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ABSTACT

DKI Jakarta has the highest concentration in the culinary industry compared with other provinces. 

This study examined the effects of price fairness, food quality, service quality, environmental quality, 

and customer loyalty on street food culinary businesses in Jakarta. In addition, price fairness can 

have a positive impact on food quality, customer loyalty, and service quality. Researchers will 

examine whether gender factors play a role in assessing food quality in fast food products and 

significantly influence customer loyalty. Therefore, gender�s role in moderating food quality 

influences customer loyalty. Novelty: Researchers have linked the role of gender in moderating food 

quality, which influences customer loyalty, which previous researchers have not studied. Research 

method: utilizing Smart PLS 4.0 to analyze data and survey questionnaires using Google Forms with 

a total of 155 respondents. The results show that street vendors must prioritize price fairness, food 

quality, and services to increase consumer loyalty. Moreover, price fairness has a moderating 

influence on both physical environmental quality and reasonable prices.

Keywords: Street Food, Customer Loyalty, Price Fairness, Food Quality, Service Quality, 

Environment

1. Introduction

Competition in the street culinary realm

has increased due to various street culinary 

delights. Customers choose street food based on 

its quality, cleanliness, and price. it is aligned 

view by (Xia et al. (2004a) and Nazari et al. 

(2014) find that the core problem in pricing is 

price fairness. Customers send messages on 

social media, spread information regarding 

unfair prices, and engage in other actions that 

can harm sellers because of their perception of 

unfair pricing. Conversely, good food is 

presented beautifully, freshly, and mouth-

wateringly, and it is fresh, well-presented, 

cooked, and available in various forms (Ha & 

Jang, 2012); (Qin et al., 2010a). Customer 

pleasure and profit are closely related to meal 

quality and services. In contrast, better meal 

quality increases customer satisfaction and 

loyalty ( Kotler & Armstrong, 2017; Qazzafi, 

2020). Loyal customers are willing to return to 

eat and tell their colleagues and family about 

restaurants through social media and other 

means. (Hidayat et al., 2019).

The lower-middle class prefers street 

food as a gastronomic alternative, where they 

may satisfy their hunger and receive suitable 

services in a relaxed atmosphere filled with 

laughter. In addition, cuisine flavor and service 

quality are essential aspects for customers when 

selecting a culinary place. People may visit 

street food stalls to have fun with close friends, 

co-workers, or family, unwind from their daily 

routines, and create memorable street food 

experiences (Liu& Jang, 2009a). A problem that 

often arises in culinary street food is the need for 

price transparency. They only finished eating 

before knowing how much they had to pay.

2. Literature Review

2.1. Culinary tradition of street meals

According to studies conducted by 

Baldwin, (2017), consumers frequently view 

street food as inexpensive and practical serve the 

food. According to Streetfood.org (2014), in 

developing countries, some types of street food 

account for 40% of daily food consumption. 

Indonesian street food is a fusion of local 

Indonesian, Chinese, and European influences. 

The culinary tradition of street meals is cheaper, 

and their taste is rather strong and spicy. Each 

country has its own signature of national and 

regional iconic dishes for local foods sold on the 

street (Björk & Kauppinen-Räisänen, 2016). In 

Indonesia, such as Rendang, Soto Betawi, Ayam 
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Geprek, Sate Padang, Nasi Uduk khas Betawi, 

and many others are iconic local dishes. There 

are two alternative ways of looking at street 

food: first, it is only eaten by people 

experiencing poverty because it is inexpensive; 

second, it is the current way of life that 

distinguishes between time spent working, 

caring for others, and having fun (Calloni, 

2013). Another benefit of culinary practices is 

that local food at tourist destinations satisfies 

hunger and deepens one's connection to the 

destination's culture and heritage, making the 

experience unforgettable (Björk & Kauppinen-

Räisänen, 2016; Tsai, 2016). Traditional 

nourishment is essential in determining tourist 

offers and attracting the attention of destination 

management organizations to diversify and 

improve attractions (Akdag et al., 2018a), which 

is in line with the findings of Mak et al. (2012). 

According to the literature on cuisine and 

tourism, travelers are interested in several meals 

and drinks, including traditional culinary foods, 

during festival events.  Currently, international 

tourism offers a wide variety of delicacies for 

tourists, particularly young people. Fast food 

and traditional street food are also affected by 

globalization (Sgroi et al., 2022; Nigar & 

Nazimul Haque, 2017)

The FAO has been identifying the 

primary characteristics of street food in Asia 

since 1980, The Regional Workshop,3-7 

November 1986 in Yogyakarta, Indonesia. 

Street food is defined as follows.

�Foods and drinks that are ready to eat 

and are served in public settings are 

referred to as street food.  Although they 

are less expensive and a tasty substitute 

for home-cooked meals, they vary in 

variety, environmental practices, and 

ownership.� (Winarno FG (ed.) (1980)�.

2.2. Customer Loyalty

Maintaining good food quality, creating a 

pleasant environment, and offering reasonable 

prices relative to food ordered or served is 

crucial for customer loyalty. These three 

elements significantly influence customer 

behavior. Customers are unlikely to return to this 

location if these factors are lacking. Some 

customers may share their negative experiences 

with others. Loyal customers are particularly 

valuable because they regularly employ word-

of-mouth marketing to promote products or 

services to family, friends, or other prospective 

clients (Shoemaker & Lewis1999). According to 

Ma et al. (2014), the primary factors influencing 

consumer satisfaction are service, food quality, 

price fairness, and environment. Restaurants and 

street food establishments can win consumers� 

hearts by offering high-quality products and 

services. The three main reasons are as follows: 

First, devoted customers are less price sensitive. 

