can affect the degree of
satisfaction among customers, because when
they assess the value of a product or service
purchased, they tend to consider its price. Just
like Campbell (1999) research, price fairness
is considered to be a key factor in influencing
the brand image and therefore the perceived
price unfairness can lead to negative words
and changing behaviour.

In addition, the perception of unfair
prices by customers leads to negative results,
such as higher levels of dissatisfaction, lower
levels of buying behaviour, negative words of
mouth and increased customer complaints
(Rothenberger, 2015). This was supported by
certain scholars (Herrmann et al.,, 2007; Kaura,
2012) who identified price fairness as having
a significant positive effect on customer
satisfaction.

Therefore, it is hypothesized that:

H3: There is a positive significant
relationship between price and customer
satisfaction.

Physical Environment

The physical environment is another aspect in
which the restaurant can build its competitive
advantage. The physical environment involves
the whole tangible and immaterial element,
which means that there is a restaurant inside
and outside. In order to improve the physical
environment, the restaurant manager
must invest heavily in inferior design such
decorations, floor cleanliness, and other
accessories, as expenditure is the most
important investment for attracting customers
(Azim, Shah, Mehmood, & Bagram, 2014).

In addition, the restaurant’s atmosphere
influences customer satisfaction, such as
music, setting, and decoration, which create
a positive image of the restaurant in the
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minds of customers (Lim, 2010). According
to Bitner (1994), the restaurant’s intangible
features are atmosphere, lighting, smell, noise,
air quality and music. While Choi, Heo, and
Kim (2012) underline features, surroundings,
functionality, and convenience are part of the
physical environment element. The restaurant
should maintain their physical environment,
to provide distinctive customer experience
in order to ensure them revisit the restaurant
frequently.

Other researcher, Nguyen and Leblanc
(2002) also found that the environment
includes intangible background features that
influence a service provider ‘s perception of
consumers and also relative responses to the
environment. In addition, Ryu and Han (2010)
find that the significant of construct high
attention has been paid to a good physical
environment by several researchers and
restaurant managers. They were considering
the physical environment as an important
factor for reinforcing and increasing the
satisfaction of customers in hospitality
industry. Previous research (Nasir et al., 2014)
also discovered that the physical quality of a

restaurant environment has a positive impact
on customer satisfaction.

In addition, the physical environment
is a key marketing factor for the distinction
between a restaurant and a remarkable
customer experience with a pleasant and
comfortable atmosphere (Canny, 2014).
Furthermore, the physical environment has an
important effect both on maintaining existing
customers and even on attracting new ones.
A properly designed physical environment is
considered important to influence consumers
while assessing their satisfaction with the
quality of a service provider’s products and
services. According to Namkung and Jang
(2010), physical environment characteristic
includes restaurant function, space, design
color and highlighting as one of the important
factorsthatinfluenceduringdining experience.

Therefore, it is hypothesized that:
H4: There is a positive significant

relationship between physical environment
and customer satisfaction

The proposed framework is at Figure 1 below:

Independent Variable

Service quality

Food quality

Physical environment

Dependent Variable

Customer
satisfaction at
fast food
restaurant

Figure 1 Proposed research framework
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METHODOLOGY

A quantitative research design was adopted
for this study. This study was conducted in a
fast food restaurant using purposive sampling.
Data were collected using questionnaires
which were distributed to the walk-in
customers. The respondents were guaranteed
on the anonymity and confidentiality of the
data provided in which it will be used for
academic purposes only. The instruments for
service quality and price were adapted from
Sabir Ghafoor, Hafeez, Akhtar and Rehman
(2014) which have been proven to be reliable
and valid.

While the instruments for food quality
and physical environment was taken from Jalal
Hanaysha, (2016) which has been proven to be
reliable. The survey questionnaire used five-
point Likert scale ranging from 1= Strongly
Disagree, 2= Disagree, 3= Neither Agree Nor
Disagree, 4 = Agree and 5= Strongly Agree. All
data were analysed using Statistical Package
for Social Sciences (SPSS). Descriptive statistics
were used to establish frequency distribution
for demographic profiles and providing
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descriptive statistics on the variables tested.
Correlation analysis was used to understand
the inter-correlation exist among the variables.
Finally, multiple regression analysis was
employed to test the hypotheses of the study.

