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Abstract. This study investigates the positive effects of price, food quality, and physical environment on customer satisfaction and examines how customer 

satisfaction influences revisit intention in the context of Sundanese restaurants in Greater Jakarta, Indonesia. Additionally, the research explores the 
moderating role of trust in the relationship between customer satisfaction and revisit intention. The study utilized a convenience sampling method, 
collecting data from 243 respondents through an online questionnaire distributed via Google Forms. The data were analyzed using partial least squares-

structural equation modeling (PLS-SEM) with the SmartPLS 4 software. The findings demonstrate that price, food quality, and physical environment 
significantly and positively influence customer satisfaction. Moreover, customer satisfaction has a strong positive impact on revisit intention. However, 
the moderating role of trust in the relationship between customer satisfaction and revisit intention was not supported. These results emphasize that price 

perception, food quality, and physical environment are critical drivers of customer satisfaction and revisit intentions. Restaurant managers should focus 
on improving these factors to enhance customer satisfaction and loyalty. The absence of trust's moderating role suggests that alternative approaches or 
specific conditions may be necessary for trust to influence customer behavior meaningfully in this context. 
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1 | INTRODUCTION 

The COVID-19 pandemic had caused a series of unprecedented challenges to various sectors and industries, including 
Indonesian ethnic restaurant industry. A considerable number of restaurants ceased operations and went out of business. As a 
result, workers of this industry experienced a significant wave of unemployment (McCarthy, Sitorus, Kutanegara, & Budianto, 
2020). To thrive in the current economic climate, business actors must make several adjustments and adapt their practices. 
These included limiting restaurant business hours, increasing food and beverage prices, offering a smaller selection of dishes 
on the menu, and responding to the growing popularity of local cuisines (Deloitte, 2020). The business actors must also 
establish new business models due to the government regulations which restricted people’s travel and activities. 

Customer satisfaction has been a major concern for hospitality industry, including the restaurants. Prior to the COVID-19 
pandemic, the customer satisfaction towards the menus and overall restaurant services was heavily influenced by their ability 
to dine in the restaurants. Todays, in addition to competing on pricing and food quality, the level of competition in this industry 
is intensifying. Transformations in ordering and delivery services have a significant impact on the customer satisfaction. 
Additionally, the customers’ perceptions of the restaurants’ physical environment and services also play a role in attracting 
more customers. 

Ethnic restaurants are expanding at a rapid pace in Jakarta, Indonesia. Nevertheless, a considerable number of them have 
faced challenges due to a combination of factors, including poor management, intense competition, and etc. One of ethnic 
restaurants that has gained considerable popularity is Sundanese ethnic restaurants. In a 2024 review, Southeast Asian travel 
platform Traveloka recommended several Sundanese ethnic restaurants that are worth visiting. In the reviews, the 
recommended restaurants have high-quality cuisines, authentic Sundanese ethnic ambiance, and competitive price. These 
positive reviews can be considered as a benchmark for increasing the customer satisfaction to generate positive customer revisit 
intention. The revisit intention can be defined as the desire to return to the same place or service that the customers have 
previously enjoyed. It may be attributed to a positive evaluation of the product or service, leading to a desire to repeat the 
experience (Ibzan, Balarabe, & Jakada, 2016; Saodin, Arifin, & Sunarti, 2019). The customer satisfaction represents the primary 
driver and differentiating factor in competitive advantage (Kotler & Keller, 2012; Pei, Guo, Wu, Zhou, & Yeh, 2020). 
Furthermore, it can serve to mitigate disappointment with the products, considering that dissatisfied customers are less likely 
to continue using them (Kotler & Keller, 2012). Consequently, the degree of customer satisfaction may be employed as an 
evaluative instrument to determine a business quality. In the food and beverage industry, the most significant challenge is to 
establish a positive perception of value among the customers, making the customer satisfaction as the primary determinant of 
success (Han & Ryu, 2009; Nguyen & Leclerc, 2011). According to Kotler and Keller (2012) and Harrington, Ottenbacher, and 
Fauser (2017) the customer satisfaction can be regarded as a strategic instrument in the context of the restaurant industry. 

The existing literature presents mixed findings regarding the relationship between customer satisfaction and revisit 
intention in restaurants. Some studies Chun and Nyam-Ochir (2020); Rajput and Gahfoor (2020) and Sriyalatha and 
Kumarasinghe (2021) highlight customer satisfaction as a significant predictor of revisit intention. In contrast, other research 
Fatimah and Mulyono (2024); Khasanah, Oktafiani, Putri, Anggraini, and Suhud (2020) and Lee and Christiarini (2021) 
suggests that customer satisfaction has no measurable impact on revisit intention. Moreover, there is limited research focused 
on customer revisit rates specifically for Sundanese ethnic restaurants in Indonesia. 

This study seeks to fill the identified gap by analyzing the influence of price, food quality, and physical environment on 
customer satisfaction and its subsequent effect on revisit intention. It also explores the moderating role of trust in the 
connection between customer satisfaction and revisit intention. The results are anticipated to provide practical insights for 
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Sundanese ethnic restaurant entrepreneurs, guiding them in formulating strategies to increase customer revisit rates and boost 
overall profitability. 

  

2 | HYPOTHESIS DEVELOPMENT 

2.1 | Customer Satisfaction 

In general, companies want their customers to be satisfied with the products they offer (Kotler & Keller, 2012). Satisfied customers will wish to 
continue using, consuming or purchasing the products in the future (Oliver, 2010). This repeated purchase of products leads to higher transactions  

(Fornell et al., 2023)  and consequently the company revenue will increase (McKinsey & Company, 2023). Profit is obtained when total revenue is 

greater than total cost, indicating that the company works efficiently (Qualtrics, 2023). According to Kotler and Keller (2012) satisfaction occurs when 

the customers are delighted because the perceived product performance meets their expectations, and vice versa. The expectancy-disconfirmation 

model of satisfaction developed by Oliver (2010) reveals that the customer satisfaction is determined by the company’s confirmation or non-
confirmation of customer expectations. When the company product performance meets the expectations – or the expectations are positively confirmed, 

then the customers will be satisfied (Oliver, 2010). In the opposite, if the company product performance fails to meet the customer expectations – or 

the expectations are negatively confirmed, then the customers will not be satisfied. 

