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Abstract

Purpose – This study aims to simultaneously examine the interrelated influence of antecedents involved in
developing fast-food restaurant customer loyalty. A conceptual model which incorporates service quality
attributes, price fairness, customer satisfaction, brand image and trust and the resultant effect on customer
loyalty is proposed to better understand how fast-food restaurant customer loyalty can be optimized.
Design/methodology/approach – A quantitative research methodology adopting structural equation
modelling was used to understand the interrelatedness and influence of antecedents involved in optimizing
fast-food restaurant customer loyalty.
Findings – The findings indicate that service quality attributes (food quality and employee service quality)
and price fairness significantly influence customer satisfaction and brand image, while physical environment
quality has no significant influence. Additionally, customer satisfactionwas found to influence brand trust and
customer loyalty,while the brand image does not influence customer satisfaction but does influence brand trust
and customer loyalty.
Practical implications – Understanding the interrelatedness and influence of antecedents involved in
developing fast-food restaurant customer loyalty would enable academics and practitioners to formulate
honed marketing and operational strategies to optimize customer loyalty and fast-food restaurant
profitability.
Originality/value – This research addresses the paucity of research and marketing gaps regarding the
interrelatedness and influence of antecedents involved in optimizing fast-food restaurant customer loyalty in
Small Island Developing States (SIDS).
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Paper type Research paper

Introduction
Ongoing rapid growth in the fast-food sector across geographic, national and cultural
boundaries (Gabriel, 2001) continues to be driven by global changes in consumer lifestyles,
increased household income and preference for more convenient “fast” food options
(Rahkovsky et al., 2018). This increased demand for fast-food has driven fierce competition in
the fast-food sector, with fast-food restaurant success dependent more andmore on customer
retention (Ha and Jang, 2012).
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Against this backdrop, it is incumbent upon fast-food restauranteurs to continuously
develop and hone their marketing strategies and product and service offerings to respond to
these fast-changing market dynamics in order to satisfy and retain customers, sustain a
competitive edge over competitors and drive long-term profitability (Petzer andMackay, 2014).
Notwithstanding, formarketing strategies and responses to be effective in optimizing customer
loyalty, fast-food restauranteurs require a sound understanding of the factors that motivate
consumers to purchase fast-food meals (Shahzadi et al., 2018), and the interrelated and
compound influence of those factors in developing fast-food restaurant customer loyalty.

Despite the relative importance of fast-foods in the global food-service sector, and
customer loyalty being considered a priority for fast-food restauranteurs, the main focus of
previous research has been in the USA (Namin, 2017), the UK (Nguyen et al., 2018) and Europe
(Carranza et al., 2018). Scant attention has been paid to understanding the factors influencing
fast-food restaurant customer loyalty in Small Island Developing States (SIDS) such as Fiji
(Slack et al., 2020). Differences in economic, political, legal and cultural factors between
countries profoundly impact customer behavior (Sharma et al., 2020b). Also, considering the
context-specific nature of customer loyalty and its antecedents, and the challenges associated
with generalizing empirical results from developed to developing nations, further context-
specific research is warranted. Further, limited previous studies comprise simultaneous
investigation of the influence of a broad range of interrelated antecedents, including service
quality (attributes comprising food quality, physical environment quality and employee
service quality), price fairness, brand image, customer satisfaction and brand trust on
customer loyalty, in the fast-food sector.

Hence, this study is important because it aims to bridge these gaps by contributing to new
knowledge specifically relating to customer loyalty and its antecedents in the SIDS context.
This study also intends to develop and test a questionnaire that has reliable and valid scales
and a structural model that is an appropriate predictor of customer loyalty in the context of
fast-food restaurants. Practically, this study proposes to provide empirical findings that will
enable academics and practitioners to formulate honed marketing and operational strategies
to optimize fast-food restaurant customer loyalty.

Literature review
Influence of food quality on customer satisfaction and brand image
Recent studies (Carranza et al., 2018; Clemente-Ricolfe, 2016) suggest that restaurant service
quality constitutes three attributes: food quality, the physical environment and employee
service quality. Ha and Jang (2013) argue that these attributes are used by customers to
evaluate perceived restaurant quality. However, it is noted that food quality is the
predominant factor that influences customer’s restaurant selection, service perception and
overall dining experience and satisfaction toward a restaurant (Shahzadi et al., 2018; Yi et al.,
2018; Roy et al., 2020). According to Trimigno et al. (2015), customers assess food quality
based on a composite of factors including presentation, taste, nutritional value, processing
and storage, along with other contributing factors. Tse andWilton (1988, p. 204) suggest that
“the customer’s response to the evaluation of the perceived discrepancy between prior
expectations (or some norm of performance) and the actual performance of the product as
perceived after its consumption” can result in customer satisfaction. Researchers (Ha and
Jang, 2010; Ryu et al., 2012) have explored the relationship between food quality and customer
satisfaction and highlight the importance of food quality on customer satisfaction, and that
food quality has a positive and direct influence on customer satisfaction in restaurants. Thus,
it can be hypothesized that:

H1a. Food quality has a positive influence on customer satisfaction.
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Consumer research suggests that brand image is the sum of customers’ experiences,
ideas, perceptions and impressions of fast-food restaurants (Ryu et al., 2008). Building
brand image is an important restaurant characteristic because a positive brand
image simplifies customer decision-making regarding the dining experience (Yi et al.,
2018) and critically influences the sense of value, satisfaction and behavior of customers
(Verhoef et al., 2009). Studies suggest that although the interior and exterior d�ecor,
cleanness and location attributes are considered essential, food quality was evaluated
to be most significant in building a positive restaurant image (Ryu et al., 2012).
Studies also highlight that a restaurant’s food quality positively influences brand
image (Jin et al., 2012a; Ryu et al., 2012; Yi et al., 2018). Based on the literature, it can be
hypothesized that:

H1b. Food quality has a significant positive influence on brand image.