RESULT AND DISCUSSION

Data were obtained from 191 walkin customers
at a fast food restaurant in Malaysia. The
respondents of this study were consisted of
27.2 per cent male and 72.8 per cent of female.

Result Analysis

To test the internal consistency of the
variables, reliability test using Cronbach alpha
was utilized in the study. Based on Table 1,
all variables were found to be acceptable
based on their reliability values which ranged
from 0.93 to 0.96. This is in line with many
suggestions in the literature where reliability
of 0.8 above is considered good for a survey
instrument. Among the independent variables,
service quality show the highest mean of 4.40.
The standard deviation for all variables ranges
from 0.58 to 0.74 as per Table 2.

Table 1 Reliability and descriptive analysis

Cronbach’s Alpha Mean Standard Deviation
Customer satisfaction 0.96 4.25 0.63
Service quality 0.95 4.40 0.58
Food quality 0.93 4.24 0.61
Price 0.94 4.00 0.74
Physical environment 0.95 4.22 0.58

Note: All items used a 5-point Likert scale with (1=Strongly disagree, 2=Disagree, 3= Agree neither nor disagree, 4=Agree

and 5=Strongly agree)

Pearson  Correlation analysis was
conducted to determine the direction,
strength and significance of relationships
between variables in the study. The correlation
analysis was done in order to see the
association between dependent variable
and independent variables. Based on Table
3 below, all variables used in the study were
interrelated to each other.
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The correlation analysis result show
that physical environment was found to be
the highest to be correlated to customer
satisfaction (r=0.80, p<0.01), followed by food
quality (r=0.70, p<0.01), service quality (r=0.69,
p<0.01) and price (r=0.66, p<0.01). The table
indicated all correlation values are ranging
from 0.60 and above.
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Table 2 Pearson correlation analysis

Customer . . . . Physical
Satisfaction Service Quality | Food Quality Price Environment

Customer

Satisfaction 100

Service Quality 69%* 1.00

Food Quality 70%* T2¥* 1.00

Price .66%* 65%* 68%* 1.00

::“:Is:;:'men . 80%* 66** 745 63% 1.00

**Correlation is significant at the 0.01 level (2-tailed)

In investigating the relationship
between independent variables (service
quality, food quality, price and physical
environment) and dependent variable
(customer satisfaction), multiple regression
was used in the analysis. The result of multiple
regression analysis is shown in Table 4 below.
The R? for the model below is 0.61. Meanwhile,
the adjusted R%is 0.60. Therefore, the variance
of the model which consisted of independent

variables (service quality, food quality, price
and physical environment) contributes to
customer satisfaction at 61 per cent.

Based on the regression analysis, only
three independent variables were found to
be linked to customer satisfaction namely
physical environment (= .53, p<0.01), service
quality (B= .19, p<0.01) and food quality
(B= .15, p<0.01). Physical environment was
found to be the highest contributor towards
customer satisfaction.

Table 3 Multiple regression analysis

Independent Variables Dependent Variable Usage (B)
Customer Satisfaction

Service Quality 9%

Food Quality 5%

Price .07

Physical Environment 53%*

F Value 111.92%*

R? 61

Adjusted R? 60

*p<0.05, **p<0.01
Discussion

Based on the result, it was found that physical
environment has the most significant
contribution on customer satisfaction. The
finding was supported by other researcher
where the physical quality of a restaurant
environment positively influences customer
satisfaction (Nasir, Ahmed, Nazir, Zafar, & Zahid,
2014). The physical environment involves
the whole tangible and immaterial element,
which means that there is a restaurant
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inside and outside. In order to improve
the physical environment, the restaurant
manager must invest heavily in inferior
design such decorations, floor cleanliness,
and other accessories, as expenditure is the
most important investment for attracting
customers (Azim, Shah, Mehmood, &
Bagram, 2014). In addition, the restaurant’s
atmosphere influences customer satisfaction,
such as music, setting, and decoration, which
create a positive image of the restaurant in
the minds of customers (Lim, 2010). Other
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than that, Ryu and Han (2010) found that the
significant of construct high attention has
been paid to a good physical environment by
several researchers and restaurant managers.
In addition, the restaurant operator was
considering the physical environment as an
important factor for reinforcing and increasing
the satisfaction of customers in hospitality
industry. Previous research (Nasir et al., 2014)
also discovered that the physical quality of a
restaurant environment has a positive impact
on customer satisfaction. In addition, the
physical environment is a key marketing factor
for the distinction between a restaurant and
a remarkable customer experience with a
pleasant and comfortable atmosphere (Canny,
2014).