Second, they return because of their quality, 

price, and atmosphere. Third, Loyal consumers 

are likely to recommend new customers 

(Frederick et al.1990). The above statement 

indicates a 5% growth in customer loyalty, 

which leads to a profit boost of 25% to 85%. 

(Bowen & Chen, 2001). Thus, customer loyalty 

is essential to a business's sustainable success 

(Wall & Berry, 2007).

2.3. Perceived Service Quality

Parasuraman initially introduced the idea 

of quality service, which was later simplified 

into the widely recognized SERVQUAL model, 

comprising five scopes: tangibility, empathy, 

reliability, responsiveness, and assurance 

(Zygiaris et al., 2022). Previously, the quality of 

a service was determined by its characteristics. 

Customers� perceptions of a company's quality 

are closely linked to its service quality. If the 

perceived service meets expectations, it may be 

received favorably and satisfy the customer. 

Therefore, the consistency of service providers 

in fulfilling customer expectations is crucial in 

determining service quality (Lu et al., 2015). 

High levels of customer satisfaction primarily 

depend on a company's ability to provide 

excellent services and cultivate positive client 

connections. Quality of service and client 

satisfaction are essential factors contributing to 

a company's overall success (Edward & 

Sahadev, 2011; Chang et al., 2017; Edward & 

Sahadev, 2011). A successful culinary business 

relies heavily on the quality of service in street 

food cuisine. This view was similar to that of 

Carranza et al. (2018), who reportedClick or tap 

here to enter text. that the quality of fast-food 

services positively affects consumer pleasure. It 

has been stated that fast-food service quality 

influences client satisfaction favorably. A 

business's success or failure is determined by 

how well it performs compared with its 

competitors (Berry et al., 1988; Robinson, 1999; 

Liu & Jang, 2009b).

2.4. Price Fairness

Street food prices are often an exciting 

topic for street food connoisseurs. Sometimes, 
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one of the culinary owners arbitrarily gives the 

same price as food in a restaurant with the same 

menu, causing consumers to object and quickly 

share it on social media or replace it with candy. 

After the outbreak, the local government 

mandated that all culinary businesses provide 

reasonable prices. The issue of price fairness is 

a newsworthy concern about hidden costs and 

the non-transparency of prices; when buyers 

think a price is unfair, they may leave the 

exchange, spread negative word-of-mouth, or 

take other actions that harm the vendor 

(Campbell 1999; Xia et al. 2004b; Nazari et al., 

2014). The perception arises that they feel that 

they are mistreated regarding reasonable prices. 

Fairness was formerly defined as the judgment 

of outcomes and processes for achieving a 

rational, suitable, or fair outcome (Bolton et al., 

2003). Baumol et al. (1983) argue that the 

fairness criterion can be operationalized and 

applied to specific problems for unclear 

answers. Trust is the most difficult aspect in 

building customer intimacy. Thus, if customers 

perceive that the price of food offered is 

reasonable and acceptable, they will make it 

viral via social media. Trust is an important 

factor that influences perceptions of price 

reasonableness (Xia et al. 2004b). This view is 

in line with Zhong and Moon�s (2020)   finding 

that a restaurant's success relies on delivering 

delightful, affordable food that balances taste 

and price, attracts customers, and fosters 

customer satisfaction. It is relevant opinioned by 

(Grewal et al. (2004) and Xia et al. (2004b), that 

consumers' pleasure with a transaction depends 

on their perceptions of the transaction's price 

fairness, and they will repeat their purchase 

intent based on these evaluations. The 

perception of price fairness strengthens the 

consumer-vendor connection (Hortamani et al., 

2013). 

2.5. Food Quality

Food quality is the largest contributor to 

customer loyalty. The power of delicious food 

quality attracts customers to return, creating an 

unforgettable experience. This aligns with 

Savelli et al. (2019), who believe that meal 

quality is essential in defining customer 

purchasing behavior is widely held. According 

to Grunert (2007) and Jennifer et al. (2003), 

consumers� perceptions of food quality have 

shifted with a growing belief that convenient 

foods must be healthy, fresh, and safe. However, 

fresh, well-cooked, and attractively presented 

food is highly valued by customers (Ha and 

Jang, 2012); (Qin et al., 2010a). In contrast, 

better food quality increases customer 

satisfaction and loyalty (Qazzafi, 2020). 

Customers are willing to return to eat and 

provide recommendations to their colleagues 

and families through social media and other 

activities (Hidayat et al., 2019). This shift is 

evaluated from a medical and nutritional 

perspective rather than a marketing 

perspective(Deshpande et al., 2009). Another 

perspective is that it represents the current 

lifestyle, where time is divided between 

working, caring for others, and fulfilling social 

obligations (Calloni 2013). One of the 

advantages of visiting street food destinations is 

the opportunity to try a variety of local dishes 

that can satisfy hunger, strengthen cultural 

connections, and create memorable experiences 

(Björk and Kauppinen-Räisänen, 2016; (Tsai, 

2016). The traditional gastronomy of a place 

makes it an attractive tourist destination (Akdag 

et al. 2018b; Mak, Lumbers, Eves, et al., 2012). 

Literature on tourism cuisine shows that tourists 

are interested in various foods and drinks as 

culinary tourism destinations at traditional 

culinary festivals. Street cuisine provides a 

diverse range of options for tourists, especially 

for young people. Additionally, internationally 

recognized traditional street food is now 

impacted by globalization (Sgroi et al., 2022;  

Nigar & Nazimul Haque, 2017)

2.6. Physical Environmental Quality

The physical environment of a culinary 

business can positively impact customer 

retention and determine the sustainability of the 

business in the long term. In line with Azim et 

al. (2014), interior design, decorations, and 

accessories are used comprehensively to 

improve the physical environment in the 

culinary business, primarily to attract customers. 