The model by Oliver (2010) emphasizes how the companies can manage the customer expectations. Customer experience is an important aspect 
in shaping the customer expectations (Esmaeilpour & Mohseni, 2019; Manguerra-Mahusay & Liu, 2024). In the context of restaurants, positive 

customer expectations are formed when the customers have a positive experience when they visit a restaurant for the first time, such as delicious 

cuisine and a pleasant setting (Fornell et al., 2023). In their next visit to the restaurants, they already have preconceived expectations about the food 

and environment of the restaurant. Furthermore, marketing activities, particularly promotion (Blom, Lange, & Hess, 2021; Jamil et al., 2022) can also 
have an impact on the customer expectations. Restaurants use promotion to attract more customers. The promotion must be done carefully since 

excessive promotion done without measuring the ability to fulfill it might be detrimental for the restaurants (Kotler & Keller, 2012). However, overly 

simple promotion may not be of the customers’ interest. Thus, balancing the customer expectations with consistent product performance is such a 

challenge (Kotler & Keller, 2012; Rust & Oliver, 2000). 

 

2.2 | Price Fairness and Customer Satisfaction 

Price plays a crucial role in shaping customer behavior in the restaurant industry, where trust in service quality significantly influences decision-

making. Customers inherently compare their expectations with their actual experiences (Anggraeni, Sulistyo, & Affandy, 2020; Parasuraman, Zeithaml, 
& Berry, 1994). A key aspect of customer behavior is evaluating the fairness of prices relative to the perceived value of the products or services received. 

Price fairness refers to customers' perception of discrepancies between what they expect and what they actually receive after a transaction (Kahneman, 

Knetsch, & Thaler, 2019). 

Dodds, Monroe, and Grewal (1991) argue that customers often use price as an indicator of expected service performance. Ryu, Lee, and Kim (2012) 
demonstrated that an appropriate price, which reflects a customer's evaluation of the price paid in relation to the service received, positively influences 

customer satisfaction. Conversely, when customers perceive prices as unfair, they may choose to take no action, defend themselves, or even provide 

negative feedback about the product or service (Malc, Mumel, & Pisnik, 2016). Research further supports that price fairness enhances customer 

satisfaction (Bernarto, Purwanto, & Masman, 2022; Mulyawan, Tulsi, & Rafdinal, 2022). Based on this, the first hypothesis is proposed: 

H1: Price fairness has a positive impact on customer satisfaction. 
 

2.3 | Food Quality and Customer Satisfaction 

Food quality in the restaurant industry has been studied further (Bujisic, Hutchinson, & Parsa, 2014; Namkung & Jang, 2007). Prior studies have 
identified several factors that contribute to the food quality, including taste, temperature, aroma, portion size, healthy choices, menu variety, and 

presentation (Clark & Wood, 1999; Ha & Jang, 2010). Additionally, studies have shown that the food quality is influenced by the availability of healthy 

choices and the variety of menu options (Ryu et al., 2012; Sulek & Hensley, 2004). The customers are willing to spend more money on high-quality 

food and wait in lengthy queues, which they perceive as a sign of superior food quality (Sulek & Hensley, 2004). The food quality has been demonstrated 

to have a positive impact on the customer satisfaction across various restaurant segments, including fast food, full-service, and fine dining (Ha & Jang, 
2010; Namkung & Jang, 2007; Qin & Prybutok, 2009; Ryu et al., 2012). Therefore, the second hypothesis that can be proposed is as follows: 

H2: Food quality has a positive impact on customer satisfaction. 

 

2.4 | Physical Environment and Customer Satisfaction 

Physical environment of restaurants encompasses visible aspects that directly affect the food and beverages, experience with the purchased products, 

and spatial arrangement of the restaurant that affects the customer comfort (Ryu et al., 2012). In this study, the physical environment of restaurant is 

represented by tangible and intangible aspects, including the restaurant setting, display of socio-cultural ornaments, and enough lighting. The 
restaurant’s internal atmosphere is determined by the activities that occur and the convivial ambiance established in which the customers are able to 

relax, foster a positive attitude, and enjoy unforgettable experiences with their loved ones while partaking in the restaurant’s services (Bichler, 

Pikkemaat, & Peters, 2021). 

Babolian Hendijani (2016) advocated for the practice of displaying local cultural heritage artifacts in the restaurants. This approach has the potential 

to represent local culture and local community, and contribute to increasing the customer satisfaction. Heung and Gu (2012) showed that there is a 
positive correlation between the physical environment of restaurants and the satisfaction of middle- and upper-class customers in Hong Kong. In 

addition, other supporting elements related to the local culture, especially Sundanese culture, such as the sound of music, attires, paintings and 

photographs, interior design, are an integral part of the atmosphere that the customers enjoy. These combinations are expected to have an impact on 

the customer satisfaction (Smith & Doe, 2023).  
Prior researches have also indicated that the atmosphere and location of a restaurant are significant factors influencing the customer satisfaction 

(Heung & Gu, 2012; Kim, Eves, & Scarles, 2009; Marinkovic, Senic, Ivkov, Dimitrovski, & Bjelic, 2014; Wu & Liang, 2009). Kala (2020) mentioned that 

a number of factors, including trustworthy service, competent employees, good interiors, good furnishings, hygienic restrooms, visually pleasing 
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decoration, and high quality food, can all contribute favorably to overall customer satisfaction. Thus, the third hypothesis that can be proposed is as 

follows: 

H3: Physical environment has a positive impact on customer satisfaction. 

