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1. Introduction  
The concept of service quality is not a new concept to reckon with. Muddie and Cottam (1999) has applied the concept of service 
quality in the banking sector primarily to evaluate the bank’s operational aspect and the overall company’s performance. In view of 
the fact that quality is important in all aspects of operation whether in goods and services, quality has been defined by Parasuraman, 
Zeithaml & Berry (1985) as a standard of something that primarily focused on satisfying the needs and expectations of the customers. 
Baker (2003) accordingly defined it as a concept that quality is defined by customers according to their views and expectations. 
Anchored on the theories earlier introduced by Chase & Bowen (1988), service quality is expressed into three theoretical dimensions 
namely the customer satisfaction theory, customer interaction theory, and attribute theory. Customer satisfaction theory takes into 
major consideration the actual quality of service that the company provides to the customers against the customer’s expectations. 
Customer interaction theory on the other hand focuses on the level of interaction demonstrated between the company and the 
customers as measure of service quality which means that the more interaction signifies higher quality. And, attribute theory as 
distinguished from the other two as service delivery process and its characteristics that emphasized the management’s control over the 
quality of services provided to customers. However, as applied in this study the customer satisfaction service quality is utilized. 
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Abstract: 
This study primarily aimed at investigating the relationship of service quality, customer satisfaction and customer retention 
on selected restaurants in Muscat, Sultanate of Oman. It also showcased the application of the 5-dimensions of service 
quality in relation to customer satisfaction. To achieve the objectives of the study, it utilized the descriptive research design 
that mainly used the survey questionnaire as the main data gathering tool and initially distributed to 130 sample 
respondents. However, only 105 filled questionnaires were retrieved on the basis of convenience sampling. Reliability and 
validity test was conducted to ensure that the research instrument is reflective of the research objectives and research 
questions. In analyzing the data, tables and frequencies were used to analyze the demographic profile of respondents; 
weighted mean and standard deviation were employed to determine the level of agreement of the respondents on service 
quality, customer satisfaction and customer retention. Regression, correlation and t-test were used to analyzed the 
relationship between the 5-dimensions of service quality and customer satisfaction; relationship between service quality, 
customer satisfaction and customer retention; and, determining the significant difference between the demographic profile 
and service quality respectively. Key findings revealed that among other variables only reliability has no significance on 
service quality while there is significant correlation between the three variables: service quality, customer satisfaction and 
customer retention. But there is no significant difference between the demographic profile such as age, gender, nationality, 
source of income and income of the customers and service quality. Based on the outcome of this study, it can be 
recommended that, restaurants should try to improve their current services to achieve better results. The level of agreement 
by the customers about the current services can be elevated that may require excellent performance. Trainings and 
programs relative to enhancing service quality can be a good suggestion and if possible, these restaurants can perform 
benchmarking to assess their present performance with other restaurants who may have excellent services as starting point 
of improvement. Above all, the management should strive to strike a balance between service quality, customer satisfaction 
and customer retention to achieve competitive advantage. 
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Several studies argue that measures of service quality can hardly be attained in restaurant industry considering that, assessing the 
service outcome and service delivery processes are difficult to achieve in one setting (Dulen 1999; Susskind and Chan 2000; Ryu and 
Han 2010). Moreover, authors are in unison that the concept of service quality is multidimensional such that there is no particular 
dimension that will work in one service company to another, hence; varies depending on different types of service and nature of 
businesses. In relation to this, this study was conducted to determine the relationship of service quality as applied to the restaurant 
industry on the level of customer satisfaction and customer retention. Particular consideration is the impact of service quality on 
customer satisfaction and customer retention. 
 
1.1.  Statement of the Problem 
It is observable that there is increasing trend in restaurant industry in the Sultanate of Oman and has become competitive in 
comparison with other industries such as the tourism, construction and oil. Although restaurants are growing in numbers, there still 
remain questions on how effective are the provisions of these companies in terms of service quality. Perhaps studies had already been 
conducted but no specific results were found to establish a concrete evidence regarding the extent of service quality as applied to the 
restaurant industry. This has led to the conduct of this study to categorically examine the level of service quality on the selected 
restaurants as identified by the researchers that will become the starting point for further evaluation as may have been applied to most 
restaurants not only in the greater area of Muscat but nationwide. According to Ryu, et. al. (2008), traditional businesses have 
identified quality of service as major consideration in fostering customer satisfaction being profit and market share booster. It was 
supported by many authors stressing that, provision of quality service and food quality in restaurants enhances customer satisfaction 
and customer retention regardless of whether the restaurant has pleasant dining environment or not (Ha and Jang, 2010; Wall and 
Berry, 2007). So, as incorporated in this study, it tries to investigate the presence of service quality to the restaurants chosen to be 
respondents and its relationship with customer satisfaction and retention. 
 
1.2. Research Objectives 
This study is endeavored to attain the research objectives as described hereunder; 
1.2.1. To identify and understand the concepts of service quality using the 5-dimensions service quality model, customer 

satisfaction and customer retention. 
1.2.2. To determine the relationship between service quality, customer satisfaction and customer retention. 
1.2.3. To determine the relationship between the 5-dimensions of service quality and customer satisfaction. 
1.2.4. To determine the significant difference of customers’ perception on service quality according to respondents’ demographic 

profile such as age, gender, nationality, source of income, and income. 
 

1.3. Research Questions 
1.3.1. What is the profile of the respondents in terms of respondents’ age, gender, nationality, source of income, and income? 
1.3.2. What is the level of agreement on the concepts of service quality, customer satisfaction and customer retention as perceived 

by the customer respondents? 
1.3.3. What is the relationship between service quality, customer satisfaction and customer retention? 
1.3.4. What is the relationship between the 5-dimensions of service quality and customer satisfaction? 
1.3.5. Is there significant difference on the customers’ perception of service quality according to respondents’ demographic profile 

such as age, gender, nationality, source of income, and income? 
 

1.4. Research Hypotheses 
 Ho1. There is no significant relationship between service quality, customer satisfaction and customer retention. 
 Ho2. There is no significant relationship between the 5-dimensions of service quality and customer satisfaction. 
 Ho3. There is no significant difference on the customers’ perception of service quality according to their age.  
 Ho4.There is no significant difference on the customers’ perception of service quality according to their gender.  
 Ho5. There is no significant difference on the customers’ perception of service quality according to their nationality. 
 Ho6. There is no significant difference on the customers’ perception of service quality according to their source of income. 
 Ho7. There is no significant difference on the customers’ perception of service quality according to their income. 

