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ABSTRACT

This study tests the relationship between
experience quality, restaurant image, and
customer loyalty in Indonesian ethnic
restaurants. In addition, this study tests the
mediating role of restaurant image in the
relationship between experience quality
and customer loyalty. A total of 205
respondents participated in this study. This
study employed PLS with the smartPLS
program to test the proposed research
objectives. The findings indicated that
service quality, food quality, and physical
environment quality as dimensions of
experience quality played essential roles in

creating a positive restaurant image.
Furthermore, this study found that
restaurant image significantly affects

customer loyalty. This study discovered
the mediating functions of restaurant
image in the relationship between
experience quality dimensions and
customer loyalty. Upon completing the
research obijectives, this study provides
theoretical and practical contributions.
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INTRODUCTION

The tourism and hospitality industry is an industry that is growing rapidly after the
pandemic subsides. Several government programs are directed at increasing the growth
and competitiveness of the tourism and hospitality industry players. As an essential part
of the tourism and hospitality industry, the restaurant sector plays an essential role in the
growth of this industry. Since the decline in Covid-19 cases, various restaurants have
grown and developed rapidly. One type of restaurant being developed is an ethnic
restaurant. Hwang, Kim, Choe, and Chung (2018) described an ethnic restaurant as a
restaurant that is diverse from other restaurants because it represents the unigueness
of a country's culture both in appearance and the menu served. As a form of a currently
proliferating restaurant, ethnic restaurants are faced with very tight industry competition.
Therefore, ethnic restaurant managers need the right strategy to maintain their business.

Based on the marketing literature, the concept of a long-term relationship is the right
concept that can be used by the restaurant industry, especially ethnic restaurant
managers, to maintain business continuity. This means that consumers do not only make
one-time purchases but will also make repeat purchases. Based on this, it is clear that
the concept of customer long terms relationships cannot be separated from the notion of
customer loyalty. Suhartanto, Clemes, and Dean (2013) explained that loyal customers
are consumers who voluntarily make repeat purchases and convey the positive word of
mouth to potential customers.

Previous studies have explained that the experience consumers gain when interacting
or transacting with service providers is an important factor in ensuring long-term
relationships with consumers. Research from Wu and Cheng (2019) in the marketing
field showed that experience quality has a significant positive effect on consumer loyalty.
However, there is still a research gap that can be identified in the relationship between
experience quality and loyalty, as these previous studies haven’t explained clearly the
process of how to experience quality that affects loyalty (Hussein, 2018).

To close the research gap, this study includes a restaurant image as a mediating variable
effect of experience quality on loyalty. This study comprises restaurant image as a
mediating variable because previous studies found the important role of the image on
loyalty (Channoi, & Dean, 2018; Hussein, 2018) and image results from a quality
experience (Wu & Cheng, 2019). Based on this background, this study aims to examine
the role of experience quality in increasing the loyalty of ethnic restaurant consumers. In
addition, this study also aims to investigate the mediating of restaurant image on the
experience quality and loyalty. To gain a comprehensive understanding of experience
quality, this study will specifically examine the effect of food quality, physical environment
quality, and service quality as important dimensions of experience quality (Hussein, 2018;
Sekarsari, Rohman, & Hussein, 2016) on image and loyalty. After answering the
research objectives, this study provides both theoretical and practical contributions.
Theoretically, this research will show a comprehensive relationship between experience
quality, restaurant image, and ethnic restaurant consumer loyalty. This research
provides an overview for ethnic restaurant managers to create loyal customers.

LITERATURE REVIEW
The previous theory states that to improve customer experience and loyalty, business
people must provide quality experience and satisfaction to customers in order to

increase customer satisfaction. It plays a key role in increasing customer loyalty. The
concept of tourist loyalty for ethnic restaurants is derived from the concept of consumer
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loyalty. Andreassen and Lindestad (2014) explain that having loyal customers supply
more advantages for companies than getting new customers. In line with this thought
(Hapsari, 2018) suggests that a loyal consumer will make a purchase in the future and
also provide positive recommendations to other consumers. In addition, loyal consumers
will tolerate a fault made by companies (Hapsari, 2018). Therefore, in the marketing
concept, consumer loyalty is a form of consumer behavior that fosters long-term
relationships with consumers.