Influence of physical environment quality on customer satisfaction and brand image
Researchers Heung and Gu (2012) refer to a restaurant’s physical environment as “the
conscious design of a space to encourage specific emotional effects in the customer, to
ultimately enhance his/her willingness to purchase a product or service.” Previous studies
show that “customers use the physical environment in judging the quality of products or
services” (Ha and Jang, 2012, p. 204) and the physical environment attracts customers (Ha and
Jang, 2012). Han and Ryu (2009) and Ryu and Han (2010a) also stress the importance of
building an appropriate restaurant physical environment to increase customer satisfaction.
Therefore, this study proposes the following hypothesis:

H2a. Physical environment quality has a significant positive influence on customer
satisfaction.

Restaurant physical environmental factors provide information to enable customers to
ascertain a restaurant’s image (Baker et al., 1994); therefore, those factors are deemed
significant determinants of restaurant image (Ryu et al., 2012). Additionally, establishing an
alluring physical environment (e.g. music, lighting, interior decoration, layout and the like) is
argued to be paramount in creating a positive restaurant image (Jin et al., 2012a; Ryu et al.,
2008). Thus, the following hypothesis is proposed:

H2b. Physical environment quality has a significant positive influence on brand image.

Influence of employee service quality on customer satisfaction and brand image
Ha and Jang (2010) propose that restaurant employee service quality is the degree of
interpersonal service that employees provide when interactingwith customers.Wu andMohi
(2015) also propose that employee service quality is an essential part of a fast-food
restaurant’s service quality. Hence, because restaurants are assessed based on customers’
perceptions of employee service quality received, it is incumbent upon restaurants to ensure
employees build and deliver service quality (Liu et al., 2017; Ryu et al., 2012). Studies show
that restaurant employees’ attitudes (Hwang andOk, 2013) and interpersonal interactionwith
customers significantly influence the service quality delivered and customer satisfaction
(Kim et al., 2009). Therefore, it is postulated that:

H3a. Employee service quality has a significant positive influence on customer
satisfaction.

Studies also show that employee competency (Ryu et al., 2012), communication skills and
personal appearance (Masa’deh et al., 2019) significantly impact a restaurants’ brand image
and reputation. Thus, it is hypothesized that:
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H3b. Employee service quality has a significant positive influence on brand image.

Influence of price fairness on customer satisfaction and brand image
Price fairness judgments are a customers’ subjective comparison between a reference price
and a price being judged, and are typically biased by their self-interest (Xia et al., 2004).
Results from the study by Slack et al. (2020) revealed that social value and functional value
(price/value for money) positively affected customer satisfaction when purchasing fast-food.
Previous researchers also identified that perception of price fairness influenced customer
satisfaction and produced different emotions and behavioral reactions by customers
(Gummesson, 2002). Recent studies also confirmed significant positive relationships existed
between price fairness and customer satisfaction (Jin et al., 2012a; Uddin, 2019). Therefore, it
can be hypothesized:

H4a. Price fairness has a significant positive influence on customer satisfaction.

Providing restaurant offerings perceived to be reasonably priced, can help a restaurant
enhance its brand image and obtain a competitive advantage over rivals (Jin et al., 2012a).
Prior research infers that price fairness is a critical factor in building image (Marinkovic et al.,
2015), is an antecedent that significantly drives brand image (Jin et al., 2012a) and has a
significant positive effect on the image (Campbell, 1999). Hence, this study proposes:

H4b. Price fairness has a significant positive influence on brand image.

Influence of brand image on customer satisfaction, brand trust and customer loyalty
A restaurant’s brand image enables customers to develop an attitude about a restaurant
before an actual dining experience (Pavesic, 1989), to differentiate a restaurant from its
competitors (Ryu et al., 2008) and affects customers’ dining decisions (Kim et al., 2010). In
marketing literature, brand trust is widely accepted as the perception that a service
organization has the capability and is sufficiently motivated to carry out what is promised
(Jin et al., 2013). Customer loyalty is described as “a deeply held commitment to rebuy or re-
patronize a preferred product/service consistently in the future, thereby causing repetitive
same-brand or same brand-set purchasing, despite situational influences and marketing
efforts having the potential to cause switching behavior” (Oliver, 1997, p. 34).

Brand image affects customers’ subjective perceptions, purchase intentions and
satisfaction (Jin et al., 2012). More specifically, Lee et al. (2009) found that a positive brand
image is critical in promoting positive emotions of customers about a restaurant and can lead
to customer satisfaction and loyalty. Other researchers (Ryu et al., 2008; Jin et al., 2012a) also
found that a restaurant’s image significantly affects and predicts customer satisfaction.
Therefore, the following hypothesis is proposed:

H5a. Brand image has a significant positive influence on customer satisfaction.

Building a brand image is a vital restaurant characteristic, as it is foundational to developing
consumer’s impressions of the restaurant (Yi et al., 2018). Hence, it is critical that what is
portrayed in the brand image is not only promoted to consumers but is delivered in order for
consumers to associate with the products and services and develop trust (Erkmen and
Hancer, 2019; Han et al., 2015; Jin et al., 2015). Thus, it is postulated that:

H5b. Brand image has a significant positive influence on brand trust.

“Building a positive brand image is a critical marketing strategy in today’s marketplace for
retaining existing customers and attracting new ones” (Yi et al., 2018, p. 201). Researchers
Andreassen and Lindestad (1998) investigated and found that corporate image directly
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influences customer loyalty. Further, Hussein (2018) found a positive relationship exists
between brand image and customer loyalty. Tepeci (1999) even asserts that brand preference
is proportional to restaurant customer loyalty. Therefore, this study hypothesized that:

H5c. Brand image has a significant positive influence on customer loyalty.

Influence of customer satisfaction on brand trust
The association between customer satisfaction and brand trust is well documented in the
restaurant marketing literature (Erkman and Hancer, 2019; Jin et al., 2012b). Numerous
studies determine brand trust precedes satisfaction (Han and Ryu, 2009; Hyun, 2010; Jin et al.,
2012a), the positive effect of brand trust on customer satisfaction (Jin et al., 2015) and
“satisfying customers is quite difficult before gaining their trust” (Erciş et al., 2012, p. 1,398).
However, other studies suggest contradictory findings that satisfaction is an antecedent to
brand trust (Erkman and Hancer, 2019). For this study, we consider satisfaction to be an
antecedent of trust and argue that when customers are satisfied with a fast-food restaurant’s
services and offerings, customer trust in a restaurant is developed. Therefore, this study
proposes the following hypothesis:

H6. Customer satisfaction has a significant positive influence on brand trust.