 

2.5 | Customer Satisfaction and Revisit Intention 

The theory of planned behaviour (TPB) (Ajzen, 1991) explains that when individuals hold a favorable attitude toward an object, they are more likely 

to behave in a manner that reflects the attitude. It can be reasonably assumed that the satisfied customers will hold a positive attitude towards the food 

quality, price affordability, and pleasant ambiance of the restaurant. This positive attitude will, in turn, lead to a strong revisit intention. Repeated visits 
can be used to determine whether or not the customers are satisfied with the product or service in question (Han & Ryu, 2009). Prior researches have 

supported that the customer satisfaction exerts a positive influence on the revisit intention (Hasman, Ginting, & Rini, 2019; Rita, Oliveira, & Farisa, 

2019; Santoso & Aprianingsih, 2017; Saodin et al., 2019). Then, the fourth hypothesis that can be proposed is as follows: 

H4: Customer satisfaction has a positive impact on revisit intention. 
 

2.6 | Trust, Customer Satisfaction, and Revisit Intention 

According to the commitment-trust theory (Morgan & Hunt, 1994) trust between businesses and their customers is important. When the 

restaurants consistently deliver products and services that meet the customer expectations, the customers will be satisfied. This increases the customer 
trust and revisit intention to the restaurants. The higher the customer trust, the stronger the revisit intention of satisfied customers. Trust is identified 

as a pivotal factor in establishing any fruitful correlation (Rehman, Qingren, & Weiming, 2017). It is regarded as a significant factor in shaping the 

customer perceptions of services or brands (Bowden-Everson, Dagger, & Elliott, 2013; Chang, 2013; Morgan & Hunt, 1994). It provides the customers 

with assurance and convenience, thereby enhancing the efficiency and effectiveness of transactions (Hansen, Saridakis, & Benson, 2018). As evidenced 
by Aydin and Özer (2005) the customer satisfaction has a positive effect on trust. The customers are more likely to utilize and repeat the same product 

or service that satisfies them (Ribbink, Van Riel, Liljander, & Streukens, 2004). 

Conversely, trust has been demonstrated to mitigate customer confusion (Chen & Dibb, 2010; Morgan & Hunt, 1994) and to positively influence 

customer behavioral intentions (Bart, Shankar, Sultan, & Urban, 2005). The customer satisfaction towards a restaurant is a necessary prerequisite to 

increased customer trust in the restaurant, which in turn will have a positive effect on the revisit intention. Nevertheless, researches examining the 
impact of trust on the relationship between customer satisfaction and revisit intention remain scarce, particularly within the context of the ethnic 

restaurant industry in Indonesia. As a result, the last hypothesis that can be proposed is as follows: 

H5: Trust moderates the positive impact of customer satisfaction on revisit intention. 

 

3 | RESEARCH METHOD 

The population for this study included all customers of Sundanese ethnic restaurants in the Greater Jakarta area, encompassing Jakarta, Bogor, 

Depok, Tangerang, and Bekasi. Data collection was conducted in February 2023 using an online survey distributed via WhatsApp through Google 
Forms, employing a convenience sampling method. A total of 243 respondents participated, exceeding the minimum required sample size of 160, as 

determined by the inverse square root method (Kock & Hadaya, 2018). The data were analyzed using the partial least squares-structural equation 

modeling (PLS-SEM) approach. 

The survey questionnaire measured six variables, with items adapted from prior studies. Price fairness items were sourced from Konuk (2019) 

and Zhong and Moon (2020) while food quality items were drawn from Konuk (2019) and Ryu et al. (2012). Physical environment items were adapted 
from Canny (2014) and Ryu et al. (2012). Customer satisfaction items were based on the work of Konuk (2019); Zhong and Moon (2020) and Ryu et 

al. (2012). Revisit intention items were adapted from Konuk (2019) and Thahir and Krishnapillai (2018) trust items were sourced from Shin and Yu 

(2020) and Bowden-Everson et al. (2013). All items were measured on a 5-point Likert scale, ranging from 1 ("strongly disagree") to 5 ("strongly 

agree"). 
 

 
Figure 1: Research model. 

 
This study seeks to fill the identified gap by analyzing the influence of price, food quality, and physical environment on customer satisfaction 
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and its subsequent effect on revisit intention. It also explores the moderating role of trust in the connection between customer satisfaction and 

revisit intention. Figure 1 illustrates the research model, depicting the hypothesized relationships between price, food quality, physical environment, 

customer satisfaction, revisit intention, and trust as a moderating variable. 

 

4 | RESULTS AND DISCUSSION 

4.1 | Respondent Profile 

The following Table 1 displays the respondent profile of this study. Most of the respondents were female (54%), older than 30 years old (49.8%), 
and private employees (45.3%). They had visited the Sundanese ethnic restaurant more than twice (81.9%), spent IDR 200,000 – IDR 400,000 per 

visit in average (32.1%), and came to enjoy the dishes with their family (70.4%). 

 

Table 1: Respondent profile. 
Characteristic Frequency Percentage 

Gender 

Male 112 46% 

Female 131 54% 

Age 

17 - 20 years old 25 10.2% 

21 - 25 years old 43 17.7% 

26 - 30 years old 54 22.2% 

≥ 30 years old 121 49.8% 

Job 

Student 44 18.1% 

Civil servant 8 3.3% 

Private employee 110 45.3% 

Professional 30 12.3% 

Entrepreneur 35 14.4% 

Others 16 6.6% 

Frequency of visit 

Not yet 5 2.1% 

Once 18 7.4% 

Twice 21 8.6% 

More than twice 199 81.9% 

Average expenditure per visit 

≤ IDR 100,000 22 9% 

IDR 100,000 – IDR 200,000 66 27.2% 

IDR 200,000 – IDR 400,000 78 32.1% 

IDR 400,000 – IDR 600,000 50 20.6% 

≥ IDR 600,000 27 11.1% 

Companion 

Alone 4 1.6% 

Friend 41 16.9% 

Colleague 12 4.9% 

Partner 15 6.2% 

Family 171 70.4% 

 

4.2 | Measurement Model 

The following Table 2 present the measurement model evaluation based on the outer loading value. These constructs and items must have an 

outer loading value of higher than 0.7 (Hair et al., 2017) to be used for further analysis. Table 2 also shows the value of average variance extracted 
(AVE) and composite reliability (CR), which must also be higher than 0.5 and 0.7, respectively. The results show that all constructs and items can be 

used for further analysis. 