 
2. Literature Review 
 
2.1. Concepts and Definitions of Service Quality 
The most common concept that defined service quality is that of Churchill and Surprenant (1982) and Parasuraman, et. al. (1982) on 
customer satisfaction theory that specifically measures the actual service delivery made by companies’ vis a vis customer expectations 
where quality is perceived as meeting or exceeding the needs and wants of customers and their expectations. This has led to the 
development of the five dimensions of service quality where Parasuraman, et. al. (1988) have identified it to include tangibles, 
reliability, responsiveness, assurance and empathy. Evaluating further the meaning of service quality, there are different dimensions as 
described by many authors which can be considered as unlimited criteria to measuring quality. Lehtinen and Lehtinen (1982) posit that 
service quality can be broken down into three dimensions which include physical quality, corporate quality, and interactive quality. 
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Moreover; Gronroos (1984) as cited in the study of Jalagat (2016) stressed that, service quality is made up of the technical quality of 
outcome, functional quality of the service encounter and corporate image.  
Zeithmal (2000) described service quality as an important consideration in achieving competitive advantage and closely related to 
customer satisfaction. Saghier and Nathan (2013) perceived service quality as a determinant factor in the service industry’s business 
success, customer satisfaction as well as customer retention. The increasing demand for service quality has become more relevant for 
example in financial institutions that try to attain product differentiation (Toelle, 2006). While there is no single definition of service 
quality, various authors have reached into common paradigm that define quality of service as the overall evaluation done by the 
customer service (Eshghi, et. al., 2008; Parasuraman, et. al., 1994). Furthermore, the definition has been restated into a statement that 
says, service quality is the comparative results from the overall evaluation of the company’s performance over the expectations as 
generally perceived by the customers with regards to the company’s specific service (Chidambaram, & Ramachandvan, 2012). 
Specifically, the study has adapted the service quality model (SERVQUAL) introduced by Parasuraman, et. al. (1988) as previously 
defined as a measure of the quality of service provided by the respondent restaurants. 
 
2.2. The Five Dimensions of Service Quality Model 
Primarily based on the model popularized by Parasuraman, et. al. (1988) the dimensions of service quality will be described in details 
as demonstrated in succeeding paragraphs. Tangibles dimension of service quality encompasses the company’s physical facilities, 
materials and equipment which also includes the communication materials as well as the physical environmental conditions 
evidencing the tangibility of the service provision (Fitzsimmons & Fitzsimmons, 2001). Furthermore, Davis et al. (2003) posits the 
physical evidence of the provision of service quality which agrees with Parasuraman’s, et. al. (1985) definition of tangibles as the 
presence of physical facilities, personnel, equipment and written materials. Reliability dimension takes into consideration on how the 
customer service handle problems and issues related to the delivery of service reliably for the first time, timely delivery, and a service 
that is considered error-free. As defined by Parasuraman, et. al. (1988), reliability plays a vital role in traditional business services and 
consider it as major factor where it comprised of the following: accurate quotations and billing, records accuracy, and order 
fulfillment. It also determines the delivery of the promised service. For instance, the concept of reliability has been tested to influence 
the banking services (Yang, et. al., 2004) as it refers to the ability to accurately perform the services as promised and thus, can be 
relied on. Responsiveness is another important dimension on service quality that deals on the company’s willingness to help customers 
and provide prompt service (Parasuraman et al., 1988). Another definition provided by Johnston (1997) specifically relate 
responsiveness into timely delivery of services with speed such that cues and waiting periods can be minimized. This also includes the 
concept on how fast the company and the employees respond to customer service request and also complaints as the case maybe. 
Among others, empathy dimension according to Ananth, et. al. (2011) as patterned after Parasuraman, et. al. (1985) encompasses the 
company’s ability through its employees to foster care to customers and understand their needs, providing individual and personal 
attention as evidenced by the results of their research study of the private sector banks. Similarly, Fitzsimmons and Fitzsimmons 
(2001) also stressed that empathy should consider as important element approachability, sensitivity and the ability to understand the 
specific needs of the customers. Johnston (1997) however, define empathy as the employees’ ability to welcome customers and attend 
to their personal needs. Lastly the assurance dimension focuses on the company’s actions and service ability that reduce the worries of 
the customers about the service (Muddie & Cottam, 1999).Making sure that the customers will receive the desired services without 
thinking of the negative implications and possibilities associated with the service delivery connotes assurance that the company can 
provide to the customers. 
 
2.3. Customer Satisfaction  
According to Zeithami et. al. (1996) customer satisfaction is an important ingredient into meeting successful business in the long run. 
The importance of offering products or services with superior quality will lead to customer satisfaction that will in turn increased both 
the profitability and market share (Tsoukatos & Rand, 2006). As earlier defined, Oliver (1980) emphasized the importance of meeting 
in full extent the customer’s expectations through delivery of products and services. Satisfaction is fully met when the actual company 
performance exceeds the expectations of customers whom according to Munusamy (2006), satisfaction is basically meeting the wants 
and needs of customers. Many researches have established the linkages between customer satisfaction and dissatisfaction as 
determinants of business success and failure in meeting expectations (Chidambaram, & Ramachandran, 2012, Kheng et al., 2010). Lau 
and Cheung (2013) stressed that when customers are satisfied with the services provided by the company, not only their expectations 
are met but they will develop loyalty which in turn improve the company’s retention rate. Oliver (1980) strongly claimed that 
satisfaction is a result of meeting customer expectations and if it is not meet will lead to customer dissatisfaction. As applied to the 
study, customer satisfaction gives due consideration on the delivery of goods and services to customers and the relationship that will 
be developed between the company as providers and the customers as the recipient of services (Muslim & Isa, 2005). 
 
2.4. Customer Retention 
There are many definitions on the term customer retention however; very notable definition was Peelen’s (2005) view stating that, 
customer retention relates to the company’s action to keep the customers and find ways to achieve long-term relationship with them 
thereby allowing for more repeat purchases. Furthermore, customer retention is a system of activities that endeavors to enhance the 
processing of business transactions based on positive positioning of the customer as well as the consequential readiness for successive 
purchasing (Bliemel, 1998). The importance of customer retention is so vital that according to authors, to acquire new customers will 
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cost the company five times than retaining an old customers which also signifies that, five percent increase in retention rate can 
enhance profit by more than 85% (Bliemel, 1998; Baran & Galka 2013). 
 