Influence of brand trust on customer loyalty
It is important for restauranteurs to understand customers’ specific restaurant selection
criteria, and the factors that affect those criteria, in order to influence customers’ decisions to
return to a restaurant (Haghighi et al., 2012). A review of extant restaurant literature shows
that trust is one such factor that promotes loyalty by customers to a restaurant (Erciş et al.,
2012; Calvo and Levy-Mangin, 2016). Another study by Quoquab et al. (2019) also found trust
to be positively related to customer loyalty in the Malaysian fast-food industry. Additionally,
several studies have documented the positive effect of brand trust on loyalty in the restaurant
industry (Erciş et al., 2012; Hyun, 2010; Uddin, 2019). As such, this study postulates the
following hypothesis:

H7. Brand trust has a significant positive influence on customer loyalty.

Theoretical framework
The theory of reasoned action (TRA), developed by Fishbein and Ajzen (1977), is “one of the
most influential and popular conceptual frameworks for the study of human behavior, and
strong support has been shown for the efficacy of the theory as a predictor of behavioral
intentions” (Ryu and Han, 2010b, p. 492). According to this theory, individuals are rational
decision-makers who use available information to systematically make decisions to create or
receive a certain outcome in their best interests (Rodrigo et al., 2019). Studies have used TRA
to predict fast-food restaurant patronage decisions (Baggozi et al., 2000) and to explain the
decision-making process of consumers (Ryu and Han, 2010b), brand-switching behavior
(Ghasrodashti, 2018) and country influence (Brodowsky et al., 2018).

This study employs TRA to help understand the factors driving customer loyalty in fast-
food restaurants and adopts the dimensions of service quality (food quality, physical
environmental quality and employee service quality), price fairness, image, customer
satisfaction and trust. The following figure presents the conceptual model of this research,
along with the hypothesized relationships (see Figure 1).
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Research methodology
Questionnaire design
The survey questionnaire adopted in this study comprises seven parts and 40 items. Part 1
consists of 11 demographic items. Part 2 consists of 14 fast-food restaurant service quality
items adapted from the survey questionnaire developed by Ryu et al. (2012). Part 2 comprises
three dimensions, namely, food quality (6 items) (Jang and Namkung, 2009), employee service
quality (4 items) (Brady and Cronin, 2001; Jang and Namkung, 2009) and physical
environment quality (4 items) (Jang and Namkung, 2009; Ryu and Jang, 2008). The remainder
of the questionnaire comprises Part 3 price fairness (4 items) (Xia et al., 2004), Part 4 customer
satisfaction (3 items) (Oliver, 1997; Ryu et al., 2008), Part 5 image (3 items) (Andreassen and
Lindestad, 1998), Part 6 trust (3 items) (Moorman et al., 1992) and Part 7 customer loyalty
(2 items) (Aydin and Ozer, 2005 as cited in Santouridis and Trivellas, 2010).

All constructs were measured with a 5-point Likert scale ranging from 1 (strongly
disagree) to 5 (strongly agree). A 5-point Likert scalewas consideredmost appropriate for this
research considering respondents were the general public (Weijters et al., 2010), to reduce
confusion of respondents, increase response rate (Devlin et al., 1993) and enable comparison
with similar research that has adopted a 5-point scale (Saleh and Ryan, 1991).

Covariance-based structural equation modeling (CB-SEM) was used to understand the
interrelatedness and influence of antecedents in optimizing fast-food restaurant customer
loyalty. SEM is a statistical technique used to analyze structural relationships in data. SEM
allows researchers to link scientific philosophy to theory and empirical data (Bagozzi and
Yi, 2012).

Sampling method, participants and response rate
Data were collected from fast-food restaurant customers in Fiji’s four major urban areas
(Suva, Nadi, Lautoka and Labasa) during the period July–August 2016. This selection was
justified as these areas constitute a significant percentage of the country’s population (Slack
and Singh, 2020). A public intercept surveymethodwas adopted to collect data for this study.
Fast-food restaurant customers were intercepted when they exited fast-food restaurants. The
population for this study consisted of fast-food restaurant customers. Bender and Bender
(1995) define fast-food as “a general term used for a limited menu of foods that lend
themselves to production-line techniques; suppliers tend to specialize in products such as
hamburgers, pizzas, chicken, or sandwiches.” This definition of fast-food was also employed
by Ghoochani et al. (2018). This study sampled customers from a cross-section of different
types (local, regional and global brands) of fast-food restaurants, with customers intercepted

Price Fairness

Employee

Sevice Quality

Physical

Environment Quality

Food Quality
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Brand Image

H1b
H1a

H2a

H2b

H3a

H3b
H4a

H4b

H5a H5b

H6

H5c

H7
Brand Trust

Figure 1.
Conceptual framework
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as they exited global fast-food restaurants (such as McDonald’s and Burger King), regional
fast-food restaurants (such as MH and New world) and local fast-food restaurants (such as
Wishbone and Lunchbox). In total, 627 fast-food restaurant customers were intercepted, with
331 responding to the questionnaire. This equates to a response rate of 53%. This response
rate is higher than the recommended response rate of 50% typically reported for intercept
surveys in the literature (Denstadli, 2000).

Results
Descriptive statistics
Table 1 presents the respondents’ demographic profile. Demographic profiling shows the
gender distribution is fairly even, with 47% being males and 53% females. For the age
distribution, most respondents (39.3%) belonged to the age group 26–30 years, 26.3% were
between 31 and 40 years, 23.9 were 18–25 years, 6.9%were 41–50 years and 3.6%were below
18. The highest proportion of respondents (79.5%) held tertiary qualifications, followed by
secondary school education (20.5%). Most respondents’ (43.5%) annual income ranged
between Fiji $10,001 to Fiji $20,000; followed by an income at or above Fiji $20,000; 24.2%
between Fiji $5000 to Fiji $10,000; and 1.2% less than Fiji $5000.