Hussein and Hapsari (2020) explain that experience results from an interaction between
service providers and consumers. Therefore, the quality of experience results from
superior interaction and is not forgotten by consumers. However, Lemke, Clark, and
Wilson (2011) state that the quality of experience is a culture-based construct. Research
in the field of tourism and hospitality by Namkung and Jang (2007) explains that food
quality, service quality (Clemes, Shu, & Gan, 2014), and physical environment quality
(Hussein, 2018) are three essential dimensions that shape the quality of experience.

Lemke, Clark, and Wilson (2011) stated that customer experience quality is defined as
the experience by consumers in the form of quality that is considered superior and is a
subjective reaction given to direct experience or strangeness with the company. An
experience is the sum total of all aspects that a customer has experienced at the point
of contact between the customer and the company (Joshi, Saksham, Tanvi, & Shreya,
2016). Thus, the quality of experience can be considered as an emotional response from
consumers and also becomes part of the consumer's assessment of the overall
experience in consuming certain products and services. In addition, a quality experience
is not only interpreted as a feeling more from consumers towards what consumers want.

The quality of customer experience has become an important concept in consumer
behavior research based on several previous studies (Fernandes & Cruz, 2007)
suggesting that the quality of experience is considered to be able to go beyond service
due to the contemporary needs of consumers, namely looking for experiences that can
be emotionally memorable for them. Meanwhile, Chan and Baum (2007) explain that the
quality of the experience is related to the psychological outcomes resulting from visitor
participation in tourism activities. Zhong and Moon (2020) state that there are three
dimensions of quality that can affect customer satisfaction, service quality, food quality,
and the physical environment.

Experience quality is formed by the physical environment between actions and will
significantly affect customer loyalty. Supported by research conducted by Andreassen
and Lindestad (2014) shows that customer loyalty will be higher when they perceive a
positive experience. Chan and Baum (2007) concluded that a good experience is
obtained from understanding customer expectations, delivering the right product at every
opportunity, and various other factors that will lead to loyalty. With competition getting
stronger, experience is the best way to differentiate rather than having to compete on
price and launch marketing programs that can cost a lot.

In addition to food quality, service quality is an important factor that must be improved in
order to meet or exceed customer expectations. Ali, Puah, Ayub, and Raza (2020) stated
that service quality affects customer loyalty. This is also in line with Perez-Moron et al.
(2022), who states that superior service quality will make customer satisfied and thus
will lead to loyalty. Wu, Cheng, Chen, and Hong (2018) said that service quality also
emphasizes the perspective of company services provided to tourists. Researchers have
determined that service quality is the provision of services in coordination, matching
without prejudice to customer wishes (Prayag, Hosany, Taheri, & Ekiz, 2020).
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The marketing literature explains that as a result of memorable and superior interactions,
the quality of the experience has been proven to be an important determinant of image
enhancement. Previous studies have shown a significant positive effect of the quality of
experience on the brand image (Islam, Hollebeek, Rahman, Khan, & Rasool, 2019).
These studies explain that the better the quality of experience obtained by consumers,
the better the brand image. As with marketing research, research in tourism and
hospitality finds an important role in the quality of experience in restaurant image. The
results of this study indicate that a restaurant that can produce an excellent visiting
experience will produce a positive image of its consumers. Therefore, this study believes
that the quality of experience will significantly and positively influence a restaurant's
image. Specifically, this study formulates that food quality, service quality, and physical
environment quality as dimensions of experience quality positively and significantly
influence restaurant image.

Hla: service quality has a significant and positive effect on restaurant image

H1b: food quality has a significant and positive effect on restaurant image

Hl1c: physical environment quality has a significant and positive effect on restaurant
image

The physical environment aspect makes it easier for consumers to get information on
what is on offer from these tours. The physical environment is included in a customer's
affective response to the psychological benefits they desire from the visiting experience
(Wu, Cheng, Chen, & Hong, 2018). A study by Wu and Cheng (2019) stated that the
physical environment affects customer loyalty. The quality of the physical environment
that is obtained through the interior design of a gastronomic tourist spot will also bring
up a good image in the eyes of customers, as well as customer satisfaction. It assumes
the physical environment can be a driver of consumer happiness and can improve the
quality of life (Ma, QU, & Eliwa, 2014; Gong & Yi, 2018). The physical environment of a
thematic restaurant can make tourists believe based on experience, which will be
decisive in creating and maintaining long-term or sustainable relationships. So that the
physical environment must be used as a consideration for business actors to compete
with other restaurants in gaining consumer loyalty.

