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Abstract

We investigated the effect of service quality on customers satisfaction as well as assessed the effects of restaurant
image and customer satisfaction on behevioural intention of restaurant patrons in China. Data for the study was
obtained from 329 sample restaurant patrons in the Jiangsu Province of china using structured questionnaires. The
data for the study was analysed by the help of SPSS and SmartPLS software for the structural equation modeling
analysis. Findings from this study found a direct and positive relationship between service quality and customer
satisfaction, perceived value and restaurant image. Also, service quality had an indirect effect on customer
satisfaction through perceived value and restaurant image. Additionally, the findings of this study revealed that,
service quality, customer satisfaction and brand or restaurant image all have a positive impact on the behavioural
intention of restaurant patrons. The study concludes that patronage or re-patronage intention of restaurant
customers depends largely on the quality of service, customer satisfaction and restaurant image. As such, firms
that need to carve niche for themselves in the hospitality industry must focus on building a strong and positive
brand image that resonates with customers. The study proffered some recommendations for management of
restaurants.
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1. Introduction

A look at the Chinese restaurant sector indicates proliferation of restaurants in cities, towns and regions all across
china. This proliferation might be connected to the overall rise in general economic and social wellbeing of the
people. China has been on the rise economically for over two decades now and the economic outlook of the country
looks phenomenon. This has resulted in the creation of economic freedom and the citizens seem to be living lavish
life styles. There is an upsurge in the patronage of restaurants services for the Chinese as they prefer to eat out
especially the working class. The increase patronage of restaurant services in every developing city of the world
might be influenced by globalization (Tabassum & Rahman, 2012). According to Ahmed, Hossain, Malek, and
Begum (2008), there is an increase in the trend of restaurant patronage in the upper class in society, especially
among teenagers and the youth. Also, Park (2004) explained the reasons for eating out at fast food restaurants
includes satisfying hunger, convenience, pleasure, entertainment, time saving, social interaction and the mood
transformation (Olise, Okoli, & Ekeke, 2015)

Most customers are accustomed to the European or American type of restaurant that provides fast food option
for customers. Notable among these fast food restaurants include the Kentucky Fried Chicken (KFC)c, McDonalds,
Pizza Hut, Subway, Marry Brown, and so on. Coincidentally, a number of these fast food restaurants are also
available in most Chinese cities and towns. However, there are other competing Chinese brands that offer similar
menus to customers across the different customer segments. Majority of these restaurants provide various Chinese
cuisine and targeted at both natives and foreigners alike.

According to the data from the McKinsey Global Institute analysis, by the year 2025, the urban households
of China will make up one of the largest consumer markets in the world, spending about 20 trillion yuan per year
(Farrell, Gersch, & Stephenson, 2006). Economic growth and development in China can be clearly influenced by
the expanding of the middle class and increase in their purchasing power is an attraction to both local and
international companies. This study targets the middle class in china to determine factors that influence their choice
and patronage of restaurants services. The reasons for targeting middle-class consumers include the fact that
middle class spending growth has been primarily driven by consumers in the upper-middle income band, which
have a significant amount of disposable income.

A review of the extant literature shows that reasons customers patronize restaurants include “food quality,
service quality, environment, price, and quick service” (Akbar & Alaudeen, 2012; Tabassum & Rahman, 2012;
Tat, Sook-Min, Ai-Chin, Rasli, & Hamid, 2011), “restaurant image” (Ling, Mun, & Ling, 2011) “and fast food
store image factors, customers' values of eating-out, customers' opinions about the globalization” (Ibrahim &
Vignali, 2005).

The research on the customer loyalty in China has gained much attention in the popular press but there is a
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scarcity in the research literature and its scope is very limited. The research on the pivotal determinants of
consumers’ shopping behavior and choice of products to consume, such as the perceived value, quality and price,
has provide few conclusive findings (Parasuraman, Zeithaml, & Berry, 1988). The effects of quality, value and
customer satisfaction have been examined by (Brady, Cronin, & Brand, 2002). These researchers claim that,
available literature on the above shows conflicting research findings and the importance of these constructs are yet
to be investigated. This gap in the literature has brought about the need for research, regarding the effects of service
quality, value and consumer satisfaction on the purchase intentions of the consumers as well as the customer
loyalty to particular service environment.