2.5. Service Quality, Customer Satisfaction and Customer Retention 
In many researches, there is strong linkage between service quality and customer satisfaction. Both the studies of Parasuraman, et. al. 
(1988) and Caruana (2002) affirmed the positive relationship between service quality and customer satisfaction. The same results was 
found in the study of Linier (2013) highlighting the impact of service quality on customer satisfaction. There is also positive effect of 
service quality on customer satisfaction as evidenced in the findings of Nathan and Elsaghier (2012) where they postulated that, the 
higher service quality would mean higher satisfaction level that enable the customers to purchase the product again and again. As 
utilized in this study, the five dimensions of service quality is taken due consideration that consists of the following: tangibles, 
reliability, responsiveness, empathy, and assurance. Specifically, several studies concluded that reliability is considered the most vital 
in defining service quality while empathy is considered the lowest priority although the results may vary in different service types and 
contexts (Zeithaml and Bitner, 2000; Juwaheer and Ross, 2003; Jonsson, Kvist and Klefsjö, 2006). However, Chowdhary and Prakash 
(2007) argued that tangibles are most important especially in the service sector like restaurants while reliability is more preferable on 
the type of service that is intangible in nature. But in service companies where communication to customers on regular basis are 
required, the assurance and empathy dimensions proved to be more appropriate. Moreover, Stevens, et. al. (1995) concluded that in 
restaurant industry, reliability has been considered as the most important service quality dimension and in order of priority followed 
by tangibles, assurance, responsiveness, and empathy. Similar results were presented by Zopiatis and Pribic (2007) that slightly 
change the order into tangibles, responsiveness, tangibles, assurance and empathy. But contrary to these results was the study of Lee 
and Hing (1995) which identify assurance and reliability as the most prevailing dimensions that customers prefer in restaurant 
services while tangibles had been shown to have the least choice. 
When considering the outcome of different studies in different settings, several results can be noted. Studies of Zaim, Bayyurt, and 
Zaim (2010) depict that tangibility, reliability and empathy are significant for customer satisfaction while Mengi (2009) concluded 
that responsiveness and assurance are more significant. Another study conducted in Bangladesh banking industry by Siddiqi (2010) 
found out that service quality correlates positively to customer satisfaction where empathy got the highest correlation and followed by 
responsiveness and assurance. However; another results were generated when the study is conducted in Malaysian banking industry 
by Lo, Osman, Ramayah and Rahim (2010) who have proven that empathy and assurance occupy the highest influence on customer 
satisfaction which is opposite to the findings of Arasli, Smadi and Katircioglu (2005) who attested that reliability had the highest 
relationship with customer satisfaction. 
The study of Ahmad and Buttle (2002) on the other hand, have found the relationship between customer service quality, customer 
satisfaction and customer retention where in their findings they recommended that service companies should improve their service for 
more customer satisfaction leading to customer retention. Barksdale and Johnson (1997) added that, customer retention is associated 
with higher satisfaction that are addressed by having service quality provision by service firms. Barnes and Howlett (1998) strongly 
argued that service quality is positively related to customer retention and customer satisfaction as they applied to the banking industry. 
This had been driven by the company’s careful hiring of employees in the customer service department that will take care of customer 
concerns and queries. Gittell (2002) also emphasized the interconnectedness of having service quality by providers to customers in 
order to achieve higher customer satisfaction and customer retention. Moira’s (1997) study also confirmed the relationship between 
the service provider’s and customers perception on service quality as positively correlated to customer satisfaction and retention rate 
in the banking industry. On the basis of the assumed relationship between these three variables the conceptual framework of this study 
is developed. 
 
2.6. Conceptual Framework of the Study 
Based on the literatures that described the variables of the study, the theoretical framework was developed. The three variables were 
utilized in this study that includes service quality, customer satisfaction, and customer retention. The service quality model was used 
to consider the five dimensions consisting of tangibles, reliability, responsiveness, empathy and assurance. The diagrammatic 
presentation will be presented hereunder. 
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Figure 1: Conceptual Framework 

 
3. Research Methodology 
Primarily, this study utilized the quantitative research design with descriptive survey research questionnaire as its main data gathering 
tools. Malhotra and Das (2005) stressed that descriptive research design is appropriate for estimating the percentage of units of 
specified population and will be the basis for formulating the research hypotheses. Anchored on positivism research philosophy, it 
takes into consideration the deductive approach where, sets of hypotheses will be tested and directs the flow of research from specific 
observation into general reasoning (Cresswell & Plano, 2011; Maxwell & Steele, 2003).  
 
3.1. Sampling Procedure 
The researchers have not categorically identified the customer respondents in this study considering that the respondent companies 
don’t have available data on the total number of customers that are regularly coming to their restaurants. Based on convenience 
sampling, the samples were taken based on the customers present during the time the questionnaires were floated. The researchers 
distributed 130 questionnaires but were able to retrieve 105 fully filled questionnaires after going to the respondent restaurants on 
several occasions that took almost two months of data retrieval. In tabular format the distribution of respondents will be presented in 
Table 1. 
 

Name of Restaurants Respondents 
Al-Fawan 
Automatic 
Foodland 

Green House 
Palayok 
Maeda 
Reem 
Sohar 

Turkish 
Total 

12 
5 
7 
10 
30 
8 
7 
9 
17 
105 

 Table 1: Distribution of Respondents  
 
3.2. Data Collection 
Both the primary and secondary data were used in this study. The primary data consist mainly of the survey questionnaires that were 
distributed to the respondents while the secondary data includes the books and journals and websites that are primarily utilized to 
develop the literature review and the references used. The data gathering procedure started with obtaining letter of consent from the 
respondent companies where the questionnaires shall be distributed and after which collection of the duly filled feedback forms will 
be collated ready for analysis and interpretation.   
 
3.3. Research Instrument 
The survey questionnaire is divided into two parts. The first part contains the demographic profile of customer respondents classified 
according to age, gender, nationality, sources of income, and income. The second part emphasized the questions pertaining to the 5-
dimensions of service quality, customer satisfaction, and customer retention. A total of 33-item questions were developed with 23-
item questions for the 5-dimensions of service quality; 5-item for customer satisfaction; and 5-item for customer retention. Using the 
5-point Likert scale, the responses were distributed as follows: 1=Strongly Disagree (SD); 2=Disagree (D); 3=Neutral (N); 4=Agree 
(A); 5=Strongly Agree (SA). To determine the numerical equivalent of the scale for interpretation purposes the range will be 
distributed in the following order: (1.00-1.49=SD; 1.50-2.49=D; 2.50-3.49=N; 3.50-4.49=A; 4.50-5.00=SA). 

Service Quality 
 (5-Dimensions) 

 Tangibles 
 Reliability 
 Responsiveness 
 Empathy 
 Assurance 

Customer Satisfaction Customer Retention 

Demographic Profile 
 Age 
 Gender 
 Nationality 
 Civil Status 
 Source of Income 
 Income 
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3.4. Research Reliability and Validity 
According to Saunders, Lewis & Thornhill (2007) reliability test is appropriate for research instrument that uses the Likert Scale to 
measure the variables applied for testing. To determine the reliability of the instruments utilized in this study, the Cronbach’s alpha 
was used to ensure the internal consistency and pre-testing was done to the three selected experts who are not considered respondent. 
Content and face validity was also employed to measure what it purports to measure. The Cronbach alpha coefficients ranges from 0 
to 1 of which 0.70 is considered an acceptable reliability (Nunnally, 1978). As applied in this study, the results of reliability tests is 
shown in table 1. 

