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Abstract—This research aims to improve the customer loyalty of small-scale Indonesian food enterprises (SIFE) in Surabaya from
service quality, marketing mix, and customer satisfaction perspectives. The total respondents of this research were 460 respondents that
came from 50 small-scale Indonesian food enterprises in Surabaya. The respondents should be minimum 17 years old, and for the
small-scale Indonesian food enterprises should sell Indonesian food and the price range is between IDR 8000 to IDR 25,000. There are
two methods to analyze the data, factor analysis and structural equation model analysis using GeSCA. The result shows that service
quality and marketing mix significantly influence customer satisfaction. Service quality also has a direct significant effect on customer
loyalty, but marketing mix does not have any direct significant effect on customer loyalty. Customer satisfaction significantly influences
customer loyalty and acts as a perfect mediator variable that connects service quality, marketing mix, and customer loyalty of SIFE.

Index Terms—Customer Loyalty, Customer Satisfaction, Marketing Mix, Service Quality

I. INTRODUCTION

Food and beverage service activities could be an icon of a
region. It can be seen through the local culinary that have
impacts on tourist satisfaction when visiting the region. In
developing the food and beverage service activities in
Indonesia, especially for a small-scale Indonesian food
enterprise (SIFE), it is needed a good quality service as well
as a good marketing mix [1] to give good experience for
customers and make the customers to visit again.

There was some previous research related to service
quality, customer satisfaction, and customer loyalty. The
results showed that service quality positively affected
customer satisfaction. Moreover, customer satisfaction can
lead to customer loyalty. In addition, service quality has a
significant impact on the loyalty of customers. It showed that
customer satisfaction does play a mediating role in the effect
of service quality on customer loyalty [3], [4], [5]. There was
also other previous research that investigated the
relationships between service quality, customer satisfaction,
and customer retention. The findings showed that service
quality has a positive influence on customer satisfaction. In
addition, service quality dimensions have a positive influence
on customer retention, and finally, the results confirmed that
customer satisfaction mediates the relationship between
service quality and customer retention [6].

Besides the relationship between service quality, customer
satisfaction, and customer loyalty, some research explores
the relationship between marketing mix, customer
satisfaction, and customer loyalty. Mustagimah, Hartoyo,
and Nurmalina [7] found that marketing mix variables such
as products, prices, and promotions are affecting customer
satisfaction and loyalty. Another result points out that
satisfaction has a significant influence on customer loyalty.
Others, Amadi [8] investigates the effect of marketing mix on
customer loyalty and satisfaction. The findings confirm that

product, promotion, price, and place all contributed
positively to customer satisfaction and customer loyalty.

Based on some previous research and the needs for a good
performance since SIFE as a small medium enterprise is the
engine of economic growth, this study seeks to investigate
several things. First, if service quality and marketing mix
have a positive significant influence on customer satisfaction.
Second, if customer satisfaction has a positive impact on
customer loyalty, and the third, if customer satisfaction does
play a mediating role in the effect of service quality and
marketing mix on customer loyalty.

Il. LITERATURE REVIEW

A. Indonesian Food

Chang, Kivela, and Mak [9] and Nummedal and Hall [10]
viewed local food as the indigenous food grown and
produced locally, reflecting the local identity of the place or
region within which the food was produced. Sims [11] added
that the term 'local' was often equated with a host of values
relating to social, environmental, and quality criteria. These
criteria, in fact, are the core of culinary tourism that could be
offered to customers to experience [12]. Local food is not
only associated with the origin of the ingredients and the
place of the food being produced or served but also with how
the food is utilized to showcase the local culture and history,
which in turn, make the food marketable representing an
attractive local identity experienced by customer [13].

Indonesia has thousands of local foods offering a strong
uniqueness and a vast diversity for portraying its signature
cuisine [13]. The local food of Indonesia was unique since it
represented the regional culture with various kinds of spices
or ingredients and various ways the dishes were consumed,
served, and prepared. On the other hand, experts on
Indonesian cuisine had long a discussion defining Indonesian
food. However, there was no consensus since Indonesian
food was a combination of many related but different styles
which blend into one [14].