Additionally, the service literature has been dominated by the study of service value, service quality and
consumer satisfaction. There is both, operative and conceptual focus on the discussion, with the intention to
identify the relationships between these concepts. Customer satisfaction and service quality have been studied in
great length due to their overlapping effects and interrelationships, and the integration of the factors to reflect the
consumer loyalty under several cultural backgrounds. This study thus, aims at assessing the effect of service quality
on customer satisfaction as well as the effect of customer satisfaction on the patronage behavior of restaurant
customers in China.

Accordingly, the following specific objectives are explored;

e Assess the effect of perceived service quality on customer satisfaction, restaurant image and perceived

value

e Examine the effect of customer satisfaction and restaurant image on behavioural intention of customers.

2. Literature review

2.1 Perceived Service quality and customer satisfaction

Perceived quality can be explained as how customers view the services of a firm relative to other competing service
offerings Perceived quality is, thus the perception held by customers and might not be the reality. Quality is
explained by matching with the consumer’s preferences (Parasuraman, Zeithamal, & Berry, 1998). Perceived
service quality has a critical role in the consumers’ evaluation and decision-making process; thus, the perceived
service quality is a critical concept in business and service marketing (Kim & Han, 2008).

Service quality has been examined severally by a number of researchers, and, Lee, Lee, and Yoo (2000) noted
that service managers should emphasize on the performance perceived by the customers rather than the difference
between perceived performance and prior expectations. Hwang and Ok (2013) examined the interrelationships
between three primary dimensions of service quality i.e. physical environment, interaction and outcome in casual
and full-service restaurants (Clemes, Mohi, Li, & Hu, 2018). Despite the importance of service quality, it is
reported that, there is no conclusive evidence regarding which service quality dimension is important to consumer
loyalty in the restaurant sector. However, in their study, Clemes et al. (2018) found service quality as one of the
determinants of customer satisfaction in a restaurant setting. Also, Carranza, Diaz, and Martin-Consuegra (2018)
report that several studies have found positive relationship between service quality and consumer satisfaction
(Bufquin, DiPietro, & Partlow, 2017; Wu & Mohi, 2015). We propose therefore that:

H1I: Perceived service quality is expected to have a positive effect on Customer satisfaction
H2: Perceived service quality is expected influence positively on Restaurant Image
H3: Perceived service quality is expected to have positive influence Perceived value of restaurant

2.2 Perceived Value

Perceived value as a concept has had an importance in marketing research for a long time (Chang & Wang, 2010).
Identifying customer needs and providing value for the customer has long been seen as a cornerstone of marketing
and competitive strategy (Lindgreen & Wynstra, 2005). Customer perceived value often has little to do with actual
price. Instead, it deals with abstract costs. The perceived value is important because it determines the extent of
willingness shown by the customers to purchase the product or service offered, such that, the greater the perceived
value the greater the intent to purchase the product or service is shown by the customers (Dodds, Monroe, &
Grewal, 1991). Researchers agree that perceived value is a major influence on consumer loyalty (Fornell, Johnson,
Anderson, Cha, & Bryant, 1996; Oh, 2000; Yang & Peterson, 2004).

Perceived value has been explained as “the benefits received relative to costs however, the construct may
have a different meaning among individuals” (Clemes et al., 2018). Also, perceived value “may be a low price for
some consumers, or the quality the consumer receives for the price they pay (Jang & Jooyeon, 2015; Yiiksel &
Yiiksel, 2002) and the construct may positively influence customers’ perceptions of service quality” (Gallarza &
Gil Saura, 2006; Hu, Kandampully, & Juwaheer, 2009). Perceived value has been argued to have positive
relationship with customer satisfaction (Chen, 2008). Therefore, the following hypotheses are proposed:

H4: Perceived value has a positive and direct effect on customer satisfaction
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2.3 Restaurant image