 
Variable No. of Items Cronbach’s Alpha 

Service Quality 
Customer Satisfaction 
Customer Retention 

23 
5 
5 

0.846 
0.764 
0.812 

 Table 2: Reliability Test Result 
 
It can be inferred from the results that the instrument used is reliable as all of the variables are more than the acceptable level using the 
SPSS version 20.0 with Cronbach alpha coefficient. This means that questionnaire to be used is highly reliable in measuring the 
relationship between the three variables namely the service quality, customer satisfaction and customer retention. 
 
3.5. Data Analysis  
In analyzing the data using the SPSS, frequencies and tables will be used to analyze the demographic profile of respondents such as 
age, gender, nationality, civil status, source of income and income while weighted mean and standard deviation will be utilized to 
analyze the service quality, customer satisfaction and customer retention levels as perceived by the customer respondents. However; in 
analyzing and interpreting the significant relationships and significant differences subject to hypothetical testing, regression analysis, 
correlation and two-tailed T-test will be used. Specifically, regression analysis will be taken to determine the relationship between the 
5-dimensions of service quality and customer satisfaction while Pearson Correlation will be utilized to determine the relationship 
between service quality, customer satisfaction and customer retention. Lastly, the two-tailed T-test shall be applied in determining the 
significant differences between service quality according to age, gender, nationality, source of income and income of the customer 
respondents. 
 
4. Findings and Discussions  
This section presents the findings and discussions of the study based on the data collected. 

 
Customer Profile Frequency               Percentage 

Age 
Under 14 years old 

15-30 years old  
 31-45 years old 
46-60 and over 

Over 60 years old 
Total                                                                                                            

Gender 
Male 

Female 
Total 

Nationality 
Egyptian 
Filipino 
Indian 
Oman 

Pakistani 
Yemeni 

Total 
Source of Income 

Own Business 
Private Employment 

Government Employment 
Others 
Total 

Income  
0-999         

1,000-1,999         
2,000-2,999 
Over 3,000 

Total 

f 
2 

43 
45 
15 
0 

105 
f 

79 
26 

105 
f 
2 

30 
23 
41 
7 
2 

105 
f 
6 

57 
34 
8 

105 
f 

44 
45 
14 
2 

105 

% 
1.9 

41.0 
42.8 
14.3 

0.0 
100.0 

% 
75.2 
24.8 

100.0 
% 

1.9 
28.6 
21.9 
39.0 

6.7 
1.9 

100.0 
% 

5.7 
54.3 
32.4 

7.6 
100.0 

% 
41.9 
42.9 
13.3 

1.9 
100.0 

 Table 3: Distribution of Respondents According to Customer Profile 
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Table 3 shows the distribution of profile of the respondents. It can be gleaned that 45 out of 105 respondents or 42.8% belongs to aged 
31-45 years old and followed by 15-30 years old with 41% while the least of those respondents are in the age bracket of under 14 
years old. This may imply that the vast of customers who are usually eating in the restaurants are those in their middle ages. When 
classified according to gender, it reveals that majority are male with 75.2% of the total respondents while only 24.8% are female. This 
might be because female are not usually exposed in dinning with restaurants that are openly seen by people and instead prefer to cook 
in their homes. Based on observations, there are less families who eat in restaurants that are situated outside malls and hypermarkets. 
Noticeably, most of the customers eating in these restaurants are Omanis, Filipinos, and Indians who shared percentages at 39%, 
28.6%, and 21.9% respectively. However, when based on the source of income, majority of the respondents who eat in the restaurants 
are privately employed with 54.3% of the total respondents and seconded by 32.4% belonging to those that are employed in the 
government sector but very few percentage are those that own their own businesses. In terms of income of the respondents, it is 
observable that the income groups of 1,000-1,999 (42.9%) and 0-999 (41.9%) shared a very close rating which may imply that, based 
on affordability these chosen restaurants offer the food with prices that are within the ability of the customers to pay aside from food 
quality and good service. 
 

Statements 
Weighted 

Mean 
 

Standard                         
Verbal 

Deviation                     
Description 

1. Presence of good physical facilities and equipment like cooking area, cooking 
equipment, and others. 

2. Availability of staffs when needed. 
3. Presence of full culinary clothing required for cooking. 
4. Evidence of available seats and tables for customers. 
5. Availability of parking for customers. 

Grand Mean 

 
3.99 
4.04 
3.85 
3.82 
3.50 
3.84 

 
0.85                        Agree 
0.76                        Agree 
0.83                        Agree 
0.84                        Agree 
1.11                        Agree 

Agree 
 Table 4: Level of Agreement of Respondents on Service Quality: Tangibles 

 
Table 4 depicts the level of agreement of the respondents based on tangibles that the chosen restaurants are offering. Results revealed 
that on the average, the respondents “agree” with the service quality in terms of tangibles with (3.84) rating. Specifically, the highest 
rating of (4.04) with “agree “response on the availability of the staffs when needed. In second place, the respondents also agreed on 
the presence of good facilities with (3.99) rating. The rest of the items were unanimously “agreed” in the areas on the “presence of 
culinary clothing, evidence of available seats and tables, and availability of parking” with ratings of (3.85), (3.82), and (3.50) 
respectively. From the findings it can be interpreted that customer’s preference is more on the availability of the staffs when needed 
over and above other aspects. This can be because many restaurants are understaffed and that it takes time to find them serving many 
customers especially when there are immediate concerns by customers. Also, many customers also observed how the food is prepared 
and even to the extent that they want to see the facilities and the place of the food preparation, the sanity and other aspects. Further, 
customers don’t find difficulty in looking for parking and availability of seats and tables during their dinner with the restaurants. 
 

Statements Weighted Mean 
 

Standard                         Verbal 
Deviation                     Description 

1. Delivery of services were made as promised. 
2. Food prices based on food quality and service. 
3. Accuracy of services even on peak hours. 
4. Staff services meets quality standards. 
5. Reliable staff services. 