B. The Effect of Service Quality to Customer Satisfaction
and Customer Loyalty

Customers’ decisions and purchasing behaviors are closely
related to their evaluation of the overall experience of a
service or product. Service quality can significantly affect
customer satisfaction, which is critical to a company’s
success. High levels of service quality may lead to high
customer satisfaction, but if the service performance fails to
match customers’ expectations, dissatisfaction will occur [3].

According to Tsai et al and Lisnawati and Astawa in [4],
service quality was defined as evaluating and measuring the
extent of compatibility between the service that is provided,

and the expectations of the customer who receives the service.

Service quality is a customer’s judgment about the overall
excellence of a product where the judgement is based upon
customers’ needs and wants for a certain degree of quality
[5].

[16] developed a measurement instrument for service
quality called SERVQUAL. Then [17] created DINESERV
as an instrument for measuring the service quality of a
restaurant. DINESERV was adapted from SERVQUAL and
was proposed as a reliable and relatively simple tool for
determining how customers view a restaurant’s quality. The
final version of DINESERYV contained 29 items, measured on
a seven-point scale. DINESERYV items fall into five service
quality dimensions. In the restaurant industry, tangibles refer
to a restaurant’s physical design, appearance of staff and
cleanliness. Reliability involves freshness and temperature of
the food, accurate billing and receiving ordered food.
Responsiveness in restaurants relates to staff assistance with
the menu or wine list or appropriate and prompt response to
customers’ needs and requests. Assurance means that
restaurant customers should be able to trust the
recommendations of staff, feel confident that food is free
from contamination and be able to say any concern without
fear. Finally, empathy refers to providing personalized
attention to customers by anticipating special dietary
requirements or by being sympathetic towards customers’
problems [17], [18].

Based on the research of [3][4][5][6], it is confirmed that
service quality has a significantly positive impact on
customer satisfaction. Therefore, we propose the following
hypothesis:

Hla: Service quality has a positive significant effect on
customer satisfaction.

Bichler, et al., Rafdinal and Suhartanto, Anyasor and
Njelita, and Dhanasekarana and Anandkumar in [4] said that
the high level of service quality directly affects the perceived
value of service, which would end the state of anxiety and
suspicion that the client has and thus increase the chance of
repeating the service request from the same source. There is
no objection to the client from repeating the service, and this
is evidence of the high level of customer loyalty to the
organization. Based on the research of [4], [5], it is proved
that service quality has influence to customer loyalty. So that
we propose the following hypothesis:

H1b: Service quality has a positive significant effect on
customer loyalty.

C. The Effect of Marketing Mix to Customer Satisfaction
and Customer Loyalty

Marketing mix is one of the major concepts in modern
marketing. Marketing mix is the set of tactical marketing
tools that the firm blends to produce the response it wants in
the target market. Marketing mix consists of everything the
firm can do to engage consumers and deliver customer value.
The many possibilities can be collected into four groups of
variables—the four Ps. These are product, price, promotion,
and place [8], [21], and these elements will end up to
customer satisfaction and loyalty [8].

Product means the goods-and-services combination the
company offers to the target market who are ready to pay
[19], [21]. The essential product for restaurants is the service
of food. However, the complete service includes the taste,
cleanliness, freshness, health, prompt service, and verity,
connected to the experience of eating food in the restaurant
[19]. Price is the amount of money customers must pay to
obtain the product. Price is an essential factor in customers’
decisions to buy products and services, as the charge is found
to suit the quality [19], [21], [23]. Place includes company
activities that make the product available to target consumers
on time [19], [21]. Customers expect these businesses to be
convenient and easily accessible [23]. Promotion refers to
activities that communicate the merits of the product and
persuade target customers to buy it. This includes branding,
advertising, PR, corporate identity, social media outreach,
sales management, special offers, sales, sales promations,
public relations, and exhibitions. Promotion of the business
must be able to gain attention, be appealing, send a consistent
message, and - above all - give the customer a reason to
choose the corresponding product over that of another
business [19], [21], [23]. An effective marketing program
blends the marketing mix elements into an integrated
marketing program designed to achieve the company’s
marketing objectives by engaging consumers and delivering
value to them. The marketing mix constitutes the company’s
tactical tool kit for establishing strong positioning in target
markets [21].