Brand image has been explained as “the sum of beliefs, ideas and impressions that a person or a group has of an
object” which might be “a company, product, brand, place or person” (Clemes et al., 2018). Dobni and Zinkhan
(1990) also defined brand image as “customer’s emotional attitudes regarding a specific brand”.Customers rely
heavily on brand image in making purchasing decisions when they have little brand knowledge (Dodds et al.,
1991). Brand image provides a product identity to customers. The image of a brand might be a determining factor
in customer’s brand evaluation and decision-making process of a choice of a restaurant. It might also serves as a
guide for customers in assessing whether or not a restaurant can fulfil their needs (Eliwa, 2006). Restaurant image
has been argued to positively influence both customer satisfaction (Eliwa, 2006; Ryu, Han, & Kim, 2008) and
behavioural intentions (Nguyen, 2006; Ryu, Han, & Pearlman, 1989). As such, we propose these hypotheses that:
H5. Restaurant image would positively influence consumers satisfaction

H6: Restaurant image is expected to have a positive influence of customer’s behavioural intentions

2.4 Customer Satisfaction and Behavioural intention

Satisfaction has been thought of customer’s evaluation of whether or not a product or service has met their
expectations or not. Customer satisfaction is explained by the percentage of total customers or the total number of
customers who reported that their experience with a firm, its products, or its services exceeds their specified
satisfaction expectations. It is considered that customers judge products on a limited set of norms and attributes.
Customer satisfaction has been defined to mean assessments made by customers with regards to product or service
features that provides a positive result derived from consumption (Ali, 2016; Oliver, 2009). This concept has been
examined in the restaurant sector to assess whether or not its outcome is dependent on service quality (Carranza
etal., 2018)

High-standard customer service can win customers’ hearts and make the product or service recognizable
within a target group. In recent times, due to the proliferation of social media activities, it is important to keep an
eye on a quality of customer service provided to consumers because consumer satisfaction can be an important
marketing tool to companies’ business growth. Hyun (2010) and Abdelhamied (2011) argue that positive
perceptions of service quality has the tendency to elicit positive response from restaurant patrons and might engage
in re-patronage and providing positive word-of-mouth. We therefore propose the hypothesis that:

H7: Customer Satisfaction is expected to have positive and direct influence behavioural intention of customers

The model structure of this paper is shown in Figure 1. The model shows the various relationships among the
study's variables. It shows the direct relationship between the independent variable SQ and dependent variables
Customer satisfaction, Perceived value, Restaurant image and Behavioural intention. There is also a direct
relationship between the second order variables CS, RI and Behavioural intention. It also portrays the indirect
relationships among the constructs.
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Figure l.Concepmglrrﬁodel of the study

3.0 Methodology
The survey method was employed in this study to assess the effect of service quality on customers satisfaction and
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customer behavioural intentions in Chinese restaurants. The choice of the survey technique is based on its ability
to accommodate large samples sizes and also due to its generalizability of results findings. The survey technique
in this study is the self-administered technique which requires the author of the study to directly drop-off the
surveys to the target restaurants.

This study considers the use of the Non-probability and convenience sampling because without a list of
restaurant users it is not possible to identify the population of the study, nor estimate the sample size. To ensure
that sample characteristics represents the population of the targeted restaurants’ customers overall, attention is paid
to the combined age of the people and their sex, the minimum age of attitude research is usually 18.

Adopting a convenience sampling technique, the study sampled 329 restaurant customers in the Jiangsu
province in China. A self-administered, structured questionnaire was developed, pre-tested and finally
administered to the respondents through personal contact by researcher. The researchers used informed consent
form to seek permission from the respondents and assured the respondents of anonymity and confidentiality of
their responses.

A five-point Likert scale was used to measure variables for the research constructs as recommended in
previous works. The Likert scale ranged from strongly disagree (1) to strongly agree (5). The items measuring the
five multi-item constructs had 24 items that were adopted from previous studies and adapted to fit in our current
study.