Grand Mean        

3.90 
3.84 
3.89 
3.82 
3.91 
3.87 

0.93                              Agree 
0.89                             Agree 
0.84                             Agree 
0.98                             Agree 
0.89                             Agree 

Agree 
 Table 5: Level of Agreement of Respondents on Service Quality: Reliability 

 
When assessed according to service quality in terms of reliability, Table 5 shows the grand mean rating of (3.87) where they “agree” 
generally that the restaurants meet the criteria on reliability that should be addressed in delivering their services. Most considerations 
are on reliability of staff services with (3.91) rating and “delivery of services as promised” with (3.90). Moreover, respondents also 
agree (3.89) that the restaurants are accurate on service delivery even on peak hours. The customers also “agree” (3.82) that the 
restaurants served with food quality and set prices based on the quality of both food and service. The least priority however is on 
meeting of quality standards by staffs in terms of service with only (3.82). These results may entail that, employees in this respective 
restaurants should consider the importance of reliability in serving the customers and should realize that customers can trust them in 
the way they deal with them as well as deliver the needed services as promised. There can be no way to fail the expectations of the 
customers by delivering accurate service and meeting quality standards. 
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Statements Weighted Mean 
 

Standard                         Verbal 
Deviation                     Description 

1. The staffs are willing to respond to customer needs. 
2. Quick response to complaints, if any. 
3. Timely delivery of food and services. 
4. The staffs are able to attain to customers even during peak hours. 

Grand Mean        

4.02 
3.81 
3.92 
3.89 
3.91 

0.92                              Agree 
0.95                              Agree 
0.84                             Agree 
0.81                             Agree 

Agree 
 Table 6: Level of Agreement of Respondents on Service Quality: Responsiveness 

 
Table 6 examines the level of agreement of customers in the aspect of responsiveness. The results revealed that customers in general 
“agree” with the ability of the restaurants to respond to needs of the customers. Specifically, the highest rating of (4.02) reflects the 
staff’s willingness to customer needs and followed by (3.92) that focuses on the “timely delivery of food and services”. The ability of 
the staffs to attain to customer needs during peak hours is evident with (3.89) as well as their quickness to respond to complaints and 
queries (3.81). This outcome implies that the restaurant staffs consider responsiveness as part of service delivery and in attaining 
service quality.  
 

Statements Weighted Mean 
 

Standard                         Verbal 
Deviation                     Description 

1. The staffs know their jobs well. 
2. The staffs deal with their customers politely. 
3. Money spent by customers worth the food quality and service. 
4. The food are healthy and free from diseases. 
5. The way the foods are prepared both clean and safe. 

Grand Mean        

3.94 
3.96 
3.97 
3.92 
3.98 
3.95 

0.91                             Agree 
0.84                             Agree 
0.87                             Agree 
0.87                             Agree 
0.88                             Agree 

Agree 
 Table 7: Level of Agreement of Respondents on Service Quality: Assurance 

 
In the above table, the level of agreement on service quality in terms of assurance were evaluated. The findings depicts that the food 
prepared from these restaurants are both clean and safe as evidenced by the rating (3.98) and customers’ money are worth for the 
quality of food and service offered (3.97). Furthermore, restaurant staffs were evaluated as polite in dealing with customers (3.96) and 
know their jobs well (3.94). Lastly, there is also assurance that the food prepared are both healthy and free from diseases (3.92). To 
summarize, the grand mean indicates the rating of (3.95) that shows they agree with the service quality of these restaurants. 
 

Statements Weighted Mean 
 

Standard                         Verbal 
Deviation                     Description 

1. Convenient operating hours. 
2. Convenient location. 
3. Highly customized service. 
4. Food offering in complete package. 

Grand Mean 

3.50 
3.68 
3.52 
3.56 
3.57 

0.89                              Agree 
0.81                              Agree 
1.07                              Agree 
1.02                              Agree 

Agree 
 Table 8: Level of Agreement of Respondents on Service Quality: Empathy 

 
Table 8 reflects the level of agreement of respondents in the aspect of empathy. It shows that convenient location is more important 
over other factors to consider with (3.68) and offering of food with complete package (3.56) as second priority. Third in rank is the 
offering of customized service (3.52) while last but not the least is the convenience of operating hours (3.50). The level of agreement 
which is “agree” in totality indicates that the services provided by these restaurants caters to the needs of the customers in terms of 
convenience, customization of service and with complete package. 
 

Statements Weighted Mean 
 

Standard                         Verbal 
Deviation                     Description 

1. Less waiting time. 
2. Customer-friendly environment. 
3. Food freshness and delicious. 
4. Promptness of service. 
5. Food quality and service according to 

customer preferences. 
Grand Mean        

3.43 
3.77 
3.70 
3.80 
3.71 
3.68 

1.00                             Neutral 
 

0.91                             Agree 
0.92 

0.92                             Agree 
 

1.00                             Agree 
Agree 

 Table 9: Level of Agreement of Respondents on Customer Satisfaction 
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When assessed in terms of customer satisfaction on the food and services provided by these restaurants, Table 9 depicts that on the 
average, the respondents “agree” with the way they are showing satisfaction of their services. Most noticed is the promptness of 
service by the staffs with (3.80) rating and followed by the customer-friendly environment (3.77). Moreover, customer preferences 
were also observed in the way they served with emphasis on food and service quality (3.71) and at the same time with food freshness 
and delicious taste (3.70). However, the customers’ responses were neutral when asked about the waiting time which imply that, they 
are not convinced that orders are served to them on-time. This can be one of the areas that these restaurants should improve and take 
closer consideration.  

 

Statements Weighted Mean 
 

Standard                         Verbal 
Deviation                     Description 

1. Customer loyalty to the restaurant. 
2. Customer food preferences over other restaurants. 
3. Repeat purchases. 
4. Increased frequency of buying to the restaurant. 
5. Word-of-mouth about the good services provided by the restaurant. 

Grand Mean        

3.39 
3.60 
3.70 
3.81 
3.68 
3.64 

1.09                             Neutral 
1.01                             Agree 
1.08                             Agree 
1.02                             Agree 
1.03                             Agree 

Agree 
 Table 10: Level of Agreement of Respondents on Customer Retention 

 
Table 10 showcases the level of agreement of customers in the aspect of customer retention. The general response is that they “agree” 
on the restaurants’ emphasis on customer retention being part of the operations. Customers’ responses specifically dealt on the 
increased frequency of buying (3.81); repeat purchases (3.70); word of mouth with regards to the pleasant services provided (3.68); 
and evidence of customers’ preference over other restaurants (3.60). But responses were neutral when asked about whether customers 
show loyalty to the restaurant (3.39) which means that customers are satisfied as long as restaurants can cater to their needs and their 
basic considerations rest on any restaurants that can offer quality food and services. 
 