Measurement model
The analysis performed supported the reliability and validity of the scales. The reliability of
all factor scales was examined by internal consistency analysis. Cronbach’s alpha for all
constructs used in this study indicated high internal consistency (Table 2). According to the
recommendation of Fornel and Larcker (1981), construct reliability (CR) and average variance
estimates (AVE) should be above 0.50 and 0.70, respectively. Upon conducting the tests in
AMOS (version 26), these criteria were met, which confirmed discriminant validity. As
evidence of the reliability and validity of the measurement being confirmed, this allowed for
the structural model to be examined to assess the relationships that had been hypothesized in
the proposed model for this study (Hair et al., 2013). The results of the confirmatory factor
analysis are provided in Table 3.

N %

Gender
Male 155 46.8
Female 176 53.2

Age
Below 18 12 3.6
18–25 years 79 23.9
26–30 years 130 39.3
31–40 years 87 26.3
41–50 years 23 6.9
50 years and above – –

Qualification
Primary – –
Secondary 68 20.5
Tertiary 263 79.5

Income
Under $5,000 4 1.2
$5,000–$10,000 80 24.2
$10,001–$20,000 144 43.5
$20,001 þ 103 31.1

Table 1.
Demographic profile of

respondents
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Thus, the following fit indexes were yielded from the structural equation modeling analysis
of the structural model: x2 (231)5 655.809 (p< 0.001), x2/df5 2.839, CFI5 0.941; TLI5 0.885;
RMSEA5 0.076. These measures are used to evaluate the structural model (Hair et al., 2013;
Henseler et al., 2012). The indexes indicate an appropriate model fit as they exceeded the
minimum thresholds recommended (Hair et al., 2006). Therefore, the proposed researchmodel
is an appropriate predictor of customer loyalty in the context of fast-food restaurants.

Factor and item description
Model and item indices

SL CR SMC AVE MSV

Food quality
FQ1 The food at fast-food restaurants was delicious 0.945 0.931 0.893 0.772 0.689
FQ2 Fast-food restaurants offer a variety of menu items 0.735 0.540
FQ3 Fast-food restaurants offer fresh food 0.991 0.982
FQ4 The smell of fresh food was enticing 0.985 0.97
FQ5 The food presentation was visually attractive 0.962 0.925

Employee Service quality
SQ1 Employees provided prompt and quick service 0.999 0.911 0.998 0.783 0.678
SQ2 Employees are always willing to help me 0.974 0.95
SQ3 Employees made me feel comfortable in dealing with them 0.964 0.93

Physical environment quality
PEQ1 Fast-food restaurants have attractive interior design and
d�ecor

0.932 0.946 0.870 0.777 0.612

PEQ2 The dining areas are thoroughly clean 0.902 0.814
PEQ3 Employees are neat and well dressed 0.981 0.963

Price fairness
PF1 The food prices charged by fast-food restaurants is reasonable 0.947 0.938 0.897 0.835 0.612
PF2 The prices in fast-food restaurants seems appropriate for what I
get

0.919 0.845

PF3 Overall, fast-food restaurants provide superior prices compared
to other food-service providers

0.929 0.863

Customer satisfaction
CS1 I am satisfied with my overall experience at fast-food
restaurants

0.960 0.888 0.922 0.719 0.655

CS2 Overall, fast-food restaurants put me in a good mood 0.846 0.716
CS3 I really enjoy myself at fast-food restaurants 0.964 0.929

Brand image
IMG1 Fast-food restaurants have a fashionable and trendy image 0.939 0.932 0.882 0.820 0.601
IMG2 Fast-food restaurants have a good reputation 0.943 0.889
IMG3 Fast-food restaurants are familiar to me 0.957 0.917

Brand trust
TRT1 I have confidence in fast-food restaurants 0.991 0.936 0.983 0.784 0.612
TRT2 Fast-food restaurants meet my expectations 0.897 0.804
TRT3 Fast-food restaurants would compensate me in some way for
a problem with their food

0.989 0.978

Customer loyalty
CL1 I intend to continue purchasing from fast-food restaurants 0.956 0.872 0.913 0.701 0.690
CL2 I recommend to my family and friends to purchase from fast-
food restaurants

0.923 0.851

Note(s): SL 5 Standardized loading CR 5 Composite reliability; SMC 5 Squared multiple correlations;
AVE 5 Average variance extracted; MSV 5 Maximum shared variance

Table 3.
Confirmatory factor
analysis results for

refined
measurement items
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Structural relationships
Following the measurement model being evaluated successfully, the maximum likelihood
method of estimation was used to test the hypotheses. The model was adequate as the
chi-square value was statistically significant (χ2 5 609.73; df 5 253; p < 0.01; χ2/df 5 2.41;
RMSEA5 0.061; CFI5 0.929; NFI5 0.888; TLI5 0.896). Of the 13 estimate path coefficients,
10were statistically significant at the 0.05, 0.01 or 0.001 level. The significant relationships (as
shown in Figure 2) were found on the paths for FQ to CS (β5 0.412, t5 1.989, p< 0.05), SQ to
CS (β 5 0.171, t 5 2.571, p < 0.05), PF to CS (β 5 0.511, t 5 5.179, p < 0.01), FQ to IMG
(β 5 0.559, t 5 22.134, p < 0.01), SQ to IMG (β 5 0.169, t 5 8.284, p < 0.01), PF to IMG
(β 5 0.791, t 5 25.267, p < 0.01), IMG to TRT (β 5 0.632, t 5 11.921, p < 0.01), IMG to CL
(β 5 0.812, t 5 14.628, p < 0.01), CS to TRT (β 5 0.278, t 5 5.873, p < 0.01) and TRT to CL
(β5 0.121, t5 4.538, p< 0.05). Therefore, H1a, H3a, H4a, H1b, H3b, H4b, H5b, H5c, H6 and H7
are supported by the empirical results of this study.

Discussion and conclusions
The R2 values extracted in the endogenous factors were found as follows: 97% for image,
86% for customer satisfaction, 74% for trust and 98% for customer loyalty. According to
Chin et al. (2008), three categories can be used to classify the R2 values of endogenous latent
variables: weak (19%), moderate (33%) and substantial (67%). With reference to this
classification, the R2 of 98% signifies that the explanatory power of the model is very
substantial.