This is followed by service quality which
was found to have second highest influence
on customer satisfaction. This result is similar
to Wu and Liang, (2009), where service
quality by the employee positively influence
customer satisfaction. The employees at the
restaurants also play a vital role to ensure the
customers is satisfies with the service because
the employees are the one who delivered the
service to the customers. Other than that,
Kim et al. (2006) found that five restaurant
dimensions, namely food quality, quality of
service, price and value, atmosphere and
convenience, have had a significant impact
on customer satisfaction in general. The first
dimension of service quality is tangibility.
According to Rahim, Amjad and Yomna (2015),
tangibility is measurable using key items such
as cleanliness of the shop, employees’ attire,
variety in books department, and installation of
up-to-date technology. The second dimension
of service quality is reliability. In other word,
reliability is the ability to perform the promised
services in a dependable, accurate and fully
responsible manner, without negligence and
failure (An & Noh, 2009). The third dimension
of service quality is responsiveness. This
dimension is concerned with dealing with
the customers’ requests, questions and
complaints promptly and attentively (Harr,
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2008). The fourth dimension of service quality
is assurance. According to Van Iwaarden, Van
der Wiele, Ball, and Millen, (2003), assurance
includes competence, credibility, security,
knowledge and courtesy of employees and
their ability to inspire trust and confidence.
Assurance operates via four items that are the
employee’s skilfulness in providing services,
courtesy towards customers, ability to create
confidence in customers, and expertise when
responding to customers’questions (Rahim, et.
al., 2015). Last but not least, the fiftth dimension
of service quality is empathy. Empathyincludes
access, communication, understanding, caring
and individualized attention that the firm
provides to its customers and employees (Van
Iwaarden et al., 2003). It is the continuity from
the previous dimension of service quality.
When an organization has its tangibility,
reliability, responsiveness and assurance in
operations, automatically the last dimension
of this model will also appear. When an
organization understands and cares about
their customers, they will definitely know the
situations and problems that their customers
are having. In addition, empathy is providing
individualized attention that the organization
provides to its customers (Albarg, 2013).

The third highest influence on customer
satisfaction is food quality. According to Qin
and Prybutok (2009), where the food qualities
give a direct and positive impact on customer
satisfaction. In addition, Namkung et al. (2007)
acknowledged that the important component
of the operation of any restaurant is food
quality. Other researcher, Kivela et al. (1999)
stated that food is the most essential part of
the overall restaurant experience. Despite that,
Namkung and Jang (2010) also mentioned
food quality is an absolute requirement
to satisfy the needs and expectations of
restaurant customers. Previous study has
examined various food qualities because food
quality is important part in the restaurant
business. The general assessment of the
quality of food among researchers focuses
on the presentation of food, healthy options,
taste, freshness, and temperature.
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In addition, food presentations as a
product or service factor on a tangible quality
scale, while healthy options refer to nutritious
and healthy food supplies (Raajpoot, 2002).
According to Johns and Tyras (1996), stated
that healthy food could have a major impact
on the customer’s perceived experience in the
restaurant. The important thing is that many
restaurant customers are interested in their
health, so the availability of nutritious food
products has become increasingly important
asone of the core benefits of dining satisfaction
(Sulek & Hensley, 2004). Kivela et al. (1999) also
did find that taste of the food is a key feature
of food which influences customer satisfaction
at restaurants. In addition, Kivela et al., (1999)
has noted that freshness of food as a crucial
natural quality sign. Meanwhile, freshness
according to Shaharudin, Mansor and Elias
(2011), has become one important element of
customer purchasing intentions. Because the
trend is set that consumers look for fresh food
or food served in a fresh manner which they
find healthy. Therefore, food qualities become
main factor influence on customer satisfaction
and future purchase intention.