 

Table 2: Measurement model evaluation. 
Construct & item Outer loading 

Price (AVE = 0.774; CR = 0.954) 

PR1 Food prices at this restaurant are reasonable. 0.904 

PR2 Food prices at this restaurant are fair. 0.913 

PR3 Food prices at this restaurant are acceptable. 0.903 

PR4 Food prices at this restaurant are affordable. 0.804 

PR5 Food prices at this restaurant are comparable to the benefits I receive. 0.857 

PR6 Food prices at this restaurant meet my expectations. 0.814 

Food quality (AVE = 0.697; CR = 0.902) 

FQ3 This restaurant serves delicious food. 0.850 

FQ4 This restaurant serves fresh food. 0.778 

FQ5 The smell of food at this restaurant is tempting. 0.827 

FQ6 The food served at this restaurant is tasty. 0.881 

Physical environment (AVE = 0.677; CR = 0.926) 

PE1 The interior design of this restaurant is visually appealing. 0.813 
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Construct & item Outer loading 

Price (AVE = 0.774; CR = 0.954) 

PE2 The lighting at this restaurant creates a cozy atmosphere. 0.774 

PE3 
The layout of the tables and chairs at this restaurant makes it easy for me to 

move around. 

0.833 

PE4 The dining room at this restaurant is very clean. 0.828 

PE5 The employees at this restaurant are neatly dressed. 0.808 

PE6 This restaurant has a comfortable dining room. 0.876 

Customer satisfaction (AVE = 0.731; CR = 0.942) 

CS1 I am satisfied with my decision to visit this restaurant. 0.839 

CS2 My decision to visit this restaurant was a wise one. 0.845 

CS3 Overall, this restaurant puts me in a good mood. 0.820 

CS4 This restaurant meets most of my expectations. 0.897 

CS5 I enjoy the food at this restaurant. 0.882 

CS6 I have a positive overall experience at this restaurant. 0.844 

Trust (AVE = 0.652; CR = 0.918) 

TR1 This restaurant is a reliable place. 0.739 

TR2 This restaurant is honest in serving the customers. 0.789 

TR3 This restaurant prioritizes the quality of its products. 0.833 

TR4 This restaurant is very accommodating. 0.781 

TR5 This restaurant offers excellent service to its customers. 0.839 

TR6 This restaurant is trustworthy. 0.859 

Revisit intention (AVE = 0.760; CR = 0.914) 

RI1 I will return to this restaurant in the future. 0.908 

RI2 If there is a chance, I wish to return to this restaurant. 0.894 

RI4 I would like to experience the pleasant atmosphere in this restaurant again. 0.809 

Note: AVE = Average variance extracted; CR = Composite reliability; *significant (One-tailed test, ρ < 0.05) 

 

Table 3 displays the results of the discriminant validity test using the Fornell-Larcker criterion. Discriminant validity measures the degree to which 

a construct is empirically distinct from other constructs in the model (Hair Jr, 2014). This test ensures that each variable captures unique aspects of 

the phenomenon under study, distinct from other variables. To meet this criterion, the square root of the AVE for each construct must exceed its 
correlation with other constructs. The findings confirm that the requirements for discriminant validity have been satisfied. 

 

Table 3: Fornell-Larcker criterion. 
Variable PE FQ PR CS TR RI 

PE 0.823      

FQ 0.474 0.835     

PR 0.385 0.469 0.880    

CS 0.558 0.764 0.564 0.855   

TR 0.630 0.633 0.578 0.753 0.808  

RI 0.510 0.596 0.597 0.689 0.632 0.872 

Note: PE = Physical environment; FQ = Food quality; PR = Price; CS = Customer 
satisfaction; TR = Trust; RI = Revisit intention. 

 

4.3 | Structural Model 

At this stage, the calculation of the coefficient of determination (R2) and hypothesis testing were conducted. Table 4 shows that the R2 value for 
the dependent variable (customer satisfaction) is 0.669. This indicates that the customer satisfaction could be explained by the price, food quality and 

physical environment variables by 66.9%, meanwhile the remaining 33.1% could be explained by other variables not included in the research model. 

Likewise, the revisit intention variable could be explained by the price, food quality, physical environment, satisfaction, and trust by 48.1%, while the 

remaining 51.9% could be explained by other variables not included in the research model. 

 
Table 4: Coefficient of determination. 
Indicator R-squared (R2) 

Customer satisfaction 0.669 

Revisit intention 0.481 

 

Further, the results of hypothesis testing are presented in Table 5. A hypothesis could be supported empirically if its p-value is smaller than the 
significant value (5%). Considering that all hypotheses are directional, the test was carried out with a one-tailed test and at a 5% significance level. 

The results show that all hypotheses can be supported empirically, except H5 where it has a p-value of 0.081 (greater than α = 5%). 

 

Table 5: Results of hypothesis testing. 
Hypothesis Standardized path coefficient p-value Conclusion 

H1 Price fairness has a positive impact on customer satisfaction. 0.221 0.001 Supported 

H2 Food quality has a positive impact on customer satisfaction. 0.562 0.001 Supported 

H3 Physical environment has a positive impact on customer satisfaction. 0.207 0.001 Supported 

H4 Satisfaction has a positive impact on revisit intention. 0.670 0.001 Supported 

H5 Trust moderates the positive impact of customer satisfaction on revisit intention. -0.079 0.081 Not supported 
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5 | DISCUSSION 

The first hypothesis proposes that the price fairness has a positive impact on customer satisfaction. This hypothesis can be supported empirically 

with a p-value of 0.001 (smaller than α = 5%). This finding indicates that the higher the price fairness, the higher the customer satisfaction. This 

finding is supported by Bernarto et al. (2022) and Mulyawan et al. (2022). This study finds that the customers believed that the prices set by the 
Sundanese ethnic restaurant were affordable and reasonable. In the context of restaurants, it was important for the restaurant management to set 

prices that were in line with the benefits received by the customers, and their expectations, in addition to covering the existing costs of food ingredients, 

electricity costs, employee salaries and etc. An increase in the price must be made reasonably while still maintaining a good quality of product and 

service. The restaurant might inform the customers when they made adjustments. However, a negative evaluation might be given by the customers 
when they perceived that the price did not meet their expectations (Malc et al., 2016). 