 Service Quality 
 

Customer                         Customer 
Satisfaction                     Retention 

Service Quality 
Pearson 
Correlation 

Sig. (2-tailed) 
N 
 

Customer Satisfaction 
Pearson 
Correlation 

Sig. (2-tailed) 
N 
 

Customer Retention 
Pearson 
Correlation 

Sig. (2-tailed) 
N 

 
 
1 
 

105 
 
 

.696 

.013 
105 

 
 
 

.598 

.010 
105 

 
 

.696                         .598 

.013                         .010 
105                           105 

 
 
 

1                               .674 
.048 

105                            105 
 
 
 

.674                              1 
.048 

105                            105 
 Table 11: Correlation Coefficient between three variables: Service Quality, Customer Satisfaction & Customer Retention 

* Correlation is significant at the 0.05 level of significance 
 

Table 11 reflects the computation of correlation coefficient to determine the relationship between the three variables namely the 
service quality, customer satisfaction and customer retention. The outcome clearly revealed that there is significant relationship 
between the three variables when tested at 0.05 level of significance. This has been confirmed in the study of Ahmad and Buttle 
(2002) who have proven the relationship of service quality, customer satisfaction and customer retention. Specifically, there is 
significant relationship between service quality and customer satisfaction with p-value of 0.013 less than 0.05 level of significance; 
service quality and customer retention with p-value of 0.010 and significant relationship between customer satisfaction and customer 
satisfaction at p-value of 0.048. This means that the null hypotheses of the three variables are rejected. These findings are consistent 
with the customers’ perception on service quality, customer satisfaction and customer retention with their “agree” ratings and 
responses. The relationship between service quality and customer satisfaction is consistent with many studies as applied in different 
settings (Parasuraman, et. al., 1988; Caruana, 2002; Linier, 2013; and, Nathan &Elsaghier, 2012). Moreover, customer satisfaction 
directly links with service quality that will lead to customer retention that further establish the strong connectivity of these three 
variables (Barksdale and Johnson, 1997; Barnes and Howlett, 1998; Moira, 1997; Gittel, 2002). 
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Regression analysis      
Model Summary      
Model  R  R Square  Adjusted R Square   Std. Error of the Estimate  

1  .715a .511 .487  .586 
a. Predictors: (Constant), Tangibles, Reliability, Responsiveness, Assurance, and Empathy 

b. Dependent Variable: Customer Satisfaction 
ANOVAb      

Model Sum of Squares df Mean Square F Sig. 
Regression 

1  Residual 
35.718 
34.105 

5  
99 

7.144 
0.344 

20.73653 
 

.000a 
 

Total 69.823 104    
 

Coefficients a     
Model  Unstandardized Coefficients  T  Sig.  Statistical 

Decisions  B  Std. Error  
1 (Constant)  

Tangibles 
-0.159 
 0.244 

.396 

.109 
-0.401 
 2.222 

.689 

.029 
 

Rejected 
 Reliability 

Responsiveness 
Assurance 

 0.013 
 0.229 
 0.259 

.088 

.094 

.098 

 0.153 
 2.444 
 2.649 

.879 

.016 

.009 

 Supported 
Rejected 
Rejected 

 Empathy  0.263 .077  3.400 .001 Rejected 
a. Predictors: (Constant), Tangibles, Reliability, Responsiveness, Assurance, and Empathy 

b. Dependent Variable: Customer Satisfaction 
Table 12: Result from Regression Analysis between 5-Dimension of Service Quality and Customer Satisfaction 

 
The results in table 12 dictates the extent of relationship between the 5-dimension of service quality and customer satisfaction. The 
results of regression model shows r-square of 51.1% which means that the variation of the dependent variable namely the customer 
satisfaction can be explained by independent variables at this percentage. The ANOVA regression results indicate that the model is 
good test of fit with F=20.736 and significant at 0.000. Moreover; the regression shows that, of the 5-dimensions of service quality, 
only reliability is not significantly correlated to customer satisfaction with p-value of 0.879 more than 0.05 level of significance. In 
order of priority, empathy is the most significant with p-value equals 0.001 followed by assurance, responsiveness, and tangibles 
sharing with p-values of 0.009, 0.016, and 0.029 respectively. In many studies the reliability posed a strong significant relationship to 
customer satisfaction but in this study, this variable has no significant relationship although the respondents unanimously agree with 
the rating “agree” onreliability as a factor to consider in attaining customer satisfaction. Among others, the other four variables have 
been confirmed by many authors to have relationship with customer satisfaction (Zeithaml and Bitner, 2000; Juwaheer and Ross, 
2003; Jonsson, Kvist and Klefsjö, 2006; Chowdhary and Prakash, 2007; Zopiatis and Pribic, 2007). However, the result on reliability 
is in contrast to many researchers conducted that show reliability as strong predictor of customer satisfaction where it is positively 
correlated(Siddiqi, 2010; Stevens, et. al., 1995; Lee & Heng, 1995; Arasli, Smadi and Katircioglu, 2005). 
 

Demographic 
Profile T-Stat Critical T-Value              P-Value 

(2-Tailed) Decision 

Age 
Gender 

Nationality 
Source of Income 

Income 

-9.661 
-5.468 
-4.356 
-14.258 
-8.478 

1.983                           .863 
1.983                           .091 
1.983                           .283 
1.983                           .365 
1.983                           .168 

Ho3, accepted 
Ho4, accepted 
Ho5, accepted 
Ho6, accepted 
Ho7, accepted 

 Table 13: Summary Results of T-Test on Service Quality According to Demographic Profile 
 (Age, Gender, Nationality, Source of Income, Income) 
* Correlation is significant at the 0.05 level (2-tailed) 

 
Table 13 depicts the summary results of the t-test on service quality and the respondents’ demographic profile. Generally, the results 
revealed that there is no significant difference on the perception of respondents on service quality when they are classified according 
to age, gender, nationality, source of income and income, hence; the null hypotheses are accepted. This clearly indicates that service 
quality do not vary on demographic profile of the respondents as they have more or less the same view on defining service quality.  
 