This, in turn, leads to increased customer 

satisfaction and loyalty, which are essential for 

the success of a culinary business (Chow et al., 

2007; Namkung & Jang, 2008; Ryu et al., 2008). 

Environmental quality, including cleanliness, 

comfortable lighting, and temperature, both 

inside and outside the restaurant, such as 

cleanliness and the layout of eating utensils on 

tables that will create a clean and neat 

impression (Carranza et al., 2018b; Rafdinal & 

Suhartanto, 2020). Additionally, a location's 

attractiveness and ambiance significantly impact 

customer entry and emotions (Jalilvand et al., 

2017). According to other studies, environment 
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has a substantial impact on customer pleasure 

(Sunaryo et al. 2019; Rajput and Gahfoor 2020).

2.7. Gender Differences

Mattila (2000), Ryu & Han (2010a), and 

Kwun (2011) found that gender did not 

significantly influence customers' evaluations of 

service encounters in hotel and restaurant 

environments. However, Female travelers have 

higher standards and perceptions of hospitality, 

and satisfied female customers are more likely 

to visit the restaurant again if they feel satisfied 

with their experiences. However, if they feel that 

they are not liked because of their taste, they will 

not revisit the same place (Ryu & Han, 2010b).

Price determines whether customers are 

loyal or visit a culinary place only once. 

Customers value the benefits of getting a good 

or service at a fair price. This is in line with the 

view of Kotler (Gary Armstrong, 2017; 

Rothenberger, 2015; Campbell, 1999b; Zhong & 

Moon, 2020b; Al-Msallam, 2015) that price 

compensates for the benefits of a product or 

service, influences customer satisfaction and 

altering the perception of a business. If prices are 

too high or too low, it can hurt our business. 

People will discuss this negatively on social 

media and other platforms, and customers will 

go elsewhere. Although food quality and service 

are excellent, street food prices are relatively 

expensive. The price resembles that of a 

restaurant. This creates a negative image. As 

they aim to try the food and achieve excellent 

quality (Zhong & Moon, 2020b). Conversely, 

services are essential for outperforming 

competitors (Siregar et al.2023). In addition, 

consumer loyalty refers to the continuous and 

repeated purchases made by customers who 

have a favorable brand opinion and continue to 

buy it (Putro et al., 2014). 

This is consistent with prior research 

indicating that meal quality influences customer 

satisfaction with fast food (Namkung & Jang, 

2007; Ryu & Han, 2010; Mathe-Soulek et al., 

2015; Namin, 2017), as well as service quality, 

environment, atmosphere, the timing of 

providing services to consumers, and location 

also influences customer satisfaction (Zeithaml 

& Berry, 1988; Qin et al., 2010b;  Mohammad 

Haghighi, 2012; W.K. Liu et al., 20Ryu & Han, 

2010aet al., 2017; Ryu & Han, 2010a; Sunaryo 

et al., 2019), physical arrangement and location 

will have an impact on customer loyalty. Gender 

roles are very determined, especially for women, 

regarding the taste of food, aesthetics of the 

arrangement in table manners, and price offered. 

This is in line with Ryu and Han�s (2010) 

opinion that female customers are more likely to 

return to a restaurant than male customers, 

indicating that a diner's gender might influence 

their eating experience. Similarly, Rocha et al. 

(2005) found that compared to male consumers, 

female consumers are more perceptive about 

physical attributes and product quality.

3. Research Methodology Questionnaire

Each section of the survey explored a

different market factor: Price Fairness (PF), food 

quality (FQ), service quality (SQ), 

environmental quality (EQ), and customer 

loyalty (CL). The Likert scale ranged from 1 

(strongly disagree) to 5 (strongly agree). Kasiri 

et al., (2017) used the Likert scale to measure 

service quality and customer loyalty, and 

Hanaysha, (2016) used it to quantity food 

quality, price fairness, and the quality of the 

environment. These five criteria were measured 

using 28 items. Most of the items were from 

other studies or made by the researchers 

themselves.

4. Results and Discussion

4.1. Data Collection

The data were gathered from renowned

street food establishments popular among

younger generations in Jakarta, which were

randomly collected. Based on data collected

from food street customers in Jakarta, it reviews

the demographic profile of the respondents,

comprising 47.74% men and 52.26% women. In

terms of age, 43.87% were aged 31�45 years.

Most respondents (64.52%) chose traditional

foods. Most respondents (42.58%) have salaries

above IDR 7,500,000 per month. The majority

of respondents (50.97%) visited at a frequency

of 1-2 times a month. The dominant time of visit

was at dinner (46.45%).

4.2. Model of Measurement

This study used the PLS-SEM approach 

for analysis, which is divided into two phases: 

internal and external model analyses (Hair et al., 

2014; Sarstedt et al., 2021). The validity and 

reliability of the measurement indicators were 

evaluated by using an outer model. The linkages 

between the model's variables and the structural 

model were confirmed by the inner model. To 

analyze the indicators employed in valid and 

reliable assessments, three criteria must be met: 

convergent validity, construct reliability, 
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average variance extracted (AVE), and 

discriminant validity. Convergence validity was 

determined from the outer loading of each 

indicator on the latent variable. According to 

Chin et al. (2020), an indicator has good 

reliability when its outer loading exceeds 0.6.

Construct reliability was indicated by 

each latent variable's Cronbach's alpha value. A 

latent variable was deemed dependable if 

Cronbach's alpha was greater than 0.7. The 

Average Variance Extracted (AVE) was then 

used to assess whether the criteria for 

discriminant validity were satisfied. Reliability 

must be declared with a minimum of 0.50 or 

higher (Sarstedt et al., 2021). When the HTMT 

was 0.90, a latent variable passed the test. The 

outcomes of measuring convergent validity, 

construct reliability, composite reliability, and 

AVE are presented in Figure 1.