The second hypothesis proposes that the food quality has a positive impact on customer satisfaction. This hypothesis can be supported empirically 

with a p-value of 0.001 (smaller than α = 5%). The standardized path coefficient value (β) of 0.562 shows that the food quality is the  factor that has 

the greatest influence on the customer satisfaction compared to the price fairness (β = 0.221) and physical environment (β = 0.207). This finding 
implies that the higher the food quality, the more satisfied the customers. This finding is consistent with the results by Ha and Jang (2010); Namkung 

and Jang (2007); Qin and Prybutok (2009) and Ryu et al. (2012). This study finds that the customers of Sundanese ethnic restaurant prioritized the 

food quality, over the prices. For the customers, a high food quality consisted of several factors, such as delicious taste, freshness, and tempting smell. 

The food quality could be maintained by paying attention to the expiration date of food ingredients and seasonings, as well as the storage. 

The third hypothesis proposes that the physical environment has a positive impact on customer satisfaction. This hypothesis can be supported 
empirically with a p-value of 0.001 (smaller than α = 5%). It also has a standardized path coefficient (β) of 0.207, which indicates that the phys ical 

environment has the least impact on the customer satisfaction compared to the price fairness and food quality. Nevertheless, the physical environment 

was still important to predict the customer satisfaction. The physical environment of the Sundanese ethnic restaurant could be improved by increasing 

the restaurant cleanliness, interior, lighting, and the layout of chairs and tables. In the restaurant industry, cleanliness was such a critical factor 
(Cleanipedia, 2023) including the cleanliness of the restroom and kitchen (Scarcelli & Almanza, 2021). 

The fourth hypothesis proposes that the customer satisfaction has a positive impact on revisit intention. This hypothesis can be supported 

empirically with a p-value of 0.001 (smaller than α = 5%). This finding is in line with the results found by Han and Ryu (2009); Hasman et al. (2019); 

Rita et al. (2019); Santoso and Aprianingsih (2017) and Saodin et al. (2019). Similarly, this phenomenon could also be explained by the TPB (Ajzen, 
1991) where the satisfied customers would have a positive attitude, which would lead to the customer revisit intention. 

The fifth hypothesis proposes that the trust moderates the positive impact of customer satisfaction on revisit intention. This hypothesis cannot be 

supported empirically with a p-value of 0.081 (higher than α = 5%). This finding implies that the customer trust to the Sundanese ethnic restaurant 

did not strengthen their satisfaction to the point where they wanted to revisit the restaurant. The customer trust level, whether high or low, had no 

impact on the strong or weak relationship between the customer satisfaction and revisit intention. Thus, the trust fails to serve as the moderating 
variable in the relationship. However, this did not diminish the need of customer trust in the Sundanese ethnic restaurant. This finding implies that 

the restaurant must maintain their honesty, reliability, and responsiveness to the customers. 

 

6 | CONCLUSIONS 

This study confirms that the price, food quality, and physical environment have a positive impact on the customer satisfaction; and there is also a 

positive impact of customer satisfaction on the revisit intention. However, this study fails to prove the moderating role of trust in the positive impact 

of customer satisfaction on revisit intention. The results of this study reveal that the food quality is the most important factor to increase the customer 
satisfaction compared to the price fairness and physical environment. The food quality in question emphasizes the originality and ethnicity of the taste 

and form of the traditional menu offered. 

 

Institutional Review Board Statement 
The research Committee Ethic Faculty Economic and Business Universitas Pelita Harapan INDONESIA has granted approval for this study 
on January 25, 2024 (Ref. No. 049/Priv/ECBD/I/2024). 

 

REFERENCES 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Procwesses, 50(2), 179-211. 

https://doi.org/10.1016/0749-5978(91)90020-T 
Anggraeni, A., Sulistyo, L. I. H., & Affandy, N. (2020). The antecedents of satisfaction and revisit intention for full-service restaurants: An empirical 

study of the food and beverage industry in Jakarta. International Journal of Asian Business and Information Management, 11(3), 101-118. 

https://doi.org/10.4018/ijabim.2020070107 

Aydin, S., & Özer, G. (2005). The analysis of antecedents of customer loyalty in the Turkish mobile telecommunication market. European Journal of 
Marketing, 39(7/8), 910-925. https://doi.org/10.1108/03090560510601833 

Babolian Hendijani, R. (2016). Effect of food experience on tourist satisfaction: The case of Indonesia. International Journal of Culture, Tourism and 

Hospitality Research, 10(3), 272-282. https://doi.org/10.1108/IJCTHR-04-2015-0030 

Bart, Y., Shankar, V., Sultan, F., & Urban, G. L. (2005). Are the drivers and role of online trust the same for all web sites and consumers? A large-scale 
exploratory empirical study. Journal of Marketing, 69(4), 133-152. https://doi.org/10.1509/jmkg.2005.69.4.133 

Bernarto, I., Purwanto, A., & Masman, R. R. (2022). The effect of perceived risk, brand image and perceived price fairness on customer satisfaction. 