Contrarytopreviousfindings,thefindings
of the study revealed that price does not have
any relationship with customer satisfaction.
It is supported by Varki and Colgate (2001),
Iglesias and Guillen (2004), utilizing data from
restaurant customers, stated that price to be of
lesser significance in contributing to customer
satisfaction. Additionally, the customer will
not be depending on price whereas they are
more emphasis on the service provided and
the quality of food serve at the restaurant.
Likewise, Han and Ryu (2009) did not integrate
affective response to customer satisfaction
to further indicate the relative contribution
of perceived price and affect to customers
satisfaction

This study has afew limitations that need
to be addressed for future research. Firstly, is
the fact that the sample obtained in this study
is purely based on only one fast food restaurant
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in Malaysia. Hence, the result might not be
generalized to other restaurants in Malaysia.
Future study should consider involving various
fast food restaurants in Malaysia. Secondly, as
suggestedintheliterature, studieson customer
satisfaction should utilize longitudinal study
design as perceptions on customer satisfaction
can be captured across time. Since this study
is conducted cross-sectionally, future study
should consider using longitudinal type of
study. Finally, this study is limited to direct
relationship between independent and
dependent variables. Ideally, moderating and
mediating variables should be included to
further understand the relationships between
variables. Overall, the results indicate that
physical environment, service quality and
food quality have a positive attitude towards
customer satisfaction. Specifically, customer
satisfaction is the most influence by the
physical environment of the restaurant rather
than other factors.

CONCLUSION

As a conclusion, this study would provide
significantlytothefastfoodrestaurantoperator.
The findings revealed that service quality, food
quality, price and physical environment have
positive significant relationship that lead to
customer’s satisfaction on the service provided
by the fast food restaurant. The result indicates
that the most significant factor that effect on
customersatisfactionatthefastfood restaurant
is physical environment. Hence, customers are
satisfied with the physical environment such
as space, design, floor cleanliness, lighting,
smell, noise, and air quality.

Other than that, the restaurant’s
atmosphere also influences  customer
satisfaction, such as music, setting, and
decoration, which create a positive image
of the restaurant in the minds of customers.
The restaurant should maintain their physical
environment, to provide distinctive customer
experience in order to ensure them revisit
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the restaurant frequently. The implications
of these findings suggest that the restaurant
should focus more on its resources and
improving on service quality and food quality
of the products which can lead to increasing
the level of customer satisfaction.

As we know that a customer is an
individual that purchased the goods or service
that provided by a business. Hence, attracting
customers become a primary goal for those
who are doing business because the customer
is the person who creates the demand. It
is necessary to build the customers for the
business to develop a strong brand namein the
market. In order to keep the business sustained
in the long term, the company should ensure
to improve the physical environment to fulfil
customer satisfaction. Besides that, they have
also improved the service quality by providing
the appropriate training to the employees
especially on how tointeract with the customer
in food and beverages industry. To ensure
the successful of the business, the restaurant
operator should take the customer satisfaction
into consideration while maintain their service
quality, food quality and physical environment.
Additionally, customer satisfaction is a key
element to build the brand and image for the
company to success in future.

REFERENCES

Aga, M. & Safakli, O. V. (2007). An empirical
investigation of service quality and customer
satisfaction in professional accounting firms:
Evidence from North Cyprus. Problems and
Perspectives in Management, 5 (3), 84 - 98.

Albarg, A. N. (2013). Applying a SERVQUAL model
to measure the impact of service quality on
customer loyalty among local Saudi banks
in Riyadh. American Journal of Industrial and
Business Management, 700 - 707.

An, M., &Noh, Y.(2009). Airline customer satisfaction
and loyalty: impact of in-flight service
quality. Service Business, 3 (3), 293 - 307.