Figure 1. Structural Models

Table 1. Measurement Model Test Result

Based on Table 1., one indicator does not 

meet the measurement model test criteria, 

namely FQ1; therefore, this indicator is deleted 

with an outer loading of 0.535 < 0.60. It can be 

seen that each indicator has met the criteria for 

each measurement mode of convergent validity, 

construct reliability, composite reliability, and 

AVE.

Table 2. Discriminant Validity - HTMT

As shown in Table 2., all the HTMT 

values were <0.9. Therefore, it can be stated that 

all constructs are valid in terms of discriminant 

validity.

4.3. Structural Model

The structural model was evaluated after 

analyzing valid and reliable indicators. The 

structural model was evaluated in two stages: 

hypothesis testing between variables and the f-

square value. The t-statistic or p-value was used 

for hypothesis testing. The test result p-value is 

less than 0.05, or the computed t-statistic is more 

significant than 1.96 (t table). The test variables 

showed a noteworthy degree of influence in this 

instance. The criteria for an f square value of 

0.02 as small, 0.15 as medium, and 0.35 as 

significant indicates that the f square value is a 

direct variable influencing the structural level. 

Values below 0.02 can be disregarded or 

considered insignificant (Sarstedt et al., 2021).

Table 3. Path Coefficient Analysis

Based on the table above, it is determined that:

H1 is accepted: The study found that 

reasonable prices significantly impact the 

quality of fast-food dishes, with a path 

coefficient of 0.503 and a p-value of 0.000 0.05. 

Every adjustment to price equity enhances food 

quality. On the other hand, price fairness had a 

moderate impact on improving food quality at 

the structural level (f-square = 0.339).

H2 is accepted, the study found that price 

reasonable significantly influences customers' 
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loyalty to fast-food items, with a p-value of 

0.000 < 0.05 and a path coefficient of 0.359. 

Every time price fairness is adjusted, customer 

loyalty will increase. Nonetheless, price 

reasonable had a moderate effect on client 

loyalty (f square = 0.214).

H3 is accepted; the study found that price 

fairness significantly impacts the service quality 

of fast-food items, with a p-value of 0.000 < 0.05 

and a path coefficient of 0.413. The quality of 

services is improved by adjusting each price 

equity. Price fairness moderately enhances 

service quality at the structural level (f square = 

0.339).

H4 is accepted, the study found that price 

fairness significantly impacts the service quality 

of fast-food items, with a p-value of 0.000 < 0.05 

and a path coefficient of 0.413. Every 

improvement in pricing fairness improves the 

quality of the physical environment. Conversely, 

price parity significantly improves the structural 

quality of the physical environment (f square = 

0.672).

H5 is accepted, and the study reveals a 

significant impact of the environment on the 

quality of fast-food dish services, as evidenced 

by a p-value (0.000 < 0.05) and a path 

coefficient (0.511). Environmental quality 

improves in terms of service quality. However, 

price fairness significantly improves service 

quality at the structural level (f-square = 0.520).

H6 is rejected; in particular, the research 

found no significant connection among 

customer loyalty and food quality in fast food, 

with a path coefficient of -0.037 and a p-value 

of 0.521>0.05. (f-squared = 0.003 <0.02).

H7 is accepted, the study indicates a 

significant correlation between customer loyalty 

to fast-food meals and service quality, with a 

path coefficient of 0.433 and a p-value of 0.000 

< 0.05. Every improvement in service quality 

results in increased customer loyalty. However, 

at the structural level, service quality has a 

moderately positive effect on customer loyalty 

(f-square = 0.205). 

H8 is rejected; in other words, the study 

found no significant relationship among the 

quality of the physical environment and 

customer loyalty to fast-food dishes (p = 0.381 

> 0.05). The structural impact of physical

environment quality on customer loyalty is 

frequently negligible (f-square = 0.01 0.02).

H9 is accepted, the study found that 

gender significantly influences food quality and 

consumer loyalty to fast-food items, with a path 

coefficient of 0.208 and a p-value of 0.015. 

Gender inclusion in food quality standards 

increases customer loyalty. The structural level 

of customer loyalty is significantly influenced 

by the moderating effect of food quality (square 

= 0.032 > 0.025) (Kenney, 2018).

4.4. Modeil Fit Evaluation

Therefore, several measures were 

developed to ensure that the proposed model is 

acceptable. Several criteria for testing an 

acceptable model are R-squared and SRMR.

According to (W. Chin et al., 2020), the R 

Square value criteria are 0.67, 0.33, and 0.19 as 

strong, moderate, and weak (W. W. Chin, 1998 

in Ghozali and Latan, 2015). Based on Table 4., 

it can be seen that

1. The R-squared value of Customer

Loyalty is 0.738, with strong criteria.

This value means that 73.8% of the Price

Fairness, Food Quality, Service Quality,

Physical Environmental Quality, and

gender variables simultaneously

influence customer loyalty.

2. The R-squared value of Food Quality was

0.235 with weak criteria. This value

indicates that 23.5% of the Price Fairness

variable simultaneously influences the

Food Quality variable.

3. The R-squared value of Physical

Environmental Quality was 0.402 with

moderate criteria. This value means that

40.2% of the Price Fairness variable

simultaneously influences the Physical

Environmental Quality variable.

4. The R-squared value of Service Quality is

0.700, with strong criteria. This value

indicates that 70.0% of the Price Fairness

and Physical Environmental Quality

variables simultaneously influence the

Service Quality variable.