To analyse our study’s findings, we first performed data cleaning and recording of the data to remove outliers
through the Statistical Package for Social Sciences (SPSS V.22). Next, we performed an exploratory factor analysis
(EFA) to determine number of factors to extract for our study using the direct varimax rotation. This enabled us to
test the proposed relationships among the study variables. Drawing on the view of Pallant (2011), three main steps
were followed in carrying out the EFA: “(1) Assessment of the suitability of the data for factor analysis, (2) Factor
extraction, and (3) Factor rotation and interpretation.”

After EFA, we also performed a confirmatory factor analysis (CFA) and then transferred the data SmartPLS
3 for further analysis. Our proposed model was, therefore, assessed for model fitness using the structural equation
modeling (SEM) via SmartPLS 3.

4.0 Results of the Study
4.1 Confirmatory Factor Analysis (CFA)
Our study performed the Harmann’s Single-Factor test to check the common method variance. This test was
conducted using exploratory factor analysis (EFA) and loading 6 items on one factor. Twenty-six items were
initially entered but 6 of the items were later removed leaving 20 items. The remaining items or components
explained about 95% of the variance in our sample (see table 1).

Table 1. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 952
Bartlett's Test of Sphericity Approx. Chi-Square 9278.068
Df 820
Sig. .000

4.1.2 Reliability and validity of Scales

To check the reliability of our scales, we first tested for convergent and discriminant validity. Bartlett's Test of
Sphericity was adopted for the measurement of construct validity whiles the Kaiser-Meyer-Olkin (KMO) was
employed for the measurement of Sampling Adequacy of individual variables. To perform factor analysis, it is
expected that the KMO overall score should be 0.6 or higher (Ozdamar, 2017). Accordingly, the results of the
Bartlett’s test of Sphericity and KMO revealed that both are significant and suitable for the factor analysis (Table
1).

The result of the cumulative variance shows 95%, which exceeds the minimum acceptance level of 60%
(Ozdamar, 2017), The Bartlett's Test of Sphericity from the table above shows that the correlation between the
variables is 9278.068 which is sufficient, and significant (P> 0.000). Whiles the factor loadings of all the construct
exceeded 0.5 (Hair Jr, Sarstedt, Ringle, & Gudergan, 2017; Ringle, Wende, & Becker, 2015). The figures in the
table shows that, there is convergent and discriminant validity (See Table 1).

4.1.3 Measurement model reliability and validity

To assess the internal consistency of our result, we tested the reliability of our constructs. We assessed this through
the item factor loadings which exceeded 0.70 and also through the Cronbach’s alpha which were all higher than
the required level of 0.7 (Hair, Ringle, & Sarstedt, 2011; Ringle et al., 2015).
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Table 2: Item loading and construct reliability

FL CA rho A CR AVE
BIl 0.845 0.910 0.911 0.933 0.735
BI2 0.846
BI3 0.877
Bl4 0.868
BI5 0.850
CSATI 0.869 0.803 0.803 0.871 0.629
CSAT?2 0.904
CSAT3 0.835
CSAT4 0.791
M1 0.761 0.872 0.873 0.913 0.724
M2 0.820
M3 0.795
M4 0.794
Pvl 0.807 0.746 0.761 0.852 0.658
Pv2 0.842
Pv3 0.783
Q1 0.845 0.846 0.853 0.896 0.683
SQ2 0.816
SQ3 0.807
SQ4 0.837

Notes: FL — Item Loadings, BI — Behavioural intentions, CSAT — Customer satisfaction, IM — Image, Pv —
Perceived value, SQ — Service quality, AVE-Average variance extracted, CR- Composite reliability, CA —
Cronbach’s alpha

Again, we also ensured convergent validity using the average variance extracted (Larsen, Attkisson,
Hargreaves, & Nguyen) and composite reliability (Brady et al.). From table 2 the convergent validity was also
achieved since the AVE and CR satisfied the minimum requirement of 0.50 and 0.70 respectively (Fornell &
Larcker, 1981; Ringle et al., 2015)

Table 3. Discriminant Validity

BI Bimage CSAT Pvalue ServQuality
BI 0.857
Bimage 0.431 0.793
CSAT 0.734 0.468 0.851
Pvalue 0.432 0.577 0.571 0.811
ServQuality 0.798 0.423 0.700 0.420 0.826

The table 3 show the discriminant analysis which requires a factor to correlate higher than with any other
construct on its scale (Messick, 1988). All the variables in the Table xxx loaded higher than any other factor on
their scales. Behavioural intention had a value (0.85) which was higher than all the other values on that scale.
Restaurant image had a value of (0.79), CSAT (0.85), Pvalue (0.8), and Service quality (0.8).