As an important part of a company's marketing strategy, image is essential in building
loyalty. A company with a positive image will make consumers increasingly intend to re-
transact with that company. Previous studies have proven the important role of brand
image in increasing consumer loyalty (Hapsari, Clemes, & Dean, 2017). These studies
explain that the more positive the image of the company, the higher the intention of
consumers to make transactions again and provide positive recommendations to other
consumers.

As in marketing studies, image is an important factor in tourism and hospitality studies.
Research in tourism and hospitality shows that restaurant image is vital in increasing
consumer loyalty. Consumers tend to make repeated transactions with restaurants that
have a positive image. Therefore, this study suspects that restaurant image has a
significant positive effect on consumer loyalty.

H2: restaurant image has a significant and positive effect on consumer loyalty.

Marketing and tourism and hospitality literature explain that a positive image, especially
the image of a restaurant as part of the service industry, cannot be separated from the
experience consumers gain when conducting transactions with the restaurant. The better
the experience felt by consumers of a restaurant, the more positive the image of the
restaurant of consumers. The positive image of the restaurant, as perceived by
consumers will strengthen the consumer's intention to make transactions with the
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restaurant again (Hapsari, 2018). Therefore, this study suspects that the quality of
experience indirectly affects consumer loyalty by creating a restaurant image.

H3a: restaurant image mediates the effect of service quality on consumer loyalty.

H3b: restaurant image mediates the effect of food quality on consumer loyalty.

H3c: restaurant image mediates the effect of physical environment quality on consumer
loyalty.

Based on the literature review conducted, the conceptual model developed in this study
is as follows:

Figure 1. Conceptual Model

Service
Quality

Hla

Hib - Restaurant Customer

Image Loyalty

Physical
Environment
Quality

RESEARCH METHOD

This research used explanatory research with a quantitative research type. Explanatory
research is a method used to explain the relationship between variables and other
variables by using hypothesis testing that has been formulated. Besides that,
explanatory research is used to explain the position of a variable. The research was
conducted in several ethnic and thematic restaurants through online and offline
questionnaires. The research time was conducted for four weeks to obtain respondent
data on distributing questionnaires online via Google Forms. A total of 220
guestionnaires were distributed in this study. However, only 205 questionnaires were
processed for data analysis. This study took data from several ethnic restaurants in
Malang, East Java, using the convenience sampling method. Respondents who can
participate in this study must be at least 18 years old, have visited at least one ethnic
restaurant, and visited on their own accord. Data collection was carried out using a
questionnaire instrument. A five-point Likert scale was used in this study. The
gquestionnaire was adapted from several previous studies. Partial Least Squares using
smart PLS are used to perform data analysis. PLS analysis is carried out by evaluating
measurement models and structural models and testing hypotheses.

RESULTS
The total number of respondents who participated in this study is 205. From the

demographic data, it can be seen that the majority of respondents are women. More than
73% of respondents have undergraduate education. More than 50% of respondents earn
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between IDR 1,000,000 — IDR 10,000,000. Table 1 shows the results of the demographic
measurements.

Table 1. Demography Respondent

Variables n Percentage
Gender Male 95 46,34
Female 110 53,65
Age <20 12 5,85
21-30 170 82,92
31-40 10 4,87
41 -50 5 2,43
51-60 3 1,46
>60 5 2,43
Education High school 23 11,21
Diploma 1 0,5
Undergraduate 151 73,65
Postgraduate 24 11,70
Doctoral 6 2,92
Income <IDR 1.000.000 62 30,24
IDR 1.000.000 — IDR 5.000.000 90 43,90
IDR 5.000.000 — IDR 10.000.000 37 18
>IDR 10.000.000 16 7,80

Outer Model Evaluation

This study evaluated the outer model through convergent, discriminant validity, and
composite reliability values. To be free from the convergent validity problem, an indicator
must have a loading value above 0.7. In this study, almost all loading values were above
0.7. There is only one indicator that has a value of less than 0.7. However, because the
AVE value for all indicators is above 0.5, indicators with a value less than 0.7 are
maintained. Discriminant validity was tested by comparing the outer loading value with
the cross-loading value. To be free from discriminant validity problems, the outer loading
value must be higher than the cross-loading value. The test results show that the outer
loading value of all variables is higher than the cross-loading value. So, it can be
concluded that there is no discriminant validity problem. Reliability is tested based on the
value of composite reliability. The expected composite reliability value is above 0.7. So
there is no reliability problem.