5. Model Fit

The model's validity was assessed using

the root mean square residual (SRMR) and the 

normed fit index (NFI), with an acceptable fit if 

SRMR is less than 0.08. The SRMR of this 

model was 0.052, indicating an excellent model 

fitness. The NFI number should fall between 0 
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and 1; however, the closer it is to 1, the greater 

the fitness (Fornell & Fred, 1982; Bentler & 

Bonett, 1980). The model fits the data as it has 

an SRMR value of 0.067, which is less than the 

threshold of 0.10.

5. Conclusions and Suggestions

All indicators met the validity and

reliability criteria for the measurement tools 

used. The structural model was calculated, 

providing insights into the expected latent 

variable's impact on other variables and 

assessing model suitability. The R-squared value 

represents the relationship between the 

influence of one latent variable and another. 

Price fairness, food quality, service quality, 

physical environment quality, and gender all 

significantly impact customer loyalty, with price 

fairness having a minor concurrent effect on 

food quality. Price fairness has a moderating 

influence on both physical environmental 

quality and reasonable prices. In addition, 

physical environmental quality has a strong 

concurrent influence on service quality. Price 

fairness and service quality have a moderate 

impact on customer loyalty in terms of their 

direct effects or influences. Customer loyalty is 

unaffected by factors, such as physical 

environmental quality, gender, and food quality. 

In the medium category, there is a direct 

correlation between price fairness and food 

quality. Price fairness significantly impacts 

environmental quality, with the quality of 

surroundings and cost having a small, yet 

significant, direct impact on the quality of 

services. Meanwhile, there is a sizable gender 

effect on the moderating effect of food quality 

on patron loyalty. The ninth hypothesis revealed 

that food quality and physical environment did 

not significantly impact customer loyalty, but 

gender significantly influenced it.

Limitations and Future Research

This study had some limitations. First, 

during the sampling phase, multiple culinary 

tourism destinations in Jakarta and their 

environs were visited. Second, this research only 

focuses on street culinary delights, popular 

among millennials with various traditional 

foods, seafood, Western, and others. 

Consequently, the findings of this study differ 

from those of previous studies. Third, this study 

investigated five satisfaction qualifications: 

price, food, service, physical environmental 

quality, and service. However, other studies may 

have included additional variables. Researchers 

have investigated the moderating and mediating 

roles of gender, price equity, and food quality; 

however, other variables may also play a role. 

Researchers propose that Future research should 

collect larger-scale surveys with more 

participants of diverse ages and backgrounds, as 

well as more culinary tourist sites. Future studies 

could also be undertaken in the fast-food 

industry and at a larger restaurant scale. This 

study examined only five antecedents, but there 

may be more factors that influence customer 

behavior, such as online delivery services. 

Additionally, other mediators can be considered 

in future research by including more variables.

References

Akdag, G., Guler, O., Dalgic, A., Benli, S., & 

Cakici, A. C. (2018a). Do tourists� 

gastronomic experiences differ within the 

same geographical region? A comparative 

study of two Mediterranean destinations: 

Turkey and Spain. British Food Journal, 

120(1), 158�171. 

https://doi.org/10.1108/BFJ-01-2017-

0017

Akdag, G., Guler, O., Dalgic, A., Benli, S., & 

Cakici, A. C. (2018b). Do tourists� 

gastronomic experiences differ within the 

same geographical region? A comparative 

study of two Mediterranean destinations: 

Turkey and Spain. British Food Journal, 

120(1), 158�171. 

https://doi.org/10.1108/BFJ-01-2017-

0017

Alhelalat, J. A., Habiballah, M. A., & Twaissi, 

N. M. (2017). The impact of personal and

functional aspects of restaurant employee

service behaviour on customer

satisfaction. International Journal of

Hospitality Management, 66, 46�53.

https://doi.org/10.1016/j.ijhm.2017.07.00

1

Al-Msallam, S. (2015). Customer Satisfaction 

and Brand Loyalty in the Hotel Industry. 

In International Journal of Management 

Sciences and Business Research (Vol. 4, 

Issue 9). http://www.ijmsbr.com

Azim, A., Ali Shah, N., Ali, M., Mehmood, S., 

& Professor Allama, A. (2014). Factors 

Effecting the Customers Selection of 

Restaurants in Pakistan ZEESHAN 

MEHMOOD MOHAMMAD MAJID 

MEHMOOD BAGRAM. Azim, 1003. 

www.irmbrjournal.com

Baldwin, W. (2017). The transference of Asian 

hospitality through food: Chef׳s 

P-ISSN : 1410-9247 

E-ISSN : 3046-4617 

DOI : 10.37817/jurnalmanajemen.v11i3

92 Jurnal Manajemen Vol. 11 No. 3 Oktober 2024



inspirations taken from Asian cuisines to 

capture the essence of Asian culture and 

hospitality. International Journal of 

Gastronomy and Food Science, 8, 7�13. 

https://doi.org/10.1016/j.ijgfs.2017.01.00

2

Berry, L. L., Parasuraman, A., & Zeithaml, V. 

A. (1988). The Service-Quality Puzzle.

Björk, P., & Kauppinen-Räisänen, H. (2016). 

Local food: a source for destination 

attraction. International Journal of 

Contemporary Hospitality Management, 

28(1), 177�194. 

https://doi.org/10.1108/IJCHM-05-2014-

0214

Bowen, J. T., & Chen, S. L. (2001). The 

relationship between customer loyalty 

and customer satisfaction. International 

Journal of Contemporary Hospitality 

Management, 13(5), 213�217. 

https://doi.org/10.1108/09596110110395

893

Calloni, M. (2013). Street food on the move: A 

socio-philosophical approach. Journal of 

the Science of Food and Agriculture, 

93(14), 3406�3413. 

https://doi.org/10.1002/jsfa.6353

Campbell, M. C. (1999). Perceptions of Price 

Unfairness: Antecedents and 

Consequences. In Source: Journal of 

Marketing Research (Vol. 36, Issue 2). 

http://www.jstor.orgURL:http://www.jsto

r.org/stable/3152092http://www.jstor.org/

stable/3152092?seq=1&cid=pdf-

reference#references_tab_contents

Carranza, R., Díaz, E., & Martín-Consuegra, D. 