According to the theory and the research of [7] and [8],
marketing mix has a significant positive influence on
customer satisfaction, but marketing mix does not have direct
influence on customer loyalty. Marketing mix elements have
maintained a positive impact on customer loyalty through
customer satisfaction. Therefore, we propose the following
hypothesis:

H2a: Marketing mix has a positive significant effect on
customer satisfaction.

H2b: Marketing mix does not have a positive significant
effect on customer loyalty.

D. The Effect of Customer Satisfaction to Customer

Loyalty

Customer satisfaction is shown to influence customer
loyalty. It is proven by the research of [3], [4], [5], [7], [8]
Customer satisfaction can be defined as an overall
assessment of a product or service based on the experience of
purchasing and consuming it over time whether service
performance meets or exceeds the customer’s expectations
[3], [5], [6]. Companies can achieve customer satisfaction
and loyalty by providing good quality products and services.



Satisfied customers tend to repurchase products and become
loyal customers, and they are positively engaged in giving
recommendations to other customers and less sensitive to
price. Moreover, once customers are satisfied with a product
or brand, they are more likely to recommend the brand to
others and are more likely to repeatedly purchase that product
instead of switching to other alternative brands [3].

[20] stated there are three main attributes in measuring
customer satisfaction, which are attributes related to product,

attributes related to service, and attributes related to purchase.

Attribute related to product refers to tangible and intangible
products such as product variation, product appearance.
Attribute related to service refers to warranty, delivery,
complaint handling, and resolution of problem, and attribute
related to purchase means attribute that is related to
pre-purchase and purchase such as courtesy, communication,
convenience, company reputation, and company competence.

Customer loyalty is crucial to the success of an
organization, as loyal customers facilitate the growth of
businesses faster than sales and marketing [4], [5]. Customer
loyalty is a result of customer satisfaction and positive
customer experiences with the organization [15]. According
to [22], the benchmarks of customer loyalty are the intention
of repurchase and positive word-of-mouth. Based on the
previous research of [3], [4], [5], [7], [8], the following
hypothesis can be drawn:

H3: customer satisfaction has a positive significant effect on
customer loyalty.

Customer satisfaction could be a mediating variable
between service quality, marketing mix, and customer
loyalty. The research that has been done by [5], [6] proves
that customer satisfaction becomes a mediating variable
between service quality and customer loyalty. In the research
of [7], [8], it is stated that customer satisfaction acts as a
mediating variable between marketing mix and customer
loyalty. Based on these findings, the following hypothesis
can be drawn:

H4: Customer satisfaction is a mediator between service
quality, marketing mix, and customer loyalty.

1. METHODS

The questionnaire was developed based on the previous
literature review and built on the 7-point of Likert-scale. The
questionnaire was divided into five sections. The first section
is the demographics of study sample, the second section is the
variables of service quality, the third section is the statement
related to marketing mix, the fourth section is the variables of
customer satisfaction, and the last is the statement regarding
customer loyalty.

Service quality was assessed using the DINESERV
model proposed by [17] and [18] that consists of reliability,
tangible, responsiveness, assurance, and empathy. Marketing
mix was measured in relation to product, price, place, and
promotion as identified in [21]. The customer satisfaction
attributes adopted from [20] consists of attributes related to
product, attributes related to service, and attributes related to
purchase. Finally, the indicator of customer loyalty was
adopted from [22] related to the intention of repurchase and
positive word-of-mouth.

The target population of this study consists of all
customers served at 50 SIFE in Surabaya, East Java,

Indonesia at minimum of 17 years-old and have already eaten
twice in one of the SIFE. The 50 SIFE were chosen based on
certain criteria and are in four areas of Surabaya which are
central, east, west, and south of Surabaya. A total of 500
questionnaires were distributed equally across these SIFE. In
all, 460 of the questionnaires were completed, returned, and
valid for analysis representing a response rate of 92 per cent.

In analyzing the gathered data, this study used factor
analysis and GeSCA. GeSCA is one of the Structural
Equation Modeling methods. Factor analysis is conducted to
reduce data to a smaller set of summary variables and to
explore the potential theoretical structure of the phenomena,
which can also examine the relationship between different
variables [3].