4.2 Results of Structural Model

We assessed the structural model using the regression weights, t-values, and p-values for significance of t-statistics
(Chin, 2010; Ringle et al., 2015). The results of structural model for testing the research hypotheses are presented
in Figure 2 and Table 4.
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Figure 2. Structural model showing relationship among the variables

Figure 2 shows the structural model’s assessment regarding the relationship between the variables. The
assessment includes the path coefficients that estimate the relationship between the variables. From Figure 2,
service quality related positively with perceived value and restaurant image (0.420) and (0.423) respectively. Also,
perceived value and restaurant image both related positively with customer satisfaction 0.307 and 0.061
respectively. This means that image as well as perceived value shapes satisfaction of customers. Again, customer
satisfaction and restaurant image both related positively with behavioural intention 0.0682 and 0.111 respectively.
This also means that customer satisfaction and brand image influence behavioural intention of customers positively.
4.2.1 Hypothesis test
We tested the hypotheses using bootstrapping method with 5000 samples to assess the effect of service quality and
customer satisfaction on consumers’ behavioral intention in restaurant setting in China. Six out of the 7 hypotheses
tested showed a positive and significant relationship among the hypothesized relationships (H1, H2, H3, H4, H6
and H7; p < 0.05). Service quality had a positive and significant relationship with CSAT, Pvalue and RI. This led
to the acceptance of H1, H2 and H3 respectively. The first hypothesis shows a positive and significant relationship
between SQ and CSAT (B = 0.545; t= 12.03; p < 0.001) and this led to the acceptance of H1. This means that
would be satisfied with their restaurant service once they perceive quality of service from the service providers.
The Beta score here means that when service quality improved by 1% customer satisfaction increases by about
54%.

The second hypothesis H2 also shows a positive and significant effect of SQ on perceived value ( = 0.420;
t=8.19; p < 0.001) and this led to the acceptance of H2. This finding also means that, once customers perceive
quality of service from the service providers, they place high value on the service provider which might influence
their future intention of vising the same restaurant. Hypothesis 3 also found a positive and significant relationship
between SQ and restaurant image (f = 0.423; t= 7.54; p < 0.001); this led to the acceptance of H3. The Beta score
here means that when service quality improves by 1%, brand image of the restaurant also increases by about 42.3%.
In the second model, two hypotheses were tested H4 and HS5. The fourth hypothesis also shows a positive and
significant relationship between perceived value and customer satisfaction ( = 0.307; t= 6.98; p <0.001); this led
to the acceptance of hypothesis H4. This means that, perceived value of the restaurant would have a positive effect
on the satisfaction customers receive from the service provider. However, the fifth hypothesis showed a positive
but insignificant relationship between Image and Customer satisfaction ( = 0.061; t= 0.99; p > 0.05). Image of
the restaurant although has a positive effect on the satisfaction of customers, the effect is however not significant.
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Table 4. Path Coefficients

Path Beta STDEV t-value p-value
H1 ServQuality -> CSAT 0.545 0.045 12.032 0.000
H2 ServQuality -> Pvalue 0.420 0.051 8.187 0.000
H3 ServQuality -> Bimage 0.423 0.056 7.541 0.000
H4 Pvalue -> CSAT 0.307 0.044 6.987 0.000
HS5 Bimage -> CSAT 0.061 0.061 0.992 0.321
H6 CSAT -> BI 0.682 0.045 15.238 0.000
H7 Bimage -> BI 0.111 0.048 2.303 0.021