Jurnal Manajemen, 26(1), 35-50. http://dx.doi.org/10.24912/jm.v26i1.833 

Bichler, B. F., Pikkemaat, B., & Peters, M. (2021). Exploring the role of service quality, atmosphere and food for revisits in restaurants by using a e-

mystery guest approach. Journal of Hospitality and Tourism Insights, 4(3), 351-369. https://doi.org/10.1108/JHTI-04-2020-0048 
Blom, A., Lange, F., & Hess, R. L. (2021). Omnichannel promotions and their effect on customer satisfaction. European Journal of Marketing, 55(13), 

177-201. https://doi.org/10.1108/ejm-12-2018-0866 

Bowden-Everson, J. L.-H., Dagger, T. S., & Elliott, G. (2013). Engaging customers for loyalty in the restaurant industry: The role of satisfaction, trust, 

and delight. Journal of Foodservice Business Research, 16(1), 52-75. https://doi.org/10.1080/15378020.2013.761025 

https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.4018/ijabim.2020070107
https://doi.org/10.1108/03090560510601833
https://doi.org/10.1108/IJCTHR-04-2015-0030
https://doi.org/10.1509/jmkg.2005.69.4.133
http://dx.doi.org/10.24912/jm.v26i1.833
https://doi.org/10.1108/JHTI-04-2020-0048
https://doi.org/10.1108/ejm-12-2018-0866
https://doi.org/10.1080/15378020.2013.761025


 Journal of Management World 2024, 4: 285-292 

291 

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

Contemporary Hospitality Management, 26(8), 1270-1291. https://doi.org/10.1108/IJCHM-04-2013-0162 

Canny, I. U. (2014). Measuring the mediating role of dining experience attributes on customer satisfaction and its impact on behavioral intentions of 

casual dining restaurant in Jakarta. International Journal of Innovation, Management and Technology, 5(1), 25-29. 

https://doi.org/10.7763/ijimt.2014.v5.480 
Chang, K. C. (2013). How reputation creates loyalty in the restaurant sector. International Journal of Contemporary Hospitality Management, 25(4), 

536-557. https://doi.org/10.1108/09596111311322916 

Chen, J., & Dibb, S. (2010). Consumer trust in the online retail context: Exploring the antecedents and consequences. Psychology & Marketing, 27(4), 

323-346. https://doi.org/10.1002/mar.20334 
Chun, S.-H., & Nyam-Ochir, A. (2020). The effects of fast food restaurant attributes on customer satisfaction, revisit intention, and recommendation 

using DINESERV scale. Sustainability, 12(18), 7435. https://doi.org/10.3390/su12187435 

Clark, M. A., & Wood, R. C. (1999). Consumer loyalty in the restaurant industry: A preliminary exploration of the issues. British Food Journal, 101(4), 

317-327. https://doi.org/10.1108/09596119810222104 
Cleanipedia. (2023). The importance of cleanliness in the hospitality industry: Why it matters. The Importance of Cleanliness in the Hospitality Industry 

| Cleanipedia ZA.  

Deloitte. (2020). Impact of COVID-19 on the food and beverage sector in Indonesia, Deloitte Indonesia business and industry updates page 03. Retrieved 

from https://www2.deloitte.com/id/en/pages/consumer-business/articles/id-consumer-covid19-2020.html 
Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store information on buyers’ product evaluations. Journal of Marketing 

Research, 28(3), 307-319. https://doi.org/10.2307/3172866 

Esmaeilpour, M., & Mohseni, Z. (2019). Effect of customer experiences on consumer purchase intention. The Romanian Economic Journal, Department 

of International Business and Economics from the Academy of Economic Studies Bucharest, 22(73), 19-38.  

Fatimah, S., & Mulyono, F. (2024). The influence of customer satisfaction on revisit intention is mediated by word of mouth at restaurant x in Bandung 
city. Jurnal Ekonomi dan Bisnis (EK dan BI), 7(1), 119-127. https://doi.org/10.37600/ekbi.v7i1.1342 119 

Fornell, C., Morgeson, I., Forrest, V., Hult, G., Tomas, M., & VanAmburg, D. (2023). The reign of the customer customer-centric approaches to improving 

satisfaction: Palgrave Macmilla Springer Nature Switzerland  AG n. https://doi.org/10.1007/978-3-030-13562-1 

Ha, J., & Jang, S. 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. https://doi.org/10.1016/j.ijhm.2009.12.005 

Hair Jr, J. F. (2014). Partial least squares structural equation modeling (PLS-SEM): An emerging tool in business research. European Business Review, 

26, 106-121. https://doi.org/10.1108/EBR-10-2013-0128 

Han, H., & Ryu, K. (2009). The roles of the physical environment, price perception, and customer satisfaction in determining customer loyalty in the 
restaurant industry. Journal of Hospitality & Tourism Research, 33(4), 487-510. https://doi.org/10.1177/1096348009344212 

Hansen, J. M., Saridakis, G., & Benson, V. (2018). Risk, trust, and the interaction of perceived ease of use and behavioral control in predicting consumers’ 

use of social media for transactions. Computers in Human Behavior, 80, 197-206. https://doi.org/10.1016/j.chb.2017.11.010 

Harrington, R. J., Ottenbacher, M. C., & Fauser, S. (2017). QSR brand value: Marketing mix dimensions among McDonald's, KFC, Burger King, Subway 
and Starbucks. International Journal of Contemporary Hospitality Management, 29(1), 551–570. https://doi.org/10.1108/IJCHM-06-2015-

0300 

Hasman, H. C. P., Ginting, P., & Rini, E. S. (2019). The influence of e-service quality on e-satisfaction and its impact on repurchase intention in using 

e-commerce applications on students of Universitas Sumatera Utara. International Journal of Research and Review, 6(10), 299-307.  

Heung, V. C., & Gu, T. (2012). Influence of restaurant atmospherics on patron satisfaction and behavioral intentions. International Journal of Hospitality 
Management, 31(4), 1167-1177. https://doi.org/10.1016/j.ijhm.2012.02.004 

Ibzan, E., Balarabe, F., & Jakada, B. (2016). Consumer satisfaction and repurchase intentions. Developing Country Studies, 6(2), 96-100.  

Jamil, K., Dunnan, L., Gul, R. F., Shehzad, M. U., Gillani, S. H. M., & Awan, F. H. (2022). Role of social media marketing activities in influencing customer 

intentions: A perspective of a new emerging era. Frontiers in Psychology, 12, 808525. https://doi.org/10.3389/fpsyg.2021.808525 
Kahneman, D., Knetsch, J. L., & Thaler, R. H. (2019). Fairness as a constraint on profit seeking: Entitlements in the market. In Choices, Values, and 

Frames. https://doi.org/10.1017/CBO9780511803475.019 

Kala, D. (2020). Examining the impact of food attributes and restaurant services on tourist satisfaction: Evidence from mountainous state of India. 