5. Conclusions and Recommendations 
Key findings of the study revealed that the respondents expressed agreement on the three variables namely service quality, customer 
satisfaction and customer retention. In other words, the “agree” response are evident which can be assumed that the restaurants have 
performed service quality that may lead to customer satisfaction and customer retention. In determining the relationship between these 
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three variables, the results have shown that the null hypothesis is rejected thereby reflecting the significant relationship of service 
quality and customer satisfaction (p=0.696); service quality and customer retention (p=0.598); and, customer satisfaction and 
customer retention (p=0.674). It can be safely assumed from this point that, when the service provided has quality then it follows that 
the customers will be satisfied and eventually urged them to increase buying or repeat purchases thereby signaling customer retention. 
Such results have been supported by several studies (Linier, 2013; Nathan & Elsaghier, 2012; Parasuraman, et. al., 1988; Ahmad and 
Buttle, 2002; Barnes and Howlett, 1998; Barksdale and Johnson; 1997). In assessing the significant relationship between the 5-
dimensions of service quality and customer satisfaction, the outcome specifically noted that all the elements namely tangibles, 
responsiveness, assurance and empathy significantly correlates to customer satisfaction except reliability who had been proven to be 
non-significant. In order of priority, empathy is the most significant and followed by assurance; responsiveness, and tangibles. This 
outcome contradicts with the previous where tangibles has the highest significance (Zeithaml and Bitner, 2000; Juwaheer and Ross, 
2003; Jonsson, Kvist and Klefsjö, 2006; Chowdhary and Prakash, 2007; Zopiatis and Pribic, 2007). However, when evaluated in terms 
of the significant difference of the customers’ perception on service quality according to their demographic profile, the results depicts 
that the variables such as age, gender, nationality, source of income and income do not significantly differs. This means that their level 
of agreement by responding with “agree” on the 5-dimensions of service quality are the same regardless of demographic variables.  
Based on these findings, it can be recommended that restaurants should try to improve their current services to achieve better results. 
The level of agreement by the customers about the current services can be elevated to strong agreement that may require excellent 
performance. Trainings and programs relative to enhancing service quality can be a good suggestion and if possible, these restaurants 
can perform benchmarking to assess their present performance with other restaurants who may have excellent services as starting 
point of improvement. Furthermore, it is also important for these restaurants to prioritize what should be given importance on the 
elements of service quality since the results for example revealed that empathy is more significant in dealing with the customers 
although the results from previous studies cannot be underestimated. Knowing the preference of the customers should be considered 
by the management and the staffs to make sure that their needs and wants can be addressed properly. Above all, the management 
should strive to strike a balance between service quality, customer satisfaction and customer retention to achieve competitive 
advantage. 
 
6. References 

i. Ahmad, R.,& Buttle, F. (2002). Customer retention management: A reflection of theory and practice. Marketing Intelligence 
& Planning, 20(3), 149-161.  

ii. Ananth, A., Ramesh, R. and Prabaharan, B., (2011). Service Quality GAP Analysis in Private Sector Banks A Customer 
Perspective. Internationally Indexed Journal, 2(1), 245-252.   

iii. Arasli, H., Smadi, S., & Katircioglu, S. T. (2005). Customer service quality in the Greek Cypriot banking industry. Managing 
Service Quality: An International Journal, 15(1), 41-56.  

iv. Baker, W. (2003). Price smarter on the Net. Harvard Business Review, Feb, 122-127.   
v. Banrnes, J. G., & Howlett, D. M. (1998). Predictor of equity in relationship between financial service providers and retail 

customers.The International Journal of Bank Marketing, 16(1), 15-23.  
vi. Baran, R. J., & Galka, R. (2013). CRM: The Foundation of Contemporary Marketing Strategy. 711 Third 

Avenue, New York: Routledge.  
vii. Boles, J.S., H.C. Jr. Barksdale and J.T. Johnson (1997). Business relationships: an examination of the effects of buyer-

salesperson relationships on customer retention and willingness to refer and recommend. Journal of Business and Industrial 
Marketing, 23(12), 248-258.  

viii. Bliemel, F. (1998). Customer Relationship-The new target strategy. Marketing for Research and practice, 1(1), 
37-44.  

ix. Caruana, A. (2002). Service loyalty: the effects of service quality and the mediating role of customer satisfaction. European 
Journal of Marketing, 36 (7), 811–830.  

x. Chase, S., & Bowen, T. (1988). Understanding success and failure in customer relationship management. Industrial 
Marketing Management, 37(4), 421–431.   

xi. Chidambaram, V., & Ramachandran, A. (2012), A review of customer satisfaction towards service quality of banking sector. 
Social and Management Sciences, 7(2), 71-79  

xii. Chowdhary, N. and Prakash, M. (2007). Prioritizing service quality dimensions. Managing Service Quality, 17(5), 493-509.  
xiii. Churchill, G.A. and Surprenant, C. (1982). An Investigation into the Determinants of Customer Satisfaction. Journal of 

Marketing Research, 19(1), 491-504. 
xiv. Creswell, J. W., &Clark, P. (2011). Designing and conducting mixed methods research (2nd ed.). Thousand Oaks, CA: Sage.  
xv. Davis, M. M., Acquilano, N. J., & Chase, R. B. (2003). Fundamentals of Operations Management. New York: McGraw 

Hill/Irwin.  
xvi. Dulen, J. (1999). Quality control. Restaurant & Institutions, 109(5), 38-52.  

xvii. Eshghi, A., Roy, S., and Ganguli, S. (2008). Service quality and customer satisfaction: An empirical investigation in Indian 
mobile Telecommunications services. Marketing Management Journal, 18(2), 119-144.   

xviii. Fitzsimmons, J. and Fitzsimmons, M. (2006). Service Edition: Operations, Strategy, Information Technology. Fifth Edition. 
USA: McGraw-Hill. 

http://www.theijbm.com


The International Journal Of Business & Management   (ISSN 2321–8916)   www.theijbm.com 
 

108                                                                   Vol 5  Issue 9                                               September, 2017 
 

 

xix. Gittell, J. H. (2002), Relationship between service providers and their impact on customers. Journal of Service Research, 
4(4), 299-311.  

xx. Gronoos, C. (1984). An applied service marketing theory. European Journal of Marketing, 16 (17), 30–41.  
xxi. Ha, J., and Jang, S. 2010. Effects of service quality and food quality: The moderating role of atmospherics in an ethnic 

restaurant segment. International Journal of Hospitality Management, 29(3), 520-529. 
xxii. Jalagat, R. (2016). Evaluating the Extent of Customer Relationship Management (CRM) of Bank Muscat: A Case Study in 

Sultanate of Oman. International Journal of Social Science and Economic Research (IJSSER), 1(10), 1580-1603. 
xxiii. Johnsson, K., and Klefsjö, B. (2006). Which service quality dimensions are important in inbound tourism? Managing Service 

Quality, 16(5), 520-537. 
xxiv. Johnston, R. (1997). Identifying the critical determinants of service quality in retail banking: importance and effects. The 

International Journal of Bank Marketing, 15(4), 111-119.  
xxv. Juwaheer, T.D. and Ross, D.L. (2003). A study of hotel guest perceptions in Mauritius. International Journal of 

Contemporary Hospitality Management, 15(2), 105-115.  
xxvi. Kheng, L, Mahamad, O, Ramayan, T & Mosahab, R (2010). The impact of service quality on customer satisfaction. A study 

of banks in penang, Malaysia. International journal of marketing studies, 2(2) November.  
xxvii. Lau, M, Cheung, R, Lam, A, & Chu, Y. (2013), Measuring service quality in the banking industry: a Hongkong-based 

study.Contemporary Management Research, 9(3), 263-283.   
xxviii. Lee, Y. L and Hing, N. (1995), “Measuring quality in restaurant operations: an application of the SERVQUAL instrument”, 