IV. RESULT & DISCUSSION

The descriptive data show that 55% of the participants
were male and 45% were female. Approximately 40% of
respondents were from the age group 17-25 years old,
followed by 23% aged above 25-35, 20% aged above 35-45,
and 17% of the respondents were above 45-55. The
educational backgrounds of respondents were quite varied,
most of them had senior high school degrees (45%) or
undergraduate degrees (37%). Of these participants, 52% of
them have already visited certain SIFE more than five times.
The monthly income of the majority was under IDR
2,500,000 and followed by IDR 2,500,000 — 3,999,999
(28%). Most of the respondents were private sector
employees (30%) followed by entrepreneurship (28%) and
students (27%).

Factor analysis consists of Kaiser-Meyer Olkin (KMO),
Bartlett’s Test, and Anti-Image Correlation. In this research,
the factor analysis was done for the independent variables of
the research which are service quality, marketing mix, and
customer satisfaction. The criteria for the data could be
analyzed further is the KMO should be greater equal than 0.5,
the significancy of Bartlett’s test should be smaller than 0.05,
and the MSA should be greater equal than 0.5. Based on the
result of the three tests, all the data could be analyzed further,
then continued with communalities, total variance explained,
and component matrix. The data was reduced and analyzed
further by using GeSCA.

The analysis of model structural can be divided into three
steps, such as outer model, structural model, and fit model.
Outer model analysis showed the convergent validity,
composite reliability, and AVE value. Based on the
convergent validity, all data is eligible for further analysis
which is all loading factor is greater than 0.7. Then it is
continued with AVE and composite reliability. Table 1 shows
the reliability of latent variables.

Table 1. Reliability of latent variables

. Cronbach
Variable AVE Alpha
Service Quality 0.681 0.882
Marketing Mix 0.520 0.686
Customer 0.787 0.865
Satisfaction
Customer 0.889 0.875
Loyalty




Reliability of four latent variables could be considered good
because all latent variables had AVE > 0.5 and Cronbach
Alpha > 0.6.

Figure 1 shows that five dimensions of service quality
which are tangible, reliability, responsiveness, assurance, and
empathy, could explain the service quality well (loading
factor > 0.5), and the assurance (loading factor = 0.893)
becomes the dimension that could explain most of service
quality. Assurance is an ability of small-scale Indonesian
food enterprises to build the customer’s trust, knowledge, and
courtesy of employees. The strongest indicator in explaining
the assurance is the employees can answer the customer
questions well and exactly (81%).

The four dimensions of marketing mix which are product,
price, place, and promotion, could explain the marketing mix
well (loading factor > 0.5). The dimension that could explain
most the marketing mix is price (loading factor = 0.783), and
the strongest indicator of price is the price of food is
appropriate of the portion (84%). Prices that offer the best
value to consumers will lead to their satisfaction and
therefore make them more loyal to SIFE. The customers said
that the portion is appropriate for the price range of food,
about 8,000-25,000 rupiahs. Based on the demographic
characteristic of respondents, the most customers had income
less than 4 million rupiahs (64%).

Tangible —0.737-
Reliability ~ —0.841 0.181
Responsiveness —0.844 Service \
P ' Quality
Assurance —0.89 0.594
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Service  -0.85 Satisfaction Loyalty
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Price 0.254
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Place
-0.018
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Figure 1. Structural Model

Three dimensions of customer satisfaction, such as product,
service, and purchasing are valid (loading factor > 0.5) and
the dimension that could explain most the customer
satisfaction is satisfaction to the purchasing (loading factor =
0.914). The strongest indicator of purchasing is courtesy and
communication (90.5%). The customers had been satisfied to
the courtesy and attention that had been shown by employees
and the information that had been given about small scale
Indonesian food enterprises.

Two indicators of customer loyalty could be the strongest
indicators that explain customer loyalty. They are intention to
repurchase (loading factor = 0.942) and positive
word-of-mouth (loading factor = 0.944). It had been proved
from the demographic characteristic of respondents that has
been eaten more than five times in the same small-scale
Indonesian food enterprises (52%) and suggested to others,
such as friends and family for visiting the enterprises (41%).

Table 2. Path coefficient structural model

Path Coefficient CR Result
Service quality — Customer loyalty 0.181 2.36* | Accepted
Service quality — Customer satisfaction 0.594 14.12* | Accepted
Marketing mix — Customer loyalty -0.018 0.39 Rejected
Marketing mix — Customer satisfaction 0.254 5.58* | Accepted
Customer satisfaction — Customer loyalty 0.587 8.73* | Accepted

*) significant at .05 level or CR >2

Based on Table 2, service quality influence the customer
loyalty, but the marketing mix does not directly influence the
customer loyalty of small-scale Indonesian food enterprises.