In line with previous research, this study shows food quality (Ha and Jang, 2010),
employee service quality (Ryu et al., 2012) and price fairness (Ryu and Han, 2010a) have a
significant positive influence on customer satisfaction in a fast-food restaurant setting. These
findings suggest that fast-food restaurant food quality, employee service quality and price
fairness meet the functional needs of the customers resulting in customer satisfaction. On the
other hand, the physical environment of fast-food restaurants does not significantly influence
customer satisfaction and is inconsistentwith previous studies (Heung andGu, 2012; Han and
Ryu, 2009; Ryu and Han, 2010a). This contradictory finding could be explained by the
context-specific nature of the physical environment of the fast-food restaurants studied, in
that many restaurants do not provide an environment for customers to sit and eat – rather, to
simply purchase the food and take away for consumption elsewhere.

In terms of the antecedents to brand image, and in linewith previous research, food quality
(Ryu et al., 2012), employee service quality (Ryu et al., 2012; Masa’deh et al., 2019) and price
fairness (Marinkovic et al., 2015; Yi et al., 2018) results suggest a significant positive influence
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on brand image in a fast-food restaurant setting. These results can be further explained by
the fact that customers perceive food quality, provision of correct and prompt service and
charging compatible and acceptable prices are important in building a positive fast-food
restaurant brand image. In contrast with previous research findings (Ryu et al., 2008, 2012; Jin
et al., 2012a), this study’s results find that the physical environment does not significantly
affect the fast-food brand image. It is suggested that this finding is as a result of customers’
acceptance of the absence of an environment provided for customers to sit and eat in fast-food
restaurants, with fast-food typically taken away for consumption elsewhere. In addition, due
to the low socio-economic status of the customers, it is suggested customers pay less attention
to the physical environment and more so to the food quality, employee service quality and
price fairness when judging a fast-food restaurant’s brand image.

While previous research (Ryu et al., 2012; Hussein, 2018; Erkmen and Hancer, 2019;
Espinosa et al., 2018) shows that fast-food restaurant brand image does significantly affect
customer satisfaction, this study provides a contradictory result. Such a finding could be
confirmation that the branding activities of fast-food restaurants are unclear, inconsistent
and ineffective in building a brand image sufficient to enable customers to develop
associations in their minds as to what the brand stands for and implied promises. Further,
difficulty could be experienced by customers in reconciling their pre-experience expectations
based on a “confused” brand image with their post-experience perceptions, therein affecting
customer satisfaction.

Consistent with other research findings, this study’s results suggest that fast-food
restaurant brand imagehas a significant positive influence onbrand trust (Eser, 2012; Han et al.,
2015; Erkmen andHancer, 2019) and that in order to earn customers’ trust, fast-food restaurants
need to build and maintain a positive brand image in the market. Also, brand image has a
significant positive influence on customer loyalty (Espinosa et al., 2018; Hussein, 2018; Jin et al.,
2012a), and this suggests the better the brand image of the fast-food restaurant as perceived by
customers, the higher the likelihood of building customer loyalty and achieving repeat
purchases and positive word-of-mouth. Therefore, fast-food restaurants need to invest
considerably in building and maintaining an excellent brand image to build customer loyalty.

Customer satisfaction was found to have a positive influence on trust and was aligned
with previous studies (Singh and Sirdeshmukh, 2000). This result suggests that to win
customers’ trust, fast-food restaurants need to ensure that customers are satisfied with the
overall fast-food restaurant experience. Lastly, results from this study show that trust has a
positive influence on customer loyalty, and this is consistent with results of previous studies
(Liu et al., 2011). This result suggests that for customers to be loyal to a fast-food restaurant,
the fast-food restaurant must achieve customer trust by meeting expectations, being reliable
and trustworthy.

Theoretical implications
Firstly, this study contributes theoretically to the literature on service quality dimensions,
customer satisfaction, trust and loyalty in the context of fast-food restaurants. Compared to
prior studies in this context that primarily focused on developed countries, this study
addresses this literature gap by collecting empirical evidence from SIDS like Fiji. Theory
building literature highlights the importance of testing models, theories and research
instruments in different country contexts to enhance its generalizability (Sharma et al.,
2020a). This study offers a significant contribution to literature, as Fiji differs from other
developed countries in terms of economic, political, legal and cultural factors that result in
differences in customer behavior (Sharma et al., 2020b). The differences in findings that were
identified also provide the opportunity for the development of new knowledge (Alvesson and
K€arreman, 2007).
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Secondly, this study is also one of few to simultaneously examine and identify the context-
specific, interrelated influence of the tested antecedents involved in developing fast-food
restaurant customer loyalty. The resulting research model has a very substantial
explanatory power (R2 value) and is suggested to be an appropriate predictor for use by
other researchers of customer loyalty in the context of fast-food restaurants.

Thirdly, this study’s findings also confirm the compound influence of the tested
antecedents either directly or indirectly on customer loyalty, with most findings in line with
previous research. Notwithstanding, findings relating to the influence of fast-food
restaurant’s physical environment quality on customer satisfaction and of brand image on
customer satisfaction were not aligned with previous research and reinforce these
antecedents’ context-specific peculiarities. Further, considering such context-specific
peculiarities, these findings reinforce the need to generalize results with caution.

Managerial implications
From a managerial viewpoint, this study’s findings offer useful insights into the interrelated
influence of the antecedents involved in developing fast-food restaurant customer loyalty in
the context of SIDS. The findings suggest that fast-food restauranteurs and marketers need
to develop appropriate branding to address the absence of impact of fast-food restaurants’
physical environment and branding image on customer satisfaction, which could also
increase the branding image impact on branding trust and customer loyalty. Firstly,
practitioners need to understand the nature, drivers and consequences of their branded
products and services (Morhart et al., 2014), and that a fast-food restaurant dining experience
should comprise a bundle of different attributes that complement each other in order to create
a unique brand image, brand trust and satisfied and loyal customers (Erkmen and Hancer,
2019). Secondly, a fast-food restaurant brand strategy should be developed and aligned with
identified target customers and business goals. A critical aspect of the strategy should be
redesign and creation of alluring fast-food restaurant physical environments which would
offer an opportunity and attract customers to dine in, create a positive brand image (Jin et al.,
2012a; Ryu et al., 2008) and enhance customer satisfaction (Han and Ryu, 2009; Ryu and Han,
2010a) and customer loyalty. Thirdly, any newly created or updated brand messaging
strategy should be communicated and reinforced through appropriate logos, slogans and
websites. Finally, branding activities and feedback should be monitored to ensure applied
strategies and expenditures are evidenced through enhanced brand image and trust and
increased customer satisfaction, loyalty and profitability (Jain et al., 2018).