Inner Model Evaluation

In general, PLS is predictive. Therefore, there are no specific criteria to test the model's
accuracy. Referring to Hair, Hult, Ringle, and Sarstedt (2014) to obtain a robust model,
can be seen from the value of R2. The estimation results show that the R2 values are
0.772 and 0.928. Therefore, it is concluded that the model formed is quite good. Table 2
shows the results of the outer and inner models.
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Table 2. Evaluation Summary

VARIABLE CL PEQ | SQ FQ RI AVE CR R2
CL1 928 713 706 725 771
CL2 899 764 703 774 786
CL3 931 743 728 817 808
CL |CL4 887 741 650 759 835 | 0.831 | 0.952 | 0.772
PEQ1 633 780 672 637 696
PEQ2 714 867 715 722 760
PEQ3 710 811 776 768 789
PEQ | PEQ4 655 884 679 717 746 | 0.700 | 0.903
SQ1 723 723 876 785 856
SQ2 490 670 849 659 659
SQ3 718 775 887 797 816
SQ | SQ4 657 753 825 624 758 | 0.740 | 0.919
FQ1 738 731 675 835 771
FQ2 676 747 689 849 829
FQ3 552 643 609 712 709
FQ4 781 677 766 828 781
FQ5 751 718 720 900 784
FQ | FQ6 671 714 698 828 729 | 0.684 | 0.928
RI1 671 751 687 849 829
RI2 552 643 609 712 709
RI3 888 746 656 763 842
RI4 723 723 876 785 856
RI | RIS 595 673 758 536 694 | 0.623 | 0.891 | 0.928

Hypothesis test

In this study, three hypotheses were formulated. The following sections will discuss the
results of hypothesis testing. Hypothesis 1 consists of 3 sub hypotheses. Hypothesis 1a
predicted that service quality as an important dimension of experience quality
significantly affects restaurant image. The calculation results show that service quality
positively and significantly affects restaurant image (t = 7.588; 3= 0.330). Hypothesis la
is accepted. Hypothesis 1b predicts the effect of food quality on restaurant image. The
calculation results show that hypothesis 1b is accepted (t = 7.974; = 0.472). The impact
of physical environment quality on restaurant image is formulated in hypothesis 1c. The
test results show a significant positive effect of physical environment quality on
restaurant image. Hypothesis 1c is accepted. The impact of restaurant image on
consumer loyalty is formulated in Hypothesis 2. Statistical testing shows that restaurant
image significantly positively affects consumer loyalty (t = 36.972; 3= 0.877). Hypothesis
2 is accepted.

The mediating role of restaurant image is formulated in hypotheses 3a, 3b and 3c. Based
on the mediation analysis test, it was found that restaurant image provides a significant
mediating role in the influence of the dimensions of experience quality on loyalty. This
means that Hypotheses 3a, 3b and 3c are accepted. Table 3 summarizes the results of
the hypothesis testing.
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Table 3. Hypothesis Test

Hypothesis Path B t Remarks
Hla SQ -> Rl 0.330 7.588 | Supported
H1lb FQ -> RI 0.472 7.974 | Supported
Hlc PEQ -> Rl 0.213 4.150 | Supported
H2 Rl ->CL 0.877 36.972 | Supported
H3a SQ->RI->CL 0.290 7.680 | Supported
H3b FQ ->RI->CL 0.414 7.534 | Supported
H3c PEQ -> Rl ->CL 0.186 4.191 | Supported

DISCUSSION

This research generally answers two research objectives. The first research objective is
to examine the causal relationship between the quality of experience, restaurant image
and customer loyalty. The second research objective is to examine the mediating role of
restaurant image on the effect of experience quality on consumer loyalty. The following
is a discussion of the research results.