This result is consistent with the research by [4], [5] that
service quality could directly affect customer loyalty. It
happened because most of the customers will be loyal if they



got the good service quality in small scale Indonesian food.
Even though the customers are not satisfied but could be
loyal to an enterprise since there is no other choice or the
customers come only for the need to eat and not for
satisfaction. Another reason is the customers realize that they
eat in small-scale food and beverage enterprises and the
customers do not have high expectations of service.

Related to marketing mix, it is consistent with the research
by [7], [8] that marketing mix could not directly affect
customer loyalty but should have customer satisfaction as a
mediator. In SIFE, most of respondents had complaint about
the consistency of food, variation of menu, price, and
appearance of the food. Even though the product, price,
place, and promotion of the enterprises are good but if the
customers are not satisfied, the customers will not be loyal to
the enterprises. The customers will be loyal if they got the
experiences in SIFE in which the customers try the food, get
the good service quality, be satisfied, and then be loyal.

The result shows that service quality and marketing mix has
a positive influence on customer satisfaction. It is consistent
with the statement of some researchers that said customer
satisfaction is influenced by service quality [3], [4], [5], [6]
and marketing mix [7], [8]. It could be concluded that
increasing the service quality and marketing mix can make
the higher of customer satisfaction. Service quality consists
of several dimensions, namely, responsiveness, tangibility,
empathy, reliability, and assurance. All those dimensions are
significant to meet the expectation, achievement, and the
desired satisfaction of the customers of SIFE. The quality of
service and the interest in providing a service at a high level
of quality have a great impact in generating a feeling of
satisfaction on the consumer. Marketing mix consists of
product, price, place, and promotion, if the price is reasonable
and have value, the product is good and have enough menu
variation, promotion and what is promised is in accordance,
and the place is convenient, it can enhance customer
satisfaction.

Customer satisfaction has a positive effect to customer
loyalty of small-scale Indonesian food enterprises and be a
perfect mediator to connect the service quality and marketing
mix to customer loyalty. If customers are satisfied with the
product, service, and purchase, customers will be loyal to
SIFE. In SIFE, the effect between service quality, marketing
mix, and customer loyalty is bigger if there is customer
satisfaction as a mediator. This result is not in accordance
with the study of [4] that direct effect of service quality to
customer loyalty is bigger than indirect effect, but the result is
like the research that was done by [5], [6] who stated that
customer satisfaction acts as a mediator variable between
service quality and customer loyalty, and the research by [7],
[8] that customer satisfaction acts as a mediator between
marketing mix and customer loyalty. SIFE must first need to
understand what the customer needs through variable service
quality and marketing mix strategy so that the customers feel
loyal when the level of satisfaction is resolved. Good service
quality is like the magnet that attracts customers, their
satisfaction, and their loyalty towards SIFE. By doing good
service and marketing mix, a SIFE can create satisfied
customers and the higher satisfaction of customers will result
in better loyalty.

V. CONCLUSION & RECOMMENDATION

A. Conclusion

The results showed that the service quality and marketing
mix significantly affect customer satisfaction. Service quality
also has a significant effect on customer loyalty, while
marketing mix does not directly affect customer loyalty.
Customer satisfaction significantly influences customer
loyalty and has become a perfect mediator that connects
service quality and marketing mix to customer loyalty.
Customer satisfaction can be explained by the service quality
and marketing mix of about 62.5% and customer loyalty can
be explained by customer satisfaction of about 52.1%.

The best dimension that can describe service quality is
assurance with the best indicator is employees can make
customers feel comfortable and confident. The best
dimension that can describe marketing mix is price with the
best indicator is the price of food is appropriate with the
portion. The best dimension of customer satisfaction is
satisfaction with the purchase with the best indicators are
courtesy and communication. Customer loyalty does not
have dimensions, but both indicators, the intention of
repurchase and positive word-of-mouth, are very strong to
explain customer loyalty.