(2018a). The influence of quality on 

satisfaction and customer loyalty with an 

importance-performance map analysis: 

Exploring the mediating role of trust. 

Journal of Hospitality and Tourism 

Technology, 9(3), 380�396. 

https://doi.org/10.1108/JHTT-09-2017-

0104

Carranza, R., Díaz, E., & Martín-Consuegra, D. 

(2018b). The influence of quality on 

satisfaction and customer loyalty with an 

importance-performance map analysis: 

Exploring the mediating role of trust. 

Journal of Hospitality and Tourism 

Technology, 9(3), 380�396. 

https://doi.org/10.1108/JHTT-09-2017-

0104

Chang, M., Jang, H. B., Li, Y. M., & Kim, D. 

(2017). The relationship between the 

efficiency, service quality and customer 

satisfaction for state-owned commercial 

Banks in China. Sustainability 

(Switzerland), 9(12). 

https://doi.org/10.3390/su9122163

Chin, W., Cheah, J. H., Liu, Y., Ting, H., Lim, 

X. J., & Cham, T. H. (2020).

Demystifying the role of causal-

predictive modeling using partial least

squares structural equation modeling in

information systems research. Industrial

Management and Data Systems, 120(12),

2161�2209.

https://doi.org/10.1108/IMDS-10-2019-

0529

Chin, W. W. (1998). The Partial Least Squares 

Approach to Structural Equation 

Modeling. 

https://www.researchgate.net/publication/

311766005

Deshpande, S., Basil, M. D., & Basil, D. Z. 

(2009). Factors influencing healthy 

eating habits among college students: An 

application of the health belief model. 

Health Marketing Quarterly, 26(2), 145�

164. 

https://doi.org/10.1080/07359680802619

834

Edward, M., & Sahadev, S. (2011). Role of 

switching costs in the service quality, 

perceived value, customer satisfaction 

and customer retention linkage. Asia 

Pacific Journal of Marketing and 

Logistics, 23(3), 327�345. 

https://doi.org/10.1108/135558511111432

40

Fournier, S. (1998). Consumers and their 

brands: Developing relationship theory in 

consumer research. Journal of Consumer 

Research, 24(4), 343�373. 

https://doi.org/10.1086/209515

Frederick F. Reichheld and W.E Sasser. (1990). 

Zero_Defections_-

Quality_Comes_to_Services.

Grewal, D., Hardesty, D. M., & Iyer, G. R. 

(2004). The effects of buyer 

identification and purchase timing on 

consumers� perceptions of trust, price 

fairness, and repurchase intentions. 

Journal of Interactive Marketing, 18(4), 

87�100. https://doi.org/10.1002/dir.20024

Grunert, K. G. (2007). How consumers 

perceive food quality. In Understanding 

Consumers of Food Products (pp. 181�

199). Elsevier Ltd. 

DOI : 10.37817/jurnalmanajemen.v11i3 

 

P-ISSN : 1410-9247 

E-ISSN : 3046-4617 

Jurnal Manajemen Vol. 11 No. 3 Oktober 2024 93



https://doi.org/10.1533/9781845692506.2

.181

Ha, J., & Jang, S. C. (2012). The effects of 

dining atmospherics on behavioral 

intentions through quality perception. 

Journal of Services Marketing, 26(3), 

204�215. 

https://doi.org/10.1108/08876041211224

004

Hair, J. F., Sarstedt, M., Hopkins, L., & 

Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling 

(PLS-SEM): An emerging tool in 

business research. In European Business 

Review (Vol. 26, Issue 2, pp. 106�121). 

Emerald Group Publishing Ltd. 

https://doi.org/10.1108/EBR-10-2013-

0128

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. 

https://doi.org/10.18488/journal.1006/201

6.6.2/1006.2.31.40

Hau-siu Chow, I., Lau, V. P., Wing-chun Lo, T., 

Sha, Z., & Yun, H. (2007). Service 

quality in restaurant operations in China: 

Decision- and experiential-oriented 

perspectives. International Journal of 

Hospitality Management, 26(3), 698�

710. 

https://doi.org/10.1016/j.ijhm.2006.07.00

1

Hidayat, A., Adanti, A. P., Darmawan, A., & 

Setyaning, A. N. A. (2019). Factors 

Influencing Indonesian Customer 

Satisfaction and Customer Loyalty in 

Local Fast-Food Restaurant. 

International Journal of Marketing 

Studies, 11(3), 131. 

https://doi.org/10.5539/ijms.v11n3p131

Hortamani, A., Ansari, A., & Akbari, M. 

(2013). Studying Impact of Price 

Satisfaction on Loyalty: A Case Study in 

Electric Generating Plant Snowa. 

International Journal of Academic 

Research in Accounting Finance and 

Management Sciences, 3(4), 60�66. 

https://doi.org/10.6007/IJARAFMS/v3-

i4/306

Jalilvand, M. R., Salimipour, S., Elyasi, M., & 

Mohammadi, M. (2017). Factors 

influencing word of mouth behaviour in 

the restaurant industry. Marketing 

Intelligence and Planning, 35(1), 81�110. 

https://doi.org/10.1108/MIP-02-2016-

0024

Jennifer, G., Gillian, A., & Heather, F. (2003). 