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

209

An Empirical Evidence of a Fast Food Restaurant in Malaysia

Anderson, E.W.,, Fornell, C.,, & Lehmann, D. R. (1994).
Customer satisfaction, market share, and
profitability: Findings from Sweden. Journal
of Marketing, 58 (3), 53 — 66.

Azim, A, Shah, N., Mehmood, Z, Mehmood, S.,
& Bagram, M. (2014). Factors effecting
the customers selection of restaurants
in  Pakistan. International Review of
Management and Business Research, 3 (2),
1005 - 1006.

Bitner, M. J., & Hubbert, A. R. (1994). Encounter
satisfaction versus overall satisfaction versus
quality. Service quality: New directions in
theory and practice, 72 - 94

Bolton, L.E.,Warlop, L., & Alba, J. A.(2003). Consumer
perceptions of price (un)fairness. Journal of
Consumer Research, 29 (March), 474 - 491.

Briesch, R. A., Krishnamurthi, L., Mazumdar, T, &
Raj, S. P. (1997). A comparative analysis of
reference price models. Journal of Consumer
Research, 24 (2), 202 - 214.

Campbell, M. C. (1999). Perceptions of price
unfairness: Antecedents and consequences.
Journal of Marketing Research, 36 (2), 187 -
199.

Canny, I. U. (2014). Measuring the mediating role
of dining experience attributes on customer
satisfaction and its impact on behavioral
intentions of casual dining restaurant in
Jakarta. International Journal of Innovation,
Management and Technology, 17 (21), 22 -
26.

Choi, W. S., Heo, J. S., & Kim, M. J. (2012). Effects
of physical environment on brand loyalty
and moderated effects of brand image.
International ~ Proceedings of Economics
Development and Research, 56 (12), 57 — 61.

Edvardsson, B. (1998). Service Quality Improvement,
8(2), 142 - 149.

Garvin, D. A. (1987). Competing on the eight
dimensions of quality. Harvard Business
Review, 65 (6), 101 — 109.

Gregory, S. R, Smith, K. D., & Lenk, M. M. (1997).
Factors contributing to internal customer
satisfaction and commitment in quick
service restaurants. Journal of Restaurant
and Foodservice Marketing, 2 (4), 21 - 47.

Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The
effects of customer satisfaction, relationship
commitment dimensions, and triggers on
customer retention. Journal of Marketing, 69
(4),210-218.

Han, H., & Ryu, K. (2009). The roles of the physical
environment, price perception, and
customer satisfaction in determining
customer loyalty in the restaurant industry.
J. Hosp. Tour. Res., 33 (4), 487 - 510.



MJBE Special Edition 2019, Issue 2 (December), ISSN 2289-6856 (Print), 2289-8018 (Online)

Hanaysha, J. (2016). Testing the effects of food
quality, price fairness, and physical
environment on customer satisfaction in
fast food restaurant industry. Journal of
Asian Business Strategy, 6 (2), 31 - 40.

Hanaysha, J., & Hilman, H. (2015). Examining the
role of service quality in relationship quality
creation: Empirical insights from Malaysia.
Mediterranean Journal of Social Sciences, 6
(4),458 - 465.

Hanif, M., & Hafeez, S., & Riaz, A. (2010). Factors
affecting customer satisfaction. International
Research Journal of Finance and Economics,
60.

Hapsari, R, Clemes, M., & Dean, D. (2016). The
mediating role of perceived value on the
relationship between service quality and
customer satisfaction: Evidence from
Indonesian Airline passengers. Procedia
Economics and Finance, 388 — 395.

Harr, K. K. L. (2008). Service dimensions of service
quality impacting customer satisfaction of
fine dining restaurants in Singapore.

Harrington, R. J, Ottenbacher, M. C, Staggs, A, &
Powell, F. A. (2011). Generation Y consumers:
Key restaurant attributes affecting positive and
negative experiences. Journal of Hospitality &
Tourism Research, 36 (4), 431 — 449.

Herrmann, A, Xia, L., Monroe, K. B., & Huber, F. (2007).
The influence of price fairness on customer
satisfaction: an empirical test in the context
of automobile purchases. Journal of Product
& Brand Management, 16 (1), 49 - 58.