Journal of Quality Assurance in Hospitality & Tourism, 21(4), 430-453. https://doi.org/10.1080/1528008X.2019.1672235 
Khasanah, A. T. U., Oktafiani, H., Putri, S. A., Anggraini, W., & Suhud, U. (2020). The influence of customer experience, place attachment, customer 

satisfaction, and word-of-mouth on consumer revisit intention of American fast food chicken restaurants. Jurnal Bisnis, Manajemen, dan 

Keuangan, 1(2), 263-280.  

Kim, Y. G., Eves, A., & Scarles, C. (2009). Building a model of local food consumption on trips and holidays: A grounded theory approach. International 

Journal of Hospitality Management, 28(3), 423-431. https://doi.org/10.1016/j.ijhm.2008.11.005 
Kock, N., & Hadaya, P. (2018). Minimum sample size estimation in PLS-SEM: The inverse square root and gamma-exponential methods. John Wiley & 

Sons Ltd, Information Systems Journal, 1-35. https://doi.org/10.1111/isj.12131 

Konuk, F. A. (2019). The influence of perceived food quality, price fairness, perceived value and satisfaction on customers’ revisit and word-of-mouth 

intentions towards organic food restaurants. Journal of Retailing and Consumer Services, 50, 103-110. 
https://doi.org/10.1016/j.jretconser.2019.05.005 

Kotler, P., & Keller, K. L. (2012). Marketing management (14th ed.). Upper Saddle River, N.J: Pearson Education. 

Lee, H. G., & Christiarini, R. (2021). Analysis of service quality, food quality, atmosphere against revisit intention and positive word of mouth at casual 

dining restaurant in Batam city. eCo-Buss, 4(2), 230-241. https://doi.org/10.32877/eb.v4i2.274 
Malc, D., Mumel, D., & Pisnik, A. (2016). Exploring price fairness perceptions and their influence on consumer behavior. Journal of Business Research, 

69(9), 3693-3697. https://doi.org/10.1016/j.jbusres.2016.03.031 

Manguerra-Mahusay, S. C., & Liu, G. (2024). Consumer perceptions on food production companies’ brand strategy and customer experience alignment. 

Social Science and Humanities Journal, 8(07), 4371-4399. https://doi.org/10.18535/sshj.v8i07.1209 
Marinkovic, V., Senic, V., Ivkov, D., Dimitrovski, D., & Bjelic, M. (2014). The antecedents of satisfaction and revisit intentions for full-service restaurants. 

Marketing Intelligence & Planning, 32(3), 311-327. https://doi.org/10.1108/MIP-01-2013-0017 

https://doi.org/10.1108/IJCHM-04-2013-0162
https://doi.org/10.7763/ijimt.2014.v5.480
https://doi.org/10.1108/09596111311322916
https://doi.org/10.1002/mar.20334
https://doi.org/10.3390/su12187435
https://doi.org/10.1108/09596119810222104
https://www2.deloitte.com/id/en/pages/consumer-business/articles/id-consumer-covid19-2020.html
https://doi.org/10.2307/3172866
https://doi.org/10.37600/ekbi.v7i1.1342
https://doi.org/10.1007/978-3-030-13562-1
https://doi.org/10.1016/j.ijhm.2009.12.005
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1177/1096348009344212
https://doi.org/10.1016/j.chb.2017.11.010
https://doi.org/10.1108/IJCHM-06-2015-0300
https://doi.org/10.1108/IJCHM-06-2015-0300
https://doi.org/10.1016/j.ijhm.2012.02.004
https://doi.org/10.3389/fpsyg.2021.808525
https://doi.org/10.1017/CBO9780511803475.019
https://doi.org/10.1080/1528008X.2019.1672235
https://doi.org/10.1016/j.ijhm.2008.11.005
https://doi.org/10.1111/isj.12131
https://doi.org/10.1016/j.jretconser.2019.05.005
https://doi.org/10.32877/eb.v4i2.274
https://doi.org/10.1016/j.jbusres.2016.03.031
https://doi.org/10.18535/sshj.v8i07.1209
https://doi.org/10.1108/MIP-01-2013-0017


 Journal of Management World 2024, 4: 285-292 

292 

McCarthy, J. F., Sitorus, H., Kutanegara, P. M., & Budianto, V. (2020). Covid-19 and food systems in Indonesia. In COVID-19 and food systems in the 

Indo-Pacific: An assessment of vulnerabilities, impacts and opportunities for action (pp. 42-92). Canberra: ACIAR Technical Report No.96. 

Retrieved from https://aciar.gov.au/sites/default/files/2020-10/ACIAR%20TR096%20COVID19%20impacts%20on%20food%20 

systems_0.pdf 

McKinsey & Company. (2023). Growth through customer experience. Retrieved from https://www.mckinsey.com/capabilities/growth-marketing-and-
sales/our-insights/experience-led-growth-a-new-way-to-create-value. 

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. Journal of Marketing, 58(3), 20-38. 

https://doi.org/10.1177/002224299405800302 

Mulyawan, I., Tulsi, K. E., & Rafdinal, W. (2022). Predicting customer loyalty of local brand fast-food restaurant in indonesia: The role of restaurant 
quality and price fairness. Journal of Business and Management Review, 3(10), 675-689. https://doi.org/10.47153/jbmr310.4162022 

Namkung, Y., & Jang, S. (2007). Does food quality really matter in restaurants? Its impact on customer satisfaction and behavioral intentions. Journal 

of Hospitality & Tourism Research, 31(3), 387-409. https://doi.org/10.1177/1096348007299924 

Nguyen, N., & Leclerc, A. (2011). The effect of service employees' competence on financial institutions' image: Benevolence as a moderator variable. 
Journal of Services Marketing, 25(5), 349-360. https://doi.org/10.1108/08876041111149702 

Oliver, R. L. (2010). Satisfaction: A behavioral perspective on the consumer (2nd ed.). New York: Routledge. 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Alternative scales for measuring service quality: A comparative assessment based on 

psychometric and diagnostic criteria. Journal of Retailing, 70(3), 201-230. https://doi.org/10.1016/0022-4359(94)90033-7 
Pei, X.-L., Guo, J.-N., Wu, T.-J., Zhou, W.-X., & Yeh, S.-P. (2020). Does the effect of customer experience on customer satisfaction create a sustainable 

competitive advantage? A comparative study of different shopping situations. Sustainability, 12(18), 7436. 

https://doi.org/10.3390/su12187436 

Qin, H., & Prybutok, V. R. (2009). Service quality, customer satisfaction, and behavioral intentions in fast‐food restaurants. International Journal of 

Quality and Service Sciences, 1(1), 78-95. https://doi.org/10.1108/17566690910945886 
Qualtrics, X. (2023). How to measure customer satisfaction: 4 key metric.  