B. Recommendation

Recommendations are the things that should be done by the
owner of small-scale Indonesian food enterprises to increase
their performance by improving the important things from
service quality and marketing mix. The important things that
need to be improved from the service quality are the
comfortability of the dining area such as the arrangement of
chairs, tables, and other furniture, so customers can be
comfortable when they are eating; taste consistency of the
food from time to time; a bill accuracy; food serving exactly
as the customers ordered it; prompt and quick service; a good
serving even though the small scale Indonesian food
enterprises’ is busy; capability of employees in answering
customer’s questions; good interaction between employees
and customers, both verbal and non-verbal so that customers
can feel comfortable and confident; good knowledge of food;
capability in knowing the customer and their habits, like
remembering names and menus are often ordered so that
customers will feel special; and friendly employees.

Besides service quality, the owners also need to improve
some important things of the marketing mix such as the
variation of menu, so the customers can choose more menus;
the unique and easily remembered small scale Indonesian
food enterprises’ name; appropriate food price of the portion.
Others, the owners should have food price that is appropriate
of the taste; an advertising of small-scale Indonesian food
enterprises’, online and offline for introducing their products
to the public; and the sales promotion, such as discounts at
the certain times.

The owners of small-scale Indonesian food enterprises’
need to maintain some of the important things that make
customers feel satisfied, such as the display of food that is
served; the service of them which will change the food and
drinks with the new one when it is not good, such as stale,
dirty, there is flies in food; the good handling complaint; the
politeness, attention and friendliness of employees; and the
information that is communicated to customers by
employees, such as the availability of menus, facilities. This
satisfaction that made customers can be loyal to them, so the



customers are willing to repeating purchasing and say the
good things about small scale Indonesian food enterprises to
others, such as the good taste of food, the cheap prices and
appropriate of the portion.

REFERENCES

[1] Directorate of Finance, Information Technology, and Tourism
Statistics, “Food and beverage service activities statistics,”
BPS-Statistics Indonesia, 2020

[2] P.J. Ardika, “Food and beverage industry is projected to grow
five to seven percent in 2023,
https://money.kompas.com/read/2023/04/11/140500126/indust
ri-makanan-dan-minuman-diproyeksi-tumbuh-5-7-persen-pad
a-2023#:~:text=JAKARTA%2C%20KOMPAS.com%20%2D
%20Direktur,7%20persen%20hingga%20akhir%202023,
April 2023.

[3] Y.Zhongand H.C. Moon, “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, vol. 9, pp. 460-478, April 2020.

[4] J. M. M. Joudeh, A. Khraiwish, J. A. Al-Gasawneh, N. A.
Abu-Loghod, N. M. Nusairat, and N. N. Ali, “Customers’
perception of service quality in Syrian restaurants operating in
Jordan: The mediating effect of customer satisfaction,”
Academy of Strategic Management Journal, Vol. 20, no. 6, pp.
1-14, 2021.

[5] A. N. AbuKhalifeh and A. P. Mat Som, “Hotel restaurants’
service quality, customer satisfaction and loyalty: A test of
mediation,” Asia-Pacific Journal of Innovation in Hospitality
and Tourism, vol. 5, no. 1, pp. 21-39, March 2016.

[6] A. A. AI-Tit, “The effect of service and food quality on
customer satisfaction and hence customer retention,” Asian
Social Science, vol. 11, no. 23, pp. 129-139, 2015.

[7]1 A. Mustagimah, Hartoyo, and R. Nurmalina, “Marketing mix
effect towards customer satisfaction and loyalty: Case study of
Rejuve Cold-Pressed Drinks,” Indonesian Journal of Business
and Entrepreneurship, vol. 5, no. 3, pp. 310-320, September
2019.

[8] K. Amadi, “Effect of marketing mix on customer loyalty and
satisfaction in food and beverage restaurants in Kenya,”
International Journal of Recent Research in Commerce
Economics and Management (IJRRCEM), vol. 7, issue 1, pp.
68-76, January - March 2020.

[91 R. C. Y. Chang, J. Kivela, and A. H. N. Mak, “Food
preferences of Chinese tourists,” Annals of Tourism Research,
vol. 37, no. 4, pp. 989-1011, 2010.

[10] M. Nummedal and M. C. Hall, “Local food in tourism: An
investigation of the New Zealand South Island's bed and
breakfast sector's use and perception of local food,” Tourism
Review International, vol. 9, pp. 365-378, 2006.