The third model also shows a positive and significant relationship between customer satisfaction, restaurant
image and BI (p < 0.05). hypothesis 6 showed a positive and significant relationship between customer satisfaction
and behavioural intention (= 0.682; t= 15.24; p <0.001); this led to the acceptance of hypothesis H6. This finding
means that, customer satisfaction has a strong influence on customer’s intention to re-patronize a particular
restaurant or service provider. The seventh hypothesis also had a positive and significant relationship with BI ((
=0.111; t=2.3; p <0.05) and this led to the acceptance of hypothesis H7. This finding also means that customer’s
perception of brand image of the restaurant would influence their re-patronage behavior of their service provider
(see Table 4). 7

Table 5. Indirect effect

Beta Mean SD  t-value p-value

ServQuality -> Bimage -> BI 0.047 0.049 0.025 1.923 0.055
ServQuality -> Bimage -> CSAT -> BI 0.018 0.018 0.018 0.967 0.333
ServQuality -> Pvalue -> CSAT -> BI 0.088 0.088 0.017 5331 0.000

ServQuality -> CSAT -> BI 0.372 037 0.048 7.787 0.000
ServQuality -> Bimage -> CSAT 0.026 0.027 0.027 0954 0.340
ServQuality -> Pvalue -> CSAT 0.129 0.129 0.024 5461 0.000

Aside the direct relationship with regards to the hypothesized relationships, we also tested the indirect
relationships the endogenous variables had on the exogenous variables. Service quality influenced BI indirectly
through four paths which were all positive. The first path ServQuality -> Bimage -> BI shows a positive and
significant indirect effect between SQ and BI (B = 0.047; t= 1.92; p < 0.05). The second path, ServQuality ->
Bimage -> CSAT -> BI shows a positive but insignificant indirect effect between SQ and BI (f = 0.047; t=1.92;
p <0.05). the third path ServQuality -> Pvalue -> CSAT -> Bl also shows a positive and significant indirect effect
between SQ and BI (B = 0.088; t= 5.33; p < 0.001). The fourth path ServQuality -> CSAT -> BI also shows a
positive and significant indirect effect between SQ and BI (B = 0.372; t=7.788; p < 0.001).

Again, there was an indirect relationship established between SQ and CSAT in two different paths. The first
path, ServQuality -> Bimage -> CSAT shows a positive and significant indirect effect between SQ and CSAT (B
= 0.026; t= 0.95; p <0.5). This finding means that that service quality influences CSAT indirectly through rand
image and also through Perceived value. Thus, this finding further suggests that, brand image mediates the
relationship between service quality and customer satisfaction. The second path, ServQuality -> Pvalue -> CSAT
also shows a positive and significant indirect effect between SQ and CSAT (B = 0.129; t= 5.46; p < 0.001). The
finding here also means that brand image mediates the relationship between service quality and customer
satisfaction. Firms that want to ensure the satisfaction of customers must therefore also pay attention to the value
they offer customers. Restaurant owners and service providers must ensure to provide value for money services
for their customers at all times.

5. Conclusion and Implication

This study sought to assess the effect of service quality on customers satisfaction as well as the effect of customer
satisfaction and restaurant image on the behavioural intention of restaurant patrons in China. The finding from this
study suggest that, service quality greatly influence customer satisfaction directly and indirectly through perceived
value and brand image. To ensure satisfaction of customers, restaurant owners and other service providers must
pay particular attention to their brand image. Also, the patronage or re-patronage intention of restaurant customers
depends largely on the quality of service, customer satisfaction and restaurant image.

Firms that need to carve niche for themselves in the hospitality industry must therefore focus on building a
strong and positive brand image that resonates with customers. This is because, image of the brand sends a strong
message to customers and potential customers about the kind of service they would receive from the service
providers.

Again, care must be taken to provide better services to customers the first time to create first impression about
the level of quality service delivery. When done, this might help the restaurant achieve customer satisfaction and
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build long-term profitable relationship with customers. Management should therefore ensure that they maintain
good hygiene, neat and tidy eating space, well ventilated and environmentally friendly dining area. This would
create a kind of place customers would feel safe and secure to dine at.
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