Limitations and future research
Like other studies, this study has certain limitations that need to be considered when
interpreting the results. However, these limitations offer opportunities for future research.
Firstly, as this studyusesanon-probability sampling technique, the generalization of the results
should be undertaken with caution. Future research could replicate this study using random
sampling techniques to allow statistical inferences to bemade about thewhole group. Secondly,
this study did not distinguish between the different types of fast-food restaurants, for example,
local, regional and global. Therefore, future studies could replicate this study with different
types of fast-food restaurants. Also, it would be interesting to replicate this study with food-
trucks. Thirdly, as the nonresponse bias for this study was 47%, the representativeness of the
samplecouldhavebeenaffected.Future researchcouldmitigate thisbiasbyusinganalternative
samplingtechniqueandreducing thequestionnaire length.Fourthly, this studyneither explored
nor considered the impact of culture. Cultural factors can profoundly impact customer
perception and loyalty (S€ur€uc€u et al., 2019). Future studies could model the impact of espoused
cultural values of uncertainty avoidance and individualism/collective as moderating variables
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in the researchmodel (Sharma et al., 2020a). Finally, future research could also consider a cross-
national comparison to identify the differences in customer behavior across countries.
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Erciş, A., €Unal, S., Candan, F.B. and Yıldırım, H. (2012), “The effect of brand satisfaction, trust and
brand commitment on loyalty and repurchase intentions”, Procedia - Social and behavioral
Sciences, Vol. 58, pp. 1395-1404.

Erkmen, E. and Hancer, M. (2019), “Building brand relationship for restaurants: an examination of
other customers, brand image, trust, and restaurant attributes”, International Journal of
Contemporary Hospitality Management, Vol. 31 No. 3, pp. 1469-1487.

Eser, Z. (2012), “Inter-organizational trust in franchise relationships and the performance outcomes:
the case of fast-food restaurant in Turkey”, International Journal of Contemporary Hospitality
Management, Vol. 24 No. 5, pp. 774-790.

Espinosa, J.A., Ortinau, D.J., Krey, N. and Monahan, L. (2018), “I’ll have the usual: how restaurant
brand image, loyalty, and satisfaction keep customers coming back”, The Journal of Product
and Brand Management, Vol. 27 No. 6, pp. 599-614.

Fishbein, M. and Ajzen, I. (1977), Belief, Attitude, Intention and Behavior: An Introduction to Theory
and Research, Addison-Wesley, Reading, MA.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with
unobservable variables and measurement error”, Journal of Marketing Research, Vol. 18
No. 1, pp. 39-50.

Gabriel, Y. (2001), “Fast food enterprises”, in Smelser, N.J. and Baltes, P.B. (Eds), International
Encyclopedia of the Social and Behavioral Sciences, Elsevier, London, pp. 5415-5418.

Ghasrodashti, E.K. (2018), “Explaining brand switching behavior using pull–push–mooring
theory and the theory of reasoned action”, Journal of Brand Management, Vol. 25 No. 4,
pp. 293-304.

Ghoochani, O.M., Torabi, R., Hojjati, M., Ghanian, M. and Kitterlin, M. (2018), “Factors influencing
Iranian consumers’ attitudes toward fast-food consumption”, British Food Journal, Vol. 120
No. 2, pp. 409-423.

Gummesson, E. (2002), Total Relationship Marketing, Butterworth-Heinemann, Oxford.

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, Vol. 29 No. 4, pp. 520-529.

Ha, J. and Jang, S. (2012), “The effects of dining atmospherics on behavioural intentions through
quality perception”, Journal of Services Marketing, Vol. 26 No. 3, pp. 204-215.

Ha, J. and Jang, S. (2013), “Attributes, consequences, and consumer value: a means-end chain approach
across restaurant segments”, International Journal of Contemporary Hospitality Management,
Vol. 25 No. 3, pp. 383-409.

Haghighi, M., Dorosti, A., Rahnama, A. and Hoseinpour, A. (2012), “Evaluation of factors affecting
customer loyalty in the restaurant industry”, African Journal of Business Management, Vol. 6
No. 14, pp. 5039-5046.

Hair, J., Black, W., Babin, B., Anderson, R. and Tatham, R. (2006), Multivariate Data Analysis, Pearson
Educational, New Jersey.

Hair, J.F., Ringle, C.M. and Sarstedt, M. (2013), “Partial least squares structural equation modeling:
rigorous applications, better results and higher acceptance”, Long Range Planning, Vol. 46
Nos 1-2, pp. 1-12.

Han, H. and 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
and Tourism Research, Vol. 33 No. 4, pp. 487-510.

Han, S.H., Nguyen, B. and Lee, T.J. (2015), “Consumer-based chain restaurant brand equity, brand
reputation, and brand trust”, International Journal of Hospitality Management, Vol. 50, pp. 84-93.

TQM



Henseler, J., Ringle, C.M. and Sarstedt, M. (2012), “Using partial least squares path modeling in
advertising research: basic concepts and recent issues”, in Okazaki, S. (Ed.), Handbook of
Research on International Advertising, Edward Elgar, pp. 252-276.

Heung, V. and Gu, T. (2012), “Influence of restaurant atmospherics on patron satisfaction and
behavioral intentions”, International Journal of Hospitality Management, Vol. 31 No. 4,
pp. 1167-1177.

Hussein, A.S. (2018), “Effects of brand experience on brand loyalty in Indonesian casual dining
restaurant: roles of customer satisfaction and brand of origin”, Tourism and Hospitality
Management, Vol. 24 No. 1, pp. 119-132.

Hwang, J. and Ok, C. (2013), “The antecedents and consequence of consumer attitudes toward
restaurant brands: a comparative study between casual and fine dining restaurants”,
International Journal of Hospitality Management, Vol. 32, pp. 121-131.