International Journal of Hospitality Management, Vol. 14, No. 3-4, pp.293-310.  
xxix. Lehtinen, U. and Lehtinen, J. (1982). Service Quality – A Study of Quality Dimensions. Service Management Institute, 

Helsingfors.  
xxx. Liniere, M, (2013), Factors that Contribute to the Decline of Customer Satisfaction in Banking. Thesis, PHD, published, 

Walden University.  
xxxi. Lo, L. K., Osman, M., Ramayah, T. & Rahim, M. (2010). The impact of service quality on customer loyalty: A  

xxxii. Malhotra and Dash (2009), “Marketing Research – An Applied Orientation”, 5th Edition, Pearson Education Inc.  
xxxiii. Maxwell, G., & Steele, G. (2003). Organizational commitment: A study of managers of hotels. International Journal of 

Contemporary Hospitality Management.15, 362-369.  
xxxiv. Mengi, P. (2009). Customer satisfaction with service quality: An empirical study of public and private sector banks. Journal 

of Management Research, 8 (9), 7-17.  
xxxv. Moira, C. (1997), Modeling the impact of customer-employee relationship on customer retention rates in a major UK retail 

bank, Management Decision, 35(4), 293-301.  
xxxvi. Mudie, U.J., & Cuttam, G. (1999). The impact of technological and organizational implementation of CRM on customer 

acquisition, maintenance, and retention. International Journal of Research in Marketing, 26(3): 207–215.   
xxxvii. Munusamy, J., Chelliah, S. and Mun, H. (2010). Service Quality Delivery and Its Impact on Customer Satisfaction in the 

Banking Sector in Malaysia. International Journal of Innovation, Management and Technology, 1(4), 398-404. 
xxxviii. Muslim, A., and Isa, Z. (2005). Islamic banking in Malaysia: An empirical analysis of service quality and customer 

satisfaction. Proceeding of Seminar Finance and Islamic Economics, University Utara Malaysia, Ogos, pp. 29-30.    
xxxix. Nathan, D, & Elsaghier, N, (2012). Service Quality Dimensions and Customers’ Satisfactions of Banks in Egypt. 

Proceedings of 20th International Business Research Conference 4 - 5 April 2013, Dubai, UAE, ISBN: 978-1-922069-22-1. 
xl. Nunnally, J.C. (1978). Psychometric Theory. New York:McGraw-Hill. 

xli. Oliver, R. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of marketing 
research, 17(4), 460-469.   

xlii. Parasuman, S., et. al. (1985). Why do customer relationship management applications affect customer satisfaction? Journal of 
Marketing, 69(4), 201−209.   

xliii. Parasuraman, A., Zeithaml, V., and Berry, L.L. (1982). A conceptual model of service quality and its implications for future 
research. Journal of Marketing, 49 (4), 41–51.  

xliv. Parasuraman, A., Zeithaml, V., and Berry, L.L. (1988). SERVQUAL: a multiple item scale for measuring consumer 
perceptions of service quality. Journal of Retailing, 6 (1), 12–40.  

xlv. Parasuraman, A., Zeithaml, V., and Berry, L.L. (1994). Reassessment of expectations as a comparison standard in measuring 
service quality: implications for further research. Journal of Marketing, 58 (1), 111–125.  

xlvi. Peelen, E. 2005. Customer Relationship Management. Harlow: Prentice Hall.  
xlvii. Ryu, K. and 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), 310-329.  

xlviii. Ryu, K., Lee, H. R. and Kim, W. G. (2012). The influence of the quality of the physical environment, food, and service on 
restaurant image, customer perceived value, customer satisfaction, and behavioral intentions. International Journal of 
Contemporary Hospitality Management, 24 (2), 200-223. 

xlix. Saghier, N, & Nathan, D (2013), service quality dimensions and customer’s satisfactions of banks in Egypt. 20th international 
business research conference. 4-5 April 2013, Dubai, UAE.   

l. Saunders, M., Lewis, P. & Thornhill, A. (2007), Research Methods for Business students. 4thedition. London: Prentice Hall.  

http://www.theijbm.com


The International Journal Of Business & Management   (ISSN 2321–8916)   www.theijbm.com 
 

109                                                                   Vol 5  Issue 9                                               September, 2017 
 

 

li. Siddiqi, K.O. (2010). Interrelations between service quality attributes, customer satisfaction and customer loyalty in the retail 
banking sector in Bangladesh. International Trade & Academic Research Conference (ITARC), (pp. 1-26). London.  

lii. Stevens, P., Knutson, B. and Patton, M. (1995). DINESERV: A Tool for Measuring Service Quality in Restaurants. The 
Cornell Hotel and Restaurant Administration Quarterly,36(2), 56-60.  

liii. Susskind, A. M. and Chan, E. K. (2000), “How restaurant features affect check averages: a study of the Toronto restaurant 
market”, The Cornell Hotel and Restaurant Administration Quarterly, 41(6), 56-63.  

liv. Toelle, S, (2006).The linkages among service quality attributes customer value, customer satisfaction, and customer loyalty 
in Indonesia retail banking settings. thesis PHD, published, Nova Southeastern University.   

lv. Tsoukatos, E and. Rand,G. (2006). Path analysis of perceived service quality, satisfaction and loyalty in Greek insurance. 
Managing Service Quality, 16(5), 501-519.    

lvi. Wall, E.A. and Berry, L.L. (2007). The Combined Effects of the Physical Environment and Employee Behaviour on 
Customer Perception of Restaurant Service Quality. Cornell Hotel and Restaurant Administration Quarterly, 48(1), 59-69.  

lvii. Yang, Z., & Fang, X. (2004). Online service quality dimensions and their relationships with satisfaction: A content analysis 
of customer reviews of securities brokerage services. International Journal of Service Industry Management, 15(3), 302-326.  

lviii. Zaim, H., Bayyurt, N., & Zaim, S. (2010). ―Service quality and determinants of customer satisfaction in hospitals: Turkish 
experience. The International Business & Economics Research Journal, 9(5), 51-58. 

lix. Zeithaml, V. (2000). Service quality, profitability and the economic worth of customers: What we know and what we need to 
learn. Journal of the Academy of Marketing Science, 28(1), 67- 85.   

lx. Zeithaml, V.A., Berry, L.L., and Parasuraman, A. (1996). The behavioral consequences of service quality. Journal of 
Marketing, 60 (2), 31–47. 

lxi. Zeithaml, V.A. and Bitner, M. (2000), Services Marketing: Integrating Customer Focus across the Firm.New York: McGraw-
Hill. 

lxii. Zopiatis, A. and Pribic, J. (2007). College students’ dining expectations in Cyprus. British Food Journal, 109(10), 765-776. 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

http://www.theijbm.com