Hussain, R., & Al Nasser, A., & Hussain, Y. K. (2015).
Service quality and customer satisfaction
of a UAE-based airline: An empirical
investigation. Journal of Air Transport
Management, 42 (C), 167 - 175.

Iglesias, M. P, &Guillen, M. J. Y. (2004). Perceived

quality and price: Their impact on
satisfaction of restaurant customers.
International  Journal of Contemporary

Hospitality Management, 16 (6), 373.

Janita, M. S., & Miranda, F. J. (2013). Exploring service
quality dimensions in B2B e-marketplaces.
Journal of Electronic Commerce Research, 363
- 386.

Keiser, T. C. (1988). Strategies for enhancing services
quality. Journal of Services Marketing, 2 (3), 65
-70.

Khan, N. A. (2011). A study of brands in the food and
beverages industry of Pakistan. International
Journal of Business and Social Science, 2 (13).

Khayyat, N.T., & Heshmati, A. (2012). Determinants
of mobile phone customer satisfaction in
the Kurdistan Region. Journal of Knowledge
Management, Economics and Information
Technology.

210

Kim, W. G,, Lee, Y. K., & Yoo, Y. J. (2006). Predictors
of relationship quality and relationship
outcomes in luxury restaurants. Journal of
Hospitality and Tourism Research, 30 (2), 143
- 169.

Kivela, J., Inbakaran, R., & Reece, J. (1999). Consumer
research in the restaurant environment, Part
1: A conceptual model of dining satisfaction
and return patronage. International Journal
of Contemporary Hospitality Management, 11
(5), 205 - 222.

Kivela, J., Inbakaran, R., & Reece, J. (2000). Consumer
research in the restaurant environment.
Part 3: Analysis, findings and conclusions.
International  Journal of Contemporary
Hospitality Management, 12 (1), 13 - 30.

Kottler, P, & Armstrong, G. (2012). Principles of
marketing (14th ed.). New Jersey: Prentice
Hall.

Lee, S. (2004). College student’s perception and
preference of brand name foodservices in
university dining operations (Unpublished
master’s thesis). Oklahoma State University,
Stillwater.

Li, H., & Suomi, R. (2009). A proposed scale for
measuring e-service quality. International
Journal of U- and E-Service, Science and
Technology, 1 - 10.

Lim, H. (2010). Understanding America customer
perceptions on Japanese food and services
in the US (UNLV Thesis/Dissertations/
Professional papers/capstones).

Liu, Y., & Jang, S. S. (2009). Perceptions of Chinese
restaurants in the US: What affects
customer satisfaction and behavioral
intentions? International  Journal  of
Hospitality Management, 28 (3), 338 - 348.

Mattila, A., & O’'Neill, J. (2003). Relationships
between hotel room pricing, occupancy,
and guest satisfaction: A longitudinal case of
amidscale hotel in the United States. Journal
of Hospitality & Tourism Research, 27 (3), 328
—-341.

Namkung, Y., & Jang, S. (2007). Does food quality
really matter in restaurants? Its impact
on customer satisfaction and behavioral
intentions. Journal of Hospitality & Tourism
Research, 31 (3), 387 — 409.

Namkung, Y., & Jang, S. C.(2008). Are highly satisfied
restaurant customers really different? A
quality perception perspective. International
Journal of  Contemporary  Hospitality
Management, 20 (2), 142 - 155.

Namkung, Y., &Jang, S.C.(2010). Effects of perceived
service fairness on emotions, and behavioral
intentions in restaurants. European Journal
of Marketing, 44 (9/10), 1233 - 1259.



Relationship of Service Quality, Food Quality, Price, Physical Environment and Customer Satisfaction:

Nasir, A.,, Ahmed, M. A., Nazir, |., Zafar, H., & Zahid,
Z. (2014). Impact of different determinants
on customer’s satisfaction level (A case of
fast food restaurant). International Journal
of Business and Management Invention, 3 (9),
32 -40.

Nguyen, N., & Leblanc, G. (2002). Contact personnel,
physical environment and the perceived
corporate image of intangible services by
new clients. International Journal of Service
Industry Management, 13 (3), 242 — 262.