Hyun, S.S. (2010), “Predictors of relationship quality and loyalty in the chain restaurant industry”,
Cornell Hospitality Quarterly, Vol. 51 No. 2, pp. 251-267.

Jain, N.K., Kamboj, S., Kumar, V. and Rahman, Z. (2018), “Examining consumer-brand relationships on
social media platforms”, Marketing Intelligence and Planning, Vol. 36 No. 1, pp. 63-78.

Jang, S. and Namkung, Y. (2009), “Perceived quality, emotions, and behavioral intentions: application
of an extended Mehrabian-Russell model to restaurants”, Journal of Business Research, Vol. 62
No. 4, pp. 451-460.

Jin, N., Lee, S. and Huffman, L. (2012a), “Impact of restaurant experience on brand image and customer
loyalty: moderating role of dining motivation”, Journal of Travel and Tourism Marketing,
Vol. 29 No. 6, pp. 532-551.

Jin, N., Lee, S. and Gopalan, R. (2012b), “How do individual personality traits (D) influence perceived
satisfaction with service for college students (C) in a casual restaurant setting (I)?: the CID
framework”, Journal of Hospitality Marketing and Management, Vol. 21 No. 6, pp. 591-616.

Jin, N., Line, N.D. and Goh, B. (2013), “Experiential value, relationship quality, and customer loyalty in
full-service restaurants: the moderating role of gender”, Journal of Hospitality Marketing and
Management, Vol. 22 No. 7, pp. 679-700.

Jin, N., Line, N.D. and Merkebu, J. (2015), “The impact of brand prestige on trust, perceived risk,
satisfaction, and loyalty in upscale restaurants”, Journal of Hospitality Marketing and
Management, Vol. 25 No. 5, pp. 523-546.

Kim, W.G., Ng, C.Y.N. and Kim, Y.S. (2009), “Influence of institutional DINESERV on customer
satisfaction, return intention, and word-of-mouth”, International Journal of Hospitality
Management, Vol. 28 No. 1, pp. 10-17.

Kim, W., Ok, C. and Canter, D.D. (2010), “Contingency variables for customer share of visits to full-
service restaurant”, International Journal of Hospitality Management, Vol. 29 No. 1, pp. 136-147.

Lee, Y.K., Back, K.J. and Kim, J.Y. (2009), “Family restaurant brand personality and its impact on
customer’s emotion, satisfaction, and brand loyalty”, Journal of Hospitality and Tourism
Research, Vol. 33 No. 3, pp. 305-328.

Liu, C.T., Guo, Y.M. and Le, C.H. (2011), “The effects of relationship quality and switching barriers on
customer loyalty”, International Journal of Information Management, Vol. 31 No. 1, pp. 71-79.

Liu, W.K., Lee, Y.S. and Hung, L.M. (2017), “The interrelationships among service quality, customer
satisfaction, and customer loyalty: examination of the fast-food industry”, Journal of
Foodservice Business Research, Vol. 20 No. 2, pp. 146-162.

Marinkovic, V., Senic, V. and Mimovic, P. (2015), “Factors affecting choice and image of ethnic
restaurants in Serbia”, British Food Journal, Vol. 117 No. 7, pp. 1903-1920.

Masa’deh, R., Alananzeh, O., Jawabreh, O., Alhalabi, R., Syam, H. and Keswani, F. (2019), “The
association among employees’ communication skills, image formation and tourist behaviour:
perceptions of hospitality management students in Jordan”, International Journal of Culture,
Tourism and Hospitality Management, Vol. 13 No. 3, pp. 257-272.

Fast-food
restaurant
customer
loyalty



Morhart, F., Mal€ar, L., Gu�evremont, A. and Grohmann, B. (2014), “Brand authenticity: an integrative
framework and measurement scale”, Journal of Consumer Psychology, Vol. 25 No. 2, pp. 200-218.

Moorman, C., Deshpande, R. and Zaltman, G. (1992), “Factors affecting trust in market research
relationships”, Journal of Marketing, Vol. 57 No. 1, pp. 81-101.

Namin, A. (2017), “Revisiting customers’ perception of service quality in fast food restaurants”,
Journal of Retailing and Consumer Services, Vol. 34, pp. 70-81.

Nguyen, Q., Nisar, T.M., Knox, D. and Prabhakar, G.P. (2018), “Understanding customer satisfaction in
the UK quick service restaurant industry”, British Food Journal, Vol. 120 No. 6, pp. 1207-1222.

Oliver, R.L. (1997), Satisfaction: A Behavioral Perspective on the Consumer, The McGraw-Hill
Companies, New York.

Pavesic, D. (1989), “Psychological aspects of menu pricing”, International Journal of Hospitality
Management, Vol. 8 No. 1, pp. 43-49.

Petzer, D. and Mackay, N. (2014), “Dining atmospherics and food and service quality as predictors of
customer satisfaction at sit-down restaurants”, African Journal of Hospitality, Tourism and
Leisure, Vol. 3 No. 2, pp. 1-14.

Quoquab, F., Mohamed Sadom, N.Z. and Mohammad, J. (2019), “Driving customer loyalty in the
Malaysian fast food industry: the role of halal logo, trust and perceived reputation”, Journal of
Islamic Marketing, Vol. 11 No. 6, pp. 1367-1387.

Rahkovsky, I., Jo, Y. and Carlson, A. (2018), “What drives consumers to purchase convenience foods
[Internet]”, available at: https://www.usda.gov/media/blog/2018/07/24/what-drives-consumers-
purchase-convenience-foods (accessed 7 June 2020).

Rodrigo, P., Khan, H. and Ekinci, Y. (2019), “The determinants of foreign product preference amongst
elite consumers in an emerging market”, Journal of Retailing and Consumer Services, Vol. 46,
pp. 139-148.

Roy, A.S., Bose, D. and Bera, U.K. (2020), “Assessment of residential institute food-service using Kano
categorization and importance– performance analysis”, The Total Quality Management Journal,
Vol. 32 No. 3, pp. 401-428.

Ryu, K. and Han, H. (2010a), “Influence of the quality of food, services, and physical environment on
customer satisfaction in quick-casual restaurants: moderating role of perceived price”, Journal
of Hospitality and Tourism Research, Vol. 34 No. 3, pp. 310-429.