[11] R. Sims, “Putting place on the menu: The negotiation of
locality in UK food tourism, from production to consumption,”
Journal of Rural Studies, vol. 26, no. 2, pp. 105-115, 2010.

[12] E. Ignatov and S. Smith, “Segmenting Canadian culinary
tourists,” Current Issues in Tourism, vol. 9, no. 3, pp. 235-255,
2006.

[13] S. Wijaya, B. King, A. Morrison, and T. H. Nguyen,
“Destination encounters with local food: The experience of
international visitors in Indonesia,” Tourism Culture &
Communication, vol. 17, no. 2, pp. 79-91, 2017.

[14] W. W. Wongso, “Flavors of Indonesia: William Wongso's
culinary wonders,” BAB Publishing Indonesia, 2016.

[15] Y. H. Shin and L. Yu, “The influence of quality of physical
environment, food and service on customer trust, customer
satisfaction, loyalty and moderating effect of gender: An
empirical study on foreigners in South Korean restaurant,”
International Journal of Advanced Culture Technology, vol. 8,
no. 3, pp. 172-185, 2020.

[16] A. Parasuraman, V. A. Zeithaml, and L. L. Berry,
“SERVQUAL: A multiple-item scale for measuring consumer
perceptions of service quality,” Journal of Retailing, vol. 64,
no. 1, pp. 14-40, 1988.

[17] P. Stevens, B. Knutson, and M. Patton, “DINESERV: A tool
for measuring service quality in restaurants,” The Cornell
Hotel and Restaurant Administration Quarterly, vol. 36, no. 2,
pp. 56-60, 1995.

[18] S. Markovic, S. Raspor, and K. Segaric, “Does restaurant
performance meet customers’ expectations? An assessment of
restaurant service quality using a modified dineserv approach,”
Tourism and Hospitality Management, vol. 16, no. 2, pp.
181-195, 2010.

[19] P. Pheunpha, “The influence of corporate image and marketing
mix on consumer motives: An empirical study of MK
Restaurant,” ABAC Journal, vol. 41, no. 4, pp. 43-66, October
— December 2021.

[20] A. Dutka, “AMA handbook of customer satisfaction: A
complete guidance to research planning and implementation
NTC business book,” Lincold Wood, USA: lllinors, 2003.

[21] P. Kotler and G. Armstrong, “Principles of marketing, 17t
edition,” United Kingdom: Pearson Education Limited, 2018.

[22] F. S. A. Quddus and H. Hudrasyah, “The influence of service
quality dimensions on customer satisfaction and customer
loyalty in PT. JNE North Bandung Area,” Journal of Business
and Management, vol. 3, no. 5, pp. 546-556, 2014.

[23] Mutsikiwa, C. H. Basera, K. Dhliwayo, and J. Muzangwa,
“The effectiveness of marketing mix strategies on
competitiveness: A case of food micro and small enterprises in
Masvingo, Zimbabwe,” International Journal of Management
& Information Technology, vol. 2, no. 1, pp. 78-85, November
2012.


https://money.kompas.com/read/2023/04/11/140500126/industri-makanan-dan-minuman-diproyeksi-tumbuh-5-7-persen-pada-2023#:~:text=JAKARTA%2C%20KOMPAS.com%20%2D%20Direktur,7%20persen%20hingga%20akhir%202023
https://money.kompas.com/read/2023/04/11/140500126/industri-makanan-dan-minuman-diproyeksi-tumbuh-5-7-persen-pada-2023#:~:text=JAKARTA%2C%20KOMPAS.com%20%2D%20Direktur,7%20persen%20hingga%20akhir%202023
https://money.kompas.com/read/2023/04/11/140500126/industri-makanan-dan-minuman-diproyeksi-tumbuh-5-7-persen-pada-2023#:~:text=JAKARTA%2C%20KOMPAS.com%20%2D%20Direktur,7%20persen%20hingga%20akhir%202023
https://money.kompas.com/read/2023/04/11/140500126/industri-makanan-dan-minuman-diproyeksi-tumbuh-5-7-persen-pada-2023#:~:text=JAKARTA%2C%20KOMPAS.com%20%2D%20Direktur,7%20persen%20hingga%20akhir%202023