Opportunities and constraints in the 

functional food market. Nutrition & Food 

Science, 33(5), 213�218. 

https://doi.org/10.1108/00346650310499

730

Kasiri, L. A., Guan Cheng, K. T., Sambasivan, 

M., & Sidin, S. M. (2017). Integration of 

standardization and customization: 

Impact on service quality, customer 

satisfaction, and loyalty. Journal of 

Retailing and Consumer Services, 35, 

91�97. 

https://doi.org/10.1016/j.jretconser.2016.

11.007

Kwun, D. J. W. (2011). Effects of campus 

foodservice attributes on perceived value, 

satisfaction, and consumer attitude: A 

gender-difference approach. International 

Journal of Hospitality Management, 

30(2), 252�261. 

https://doi.org/10.1016/j.ijhm.2010.09.00

1

Liu, W. K., Lee, Y. S., & Hung, L. M. (2017). 

The interrelationships among service 

quality, customer satisfaction, and 

customer loyalty: Examination of the 

fast-food industry. Journal of 

Foodservice Business Research, 20(2), 

146�162. 

https://doi.org/10.1080/15378020.2016.1

201644

Liu, Y., & Jang, S. C. (Shawn). (2009a). The 

effects of dining atmospherics: An 

extended Mehrabian-Russell model. 

International Journal of Hospitality 

Management, 28(4), 494�503. 

https://doi.org/10.1016/j.ijhm.2009.01.00

2

Liu, Y., & Jang, S. C. (Shawn). (2009b). The 

effects of dining atmospherics: An 

extended Mehrabian-Russell model. 

International Journal of Hospitality 

Management, 28(4), 494�503. 

https://doi.org/10.1016/j.ijhm.2009.01.00

2

Lu, C., Berchoux, C., Marek, M. W., & Chen, 

B. (2015). Service quality and customer

satisfaction: Qualitative research

implications for luxury hotels.

International Journal of Culture,

Tourism, and Hospitality Research, 9(2),

P-ISSN : 1410-9247 

E-ISSN : 3046-4617 

DOI : 10.37817/jurnalmanajemen.v11i3

94 Jurnal Manajemen Vol. 11 No. 3 Oktober 2024



168�182. 

https://doi.org/10.1108/IJCTHR-10-2014-

0087

Ma, E., QU, H., & Eliwa, R. A. (2014). 

Customer Loyalty With Fine Dining: The 

Moderating Role of Gender. Journal of 

Hospitality Marketing and Management, 

23(5), 513�535. 

https://doi.org/10.1080/19368623.2013.8

35250

Mak, A. H. N., Lumbers, M., Eves, A., & 

Chang, R. C. Y. (2012). Factors 

influencing tourist food consumption. 

International Journal of Hospitality 

Management, 31(3), 928�936. 

https://doi.org/10.1016/j.ijhm.2011.10.01

2

Mattila, A. S. (2000). The Impact of Culture 

and Gender on Customer Evaluations of 

Service Encounters. Journal of 

Hospitality and Tourism Research, 24(2), 

263�273. 

https://doi.org/10.1177/10963480000240

0209

Mohammad Haghighi. (2012). Evaluation of 

factors affecting customer loyalty in the 

restaurant industry. AFRICAN JOURNAL 

OF BUSINESS MANAGEMENT, 6(14). 

https://doi.org/10.5897/ajbm11.2765

Namkung, Y., & Jang, S. C. (2007). Does Food 

Quality Really Matter in Restaurants? Its 

Impact On Customer Satisfaction and 

Behavioral Intentions. Journal of 

Hospitality and Tourism Research, 31(3), 

387�409. 

https://doi.org/10.1177/10963480072999

24

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. 

https://doi.org/10.1108/09596110810852

131

Nazari, M., Ali, M., Hosseini, S., Vahid, S., & 

Kalejahi C A Associate, T. (2014). Asian 

Research Consortium Impact of Price 

fairness on Price Satisfaction, Customer 

satisfaction and Customer Loyalty in Iran 

Telecommunication Market (Case: MTN 

Irancell Company). Asian Journal of 

Research in of Research in and 

Marketing Asian Journal of Research in 

Marketing, 3(1), 131�144. www.aijsh.org

Nigar, T., & Nazimul Haque, S. (2017). Street 

food eating habits in Bangladesh: A study 

on Dhaka city. 

https://www.researchgate.net/publication/

321534736

Philip Kotler; Gary Armstrong. (2017). 

Priciples of Marketing: Vol. 7th Edition.

Qazzafi, S. (2020). Factor Affecting Consumer 

Buying Behavior: A Conceptual Study. In 

IJSRD-International Journal for 

Scientific Research & Development| (Vol. 

8). www.ijsrd.com

Qin, H., Prybutok, V. R., & Zhao, Q. (2010a). 

Perceived service quality in fast-food 

restaurants: Empirical evidence from 

China. International Journal of Quality 

and Reliability Management, 27(4), 424�

437. 

https://doi.org/10.1108/02656711011035

129

Qin, H., Prybutok, V. R., & Zhao, Q. (2010b). 

Perceived service quality in fast-food 

restaurants: Empirical evidence from 

China. International Journal of Quality 

and Reliability Management, 27(4), 424�

437. 

https://doi.org/10.1108/02656711011035

129

Rafdinal, W., & Suhartanto, D. (2020). Loyalty 

Model for Ethnic Restaurants: The Role 

of quality and Value. INTERNATIONAL 

JOURNAL OF APPLIED BUSINESS 

RESEARCH, 2020(2), 122�137. 

https://doi.org/10.35313/ijabr.v2i02.104

Robinson, S. (1999). Measuring service 

quality: Current thinking and future 

requirements. In Marketing Intelligence 

& Planning (Vol. 17, Issue 1, pp. 21�32). 

https://doi.org/10.1108/02634509910253

777

Rocha, M. A. V., Hammond, L., & Hawkins, D. 