Rajput, A., & Gahfoor, R. Z. (2020). Satisfaction and revisit intentions at fast food restaurants. Future Business Journal, 6(1), 1-12. 

https://doi.org/10.1186/s43093-020-00021-0 

Rehman, S. U., Qingren, C., & Weiming, G. (2017). Rise in level of trust and trustworthiness with trust building measures: A mathematical model. 
Journal of Modelling in Management, 12(3), 349-363. https://doi.org/10.1108/JM2-09-2015-0076 

Ribbink, D., Van Riel, A. C., Liljander, V., & Streukens, S. (2004). Comfort your online customer: Quality, trust and loyalty on the internet. Managing 

Service Quality: An International Journal, 14(6), 446-456. https://doi.org/10.1108/09604520410569784 

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer satisfaction on customer behavior in online shopping. Heliyon, 
5(10). https://doi.org/10.1016/j.heliyon.2019.e02690 

Rust, R. T., & Oliver, R. L. (2000). Should we delight the customer? Journal of the Academy of Marketing Science, 28(1), 86-94. 

https://doi.org/10.1177/0092070300281008 

Ryu, K., Lee, H. R., & 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. https://doi.org/10.1108/09596111211206141 

Santoso, A., & Aprianingsih, A. (2017). The influence of service and e-service quality to repurchase intention the mediating role of customer satisfaction. 

Case study: Online transportation by Go-Jek Indonesia. Journal of Business and Management, 6(1), 1-6. 

https://doi.org/10.21275/art20175247 
Saodin, S., Arifin, Z., & Sunarti. (2019). The influence of e-service quality toward e-satisfaction, e-trust, e-word of mouth and online repurchase 

intention: A study on the consumers of the three stars hotels in Lampung. Russian Journal of Agricultural and Socio-Economic Sciences, 

93(9). https://doi.org/10.18551/rjoas.2019-09.03 

Scarcelli, J., & Almanza, B. (2021). Restaurant restrooms as they relate to kitchens: Customer perceptions vs. inspection scores. International Journal 
of Gaming Hospitality and Tourism, 1(1), 1-16.  

Shin, Y. H., & Yu, L. (2020). The influence of quality of physical environment, food and service on customer trust, customer satisfaction, and loyalty 

and moderating effect of gender: An empirical study on foreigners in South Korean restaurant. International Journal of Advanced Culture 

Technology, 8(3), 172-185. https://doi.org/10.17703/IJACT.2020.8.3.172 
Smith, J., & Doe, A. (2023). The impact of cultural elements on customer satisfaction in ethnic restaurants. International Journal of Hospitality 

Management, 45(3), 123-135. https://doi.org/10.1016/j.ijhm.2023.01.005 

Sriyalatha, M. A. K., & Kumarasinghe, P. J. (2021). Customer satisfaction and revisit intention towards fast food restaurants in Sri Lanka. International 

Journal of Engineering and Management Research, 11(5), 1-9. https://doi.org/10.31033/ijemr.11.5.12 

Sulek, J. M., & Hensley, R. L. (2004). The relative importance of food, atmosphere, and fairness of wait: The case of a full-service restaurant. Cornell 
Hotel and Restaurant Administration Quarterly, 45(3), 235-247. https://doi.org/10.1177/0010880404265345 

Thahir, S. S. A., & Krishnapillai, G. (2018). How does the ambience of cafe affect the revisit intention among its patrons? A S on the cafes in Ipoh. Paper 

presented at the Perak. MATEC Web of Conferences,  https://doi.org/10.1051/matecconf/201815005074.  

Wu, C. H.-J., & Liang, R.-D. (2009). Effect of experiential value on customer satisfaction with service encounters in luxury-hotel restaurants. 
International Journal of Hospitality Management, 28(4), 586-593. https://doi.org/10.1016/j.ijhm.2009.03.008 

Zhong, Y., & Moon, H. C. (2020). 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), 460. 

https://doi.org/10.3390/foods9040460  
 

 

 

 

https://aciar.gov.au/sites/default/files/2020-10/ACIAR%20TR096%20COVID19%20impacts%20on%20food
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/experience-led-growth-a-new-way-to-create-value
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/experience-led-growth-a-new-way-to-create-value
https://doi.org/10.1177/002224299405800302
https://doi.org/10.47153/jbmr310.4162022
https://doi.org/10.1177/1096348007299924
https://doi.org/10.1108/08876041111149702
https://doi.org/10.1016/0022-4359(94)90033-7
https://doi.org/10.3390/su12187436
https://doi.org/10.1108/17566690910945886
https://doi.org/10.1186/s43093-020-00021-0
https://doi.org/10.1108/JM2-09-2015-0076
https://doi.org/10.1108/09604520410569784
https://doi.org/10.1016/j.heliyon.2019.e02690
https://doi.org/10.1177/0092070300281008
https://doi.org/10.1108/09596111211206141
https://doi.org/10.21275/art20175247
https://doi.org/10.18551/rjoas.2019-09.03
https://doi.org/10.17703/IJACT.2020.8.3.172
https://doi.org/10.1016/j.ijhm.2023.01.005
https://doi.org/10.31033/ijemr.11.5.12
https://doi.org/10.1177/0010880404265345
https://doi.org/10.1051/matecconf/201815005074
https://doi.org/10.1016/j.ijhm.2009.03.008
https://doi.org/10.3390/foods9040460