Ryu, K. and Han, H. (2010b), “Predicting tourists’ intention to try local cuisine using a modified theory
of reasoned action: the case of New Orleans”, Journal of Travel and Tourism Marketing, Vol. 27
No. 5, pp. 491-506.

Ryu, K. and Jang, S. (2008), “DINESCAPE: a scale for customers’ perception of dining environments”,
Journal of Foodservice Business Research, Vol. 11 No. 1, pp. 2-22.

Ryu, K., Han, H. and Kim, T.H. (2008), “The relationships among overall quick-casual restaurant
image, perceived value, customer satisfaction, and behavioral intentions”, International Journal
of Hospitality Management, Vol. 27 No. 3, pp. 459-469.

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, Vol. 24
No. 2, pp. 200-223.

Saleh, F. and Ryan, C. (1991), “Analyzing service quality in the hospitality industry using the
SERVQUAL model”, The Services Industries Journal, Vol. 11 No. 3, pp. 324-343.

Santouridis, I. and Trivellas, P. (2010), “Investigating the impact of service quality and customer
satisfaction on customer loyalty in mobile telephony in Greece”, The Total Quality Management
Journal, Vol. 22 No. 3, pp. 330-343.

Shahzadi, M., Malik, S.A., Ahmad, M. and Shabbir, A. (2018), “Perceptions of fine dining restaurants in
Pakistan”, International Journal of Quality and Reliability Management, Vol. 35 No. 3, pp. 635-655.

TQM

https://www.usda.gov/media/blog/2018/07/24/what-drives-consumers-purchase-convenience-foods
https://www.usda.gov/media/blog/2018/07/24/what-drives-consumers-purchase-convenience-foods


Sharma, S., Singh, G. and Sharma, S. (2020a), “Modelling internet banking adoption in Fiji: a developing
country perspective”, International Journal of Information Management, Vol. 53, 102116.

Sharma, S., Singh, G. andAiyub, A.S. (2020b), “Use of social networking sites by SMEs to engagewith their
customers: a developing country perspective”, Journal of Internet Commerce, Vol. 19, pp. 62-81.

Singh, J. and Sirdeshmukh, D. (2000), “Agency and trust mechanisms in consumer satisfaction and
loyalty judgments”, Journal of the Academy of Marketing Science, Vol. 28 No. 1, pp. 150-167.

Slack, N.J. and Singh, G. (2020), “The effect of service quality on customer satisfaction and loyalty and
the mediating role of customer satisfaction: supermarkets in Fiji”, The Total Quality
Management Journal, Vol. 32 No. 3, pp. 543-558.

Slack, N.J., Singh, G., Ali, J., Lata, R., Mudaliar, K. and Swamy, Y. (2020), “Influence of fast-food
restaurant service quality and its dimensions on customer perceived value, satisfaction and
behavioural intentions”, British Food Journal, Vol. 123 No. 4, pp. 1324-1344.

S€ur€uc€u, €O., €Ozt€urk, Y., Okumus, F. and Bilgihan, A. (2019), “Brand awareness, image, physical quality
and employee behavior as building blocks of customer-based brand equity: consequences in the
hotel context”, Journal of Hospitality and Tourism Management, Vol. 40, pp. 114-124.

Tepeci, M. (1999), “Increasing brand loyalty in the hospitality industry”, International Journal of
Contemporary Hospitality Management, Vol. 11 No. 5, pp. 223-230.

Trimigno, A., Marincola, F.C., Dellarosa, N., Picone, G. and Laghi, L. (2015), “Definition of food quality
by NMR-based foodomics”, Current Opinion in Food Science, Vol. 4, pp. 99-104.

Tse, D.K. and Wilton, P.C. (1988), “Models of consumer satisfaction: an extension”, Journal of
Marketing Research, Vol. 25 No. 2, pp. 204-212.

Uddin, M.B. (2019), “Customer loyalty in the fast food restaurants of Bangladesh”, British Food
Journal, Vol. 121 No. 11, pp. 2791-2808.

Verhoef, P.C., Lemon, K.N., Parasuraman, A., Roggeveen, A., Tsiros, M. and Schlesinger, L.A. (2009),
“Customer experience creation: determinants, dynamics and management strategies”, Journal of
Retailing, Vol. 85 No. 1, pp. 31-41.

Weijters, B., Cabooter, E. and Schillewaert, N. (2010), “The effect of rating scale format on response
styles: the number of response categories and response category labels”, International Journal
of Research in Marketing, Vol. 27 No. 3, pp. 236-247.

Wu, H.C. and Mohi, Z. (2015), “Assessment of service quality in the fast-food restaurant”, Journal of
Foodservice Business Research, Vol. 18 No. 4, pp. 358-388.

Xia, L., Monroe, K.B. and Cox, J.L. (2004), “The price is unfair! A conceptual framework of Price
fairness perceptions”, Journal of Marketing, Vol. 68 No. 4, pp. 1-15.

Yi, S., Zhao, J. and Joung, H.W. (2018), “Influence of price and brand image on restaurant customers’
restaurant selection attribute”, Journal of Foodservice Business Research, Vol. 21 No. 1, pp. 1-18.

Corresponding author
Gurmeet Singh can be contacted at: singh_g@usp.ac.fj

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Fast-food
restaurant
customer
loyalty

mailto:singh_g@usp.ac.fj

	Antecedents involved in developing fast-food restaurant customer loyalty
	Introduction
	Literature review
	Influence of food quality on customer satisfaction and brand image
	Influence of physical environment quality on customer satisfaction and brand image
	Influence of employee service quality on customer satisfaction and brand image
	Influence of price fairness on customer satisfaction and brand image
	Influence of brand image on customer satisfaction, brand trust and customer loyalty
	Influence of customer satisfaction on brand trust
	Influence of brand trust on customer loyalty

	Theoretical framework
	Research methodology
	Questionnaire design
	Sampling method, participants and response rate

	Results
	Descriptive statistics
	Measurement model
	Structural relationships

	Discussion and conclusions
	Theoretical implications
	Managerial implications
	Limitations and future research

	References