H. (2005). Age, gender and national

factors in fashion consumption. Journal

of Fashion Marketing and Management,

9(4), 380�390.

https://doi.org/10.1108/13612020510620

768

Ryu, K., & Han, H. (2010a). 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 

and Tourism Research, 34(3), 310�329. 

DOI : 10.37817/jurnalmanajemen.v11i3 

 

P-ISSN : 1410-9247 

E-ISSN : 3046-4617 

Jurnal Manajemen Vol. 11 No. 3 Oktober 2024 95



https://doi.org/10.1177/10963480093506

24

Ryu, K., & Han, H. (2010b). Predicting 

tourists� intention to try local cuisine 

using a modified theory of reasoned 

action: The case of new orleans. Journal 

of Travel and Tourism Marketing, 27(5), 

491�506. 

https://doi.org/10.1080/10548408.2010.4

99061

Ryu, K., Han, H., & Kim, T. H. (2008). The 

relationships among overall quick-casual 

restaurant image, perceived value, 

customer satisfaction, and behavioral 

intentions. International Journal of 

Hospitality Management, 27(3), 459�

469. 

https://doi.org/10.1016/j.ijhm.2007.11.00

1

Sarstedt, M., Ringle, C. M., & Hair, J. F. 

(2021). Partial Least Squares Structural 

Equation Modeling. In Handbook of 

Market Research (pp. 1�47). Springer 

International Publishing. 

https://doi.org/10.1007/978-3-319-05542-

8_15-2

Savelli, E., Murmura, F., Liberatore, L., 

Casolani, N., & Bravi, L. (2019). 

Consumer attitude and behaviour towards 

food quality among the young ones: 

empirical evidences from a survey. Total 

Quality Management and Business 

Excellence, 30(1�2), 169�183. 

https://doi.org/10.1080/14783363.2017.1

300055

Sgroi, F., Modica, F., & Fusté-Forné, F. (2022). 

Street food in Palermo: Traditions and 

market perspectives. International 

Journal of Gastronomy and Food 

Science, 27. 

https://doi.org/10.1016/j.ijgfs.2022.10048

2

Shoemaker, S., & Lewis, R. C. (1999). 

Customer loyalty: the future of 

hospitality marketing. In Hospitality 

Management (Vol. 18).

Siregar, E. N., Rini, E. S., & Sembiring, B. K. 

F. (2023). The Effect of Food Quality and

Service Quality on Consumer Loyalty

with Satisfaction as the Intervening

Variable. 810�827.

https://doi.org/10.2991/978-94-6463-234-

7_85

Sunaryo, I., Prasetyo, R., Hardjomidjojo, P., & 

Nurdianchah, L. (2019). EFFECTS OF 

FOOD QUALITY, SERVICE QUALITY, 

PRICE, ENVIRONMENT, AND 

LOCATION TOWARDS CUSTOMER 

LOYALTY OF INDONESIA�S LOCAL 

FAST FOOD INDUSTRY. In Jurnal 

Teknik Industri (Vol. 14, Issue 3).

Tsai, C. T. S. (2016). Memorable Tourist 

Experiences and Place Attachment When 

Consuming Local Food. International 

Journal of Tourism Research, 18(6), 536�

548. https://doi.org/10.1002/jtr.2070

Wall, E. A., & Berry, L. L. (2007). The 

combined effects of the physical 

environment and employee behavior on 

customer perception of restaurant service 

quality. Cornell Hotel and Restaurant 

Administration Quarterly, 48(1), 59�69. 

https://doi.org/10.1177/00108804062972

46

Xia, L., Monroe, K. B., Cox, J. L., Kent, ), 

Monroe, B., & Jones, J. M. (2004a). The 

Price Is Unfair! A Conceptual Framework 

of Price Fairness Perceptions. In Price 

Fairness Perceptions / 1 Journal of 

Marketing (Vol. 68).

Xia, L., Monroe, K. B., Cox, J. L., Kent, ), 

Monroe, B., & Jones, J. M. (2004b). The 

Price Is Unfair! A Conceptual Framework 

of Price Fairness Perceptions. In Price 

Fairness Perceptions / 1 Journal of 

Marketing (Vol. 68).

Zeithaml, V. A., & Berry, L. L. (1988). 

SERVQUAL: A multiple-Item Scale for 

measuring consumer perceptions of 

service quality. 

https://www.researchgate.net/publication/

225083802

Zhong, Y., & Moon, H. C. (2020a). What drives 

customer satisfaction, loyalty, and 

happiness in fast-food restaurants in 

china? Perceived price, service quality, 

food quality, physical environment 

quality, and the moderating role of 

gender. Foods, 9(4). 

https://doi.org/10.3390/foods9040460

Zhong, Y., & Moon, H. C. (2020b). What 

drives customer satisfaction, loyalty, and 

happiness in fast-food restaurants in 

china? Perceived price, service quality, 

food quality, physical environment 

quality, and the moderating role of 

gender. Foods, 9(4). 

https://doi.org/10.3390/foods9040460

Zygiaris, S., Hameed, Z., Ayidh Alsubaie, M., 

& Ur Rehman, S. (2022). Service Quality 

P-ISSN : 1410-9247 

E-ISSN : 3046-4617 

DOI : 10.37817/jurnalmanajemen.v11i3

96 Jurnal Manajemen Vol. 11 No. 3 Oktober 2024



and Customer Satisfaction in the Post 

Pandemic World: A Study of Saudi Auto 

Care Industry. Frontiers in Psychology, 

13. 

https://doi.org/10.3389/fpsyg.2022.84214

1

DOI : 10.37817/jurnalmanajemen.v11i3 

 

P-ISSN : 1410-9247 

E-ISSN : 3046-4617 

Jurnal Manajemen Vol. 11 No. 3 Oktober 2024 97