This study reveals that service quality positively influences the formation of a restaurant's
image. The results showed that the better the quality of service provided by the
restaurant, the preferable the image of the restaurant. This is in line with the research
conducted by Hapsari, Clemes, and Dean (2017), which explains the vital role of service
quality in restaurant image. As well as service quality, food quality as an essential
dimension of the quality of experience has a positive influence on the formation of a
restaurant's image. The better the quality of food served by a restaurant, the better the
image of the restaurant. The effect of food quality on restaurant image is in line with the
research of Ali et al. (2020), which also explains the important role of food quality on
restaurant image. As an aspect seen directly by consumers, the quality of the physical
environment of a restaurant plays an important role in creating a positive image. These
results strengthen the research conducted by Wu, Cheng, Chen and Hong (2018), which
explains the important role of physical environment quality in enhancing the image of a
restaurant. It is obvious that the quality of the experience gained by consumers, mainly
based on service quality, food quality and physical environment quality, plays an
essential role in creating a positive image of a restaurant. Therefore, restaurant
managers must always provide a quality experience for their customers in order to build
a positive image.

As a result of quality experiences, this study shows that restaurant image plays an
important role in creating customer loyalty. This research indicates that ethnic
restaurants with a good image will have loyal customers. The important role of restaurant
image on consumer loyalty strengthens the previous study which also found an important
role of an image on loyalty. As a determinant of consumer loyalty, this study also found
that restaurant image has a mediating effect on the quality of experience dimensions of
loyalty. This means that indirectly, the quality of experience will also increase consumer
loyalty by improving the restaurant's image.

CONCLUSION
Derived from the research conducted there are several conclusions can be drawn. First,

the quality of experience has an important influence on enhancing the image of an ethnic
restaurant. The better the experience gained by ethnic restaurant consumers, the better
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the image of the restaurant. Second, it can be concluded that to increase consumer
loyalty, ethnic restaurants need to create a good image. The more positive the image of
the restaurant, the higher the loyalty of consumers. Finally, it can be concluded that in
addition to influencing restaurant image on loyalty, this variable also provides a mediating
role that bridges the influence of the quality of experience on loyalty.

ACKNOWLEDGMENT

| am grateful to all of those with whom | have had the pleasure to work during this and
other related projects. Finally, my thanks go to all the people who have supported me
in completing the research work directly or indirectly.

DECLARATION OF CONFLICTING INTERESTS
The authors declared no potential conflicts of interest.

REFERENCES

Ali, M., Puah, C. H., Ayob, N., & Raza, S. A. (2020). Factors influencing tourist’s
satisfaction, loyalty and word of mouth in selection of local foods in Pakistan. British
Food Journal, 122(6), 2021-2043. doi: 10.1108/BFJ-11-2018-0728

Andreassen, T.W., & Lindestad, B. (1998). Customer loyalty and complex services: The
impact of corporate image on quality, customer satisfaction and loyalty for
customers with varying degrees of service expertise. International Journal of
Service Industry Management, 9, 7-23. doi: 10.1108/09564239810199923

Chan, J. K. L., & Baum, T. (2007). Ecotourists’ perception of ecotourism experience in
Lower Kinabatangan, Sabah, Malaysia. Journal of Sustainable Tourism, 15(5),
574-590. doi: 10.2167/jost679.0.

Channoi, R., Clemes, M. D., & Dean, D. L. (2018). A comprehensive hierarchical model
of beach resort hotel stays. Journal of Hospitality and Tourism Management, 37,
107-116. doi: 10.1016/j.jhtm.2017.10.011

Clemes, M. D., Shu, X., & Gan, C. (2014). Mobile communications: A comprehensive
hierarchical modelling approach. Asia Pacific Journal of Marketing and Logistics,
26(1), 114-146. doi: 10.1108/APJML-04-2013-0040

Fernandes, T., & Cruz, M. (2016). Dimensions and outcomes of experience quality in
tourism: The case of Port wine cellars. Journal of Retailing and Consumer Services,
31, 371-379. doi: 10.1016/].jretconser.2016.05.002.

Gong, T., & Yi, Y. (2018). The effect of service quality on customer satisfaction, loyalty,
and happiness in Five Asian Countries. Psychology and Marketing, 35(6), 427-442.
doi: 10.1002/mar.21096

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A primer of partial least
squares structural equation modelling (PLS-SEM). New York: Sage Publications.

Hapsari, R. (2018). Creating educational theme park visitor loyalty: the role of
experience-based satisfaction, image and value. Tourism and Hospitality
Management, 24(2), 274-359.