Nyeck, S., Morales, M., Ladhari, R., & Pons, F. (2002).
10 years of service quality measurement:
Review of the use of the SERQUAL
instrument. Cuadernos de Diffusion, 7 (13),
101 -107.

Oliver, R. L, & Swan, J. E. (1989). Consumer
perceptions of interpersonal equity and
satisfaction in transactions: A field survey
approach. Journal of Marketing, 53 (2), 21 -
35.

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

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 (1), 12 — 40.

Peri, C. (2006). The universe of food quality. Food
quality and preference, 17 (1 -2),3 - 8.

Perunjodi, N., & Prabha, R. M. (2010). A proposed
model for measuring service quality in
secondary education. International Journal
of Quality and Service Sciences, 2 (3), 335 -

351.

Qin, H., & Prybutok, V. R. (2009). Service
quality,  customer  satisfaction, and
behavioral  intentions in  fast-food

restaurants. International Journal of Quality
and Service Sciences, 1 (1), 78 - 95.

Raajpoot, N. (2002). TANGSERV: A multiple item
scale for measuring tangible quality in
foodservice industry. Journal of Foodservice
Business Research, 5, 109 - 127.

Ranaweera, C., & Prabhu, J. (2003). On the relative
importance of customer satisfaction and
trust as determinants of customer retention
and positive word of mouth. Journal of
Targeting, Measurement and Analysis for
Marketing, 12 (1), 82 - 98.

Rothenberger, S. (2015). Fairness through
transparency: The influence of price
transparency on consumer perceptions of
price fairness. Working Papers CEB, No. 15.

211

An Empirical Evidence of a Fast Food Restaurant in Malaysia

Ryu, K., & Han, H. (2010). Influence of the quality
of food, service, and physical environment
on customer satisfaction and behavioral
intention in quick-casual restaurants:
Moderating role of perceived price. Journal
of Hospitality & Tourism Research, 34 (3), 310
-320.

Sabir, R. I, Ghafoor, O., Hafeez, I, Akhtar, N, &
Rehman, A. U. (2014). Factors affecting
customers  satisfaction in  restaurants
industry in Pakistan. International Review of
Management and Business Research, 3 (2),
869 - 876.

Shaharudin, M. R., Mansor, S., & Elias, S. J. (2011).
Food quality attributes among Malaysia’s
fast food customers, 2., 198 — 208.

Skindaras, R. V. V. S. D. (2009). The relationship
between price and loyalty in services
industry. Inzinerine Ekonomika Engineering
Economics Commerce of Engineering
Decisions, 3.

Stallworth Jr, O. E,, & Kleiner, B. H. (1996). Recent
developments in office design. Facilities, 14
(1/2), 34 - 42.

Sulek, J. M., & Hensley, R. L. (2004). The relative
importance of food, atmosphere, and
fairness of wait: The case of a full-service
restaurant. Cornell Hotel and Restaurant
Administration Quarterly, 45, 235 - 248.

Susskind, A. M., & Chan, E. K. (2000). How restaurant
features affect check averages: A study of
the Toronto restaurant market. Cornell Hotel
and Restaurant Administration Quarterly, 41
(6), 56 — 83.

Svensson, G. (2003). A generic conceptual
framework of interactive service quality.
Managing Service Quality, 13 (4), 267 - 275.

Van lwaarden, J.,, van der Wiele, T., Ball, L., & Millen,
R. (2003). Applying SERVQUAL to web sites:
An exploratory study. International Journal
of Quality & Reliability Management, 20 (8),
919 -935.

Varki, S., & Colgate, M. (2001). The role of price
perceptions in an integrated model of
behavioral intentions. Journal of Service
Research, 3 (3), 232 - 240.

Wu, H. J. C, & Liang, A. (2009). Effect of experiential
value on customer satisfaction with service
encounters in luxury-hotel restaurants.
International  Journal ~ of  Hospitality
Management, 28, 586 — 593.

Xia, L., & Monroe, K. B. (2004). Comparative others,
trust and perceived price fairness. In the
Annual Conference of Society of Consumer
Psychology, San Francisco.