Hapsari, R., Clemes, M., & Dean, D. (2017). The impact of service quality, customer
engagement and selected marketing constructs on airline passenger loyalty.
International Journal of Quality and Service Sciences, 9(1), 21-40. doi:
10.1108/13QSS-07-2016-0048

Hussein, A. S. (2018). Revisiting the importance of casual dining experience quality: An
empirical study. International Journal of Quality and Service Sciences, 10(3), 233—
252. doi: 10.1108/1JQSS-04-2017-0041

Hussein, A. S, & Hapsari, R. (2020). Heritage experiential quality and behavioural
intention: Lessons from Indonesian heritage hotel consumers. Journal Heritage
Tourism, 1-20. doi: 10.1080/1743873X.2020.1792474

34



International Journal of Tourism and Hospitality in Asia Pasific (IJTHAP)
Vol. 6 No. 1, pp. 26-35, February, 2023

P-ISSN: 2685-8800 / E-ISSN: 2654-7945
https://ejournal.aibpmjournals.com/index.php/IJTHAP

Hussein, A. S., Hapsari, R. D. V., & Yulianti, I. (2018). Experience quality and hotel
boutique customer loyalty: Mediating role of hotel image and perceived value.
Journal of Quality Assurance in Hospitality and Tourism, 19(4), 442-459. doi:
10.1080/1528008X.2018.1429981

Hwang, J., Kim, S., Choe, J. Y., & Chung, C.-H. (2018). Exploration of the successful
glocalization of ethnic food: A case of Korean food. International Journal of
Contemporary Hospitality Management, 30(12), 3656—-3676. doi: 10.1108/IJCHM-
07-2017-0452

Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, I., & Rasool, A. (2019). Customer
engagement in the service context: An empirical investigation of the construct, its
antecedents and consequences. Journal of Retailing and Consumer Services, 50,
277-285. doi: 10.1016/j.jretconser.2019.05.018

Joshi, S., Saksham, S., Tanvi, G., & Shreya. (2016). Developing Smart Cities: An
Integrated Framework. Procedia Computer Science, 93, 902-909. doi:
10.1016/j.procs.2016.07.258.

Lemke, F., Clark, M., & Wilson, H. (2011). Customer experience quality: An exploration
in business and consumer contexts using repertory grid technique. Journal of the
Academy of Marketing Science, 39(6), 846—869. doi: 10.1007/s11747-010-0219-0

Ma, E., QU, H., & Eliwa, R. A. (2014). Customer loyalty with fine dining: The moderating
role of gender. Journal of Hospitality Marketing & Management, 23(5), 513-535.
doi: 10.1080/19368623.2013.835250.

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. doi: 10.1177/1096348007299924

Perez-Moron, J. P., Madan, S., Cheu, J. Y., Kee, D. M. H., Cheong, L. C., Chin, R. ...
Garcia, A. P. M. (2022). Effect of service quality and customer satisfaction on
customer loyalty: A case study of Starbucks in Malaysia. International Journal of
Tourism and Hospitality in Asia Pasific, 5(1), 62-74. doi: 10.32535/ijthap.v5i1.1402

Prayag, G., Hosany, S., Taheri, B., & Ekiz, E. H. (2019). Antecedents and outcomes of
relationship quality in casual dining restaurants: The mediating effects of
relationship quality and moderating roles of gender. International Journal of
Contemporary Hospitality Management, 31(2), 575-593. doi: 10.1108/IJCHM-10-
2017-0706

Sekarsari, L. A., Rohman, F., & Hussein, A. S. (2016). Pengaruh dining experience
terhadap customer satisfaction, restaurant image, dan behavioral intention pada
casual dining restaurant di Kota Malang. Ekonomi Bisnis, 21(1), 1-14.

Suhartanto, D., Clemes, M., & Dean, D. (2013). Analyzing the complex and dynamic
nature of brand loyalty in the hotel industry. Tourism Review International, 17(1),
47-61.

Wu, H.-C., Cheng, C.-C., Chen, Y.-C., & Hong, W. (2018). Towards green experiential
loyalty. International Journal of Contemporary Hospitality Management, 30(3),
1374-1397. doi: 10.1108/IJCHM-10-2016-0596

Wu, H. C., & Cheng, C. C. (2019). An empirical analysis of green experiential loyalty: A
case study. Journal of International Food and Agribusiness Marketing, 31(1), 69—
105. doi: 10.1080/08974438.2018.1482484

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. MDPI,
9(4), 1-16. doi:10.3390/foods9040460.

35



